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A new report by the Luxury Institute found that millennials scrutinize investment value and
heritage of purchases more than Generation X'ers and Baby Boomers.

The study also found that millennials regularly search for one-of-a-kind items as a way to
signal status. While brands often treat "showrooming" as a threat to brand integrity, the
research that accompanies the trend indicates that improved customer service and
responsive multichannel efforts can turn the phenomenon into a benefit and a source for
more revenue.

"Millennials want the heritage of the brand, they respect history, and they see it as a
validation of investment value," said Milton Pedraza, CEO of The Luxury Institute, New
York.

"They don’t have all the money in the world, they're just starting out, so they want to make
sure they’re buying appropriately," he said.

"But they do have much higher expectations, so that’s a little bit of a paradox. They care far
more deeply about certain aspects of a luxury brands."
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This study is the first in a series of three comparatives studies of millennials, Gen X'ers
and Baby Boomers by The Luxury Institute.

Discerning through the ages

Luxury Institute's report affirms the notion that luxury consumers across age
demographics value quality, craftsmanship, customer service and design.
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Survey respondents also cited convenient return, refund and exchange policies, lifetime
guarantees, and free shipping as essential to the luxury experience.

The proliferation of digital retailers has raised consumer expectations overall. Bricks-
and-mortar retailers have to contend with the many incentives such as free shipping,
reduced pricing and free samples offered in the digital space.

On the other hand, the report argues that the rise of ecommerce has led to a few dead
ends. The reliance on algorithms to steer consumers toward predicted interests strikes
many as inauthentic and heavy-handed.
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Luxury shoppers want to see assistance options online that resemble those found in-
store, whether that means real-time personal shoppers or just a social media presence
capable of fielding questions on the fly.

Not so fast

The report challenges the perception that millennials are fickle, impulsive and
anonymous shoppers. Millennials tend to be more knowledgeable about luxury products
and services, while Baby Boomers tend to rely on previous experiences.

Far from an affront to the structure of retail, showrooming signals the highly-discerning
nature of today's consumers.

Indeed, retailers should give up the fight against showrooming. Instead, retailers should
insert themselves into the consumer process of going back and forth between channels to
compare prices and inventory.

Consumer tendencies are fragmenting geographically as well.

A new report by Boston Consulting Group explores the online shopping tendencies of
Chinese consumers such as a widely-held penchant for researching products at length.

“The Chinese Digital Consumer in a Multichannel World” report explains that the number
of Chinese online shoppers is expected to reach 380 million by 2016, which presents
brands with huge swaths of potential customers. Any giddiness marketers feel at such a
prospect should be tempered by the fact that only .5 percent of online activity is conducted
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on brand or company Web sites (see story).

"Sometimes I want to go into the store, get a product and not talk to a human being," Mr.
Pedraza said. "But there are other times when I want a human relationship, the experience
to be curated.

"It's  not an either or proposition," he said.

Final Take
Joe McCarthy, editorial assistant on Luxury Daily, New York
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