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"Beyond Money" consumers, or those with an annual personal expenditure of more than 50,000 euros, have doubled their relevance compared to 10
years ago. Image credit: BCG

 
By EMILY IRIS DEGN

Revealed in Milan at an annual dedicated event, the Altag amma Consumer and Retail Insig hts survey dig s into the latest trends in
the sector.

A qualitative analysis by Boston Consulting  Group (BCG) and Italian luxury brands association Altag amma Foundation points out
a key demog raphic to watch: "Beyond Money" consumers. This top 1 percent has a yearly personal expenditure of more than
50,000 euros, or just over $54,095 at current exchang e, and accounts for 21 percent of the categ ory's spending .

"Even in a period of extreme uncertainty and market volatility and low consumer confidence, the hig h-end sector shows a
g rowth outlook, albeit moderate," said Matteo Lunelli, president of Altag amma Foundation, in a statement.

"The stability of consumption is supported by top clients, who are pushing  companies to refine and improve their entire
offering , from services to the excellence of their creations," Mr. Lunelli said. "It is sig nificant that 1 percent of customers account
for 21 percent of spending  and that their relevance has doubled in the last 10 years.

"To meet the expectations of this increasing ly demanding  clientele, companies will have to continue to invest in technolog y and
in attracting  talent with new skills."

For the survey, 12,000 respondents across 12 top luxury markets participated, 7  percent of whom spend more than 100,000
euros annually on the categ ory, or $108,190 at current exchang e. Interviews with top customers, c-suite executives, client
advisors, experts and focus g roups add to the analyses.

Above and beyond
The Altag amma Consumer and Retail Insig ht release includes 20 one-on-one interviews with "Very Important Customers" (VICs).

The same number of interviews and content discussion sessions were conducted with luxury CEOs, client advisors and other
executives. Orig inating  from China, the United States and various European countries, the focus g roup responses of an
additional 15 VICs are also represented.
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The wealth of the top percentile groups is growing , leading  to a rise in demand for client advisors. Image credit: BCG

Data is drawn from BCG's Global Wealth Report 2024, July 2024 Fashion and Luxury Market Model, and analyses from research
partners and experts as well.

Their conclusions indicate that VICs account for the hig hest seg ment of shoppers. Responsible for 30 percent of houses'
revenues, they are now a key area of focus in marketing .

Exclusivity, quality, hyper-personalization, convenience, a sense of community and the availability of client advisors are all selling
points for this important demog raphic.

"Beyond Money" consumers are another driving  force behind the business. Hailed as the "most resilient and fastest-g rowing
seg ment," their annual personal expenditure on luxury is 230 times that of aspirational clients.

Per year, this top-earning  population g rows 10 percent thanks to the wealth g ains of hig h-net-worth individuals. They are less
affected by g eopolitical and economic turbulence and have spending  power that is five times less volatile than those who are
aspirational.

Yet the survey shows that "Beyond Money" shoppers are not being  identified by companies properly. Therefore, many luxury
names are missing  out on financial g ains.

The "Beyond Money" segment of customers is in need of more attention. Image credit: BCG

Localiz ing  the purchasing  experience, platforming  unique products, forg ing  an emotional connection with audiences and
adapting  to evolving  trends are potential ways to fix this costly pattern.

What lies in store
To attract the attention of major spenders, labels are increasing ly escalating  their retail expansion efforts.

Distinctive and entertainment-filled stores are boosting  profits. Like last year (see story), brands continue their hunt for
properties that allow for the needed space and have access to spend-happy foot traffic.

Main luxury avenues in Milan, London, New York and Paris are seen as g olden tickets in this respect. Despite the steep leasing
costs, competition for these social media-friendly addresses remains hig h (see story).

"Over the past five years, the major luxury g roups have spent around 10 billion euros on retail, with a strong  acceleration in
investment in the past 18 months," said Luca Solca, senior research analyst of g lobal luxury g oods at Bernstein, in a statement.
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To attract the valuable "Beyond Money" consumer segment, brands are working  to drive in-store traffic. Image credit: BCG

"The main streets have seen the hig hest concentration of these investments [are]: Via Montenapoleone in Milan, 5th Avenue in
New York, Champs Elysees and Avenue Montaig ne in Paris, Bond Street in London," Mr. Solca said. "The topog raphy of luxury
retail in these cities is chang ing  investments by the most important g roups are g enerating  a domino effect, leading  those who
can afford it to head in the same direction.

"The perceived risk is that of being  excluded from the most important locations, in the same way that this is happening  in the
best shopping  malls in China."
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