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Luxury bag in hand, Asia’s on the move!


Photos courtesy of Estel Aymard and Jeff Laitila (www.sushicam.com).





INTRODUCTION:
WEAR YOUR SUCCESS



“You never really understand a person until you consider things from his point of view… until you climb into his skin and walk around in it.”


Harper Lee, To Kill a Mocking Bird1


You’d think it was a rock concert, not a store opening, the way thousands queue up days in advance to get a toe in on Day One at yet another mega-sized luxury brand store. When they’ve left, the store has been stripped clean, as if by locusts, with hardly a handbag, wallet, or key ring left on the shelves. Hermès in Ginza, Louis Vuitton in Omotesando, Coach in Shibuya, Prada in Aoyama – just put up a megastore in Tokyo and the queues start forming. Japan may have been in on–off recession for a decade, but Japanese consumers – like others in Asia – carry on their obsessive love affair with luxe. A staggering 94 percent of Tokyo women in their 20s own a Louis Vuitton piece. (Some own dozens, but that’s another story.) Other brands don’t do too badly either – 92 percent own Gucci, 57 percent own Prada, 51 percent own Chanel, and so the list goes on.2 Welcome to luxury brands in twenty-first-century Asia.


This book is about the cult that is sweeping Asia, a phenomenon so powerful that the continent is now the biggest market in the world for Western luxury brands. It’s about stepping into the skins of millions of Asians to understand why they are snapping up Louis Vuitton bags and Rolex watches and Armani suits as if their lives depended on it. It’s about how a keen understanding of the Asian psyche has helped the luxury industry create this cult, which, needless to say, has proved immensely profitable. It’s about invaluable business insights into how to make money and call the shots in a world where most other product categories face thinning margins and increasing retailer dominance.


So far the nerve center of this cult has been Japan, the Japanese people’s passion for luxury brands so huge that they account for over 40 percent of worldwide sales for most major luxury brands. For Louis Vuitton, the undisputed leader of the cult, it’s possibly a case of too much love – at one point an estimated 88 percent of Vuitton’s global sales came from Japanese consumers (38 percent purchased in Japan, 50 percent bought by Japanese tourists),3 forcing the company to aggressively grow other markets.


Now the rest of Asia is showing the same passion for brands. Hong Kong, South Korea, Taiwan, Singapore, Malaysia, Thailand – the cult is fast gathering momentum everywhere. China, just out of Mao suits, has rushed headlong into Zegna, Dunhill, and Burberry, displaying such a strong luxe tooth that Chinese consumers – shopping at home and abroad – already account for 10 percent of global luxury brand sales, a figure growing rapidly as we speak. Then there’s the other billionaire, India, its full-throttle economy creating new money, its people awakening to luxury.


At first flush, this isn’t an easy phenomenon to understand. Why are millions of Asians, not all of them rich, rushing to buy outrageously expensive designer-label bags, shoes, clothes, watches, jewelry, and other accessories? Why do they queue for hours outside stores in Paris, often putting up with humiliating treatment, all for the sake of a logo-splashed canvas bag? Why is it normal for Hong Kong people, whether wealthy tycoons or your average Joe, to own several expensive Swiss watches? Why do South Korean office ladies purchase Ferragamo shoes on installment plans? Why do junior executives in Shanghai happily shell out their entire month’s salary for a Gucci purse? Why do some Japanese teenagers even sleep with middle-aged salarymen just to get money together for that all-essential luxe bag?


The answer lies in the massive changes – political, social, and above all economic – that have steadily transformed Asia, in the process dismantling centuries-old ways of denoting who you are and your place in society. From rigid social orders defined by birth, caste, family position, or profession, you suddenly have a free-for-all where how much money you have is the key classifying criterion. Never mind which social class you were born into, make enough money and you can climb up the ladder.


But how do you turn a sizable bank balance into commensurate social esteem? Into this situation of social flux walked Western luxury brands with their loud logos and unmistakable sign language, providing a handy tool for letting the world know your financial prowess. Carry a US$500 Louis Vuitton handbag and you signal that you are from a family of decent means. Flaunt a US$10,000 Hermès Birkin and you are clearly several notches higher. What is amazing is that many Asians of moderate means are simply spending their way up the social hierarchy, often in amounts totally out of whack with their real income.


In today’s Asia you are what you wear. Those Gucci bags and Ferragamo shoes aren’t merely girlish indulgences – neither are the Armani suits and Rolex watches just male vanity at work – they are part of a new social protocol where your identity and self-worth are determined by the visible brands on your body. A new luxury-brand-defined social order is replacing old ways of marking status. A different class system is being created where your spot on the social totem pole is marked by your Chanel suit and your Cartier watch. That’s the central thesis of our book:


Luxury brands are a modern set of symbols that Asians are wearing to redefine their identity and social position.


This book is about how and why that came to be. Why a hard-working, essentially frugal people changed into liberal spenders. Why a proud, often fiercely nationalistic society happily submitted to the charms of Western brands. Why nation after Asian nation has followed the same inevitable path, eventually falling under the luxe spell.


A word about how we have defined luxury brands in this book. While everything from caviar to champagne, luxury spas to cruise liners, high-end condominiums to sports cars would qualify, we have limited ourselves to “luxury brands on your person.” The reason is simple. A secretary with a Burberry purse isn’t going to see the inside of a high-end condominium for quite some time, neither is she hankering after luxurious spa treatments – but sure as night follows day, she is going to buy another designer-label bag, shoe, or watch next season. Large homes with private swimming pools aren’t an option even for most millionaires in cramped Asian metropolises like Hong Kong, Tokyo, or Mumbai. Lavish holidays in exotic locations appeal only to a select few, most Asians preferring to go on group tours, often scrimping on hotel accommodation but spending liberally on luxe shopping. The face you show to the world counts more than how you live. The phenomenon that is sweeping Asia isn’t one of luxurious living – although that too will come in time – it is one of wearing luxury brands on your person. When we say luxury brands, or simply luxe, we mean Louis Vuitton bags, Gucci shoes, Prada clothes, Tiffany jewelry, Cartier watches, and items from the umpteen other brands that occupy the luxury-on-your-person category.


This book is divided into three parts. Part One is about how and why the luxury brand cult took root and then exploded in Asia. We trace the spread of luxe from Europe, bringing what was once the preserve of the European upper crust into the enthusiastic hands of the mass market in Asia, in the process changing the very shape and structure of the industry. The rise of brands in Asia is of course linked to the rise of Asia itself, and we develop a powerful conceptual framework – the five-stage Spread of Luxury model – that explains the cult in developed Asian markets like Japan and Hong Kong, and predicts the course that emerging powerhouses like China and India will take.


