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By David S. Friedman

Millennials have captured the attention of every luxury brand in an attempt to increase their mindshare with future
purchasers. In great irony, most of them cannot afford what luxury brands are selling and most likely in the future,
may not buy into the existing brand narratives around exclusivity.

Most of the attempts of luxury brands to increase their mindshare among millennials has centered on leveraging
social media and positioning their brand around impact and nonprofit themes. And the very advanced brands are
using marketing strategies that allow the millennials to see their own mirror image as central and core to the unique
narrative of a particular brand.

Stuff it
By all indications, the future may show us that millennials may not even believe in owning assets from a lifestyle
perspective, which would directly refute the nature of owning a luxury item.

In this case, Patek Philippe's legacy positioning would certainly fall on deaf ears. By all accounts, the millennials
form the core of the "sharing economy" and the world of commerce has been fundamentally shaped by the
ownership assumptions underlying Uber and Airbnb.

It is  not hard to imagine that BlackRock's portfolio of tens of thousands of houses they purchased during the
downturn would be the ideal housing platform for millennials to rent for the rest of their life and either increasing or
decreasing space when needed but never actually owning a home.

Ironically, there is a shift away from assets to experiences among the ultra-high-net-worth (UHNW) as well, in a not-
so-connected parallel path.

Time for change
The 2017 WX Camper Nicholson report highlighted that to engage the UHNW for luxury purchases on the very high
end, the shift should be made from focusing on the asset to viewing in their case, specifically, yachts as platforms
for luxury experiences.
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for luxury experiences.

This strategy is the same for millennials even if the motivation and drivers are different.

Against this backdrop, millennials may be the first generation to possess no assets.

Luxury brands will need to morph around this reality and develop new business models if they desire to capture
millennial marketshare. For example, paying a monthly fee to swap various editions of luxury watches "in" and "out"
on a monthly basis.

THE KEY foundational reality is that millennials will be willing to pay monthly fees which is part of their shared
economic reality and that everything they use on social media and music is in the cloud.

As Rent the Runway has positioned itself as "your closet in the cloud," luxury brands that wish to be successful in
engaging millennials will need to figure out what it means to have take their exclusive products and put it in the
"cloud."

David S. Friedman is New York-based founder of several ventures in the wealth intelligence space including Wealth-
X, WealthQuotient (UHNW sales training; http://www.mywealthq.com), Premex.io (UHNW digital advertising
platform) and ProspectGraph (integrating omnipresent prospect and client intelligence across the digital and
physical Web). Reach him at davidsfriedman@gmail.com.
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