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time for luxury – time for luxury marketing 

The luxury sector is undergoing monumental changes. This shift also affects how luxury brands are marketed. Luxury goods have become available to a broader audience, and all social classes now consume luxury at least to some extent. Luxury, they say, is being democratised. In wealthier circles, on the other hand, the habit of showing off expensive goods is no longer in vogue. Soft factors beyond pure material value are taking the place of flashy displays of wealth: time, for instance, and the luxury of memorable experiences. Luxury brands need to incorporate these factors into their brand image. They must strike the delicate balance between exclusiveness and constant online availability. This requires innovative solutions when it comes to brick-and-mortar retail, in answer to ubiquitous digitalisation. And nobody is better positioned to provide these solutions than digital marketing experts – such as the Stuttgart-based agency DFROST. No matter which stage you are presenting your products on: excellent communications and customer dialogue make an enormous difference in luxury marketing. Now more than ever.

crisis-proof certainty
My house. My car. My boat. My watch. My necklace. My purse. Expensive. Exclusive. Enviable. Things were simple until the turn of the millennium. Everyone’s status was on display, and differences in social standing were plain to see: Luxury was that which only few could afford. By definition, luxury goes beyond a regular standard of living. Precious, exclusive goods are status symbols that elevate their owners and showcase their success and prestige. Of course, there have always been distinctions within the luxury segment itself: old luxury versus new luxury. Elegant, classy understatement versus swank and splendour. Ostentatious displays of wealth continue to dominate the luxury segments of the prospering Asian markets and Russia. In Germany, on the other hand, luxury is associated with workmanship and quality. The first decade of the new century was the last to see double-digit growth figures in the luxury segment. Despite this slowdown, management consultants still forecast continued growth, fuelled by more than 400 million luxury consumers worldwide. Luxury goods mean different things to different people, but they all have one thing in common: certainty. They are the light at the end of the tunnel and the silver lining, even – especially! – in times of crisis. This effectively detaches the luxury market from the economy. Nevertheless, the segment is changing. Pure material value is becoming increasingly irrelevant. The target group is growing younger and more heterogeneous. Modern consumers are receptive to new sales channels and digital lifestyle worlds, and this opens up countless new opportunities to increase reach.

we are luxury
For the longest time, luxury was fairly easy to define. Luxury brands were coveted by many, yet out of reach for most. This no longer applies. The luxury market has opened up. Luxury has been liberated from the elites; it now has a place in every environment and every social class. Its target audience has become broader, more inclusive and, above all, younger. Today, everyone has a right to luxury. This belief fuels the sale of many products that promise at least some of it. The barriers to entry are being eroded. Luxury, they say, is being democratised. We are luxury. This new dynamism sweeping the luxury segment calls for a realignment of marketing strategies. Modern consumers of luxury goods are highly receptive to new sales and marketing channels. Brands wishing to market their goods to this group need to showcase themselves imaginatively. “It might hurt, but there is no way around it: Luxury brands need to change. Their brand performance needs to be multi-faceted to capture the interest of their heterogenous target audience, whose needs change constantly,” Christoph Stelzer, CEO and co-founder of DFROST, summarises. At the same time, brand loyalty is fading. This poses a challenge to traditional luxury brands: to preserve their exclusiveness and value while acting innovatively and leveraging modern means of communication. All this in a market that values individualised, personalised products. To stand out in this dynamic environment, luxury brands need to interact with their clients, cater to their individual requests for customisation and create extraordinary, even limited shopping experiences. Where previous generations of luxury manufacturers could let their products do the marketing, so to speak, modern brands have to look at things from a buyer’s perspective. “Innovative strategies are crucial. The new generation of consumers and the market conditions they have created force luxury labels to think outside the box. Personalisation is key. Not just in terms of your products but also in terms of your services and brand message. Those old, worn-out ideas about your target audiences finally need to go,” Boris Bihl explains. He is responsible for brands like IWC Schaffhausen and OMEGA at DFROST. Labels need to understand their customers’ needs to serve their market flexibly and successfully. Traditional brand ambassadors are being replaced by modern influencers who work in the digital sphere. New channels such as social media are key when it comes to addressing young buyers. Some bloggers inspire a great deal of credibility and achieve an enormous reach. They are the brand ambassadors of tomorrow.

from have to be
Luxury brands have always inspired fascination and emotional responses. But leaving these brand promises in an imaginary space is no longer enough. Today's luxury consumers focus on experiences, they crave individualism. They demand emotions, delivered to them directly and personally. Luxury has become more than the mere possession of valuable objects. It is value created by individual, extraordinary experiences. It is no longer about having as much as it is about being. Luxury is increasingly defined by soft factors. Innovative ideas, ground-breaking technologies and sustainable, quality materials that promise an outstanding product experience. Brands must become experiences that go beyond mere material value. They must launch their products alongside stories that allow buyers to write their own, personal stories in turn. In other words, luxury brands – especially those that operate outside the creative, fast-paced world of fashion – must open up to new lifestyle worlds. Leave the exclusive circles and conquer new, public stages: take to the streets, the shopping centres, the beaches. This breaks down the boundaries of elitism – not just in spatial terms. High-profile collaborations between luxury labels and streetwear brands are among the biggest trends in luxury marketing. Take the partnership of Louis Vuitton or Lagerfeld with hip skater labels like Supreme or Vans, for instance: smart moves that rejuvenate the images of traditional luxury brands and generate new target groups. 