Part Two takes you straight into the key luxury markets – Japan, Hong Kong, South Korea, China, India, Singapore, and the other Southeast Asian countries – which serve as case studies to illustrate the phenomenon at close quarters. We analyze the cultural forces that shaped the development of the luxe habit in these markets; visit the thriving retail scene, from glorious flagship stores in Tokyo to bustling local markets in Seoul; and meet distinct consumer segments, presenting their obsession with luxury brands and the inner motives that drive them.


Part Three takes you behind the scenes to examine how the luxury industry has created this cult. Our Luxeplosion model cracks the code, letting you in on the specialized cult tools and cult catalysts that are deployed in a heady cocktail of celebrities and parties, of high society and the media, of showbiz and buzz creation – a tried-and-tested approach to creating an explosive following for your brand, which will be of interest to businesses relying on traditional marketing levers. The luxe cult has spawned an unfortunate twin, fakes – we consider the phenomenon of “genuine fakes,” impossible to tell from the original, which hit at the very root of the legitimate industry. We end the book with a look at five major future trends that will yet again reshape the market in the coming decade and take the cult of the luxury brand to the next level.


Luxury consumption in the West has been widely studied, from Thorstein Veblen’s delightful 1899 classic The Theory of the Leisure Class to a more recent spate of titles like Luxury Fever and Trading Up: The New American Luxury. But when it comes to Asia, while there are news reports, magazine articles, and financial analysts’ reports – a barrage of them, such is the interest level – beyond some academic papers there have been few structured attempts to study the subject from a sociological or business point of view. This is the first book on Asia’s love affair with luxury brands, particularly apposite given the growing importance of the Asian consumer to the world economy.


We traveled to each of the Asian markets and conducted over 150 interviews with people who run businesses in the industry, from global heads of major luxury brands to country managers, from local marketing teams to salespeople at the stores. We talked to specialists who have been observing and participating in this phenomenon – fashion magazine editors, consumer behavior specialists, advertising agencies, research companies, equity research analysts. We observed consumers in action. We posed as shoppers ourselves, checking out the store experience and service standards in each country. We have drawn extensively on our collective professional experience in Asia – over 40 years between us – in consumer insights, marketing, and luxury retailing. And of course, we have often succumbed and shopped, just like the rest of Asia.


But finally, it was meeting ordinary consumers and climbing into their shoes that gave us our most significant insights, and the realization that behind each of those designer-clad luxe lovers was a story of personal struggle and triumph, of rising from a modest background to considerable financial means, and of quite literally wearing their success.


Luxury brands are a US$80-billion global industry. More than half that business already comes from Asians, and the way the cult is snowballing – and Asian incomes rising – luxe is in for some hearty growth. The cult of the luxury brand represents both an intriguing social reality and a profitable business phenomenon in the region. For anyone with an interest in luxury or premium brands – marketers, retailers, shopping center operators, educators, and most importantly consumers – pick up your Gucci and enjoy the ride!





PART ONE
HOW AND WHY



[image: image]


An example of the many elaborate luxury brand cathedrals springing up across Asia – the futuristic Prada Epicenter in Tokyo, with its distinctive diamond grid exterior and space-age interiors.


Photo courtesy of Prada Asia Pacific Ltd.





1
A LOVE AFFAIR WITH LUXE



“How come you don’t have the muffler with checks, the one that the Premier wears?” The person asking the question is Jiang Zemin, until recently President of China, the Premier he refers to is none other than the man credited with reforming China’s economy, the dynamic Zhu Rongji, and the checked piece of neck accessory in question is the rather contagious Burberry muffler, which also counts thousands of young Japanese women among its willing victims.


The setting of this true-life shopping drama is the Scitech department store in Beijing, not exactly a hot spot for luxury brands in the first place, and certainly not used to having presidents dropping by unannounced. Jiang reportedly makes it to the third-floor men’s section unrecognized, before panic ensues and people realize that it’s the President himself sans security entourage. The managing director of the store rushes down to meet Jiang, who is increasingly impatient to see the checked muffler he has heard so much about. Unfortunately, the store does not carry Burberry. No, heads don’t roll, but the next day the local Burberry management is summoned for talks. Pick any spot you like, the department store offers, just put up a Burberry store as fast as possible. A videoconference is hurriedly arranged with chief executive Rosemary Bravo in London, who, tickled by the story, gives the go-ahead. An accessories corner is set up at a prime location in the store, and now Burberry mufflers are readily available, just in case President Jiang does one of his spot checks again.


From presidents to office ladies, from captains of industry to university students, from well-heeled socialites to housewives buying fish in the local wet markets – in Japan, even the fishmongers tuck away their cash receipts in Louis Vuitton bags – every section of society, every country in Asia, is falling under the spell of Western luxury brands. Stroll down the busy streets of Tokyo today, and a barrage of Louis Vuitton handbags come at you on the arms of middle-class women. Settle down for a drink at one of Shanghai’s hip nightclubs, and pick out the Chanel, Dior, and Prada bags among the designer-clad crowd. Ride the subway in Seoul and most women are hanging firmly onto their Louis Vuittons and Guccis. Drop off your child at an upscale kindergarten in Hong Kong and a quick glance at the other mums should bring you up to date on this season’s new arrivals. Meeting a government official in Beijing? Chances are the suit is Zegna, and that flash of gold beneath the sleeve is a Cartier watch.


It’s hard to imagine that luxury brands were once the preserve of the European aristocracy, that a mere hundred years ago these beautifully crafted pieces of clothing and accessories were solely for the pleasure and adornment of a wealthy élite. Now famed luxury houses like Louis Vuitton, Hermès, Chanel, Cartier, and innumerable others serve the consumers of Asia, and, in a strange turn of events, it is the populous markets of this region that are central to their success. Asia has grown into the world’s largest market for Western luxury brands, and between the brand-obsessed Japanese on the one hand and China and India’s rising new money on the other, the present and future of luxe lie squarely in Asia.


How did the luxury brand culture spread from Europe’s élite to Asia’s hoi polloi? Fickle as fashion is, its business history contains enduring lessons for all marketers, explaining the strategies that changed small family businesses into highly profitable global empires. Importantly, it sheds light on something every marketer dreams of – the seeming paradox of charging high prices based on exclusivity while selling your product to every Tomoko, Sadako, and Yoshiko. The luxury brand industry has managed to do just that; in fact, the fine art of having your cake while eating it too is its core business philosophy today.


THE GENESIS


The forces that created Asia’s cult of the luxury brand were set in motion around 100 years ago.


