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In its most everlasting form, luxury is a means

of participation, a tangible way to denote one’s
association with a recognisable elite, a household
name — a pedigree. Research into luxury
consumption reveals that “when one chooses

a brand, one communicates the desire to be
associated with the group who regularly use
that brand.”
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The key word here is ‘communicates’ because
though luxury is more abundant than ever, how
we communicate —and how we communicate
the luxuries we own — has changed radically.

Today, Gen Z is projected to account for more than
one in five luxury purchases by 2025, and for Gen Z,

it's not about cashmere and Calacatta marble.
In fact, it's not even about the price tag.

For Gen Z,

it’s all about

luxury in its

barest form
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Of course, luxury is not just about the feeling of
participating in an exclusive group. Luxury can also
be about participating in a much more personal,
one-on-one experience. Customisation is more
readily available in the luxury market than ever
before, and nowadays, it isn't just about engravings
and colour choices, it's about creating a truly
unigue personal experience.

Something as personal as a DNA-accurate face
cream, maybe? Services like HomeDNA can help
with that, offering to test your DNA using home-
swab kits and providing you with the genetic
information needed to choose appropriate

face creams. This service comes in response to
the public’s growing interest in DNA-based
advice on decisions regarding fitness and beauty.
The market for genetic testing has tripled in the
past seven years as, more and more, customers
are showing that they want products designed
just for them.

Harvey Nichols tackles this desire with their new
‘wardrobe overhaul’ service. This experience
begins with a bottle of champagne arriving in
the post — just in time for a phone call with a
dedicated stylist. The customer is invited to sip
the champagne while talking through their exact
preferences, preparing the stylist with precise
requests for their upcoming shopping trip.

The process may cost £2,000 but that money
also goes towards the shopping budget, meaning
the consultations and gifts are complimentary.
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Nowadays, with the popularisation of home
shopping, and the knock-on effects of the
lockdowns of the past couple of years, the entire
luxury market may see more of a trend towards
off-handed shopping. Marry that with the
increased opportunities for personalisation

with at-home consultations, and the future for
luxury is looking increasingly one-on-one.
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And what could be more sacred than the
one-on-one experience of a smoker and
their cigar? Something that Harrods has
made clear that they understand with the
modern advances they've been making in
their cigar lounges. With the average user
of these lounges storing a collection worth
around a quarter of a million pounds, they
can now access an app which remotely
monitors the exact temperature and
humidity of the boxes in which their cigars
are stored. The smoking lounge itself has in-
built airflow technology that pushes smoke
away from users’ clothes, leaving no residual
scent on them when they leave.

With even the most archaic parts of the
luxury market onboarding new technologies,
the sector seems gripped to meet users’
growing expectations of an increasingly
personalised experience. And in a time where
user information and data are the largest
markets on the planet, we will likely see the
most successes from brands who are able

to accurately provide individuals with the
unique experiences they desire.
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Modern luxury, therefore, appears to be composed of a series
of polarisations. It should somehow offer a personal experience
that is both immensely social and intensely private, traditional
and innovative, immaterial and material.

Yet despite all the contradictions that make up the modern
luxury experience, the luxury market has remained constant.
Ilts manoeuvring can be credited to the pedigree brands the
market is built upon, without their adoption of the necessary
changes to transfer their namesakes into fresh territories, the
market could have bowed from its varying demands.
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But to appreciate the true marvel of modern luxury is to
understand that though luxury may appear more accessible
than ever, the reality is little has changed, it remains as
exclusive as it ever was — if not more.
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Tearing up

~rule book

Here we offer further learnings from how
premium brands have championed innovation
and creativity in their quest to deliver luxury to
today's consumers, exclusively and accessibly.

Accessible

1. luxury

As a demanding and loyal demographic
become the ones to impress, premium
brands need to cover all basis. So, let

us introduce the casualisation of the
premium sector — accessible luxury.
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Be consistently

creative

and courageously

confident

Looking to pose questions about luxury,
authenticity and inspiration are Balenciaga's
creative director Demna Gvasalia and Gucci's
Alessandro Michele.

Last year's so-called ‘Hacker Project’ saw Gvasalia
and Michele create cross-pollinated collections.
Deeper than any mere collab of recent times,
the project saw a deep dive by each brand into
the other’s iconic design codes. The thrillingly
innovative cross-branded merchandise that
emerged was much garlanded in the media

and across social.

Now, what does this mean? As luxury becomes
more accessible, there's an opportunity for it to
become more bold, expressive and playful and
far less restrictive and rigid.
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IN o
conclusion

Whether it's exclusive or accessible luxury, both share
the same goal. To allow people to feel part of a premium
community that align with their personal beliefs.

Straying away from retail, this exclusive luxury
is a little different. It's not about stepping foot
into a shop. Instead, we're taking a look at a
maternity ward. The Lilly Pulitzer brand, known
for its whimsical patterns and bold colours,
has dipped its toes into the maternity market.

VIP birthing suites were created featuring a
variety of Lilly Pulitzer prints throughout the
space, helping to relieve stress, discomfort
and fear around birth. This means custom
bedding with matching onesies for babies to
take home. Mums would also receive special
gifts for staying in the suite including a robe,
swaddle set, and tote bag.

The waterfront view rooms also feature a sitting
area for families with a plush sofa as well as full
VIP treatment, with a strictly gourmet menu
that includes such fare as lobster tails.

It's fair to say, all of the practical and aesthetic
details of the space transform a maternity
ward into a premium brand environment,
and childbirth into a ‘luxury experience’.

Any experience
can be a

premium,
experience




If you're keen to keep

your brand working smart
and turn these insights
into something powerful,
get in touch with RBH by
contacting joeh@rbh.co.uk

rbh.co.uk
hello@rbh.co.uk
- 01675 443 939

EATIVE
COMMUNICATIONS



