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By ERIN SHEA

NEW YORK – An Ipsos MediaCT executive at the Luxury Roundtable: State of Luxury 2013
conference said that more than half of affluent consumers believe that luxury brands have
lowered their standards of quality in recent years.

During the “Understanding Luxury Consumers and Their Decision-Making Processes”
session, the Ipsos exec reported that 63 percent of affluent consumers say that luxury is
not the same today as it was five years ago. Although the luxury is changing, affluent and
ultra-affluent consumers both said that they define luxury as high quality.

"Quality is becoming more and more important to consumers," said Steve Kraus, San
Francisco-based chief research and insights officer for Ipsos MediaCT‘s audience
measurement group.

"For both affluent and ultra-affluent, the No. 1 thing they associate with luxury is high-
quality," he said. "But I think a bigger challenge is that consumers say quality has suffered
in recent years, even among top brands.

"Even those brands that have not [diminished in quality], they will suffer from the negative
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halo perception from consumers."

The results discussed during this session are combined from Ipsos MediaCT’s the
Mendelsohn Affluent Survey and Mendelsohn Affluent Barometer April 2013. The annual
survey consists of 36 years of research that spans 13,794 consumers and 1,200 brands
measured. The April 2013 Affluent Barometer measures affluent attitudes and the fashion
industry that was collected during the first two weeks of April.

The Luxury Roundtable: State of Luxury 2013 conference was organized by Luxury Daily.

Changing face of luxury

With the changing attitude of luxury consumers, it seems as though luxury has become
smaller, more personal and more intimate.

Eighty-four percent of affluent consumers say that small indulgences can be just as
meaningful as purchasing a high-end luxury product.

Now, more affluent consumers say that determining the luxury status of a product is more
about the quality of that product, rather than the price or exclusivity of the product. Fifty-
eight percent of affluent consumers say luxury is the highest quality product, while only 39
percent say it is  an expensive product.

Ultra-affluent consumers tend to think the same way, with 64 percent saying that luxury is
the highest quality product and only 30 percent say it is  a prestigious product.

In addition, affluent consumers say that most luxury brands have lowered their standards
of quality in recent years. In 2013, 54 percent of affluent consumers say that this is true,
while in 2011, 42 percent thought this was true.

The way consumers view luxury has changed and now consumers are expecting more
than just high-quality from luxury brands.

"Luxury has always been about exceptional quality and over the past few years and a lot of
requirements have been added on to that quality," Mr. Kraus said.

"The challenge for us is that these expectations are all layered on top of one another," he
said.

"The expectations of luxury consumers are higher than ever, and as luxury brands, we
need to connect on all of those layers."

Still buying

Even though affluent consumers tend to believe that luxury brands have not kept up their
quality over the years, they are still purchasing luxury products.

"About half of the affluent consumers are saying that they will spend more [in the next
year] and half are saying that they will spend less," Mr. Kraus said.

"Ultra-affluent consumers are mostly saying that they will spend more and very few ultra-
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affluent consumers are saying that they will spend less," he said.

Mr. Kraus at the Luxury Roundtable conference

This year, the majority of affluent consumers report buying multiple luxury items per year.
Thirty-one percent say they purchase luxury products or services a few times per month
and 25 percent say its once a month or more. This has increased from previous years.

Out of all sectors of luxury products and services, affluent consumers most often buy
luxury or high-quality computers and technology. Ultra-affluent consumers most often buy
luxury automobiles.

Also, a significant number of affluent consumers purchased luxury apparel, accessories
or shoes in the past year.

Fourty-nine percent of male affluent consumers and 38 percent of female consumers
purchased from this product group.

How women shop

Affluent women shoppers are likely to scope out luxury products before purchasing them. 

The top five ways women find products are browsing in a department store, browsing
online via retailer Web sites, looking at printed catalogs, window shopping and searching
in discount retail stores.

Furthermore, tablet devices are helping consumers find products as well.

Twenty-two percent of women browse the Internet via their tablets to research products
before purchasing them, which is an increase from previous years.

Any form of online information on products is important for consumers.

Women also look for better deals online after seeing a product in a retail store, 46 percent
said they have done it, while 22 percent said they do it regularly.

Also, women tend to search for alternate styles, sizes or colors online if they are not
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available in a retail store. Forty-seven percent said they have done it and 20 percent said
they do it regularly.

After purchasing a product, many affluent women want to stay updated with product
offerings from a retailer.

Half of these affluent women have signed up for email updates from apparel stores or
salespeople, 24 percent do it regularly. Only 19 percent have signed up for text messages
updates from apparel stores and 8 percent sign up regularly.

In addition, many affluent women want to share their shopping experience after making a
purchase of apparel, accessories or shoes.

Eighty-three percent of affluent women will describe their purchase to friends or family
not through social media, 61 percent will write a review or rate their experience and 28
percent will use social media to share their experience.

Luxury marketers should be aware that affluent women are likely to share their shopping
experiences with others. Customer service should be at its  best, especially since bad
reviews will not help a retailer.

Looking forward

One-fifth of ultra-affluent consumers expect a luxury spending increase in the near future,
specifically in the areas of travel, apparel and watches and jewelry.

Eleven percent of the current affluent consumer group are emerging alpha-affluent
consumers. Those in this category embody characteristics such as educated, multi-
cultural, urban, early adopters, gamers and big on social media.

This alpha affluent consumer group is the new luxury consumer.

"We are seeing a rise of a new luxury consumer, the emerging alpha affluent," Mr. Kraus
said.

"They are the up and comers and the go getters," he said.
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