In the early 1900s, while the Belle Epoque unfolded in Europe1 – a heady period of progress and prosperity, when wealth was shamelessly flaunted and elaborate women’s dresses were a prime method of showing family status – a trickle of imported luxury products had already begun to flow into Asia, although they touched only a small wealthy élite. Japan had emerged from its long Edo-period isolation, and had begun trading with Britain and Europe, including jewelry and other luxury goods. A fine crystal vase by Baccarat was said to cost more than the average Japanese home of the time. Burberry set up shop in Tokyo in the 1920s through a local importing company.


In China, Shanghai was living its own version of the Belle Epoque as the Paris of the East in the giddy, hedonistic 1920s and 1930s. While high-society women stuck to the graceful cheongsam for public occasions, men wore fine French suits, and Swiss watches such as those made by Omega – which entered China in 1895 – were prized items.


Royal families in India had a natural affinity for European luxury brands, shopping on trips to London and Paris, or simply commissioning pieces from the likes of Vuitton and Cartier. The famed Patiala necklace was made by Jacques Cartier for the Maharaja of Patiala in 1928 – it’s a showstopper with 2,930 diamonds totaling 1,000 carats, including the 234-carat De Beers diamond, the seventh largest in the world.


Then came the crunch in one way or another for all the Asian nations. The Second World War knocked the breath out of Japan. In newly independent India, it became more chic to wear khadi – a handspun cotton cloth sported by adherents of the freedom movement – than luxuries imported from Western countries. In Communist China, you risked your neck if you deviated from clearly laid-out style codes, and any expensive items your family might have possessed were confiscated. Independence struggles in Southeast Asia led to the Americans leaving the Philippines in 1946, the Dutch departing Indonesia in 1949, and the British quitting Malaysia and Singapore in the late 1950s,2 but a combination of patriotism and poverty meant there was very little place for imported luxe. In many Asian countries protectionist policies limited trade, and the import of luxury items was punished with hefty taxes, if they were allowed in at all. Harsh postliberation economic realities meant that people toiled to rebuild their country and themselves; making ends meet and saving for their children’s future were the priorities. For all practical purposes, imported luxury brands went into hibernation in Asia for several decades, only slowly reappearing in the 1970s.


A century of world fashion as seen through the Chinese cheongsam


Even a century ago, Asia was taking its fashion cues from the West. Here we trace the impact of European designers and Hollywood divas on the cheongsam – the graceful, body-skimming Chinese dress with side slits – that evolved in tandem with international fashion trends. Shanghai, China’s style capital in the first half of the twentieth century, dictated the look, passing the mantle on to Hong Kong after the Communists took over.


1920s – The cheongsam was slimmer, “the silhouette was slinkier, copying the bias cuts of Chanel; the sleeves got shorter, the slit higher. Hair was straight and bobbed, skin was pale and lips, red.” Think Garçonne.


1930s – The cheongsam was ankle length, the feel was lighter, “sleeves were cut to reveal the underarm. Hair was permed, eyebrows drawn thin and arched like Greta Garbo’s.”


1940s – The cheongsam was worn with “jackets with padded shoulders and platform shoes like Joan Crawford’s.”


1950s – The body was “more structured, a Chinese hourglass,” á la Christian Dior’s New Look. “Hair was brushed into sleek rolls,” strong eyebrows, smoldering eyes like Ava Gardner’s.


1960s – The cheongsam was “shorter and more boxy,” “patterns and prints were much bolder.” Hair was “teased up” bird’s-nest style. Think Yves Saint Laurent or Pierre Cardin.


1970s – The cheongsam was “paired as a tunic with bell bottoms.” Psychedelic prints reflected the swinging seventies.


1980s – A “power cheongsam with a more padded shoulder.” Very Giorgio Armani.


Today – The cheongsam disappears from daily life, only to be reincarnated as fashionable eveningwear by Chinese design houses such as Shanghai Tang.


Adapted from Hong Kong-born fashion designer Vivienne Tam’s book China Chic (New York: ReganBooks, 2000, pp 270–74).
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Photos courtesy of Valery Garrett, Kareem Jalal, Elizabeth Chung, and Shanghai Tang.


In the meantime, there was plenty of action on the couture front in Europe in the first half of the century, creating many of the fashion houses that Asia loves today. The elaborate dresses that had women trussed up in corsets gave way to more comfortable clothing thanks as much to the world wars – which forced women to work in practical outfits – as to the imagination of designers like Coco Chanel, who promoted the Garçonne look. After the Second World War Christian Dior brought back the stars in women’s eyes with his extravagant New Look, waists nipped in to create an hourglass figure. It was a time of dramatic upheavals in Europe – war, occupation, liberation, economic scarcity – but despite ups and downs, Paris retained its sense of style and remained the world’s fashion capital, thanks to designers like Jeanne Lanvin and Pierre Balmain, who incidentally counted the Queen of Thailand among his loyal customers.3


The US, where the upper crust had relied on Paris for imported couture, slowly started coming into its own with the emergence of local designers like Claire McCardell and Hattie Carnegie. Paris was still the mother ship – McCardell studied fashion there, Carnegie retailed French labels – but both were designing for American sensibilities. Wallis Simpson chose American-born designer Mainbocher, then based in Paris, to design her wedding dress. (Incidentally her husband, the exking of England, had his trousers tailored in New York, preferring the more advanced American-style belts and zips to braces and buttons – Savile Row at that time considered belts and zipped flies to be vulgar.4)


US designers continued to rise in the 1970s – Calvin Klein and Ralph Lauren among them – defining a more leisure-oriented casual elegance as the American style. They added a completely new dimension to the fashion equation – savvy marketing. The likes of Brooke Shields advertising “Nothing comes between me and my Calvins” and the uproar that accompanied it showed the Europeans the power of branding unleashed through the mass media. It was a turning point in the history of fashion: Suddenly it wasn’t just the design or product that was critical, it was the image and lifestyle that the brand projected. Ralph Lauren created an empire through marketing a lifestyle – British landed gentry reinterpreted for modern America – starting with Polo menswear and extending to women, children, home, formals, casuals, and just about everything else. The era of mass marketing of luxury had begun, a force that would be adopted relentlessly by the French in the 1990s as they set about targeting a wider consumer base.


The period after the Second World War also saw Italy emerge as a serious supplier of fine clothing and accessories for European ready-to-wear labels – a bit like China’s position today – and it was only a matter of time before the nation emerged as a major stylesetter. The ingredients were always there: a tradition of fine craftsmanship with leather products and tailored men’s suits, an abundance of excellent-quality materials, modern production technology, and, most importantly, a passion for la dolce vita. If France was about luxurious couture and America was about casual elegance, Italian design combined both – it gave the feel of pure luxury in ready-to-wear clothes. Think Armani suit, exquisite fabric, stylishly cut, immaculately executed, engineered for comfort, the work of a master designer at a price that wasn’t totally out of reach – a powerful package in furthering the spread of luxe.


