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Behind-the-scenes  of Burberry's  spring 2014 campaign

 
By SARAH JONES

British fashion label Burberry saw the largest growth in brand value among luxury brands
this past year, according to a new report from Millward Brown.

Luxury brands in general saw a 16 percent rise in brand value in 2014, compared to a 6
percent rise from the year-ago period. This was the steepest rise since the recession, with
the combined brand value totaling $111 billion.

"I think after any recession, there’s a little bit of a lag when it comes to luxury because the
first categories that people bought were things that needed to be replaced, like white
goods and consumer electronics," said Oscar Yuan, vice president at Millward Brown
Optimor, New York.

"2014 is the first year a lot of the replenishable goods have been replaced, and people are
looking to the luxury goods," he said.

For the ninth annual WPP BrandZ Top 100 Most Valuable Global Brands report, Millward
Brown conducted 150,000 interviews with consumers. Millward Brown Optimor also
looked at the companies’ financials to determine their value.
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For the purpose of these rankings, luxury was defined as high-end clothing, leather goods,
fragrances, accessories and watches.

Perception and profits
Louis Vuitton topped the rankings in the luxury category, with a brand value of $25.873
billion. This was a 14 percent growth from the previous year.

Louis Vuitton fall 2014 collection

Hermès, Gucci and Prada followed, with Gucci’s brand value making the largest jump of
the three at 27 percent.

Representing jewelry, Rolex and Cartier sit at five and six, with Cartier’s brand value rising
40 percent over the year-ago.
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Cartier ad from Robb Report

Some consumers still see a label as a means of personal expression, with 50 percent of
Chinese and 48 percent of United Arab Emirates consumers saying they equated the two.

Burberry came in at eighth, with Fendi at tenth. Fendi saw a 17 percent drop in brand
value, coming out at around $3 billion.

On the top 100 list in all categories, Louis Vuitton was ranked thirtieth, with BMW close
behind at 32. Hermès and Mercedes-Benz came in at 41 and 42 respectively.

BMW i8

These ranking are important because they point to a brand's potential, since brand is the
differentiating factor between two different products, according to Mr. Yuan.

Consumers are more willing to spend on jewelry than in previous years, and are inclined
to purchase items that are purely decorative and show off their personality. This trend
shifted into handbags, where brands chose to make items that did not overtly display their
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logos.

Luxury brands in general decreased their products aimed at aspirational consumers,
leaning back toward exclusivity. Instead of making a lot of logo key chains and small
items for sale, the brands are now looking to their fragrance lines to reach entry-level
consumers.

Burberry chose not to offer promotional pricing on its rainwear and leather goods,
choosing instead to focus on maintaining its exclusivity.

Burberry Shanghai flagship 

One of the top things brands need to be aware of is to make their brand experience
seamless across physical and digital mediums. Brands are embracing social media
more, but they need to be sure that it matches the image they have created.

Luxury brands should also work to narrow their audience and pricing scales to protect
their positioning.

At the same time, being too narrow-minded about social media and digital is  not a good
strategy, and Millward Brown suggests embracing these forms of communication to
reach a global audience.

Luxury tends to focus heavily on emerging markets, but brands need to not forget the
consumers in more traditional markets, where there are large audiences of potential
consumers.

To increase desirability, brands should think of providing something different from their
competitors. The brands that are successful are often described by consumers as “sexy,”
“successful” and “premium.”

"It’s  constantly coming up with something new and different, and constantly delighting
consumers," Mr. Yuan said. "The whole point is to keep the brand fresh and new in
consumers’ minds."

Clear leader
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Other studies have also found that Louis Vuitton is still on top in consumers’ minds.

Contrary to the notion that big name fashion labels are losing their luster among Chinese
consumers, a new study from ContactLab finds that Louis Vuitton is at the top of the list
for brand awareness.

In a test of unprompted brand awareness, which measured the number of times that
consumers in the study named the label’s name spontaneously, Louis Vuitton had twice
as many mentions per 100 participants than its closest followers, Chanel and Gucci.
Compared to more established luxury markets, such as New York, the Shanghai consumer
is less sophisticated, not familiar with as many brands and more centered on mega
brands (see story).

Last year's Top 100 Most Valuable Global Brands report showed some of the same trends.

Louis Vuitton remained the world’s most valuable luxury fashion or jewelry brand, but
Prada’s value rose more than any other brand at 63 percent year-over-year, while the
French fashion house’s declined, according to the BrandZ Top 100 list from Millward
Brown.

Both Prada and Kering-owned Gucci are new to the BrandZ Top 100 Most Valuable Global
Brands report this year and each saw notable gains due to sales increases in key global
markets, especially among Asian consumers at home and abroad. Ranked separately
from luxury apparel, accessories and jewelry brands, the world’s most valuable luxury
brand is BMW, which fell to No. 2 in the automotive category due to the slowdown in
Europe (see story).

"The first five were the same top five as last year," Mr. Yuan said. "What it says is that the
luxury market is quite stable.

"It’s  an interesting observation given how quickly things in luxury change."

Final Take
Sarah Jones, editorial assistant on Luxury Daily, New York
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