A TRADITION OF PROGRESS
“Luxury brands need to get back to the future. Instead of relying on endless variations of supposed traditions, they need to look towards innovation and make use of the new opportunities opened up by technology,” Boris Bihl explains. This is especially true for brands in the luxury watch segment. Originally, their selling point was the creation of new, revolutionary, unprecedented products – the ROLEX Oyster, for example. Eye-catching collaborations of the kind Louis Vuitton has been mastering for years are part of this, and ROLEX seems to have caught up in this respect. Another approach is to combine traditional values with new technologies. The TAG Heuer smart watches are a great example. Boris Bihl believes that brands must demonstrate their modern mindset even more emphatically nowadays and visibly engage with new consumption and usage trends. This includes the ubiquitous habit of sharing content. The DFROST expert has been keeping a close eye on this modern phenomenon and thinks it might well bear opportunities for the watch industry. There are already various providers of luxury fashion, accessories or art for temporary use, and even manufacturers of luxury cars are working on future car-sharing programmes. In the twenty-first century, progressive ideas and individualism take the place that status symbols occupied in the twentieth. Time for luxurious experiences is what matters to modern consumers. A lack of free time is no longer the badge of honour it was during neoliberalism and the new economy. It has been replaced by the luxury of “me time” and freedom – the freedom to enjoy luxury. Living a slow-paced life is the new status symbol of our century. The DFROST retail specialists have no doubt: “Luxury brands must cater to these new values when presenting their products and adjust their brand image accordingly.”

don't fear the worldwide web
Online or offline? To modern customers, including those in the luxury segment, this question is obsolete. Brick-and-mortar shopping and online shopping are far from mutually exclusive. They complement each other. The customer journey can take place in a traditional shop just as well as online. Demand for convenient, mobile shopping has surged over the past years. The internet has become a space of inspiration, and experts have coined the term “luxurious webmosphere” to describe this environment. Most luxury consumers prefer their favourite brands’ own online stores, which increasingly invest in digital delivery systems, payment methods, smartphone-compatible websites and social-media channels. In the latter, modern influencers play a particularly important role. These new brand ambassadors have the power to inject crucial stimuli into a segment suffering from a decline in brand loyalty. Most of these stimuli are then realised as purchases in stationary retail stores. As promising a sales channel as e-commerce might be: Luxury consumers still prefer to buy in store. The POS gives them the opportunity to touch the product before buying; it offers face-to-face customer service and customisation options. This makes it an irreplaceable part of the shopping experience. Here, in particular, luxury must be showcased and made tangible by contemporary means. “Stop thinking stores. Start thinking stories!” – such goes Christoph Stelzer's take on this. Shopping in brick-and-mortar stores is more than a trip to the check-out counter, especially when it comes to luxury goods. It involves dialogue, communication, service and, ideally, a pleasant stay. A visit to a store should be perceived as a desirable event that is enhanced by exclusive, individual service. Especially highly mobile customers expect extraordinary experiences with a luxury brand that is present all over the world and in all channels. “Conservative luxury labels have a lot to learn. They still neglect to approach their customers in a modern, targeted way and offer no new shopping experiences,” Christoph Stelzer explains. Retail experts frequently observe that the watch sector is struggling to keep up with digitalisation. Its players seem to believe that their product can only be experienced offline at the POS and that the emotional value of a watch is lost in online media. Are luxury watches truly less suitable for online than, say, a purse worth many thousand Euros? “Quite the contrary: Presenting technical details online is much more effective than trying to showcase especially soft leather in a digital medium,” Boris Bihl comments. To him, the most important factor in modern marketing is customer contact in the right channel. Luxury is not intrinsically timeless! Even if brands stay true to themselves and get by with minor updates only, their clients might not be on the same page. They might be light-years ahead. The needs of consumers are changing, and they are transforming the retail landscape in turn. The retail experts know: “You need to keep up. At the end of the day, isn’t that what luxury is all about? Peak performance. Superlatives.”
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DFROST is the retail identity agency that is all about the point of sale. Brands or rooms, whole stores or single floors – wherever worlds of experience and identity are needed, the Brand Companions in our interdisciplinary teams create innovative, precise retail solutions that successfully stage your products and markets where it counts: at the site of the purchase decision. Holistic and unique. The scope of services of this Stuttgart-based agency, which was founded in 2008 by Nadine Frommer and the brothers Christoph and Fabian Stelzer, is divided into six disciplines: Retail Window Display, Visual Merchandising, Retail Architecture, POS Events, Visual Communication and Digital Solutions. Every step on all channels – from consultation and conceptualisation to production, logistics and implementation – is coordinated centrally. This yields harmonious retail scenes that are not just seen but felt and experienced with all senses. Not only consumers are convinced – top brands such as Swarovski, Peak Performance, Tommy Hilfiger, Hugo Boss, Victorinox, Mercedes-Benz Accessories and Porsche Design put their trust in the sustainable, functional work of DFROST –
For more information:

PRESS AGENCY
Hopfer PUBLIC RELATIONS
Mona Meier
Panoramaweg 6
78727 Oberndorf a.N.
T +49 7423 8758752
F +49 7423 87171
mona.meier@hopfer-pr.de
www.hopfer-pr.de

PR Management | CORPORATE COMMUNICATION
DFROST Retail Identity
Teresa Schwarz
Hauptstätter Straße 59A
70178 Stuttgart
T +49 711 664817-139
teresa.schwarz@dfrost.com





image1.png
SEITE DATUM

WWW.DFROST.COM




image2.png
DFROST

Retail Identity

DFROST GMBH & CO. KG
HAUPTSTATTER STR. 59A
70178 STUTTGART

T +49 711 664817-0
F +49 711 664817-200

INFO@DFROST.COM

SEITE DATUM

WWW.DFROST.COM