At the same time, the Italians showed that they had what it took to do couture – Valentino was among the early designers, his sumptuous creations finding favor with glamorous women of the time, including Jackie Kennedy who chose a Valentino dress for her wedding to Aristotle Onassis. While the Americans were master marketers, the Italians excelled at creating the right kind of buzz, another powerful tool in spreading the luxe culture. It came naturally to them, with flamboyant figures like Gianni Versace creating as much news as his clientele of princesses, stars, and high-society women. Italy rose rapidly and today Milan is as much a fashion center as Paris.


ASIA’S TORRID AFFAIR WITH LUXE


Back in Asia, it was time for Japan to rise and it did so on two fronts. It produced a daring bunch of designers who sprang onto the international scene in the 1970s and early 1980s – Kenzo Takada, Kansai Yamamoto, Issey Miyake, Yohji Yamamoto, and Rei Kawakubo. The last two in particular had the fashion world gasping with shock and delight, their creations of tattered rags a complete departure from anything Paris had seen before. On the second front, Japan produced an enthusiastic consumer base that has grown to be the backbone of the global luxury industry. Japan’s economic rise in the 1970s and the heady years of the 1980s brought huge buying power to its people, and they took to European luxury like a fish to water. Luxe became the national obsession – by the 1990s every third woman in Japan owned a piece of it. With luxury goods being purchased on such a scale, soon the top brands were counting the Japanese as their single largest consumer segment.


Japanese tourist-shoppers first became a noticeable phenomenon in the 1970s and their numbers ballooned to gigantic proportions in the 1980s and 1990s. Europe’s luxury houses sat up and took notice, and started setting up shop in Japan – Gucci opened its first store in Tokyo in 1972 in response to unprecedented demand from Japanese tourists in Europe; ditto for Louis Vuitton, which entered Japan in 1978. Soon the Japanese were not only turning in huge sales at home, but also shopping so maniacally in Europe that they were almost single-handedly supporting sales of luxury goods. (JP Morgan estimates that tourists represent more than 80 percent of Louis Vuitton’s Champs Elysées store sales.5) The wider Japanese tourists traveled, the more brand stores were opened at all their favorite destinations; even remote islands like Guam had well-stocked larders of luxe. They jump-started luxury retail all over Asia – Hong Kong sales skyrocketed in the 1980s thanks to them, duty-free sales in Seoul and Taiwan took off with their blessing, and even just-emerging markets like Bangkok reported hearty sales to the Japanese. Stores the world over geared up to cater to them, price tags and labels were rendered in Japanese, and sales staff were trained to speak their language. (One of our more endearing sights was on Rome’s luxury store-studded Via Condotti, witnessing a svelte Italian salesgirl serving a demure Japanese woman, the whole transaction conducted in fluent Japanese with plenty of bowing on both sides.6)


The development of every successive luxury brand market in Asia has followed a similar pattern of growing economic prosperity and the government’s willingness to be kinder on policies toward such goods. After Japan came Hong Kong, which experienced its own heady rise in the 1980s and 1990s, with much money being made by enterprising locals on the stock market and property speculation. Sure enough, along with money came a robust appetite for luxe. Today, Hong Kong has developed into a luxury-shopping Mecca, offering the best selection in Asia (outside of Japan), at the best prices in Asia, attracting a large number of tourist-shoppers. Major brands have six or seven large stores in the city, far more than they have in Paris, London, or New York.7 Armani has its global flagship in Hong Kong, a feast of eight outlets spread over 34,000 square feet on three floors of Chater House in Central: Giorgio Armani, Emporio Armani, Giorgio Armani Cosmetics, Armani Casa, Armani Fiori, Armani Libri, Armani Dolci, and a huge Armani Bar – in concept, scale, and style, this collection of stores is cutting-edge retail.


South Korea and Taiwan’s luxury markets began growing in the 1990s after their governments dropped import duties and loosened controls. South Korea boasts its own Rodeo Street, with swank flagships and extremely well-stocked department stores. More importantly, the South Korean consumers have gone label crazy – as many as 50 percent of Seoul women reportedly own a Louis Vuitton bag, although no one knows for sure how many of those are fake. Forget keeping up with the Joneses, here it is all about outdoing the Kims and Chungs. The story in Taiwan follows identical lines.


That brings us to China. Everyone waits with bated breath and towering expectations as China takes its first wobbly steps in Manolo Blahniks, teetering headlong into the world of branded luxury. The Chinese people have taken Deng Xiaoping’s exhortation “To get rich is glorious” to heart, and indeed many are getting seriously wealthy. What puzzles many people, however, is how a country with per capita GDP of less than US$2,000 can be a significant luxury brand market. The answer lies in uneven development: Selected cities and regions are emerging as pockets of wealth, and the ones with money are in a hurry to spend it. It’s as if a dam has burst and, with no checks in place, China’s growing ranks of nouveaux riches are gorging themselves on newfound goodies. Conspicuous consumption is the name of the game in today’s China – and every major luxury brand is already there to play along.


Reminiscent of the Japanese in the 1980s, the Chinese tourist-shopper is making heads turn and jaws drop in the 2000s. The mainland tourist has rapidly become the mainstay of Hong Kong’s luxury retail sector, some stores reporting as much as 70 percent of their sales to this segment. With visa restrictions being relaxed and many Western countries giving group tourist visas, the number of Chinese tourists to Europe, the US, Australia, and indeed the rest of Asia is rising steadily. This new class of tourist is acquiring a reputation for spending generously, routinely picking up luxury brands as gifts for friends and family back home. Members of a small élite segment have started flying to Paris and Milan to refresh their wardrobes every season.


And now the slumbering giant, India, is finally awakening – its economy sizzling at a more than 7 percent growth rate – and is showing all the signs of falling under the spell of luxury brands. India always had a thin upper crust of old money that discreetly shopped in London and New York for luxury essentials. Now clanking new money is joining the spending spree. These are early days, with only a handful of luxury brands dropping anchor, and admittedly there’s a lot of spadework to be done in terms of developing a retail infrastructure and building brand awareness. But these are exciting times when fundamental social changes are sweeping a once-conservative country. The spurt in IT and outsourcing businesses is putting substantial money in young hands. The media explosion is bringing in global values. Splurging on credit is replacing Gandhian frugality. Bollywood, which has a stranglehold on the nation’s collective psyche, is depicting extremely liberal fashions in its films. Midnight’s children are giving way to liberalization’s offspring – fertile ground indeed for luxury brands to take root and prosper.


DEMOCRATIZATION OF LUXURY IN THE 1990S


What caused the explosion of luxury brands in Asia? A fortuitous alignment of the stars, you might call it. In the 1990s the European luxury industry was going through a major change, shedding its traditional family-business mindset and reinventing itself as a lean, mean corporate machine with global retailing ambitions. For senior management, changing hemlines became a lesser priority than growing toplines and fattening bottomlines. Spunky new creative blood was installed to energize aging luxury houses, and more affordable ready-to-wear and accessories were used to woo younger and more mainstream consumers. “Democratization” was the buzzword, throwing the doors of exclusivity open to ordinary people. At the same time the economies of Asia were booming and a freshly prosperous generation was raring to acquire the new-fangled symbols of wealth. The frugal living ethic of their hard-working parents slowly evaporated – money made easily was spent just as easily, and the cult of luxury went from mild infatuation to manic obsession in the space of a few quick years.


Haute couture finally ran out of commercial steam in the 1970s, with the number of clients said to have dwindled to 3,000,8 not enough to keep an industry going. The role of haute couture shifted from main course to appetizer – big runway shows used to spin out marketing propaganda, on the back of which ran the real money-making business of ready-to-wear and accessories, a practice that continues today. The new clients were younger and they neither had the big bucks needed for serious haute couture, nor was it their style to be tied down by elaborate outfits in the free-spirited 1970s. Ready-to-wear and accessories were also the ideal vehicle for expanding into new markets, which became a necessity as luxury houses searched for fresh avenues for growth. Designers like Yves Saint Laurent opened boutiques worldwide. Licensing became a common method for entering new markets, and its master practitioner, Pierre Cardin, built an empire lending his name to a growing and at times bizarre list of products, including chocolate bars and frying pans; today Pierre Cardin has 900 license holders in 140 countries, 27 in China alone.9 Franchising was also a popular distribution method for European brands to extend their reach.


However, many licensees took a great deal of license with the brands under their care, the product often being cheap and damaging to the brand name, completely disastrous in the luxury context. Many Asian franchisees, on the other hand, may have stuck to the brief in terms of how the brand operation was run, but they had a tendency to milk it dry, always reluctant to invest in the marketing expenditure so necessary to build and sustain a name. As a consequence, many brands underperformed. Luxury companies awoke to the need for control and stepped into the retailing arena themselves. They bought back licenses en masse – for example, YSL had bought back 152 licenses by 2001.10 They centralized production and integrated vertically, backwards and forwards – the luxury companies simply took charge of the whole show from design, production, and marketing to retailing. Cost control became a major priority. Profits were in fashion again, and rapid growth was the new muse. From being privately owned, many companies also now answered to the stock market, a more demanding mistress than any fashionista they had ever served.


Over the 1990s, luxury companies adopted a series of strategies to spread their gospel.


First, the strategy of distribution control evolved into more and more elaborate free-standing stores, the most dizzying examples in Tokyo where brand cathedrals have sprung up, rising several floors. For example, the Prada Epicenter in Aoyama, Tokyo is a futuristic six-story glass confection with cave-like tubes that serve as an intimate retail setting. The quality of execution at these new stores is outstanding all over Asia, and in Tokyo some are so beautiful you feel the urge to kneel and worship – and of course, walk out blessed with a piece of luxe. Their role in bringing the brand alive and offering the consumer an intimate 3D experience has made these flagships yet another marketing tool in the luxury arsenal.


Secondly, brands like Christian Dior reincarnated themselves, virtually abandoning their old avatar for a younger, sexier one, which struck home with Asia’s relatively younger consumers. In most Asian markets the biggest spenders on luxury brands are young women between the ages of 20 and 30. Appealing to these young women meant recalibrating a brand’s “cool quotient,” that slippery intangible that defines how “in” the brand is among their peer group, how well they relate to it, how relevant it is to their lifestyle. It entailed shedding the brand’s staid old image for a youthful one, or widening its appeal by adding trendier products – like a denim handbag – to the classic repertoire, as Louis Vuitton did.


Thirdly, the luxury industry played its master move, the “logo-fication” of the handbag, plastering instantly recognizable symbols in a continuous pattern all over the bag. For Asian consumers this was a godsend: It did the job of letting people know you were of a certain class and standing in society. We examine the status-defining role of luxury brands in greater depth in the next chapter, but here we emphasize that the logo-fication of bags was the single most important factor in spreading the luxury brand mania in Asia. Luxury companies cottoned on to the simple truth that the LV monogram and the Gucci Gs were what Asian consumers were after, and soon every other brand from Coach to Dior, Fendi to Ferragamo was doing its take on the monogram. It is a lesson that marketers of other consumer goods can learn – logo lines have grown so fast that they account for up to 80 percent of sales for some brands.11 Asia was in the bag, so to speak.


Fourthly, luxury brands s-t-r-e-t-c-h-e-d – they sliced and diced a person’s life and offered a product to fit every aspect of it, inside out, 24/7, wherever he is, whatever activity she is engaged in. A brand might have started life in couture, its strength might lie in handcrafted leather goods, or it might have built a reputation for fine jewelry – but now it is extending its equity over a spectrum of products. Every brand seems to be firmly headed down the path of providing a full suite of products and that suite itself gets redefined and enlarged each day. Going for a holiday on the beach? Try a Prada bikini and D&G flip-flops. Skiing? Chanel has a range of glamour skiwear. Riding? How about a saddle from Hermès? Going to the office? May we suggest a Dunhill briefcase designed to cradle a laptop? Want the time? Check out Louis Vuitton’s latest line of watches. Something for baby? Hermès has a range for newborns. A diaper bag for mommy? Baby Dior has the look. An iPod case? Try Gucci. Lounging at home? Versace sofa. Going to sleep? Ralph Lauren bedsheets. Decorating the Christmas tree? Armani Casa has modern baubles. This invasion of designer brands into every detail has taken the cult to another level, and by increasing the catchment area, luxing up every aspect of life, companies are raking in even larger revenues.


Luxury hasn’t just been democratized, it’s become inescapable.


THE MALLING OF ASIA


Hand in hand with the economic boom and urbanization in Asia came an explosion in retail development, thereby providing the necessary infrastructure for luxury brand stores. It started with department store chains in Japan, such as Mitsukoshi, Sogo, Isetan, Seibu, and Daimaru. Soon the Japanese became so good at setting up department stores that they were doing it in other Asian markets like Hong Kong, Taiwan, and South Korea. Elsewhere in Asia’s megacities shopping malls started springing up in the 1980s, a trend that accelerated in the 1990s. They offered a merry mix of retail, food, and entertainment, a one-stop leisure destination that pulled in the crowds. In cities like Manila and Bangkok, malls also played a very basic role in providing a chilled atmosphere – rather than frying in the hot sun outside, lounge around in the cooler climes of an air-conditioned mall, even if you only window-shop.


The malling of Asia – and here we use the term in a broad sense to include the variety of retail-center formats that dot the urban landscape – has played midwife to the birth of the cult, making available upscale retail space, the ambience and atmospherics consistent with the high-end image that luxury brands need. In fact, in many up-and-coming Asian cities the lack of suitable retail space has slowed down the march of luxury, forcing friends Louis Vuitton, Gucci, Prada, et al. to spend the first few years in improvised stores in the lobbies of five-star hotels until the retail infrastructure catches up.


More importantly, the malling of Asia has provided a real-life setting for consumers to learn about luxury brands and the lifestyle they denote. This is the theme that sociologist Ken Young amplifies when he calls shopping malls “open access academies of social distinction.”12 As people wander through a mall, looking at shop windows, trying out products, observing other shoppers, they are taking in important lessons in consumption behavior. What is more, they are learning to slot brands into status hierarchies, picking up cues from the store settings and location. Often the cheap and cheerful brands are on the lower floors, and as you rise higher so does the caliber of the brand and, needless to say, the price. How do you want to package and present yourself? Over time, and a process of hit and miss, you learn the right brands and products to help you create the identity you desire.


THE WORLD’S BIGGEST MARKET TODAY: ASIA


The Asian luxury goods market constitutes 37 percent of the global market of US$80 billion (Figure 1.1). The actual size of Asian spending is higher because of the Asian penchant for shopping abroad, ably led by the Japanese and Chinese, easily adding another 15–20 percent to the continent’s share. By conservative estimates, it would be fair to say that Asians consume half the world’s luxury brands (Figure 1.2).
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Figure 1.1 Asia is the world’s #1 luxury market: Geographic breakdown
Source: Authors’ analysis.
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Figure 1.2 Major brands earn more than half their revenue from Asian consumers.
Source: JP Morgan, European Luxury Goods Sector, 2 November 2005.


Within Asia, Japan dominates with a sumo-sized 62 percent share. Hong Kong has always been the second biggest – currently a 12 percent share – but that’s a position it will soon have to cede to China, which is growing by leaps and bounds. South Korea is the next substantial market with an 8 percent share. Taiwan and Singapore contribute 2–3 percent each. Other Southeast Asian countries – Thailand, the Philippines, Indonesia, and Malaysia – are still relatively small luxe markets, but there is a select group of extremely wealthy business families, mostly of Chinese origin, who regularly shop abroad, either in Hong Kong, Singapore, or Europe.


Let’s look at things from a brand’s perspective. If yours is a major brand, expect to get a third to half of your sales from Asia (plus lots more from Asian tourists flocking to your stores in Europe and the US). Of course, the Japanese consumer would be your darling, a luxe glutton, gorging heartily at home and then feasting abundantly abroad. If you removed the Japanese consumer momentarily from the equation – a feat that could only be accomplished by dragging her screaming and shouting in a most un-Japanese manner – then your sales would simply take a nose dive. That is the degree of luxe brands’ dependence on Japan.


How deeply entrenched is the luxe habit in Asia? In Japan, an estimated 25 percent of the adult population owns a luxury product. For other Asian countries the penetration of luxe is about half of Japan’s. A survey by market research firm Synovate, covering Hong Kong, South Korea, and Singapore, found that between 12 and 15 percent of Asians had purchased a luxury brand in the last six months.13 The same survey validated what is abundantly clear on the streets – Asia’s love for the designer bag. In Hong Kong, a whopping 64 percent of luxe shoppers surveyed had bought leather goods in the past six months.


What are Asia’s favorite brands? Asians make no bones about the fact that they are after “famous brands” – the term for “luxury brands” in several Asian countries translates into just that. So while Asia is a highly competitive market with over 100 companies slugging it out, consumers are more interested in the winners. Based on sales figures and brand image indicators, we have compiled Asia’s Top Ten (Table 1.1). It confirms what every luxe-loving Asian already knows: There is nothing to beat the charms of Louis Vuitton and Rolex.


Where will future growth come from? The answer is the same as for every product category in the world: China and India, the twin engines of growth in the twenty-first century, China offering the more immediate opportunity, India the longer-term play. Bernard Arnault, chairman and CEO, LVMH Group, remarked in the company’s annual report that geographical growth opportunities are “mainly to be found in Asia, most notably China, a market that is awakening to luxury products.”14 He should know: Louis Vuitton has seen its business grow by close to 50 percent every year since it entered China in 1992, and it was profitable from year one. Needless to say, Arnault sees India as another “promising territory for the future.”15


Table 1.1 Louis Vuitton is Asia’s #1 favorite
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Given China’s gung-ho growth trajectory, the question is when its luxury market will surpass Japan’s. The general expectation is around 2014, about the same time that China’s economy is expected to overtake Japan’s, but it may well happen sooner for several qualitative reasons. The delicate Japanese culture allows for only subtle displays of wealth, but in China it is all about blatancy – you win respect and admiration for achieving success. The Japanese are diligent employees who toil hard in big corporations for fixed salaries; the Chinese are a nation of aggressive entrepreneurs intent on making it rich. Japanese men allow their wives to shop for their clothes; Chinese men have led the fashion movement in China, and the men’s market is bigger than the women’s even today. Japanese women tend to be followers: They all rush into the same shops, buying up the same products. Of course, fashion by definition has to have a popular following, but the fact that Chinese women are motivated by the need to stand out as against merge into a Louis Vuitton-carrying crowd means that there is more room for a vibrant fashion scene to emerge. And then there’s the Chinese trump card, the Shanghainese woman, born with in-built fashion antennae and a tankful of sass and spunk. She’ll make sure that the Paris of the East regains its rightful place.


Is China the new Japan for luxury brands? Only insofar as it presents an untapped potential for massive long-term growth. For the most part, China is simply the new China. It offers its own set of opportunities and challenges. There is plenty of legwork still to do and robust profitability is down the line. Ian Hawksworth, executive director of Hong Kong Land, which holds the most prestigious retail property portfolio in Hong Kong, comments:


It’s not a profitable market domestically in the next three to five years because of the cost of doing business there – the establishment of new stores, the establishment of distribution channels, the taxation position on luxury goods. As WTO bites, the margins will become easier to achieve in China.16


THE RISE OF SHOWBUZZ


Two major forces fueled the spread of luxury: the conglomeration of the luxe business, and the emergence of a new kind of marketing, part showbiz, part professional buzz – we call it “showbuzz” marketing.


Conglomeration of Luxury17


In the good old days the designer was the brand. Jeanne Lanvin started the house of Lanvin, Gabrielle Chanel was the force behind the House of Chanel, Christian Dior, Hubert de Givenchy, Yves Saint Laurent – they all brought their own talent, personality, and mystique to bear in creating a couture house in their name. They may have been apprenticed under an established name before venturing out on their own, as Yves Saint Laurent was under Dior, or they may have taken the helping hand of a savvy business partner to bankroll them. Or it may have been a family affair: Aldo Gucci carrying on what dad Guccio had started, or Georges Vuitton building on the fine tradition of parent Louis. The name on the business was the name of the designer; their vision led the future of their design house. They may have flogged the name, as Pierre Cardin and Yves Saint Laurent did using licensing arrangements to spread their wings to far-flung places, squeezing as much profit as possible in one lifetime; but at least it was their own name they sold. The designer was integral to the brand, and the business model was simple: the designer, their name, their business.


All that changed with one man, Bernard Arnault. So far the French had excelled at designing fashion, but this Frenchman took a giant leap outside the box and set about designing the business of fashion. Arnault didn’t see the point of limiting the scope of a company by running it like a mom-and-pop store, albeit a high-fashion one, when there was the possibility of conquering the world and raking in higher sales and higher profits. And he didn’t see the point of following rules. In his vision everything was interchangeable, designers could be hired and fired, brands could be bought and sold, management changed, and companies restructured. Big, that’s what Arnault was after, a big conglomerate of brands with big revenues and big profits. Like a game of luxe monopoly, he set about buying prestigious brands and building them into larger profit-generating machines. With one brand you had only so much reach, financial muscle, and negotiating power; with a stable of brands you called the shots.


Arnault set the trend, and other luxe-monopoly players followed. This pursuit of greater size and greater profits helped the luxury culture spread like wildfire. The formula of the 1990s consisted of finding new brands (even if they were a century old) to buy, finding a hot new designer to breathe life into them and a hot new management to match, finding new products to stamp those brands on, finding large new consumer segments to buy them, and finding new markets all over the world to sell them in – all the time exercising control on costs, control on production, control on distribution, control on brand expression. Control freaks with expansionist tendencies, you might call these luxury conglomerates, just the sort of companies that stock markets love, so of course going public became the mode, listing on both sides of the Atlantic, bringing in cash to finance all the expansion activity.


The conglomeration of the luxury business began in earnest when Arnault took over Christian Dior in the mid-1980s, buying its holding company, a bankrupt textile firm called Boussac. He followed that with a rather acrimonious takeover of Louis Vuitton Moët Hennessy in 1989, and he’s been shopping aggressively ever since.18 The result: an empire of over 50 brands – which brought in €13.9 billion in revenues in 200519 – that will keep you covered in luxury from head to toe and in fine spirits too. Arnault has fashion and leather goods brands such as Givenchy, Loewe, Celine, Kenzo, Marc Jacobs, Fendi, Donna Karan, and more. He has picked up an equally impressive portfolio of cosmetic and perfume brands, Parfums Christian Dior and Guerlain among them. He has bought watch brands like TAG Heuer, Ebel, Zenith, and Chaumet, and has now extended the Louis Vuitton name into watches. He’s got top-quality wines and spirits: Moët & Chandon, Dom Perignon, and Veuve Cliquot, which is apparently the beverage of choice at the famed Louis Vuitton store-opening parties. He’s also into retailing with designer cosmetics at Sephora and selling luxury to travelers at DFS. The jewel in the crown, however, remains Louis Vuitton, its monogrammed wares spreading like an unstoppable epidemic.


If Louis Vuitton is the bread, butter, and jam for the world’s biggest luxury group, the French brand Cartier plays the same role for the second-largest group, Switzerland’s Richemont, started by South African billionaire Anton Rupert in 1988 and later run by son Johann. Richemont is another well-spread conglomerate with a major interest in watches and jewelry, which accounts for two-thirds of its business.20 It has a drawer full of top-drawer watches: Piaget, Baume & Mercier, Vacheron Constantin, IWC, Jaeger-LeCoultre, and Lange & Söhne among them. There’s Van Cleef & Arpels. There’s Mont Blanc. There’s Alfred Dunhill. In other words, there’s a collection of brands that Asia loves, especially China, where people buy Cartier watches by the dozen as gifts, as well as enough blazers and briefcases to keep Dunhill’s retail network of 50-plus points of sale ticking away. In terms of sales, the Richemont Group has about a third of LVMH’s.


The third significant luxe conglomerate is the Gucci Group. Its business history reads like a Hollywood thriller: A near-insolvent feuding family business becomes the most talked-about turnaround, then the subject of a fierce takeover battle by two of the most headstrong French men in the luxury business – LVMH’s Arnault, and François Pinault, who heads the French retail conglomerate PPR (previously PinaultPrintemps-Redoute) – then transforms itself into a major luxury group and goes shopping for brands itself. In the late 1980s Gucci was gasping for breath and Domenico de Sole as CEO and Tom Ford as creative director were brought in to resurrect it, which they did so successfully that every brand since dreams of “doing a Gucci.” Ford’s sexy designs and savvy advertising campaigns – not to mention his own movie-star looks and irresistible charm – had women drooling in the newly revamped chain of Gucci boutiques around the world. Gucci shook Asia, it became the brand to die for, and even today, although Louis Vuitton outstrips it in sales, for many Asians Gucci is the first brand that comes to mind, and the one they would love to buy.


Table 1.2 The conglomerates behind some of Asia’s favorite brands


[image: image]


In 1999 Arnault mounted a takeover attempt on Gucci, but his bid was foiled by Pinault, who purchased a 42 percent stake. It was corporate warfare, gloves off, with plenty of lawsuits and controversial press. The boardroom action became as interesting as the show on the catwalks. Pinault won the day. He also subsequently bought another company that Arnault was after, Sanofi Beauté, which owns YSL.


Gucci Group has since acquired Sergio Rossi, Bottega Veneta, Boucheron, and Balenciaga, besides luxury watches, cosmetics, and perfumes. In yet another twist to the Gucci saga, Ford and de Sole left the empire they helped create when their contracts expired in 2004 – reportedly, they couldn’t see eye to eye with Pinault on their degree of autonomy in running the business21 – to be replaced by Robert Polet, former head of Unilever’s ice-cream unit. Pinault finally owns the whole show – PPR bought back minority shares – and the Gucci Group was delisted from the Amsterdam and New York stock exchanges.


The forces of conglomeration influenced smaller luxury houses as well. Prada went on a shopping spree, buying Jil Sander, Helmut Lang, and Church & Co. Hermès acquired a 35 percent stake in Jean Paul Gaultier.


Part of the conglomeration strategy is to infuse fresh life into acquired brands – to do a Gucci, so to speak. To do a Gucci you need a Tom Ford, and while there is just one of him, there’s a fair supply of exciting new designers with plenty of artistic talent. The search for gutsy designers to give a modern twist to aging brands has resulted in an interesting game of musical chairs. Ironically, vintage French and Italian brands are being entrusted to young American and British designers.


Arnault is the acknowledged master at conducting twenty-first-century surgery on nineteenth-century brands, finding the right balance between life-giving innovation and the brand’s traditional core. American Marc Jacobs is the designer behind the updated image of Louis Vuitton, wittily adding a touch of pop and kitsch. Fellow American Michael Kors, known for his minimalist approach, was the man Arnault chose to revive Celine. For Christian Dior, Arnault first hired Gianfranco Ferre in 1989, then replaced him with Spanish (but raised in the UK) John Galliano from house brand Givenchy. British designer Alexander McQueen filled Galliano’s spot at Givenchy, before defecting to rival Gucci Group and setting up his own label. In the meantime, Galliano continues to shock and delight with a young, brash, urban sexiness that is the “new new look,” miles away from the ladylike glamorous New Look that Christian Dior created in 1947.


At Richemont’s fashion house Chloé, Stella McCartney (daughter of exBeatle Paul McCartney) succeeded the legendary Karl Lagerfeld in 1997, making waves with her first collection, which combined vintage touches with modern tailoring. McCartney did a McQueen, forming her own label under the Gucci Group. Her assistant and good friend Phoebe Philo, also from Britain, took over at Chloé (until she also left in 2006), with such success rumors swirled that Philo was doing the designing all along.


It’s not just American designers who are lending a hand in the rejuvenation of European brands: American managers are pitching in too, bringing a much-needed professional touch. Rosemary Bravo’s turnaround of the very British label Burberry is a shining example. She arrived in 1997 and, with the help of Italian designer Roberto Manichetti and an advertising campaign by master photographer Mario Testino, teleported Burberry into modern times, showing supermodel Kate Moss in a skimpy bikini made of the ancient Burberry tartan. Michael Burke, another American, has been with Arnault right from the start of his LVMH empire-building foray (it shows in Burke’s faultless French accent and effortless shoulder shrugging), played a significant role in the group’s success and the turnaround of Christian Dior, and is applying his touch to group brand Fendi.


The Emergence of Showbuzz Marketing


With the luxury business itself changing – massive scale, global coverage, professional management – the marketing and promotion of that business took on similar characteristics. Whereas the likes of Coco Chanel and Christian Dior presented their collections in a small salon, today’s fashion shows are nothing short of showbiz. Whereas earlier a few influential magazine editors dictated the dissemination of fashion information, now huge media empires with global coverage carpet bomb the planet with up-to-the-minute fashion intelligence. The creation of buzz – getting your brand talked about, making sure it stays in the news – has gone professional too, deploying a range of PR techniques to make a splash, including hired celebrities and over-the-top events. It’s the new showbuzz marketing, combining the principles of showbiz and below-the-line buzz generation.


The need for this new kind of marketing was clear. The earlier concept of luxury goods based on skilled craftsmanship, exclusivity, and longevity became increasingly irrelevant within a machine-made, technology-enabled production process, with batches farmed out to factories sometimes continents away from the home of the brand. Today, it’s the aura and image that you build around the logo, the intangible come-hither appeal that you embed in its leather, or the cool quotient that you imbue into the luxe-consuming public’s mind – that’s what consumers buy as much as they buy the bag. From the product and its inherent quality, the focus has shifted to the brand and its image. Grant McCracken in Culture and Consumption calls this the process of “meaning manufacture,” where thanks to advertising and the fashion system, culturally significant meaning is “moved” into consumer goods.22


As far as luxeland is concerned showbuzz marketing boils down to creating the right kind of buzz, packaging it neatly, and selling it at the store. Well before the consumer reaches that store, there’s a whole army of images and words assaulting her, created by a media and marketing juggernaut working at full blast on behalf of the brand. By the time she tries on a dress from the latest collection, or considers the purchase of a new bag in the store window, she already has definite perceptions about the brand and the particular piece in question. And if she is Japanese, she could effortlessly write a 2,000-word paper on it, full of exquisite details about the designer, the theme of his latest collection, how it links back to his earlier work, the model who walked down the catwalk wearing it, the big names in the audience, the international celebrities who are sporting it currently, and the local ones to boot. Today’s luxe consumer consumes the buzz as much as she does the product, and she spends time discussing it with her pals. Latest brand arrivals are a legitimate topic of conversation, and what you have on and what you plan to purchase are interesting facilitators of social interaction in Asia.


The mass mesmerization with fashion on a season-by-season basis is a direct result of the industry taking on characteristics of showbiz. The same human fascination with glamour and celebrities that draws adoring crowds to Hollywood movies and all the peripheral action and gossip also draws them to the fashion world. Catwalk shows in Paris and Milan have become extravagant productions staged with theatrical expertise. Theme, venue, music, lights, sets, choreography, styling – everything is managed to create a big-bang, visual impact. It’s pure entertainment, audacious clothes, glamorous models, and plenty of leg, breast, and more on display. And the shows are staged as much for the live audience of A-list head-turners sitting around the catwalk as they are for the global press that beams them instantaneously to the world.

OEBPS/images/t0025-01.jpg
ASIA'S TOP TEN LUXE BRANDS

Louis Vuitton
Rolex

Carter
Gucci
Burberry
Hermes
Chanel
Prada
Tiftany

10 Armani






OEBPS/images/f0023-01.jpg
Global luxury brand market

US$80 billion a
India w.s‘sﬁ.::;_“
oTiERIae + Taiwan 3%

Korea 8%

/~.Hong Kong
12%

EUROPE 35%





OEBPS/images/t0029-01.jpg
LVMH RICHEMONT Guccl

Louis Vuition Cartier Gueci

Christian Dior Dunhill Yves Saint Laurent
Fendi Mont Blanc Boucheron

Celine Van Clef & Arpels Bottega Veneta
Loewe Piaget Sergio Rossi
Donna Karan Baume & Mercier Alexander McQueen
Kenzo Vacheron Constantin ~ Stella MoCartney
Tag Hever Chiog Balenciaga

Marc Jacobs Shanghai Tang

Givenchy Panerai






OEBPS/images/f0008-01.jpg





OEBPS/images/f0023-02.jpg
% sales

100%
%0%
80%
70% |
60%
50% |
a0%
30%
20%
10%

0%

mother
us
European

Wasian

Bulgari Cartier Gucci Hermés Louis
Vuitton





OEBPS/images/f00vi-01.jpg






OEBPS/images/9781904838296.jpg
.
)
\
i ¢
'
d
p
>
;“'

- 1N
R >

THE CULT OF THE [

%

s

|
i
g ¥

o
L

SIDE ASIA'_é LOVE_AFFAIR“WITH LUXURY

"

“

¢

™







OEBPS/images/f0013-01.jpg







OEBPS/images/pub.jpg
nb

NICHOLAS BREALEY
INTERNATIONAL

Lonente: ¢ Do





