Engaging millennials requires building authentic
relationships based on shared values
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NEW YORK – Millennials are the most important segment for brands to connect with today,
and doing so requires reengineering how brands think about their relationships with
customers.
A panel moderated by Bob Shullman during the first Italian Luxury & Design Summit on Nov.
30 took a look at the path the luxury business is on at the current moment and where it is
heading in the year ahead. The executives on the panel agreed that millennials are the future
of luxury and it is paramount that brands evolve in the ways they connect with millennials.
"Today, inclusivity is the new exclusivity," said Gaetano Sciuto, CEO of Fendi North America.
"Beauty is growing so fast for this reason, because its so sharable, so inclusive.
"Brands have to speak to different audiences, most importantly millennials. The way you
speak to them is through your DNA, through your values."
Authentic relationships
Millennials today have been shaped by technology.
Growing up in a period of unprecedented technological advancement, the world that
millennials grew up in is vastly different than the one just one generation before them.
For this reason, brands and marketers have to understand that to connect with those
millennials, engaging with them on the digital front that they are so familiar with is key.
"What we see now is a different kind of relationship between customer and brand," said Biagio
Calabrese, general manager of Intesa San Paolo. "It is a relationship that is two way, built on
the same common values.

Fendi has embraced Instagram Stories, a millennial favorite. Image credit: Fendi
"The brand is influenced by people and people like brand because they give feedback to it and
they are on the same page. Technology will allow brands to communicate and enter a vibrant

living relationship with the customer."
Millennials are media savvy and technology literate in a way that their forebears are not,
meaning that any marketing attempt that bears a hint of frivolity or falsity will be ring hollow
to millennials.
Instead, brands should work on building engaging relationships with millennial customers
based on shared values. Of these, sustainability and ethical practices are an issue where
many millennials have strong feelings.
"If you look at Kering, their sustainability program is amazing, Tiffany and De Beers as well,"
said Mark Hanna, CMO of Richline Group. "This is a major concern for millennials that has
come out of our studies.
"Responsible products are important to millennials today. It’s a gigantic important part of
building a relationship with them."
Mobile dominance
The millennial market is worth $17 trillion in private wealth, a figure that will multiply by 1.4
by 2020. Also, millennials have massive spending power, with the global value coming in at
$2.45 trillion, which will triple by 2025.
Millennials’ spending power has resulted in true luxury aspiration. Currently, millennials are
responsible for 20 percent of the luxury goods market.
By 2025, millennial consumers' spend will triple and the demographic will control 40 percent
of the luxury goods market (see story).

Millennials desire brands that align with their values. Image credit: Scavolini

One notable aspect of millennial habits is their devotion to mobile as a channel at the expense
of almost every other channel.
The panel, which also included Jack Mitchell of Mitchell Stores and Francesco Farini of
Scavolini, agreed that mobile is the best way to reach millennials today and mobile’s
dominance has caused brands to completely rethink the way they create marketing assets.
"Everything you do, even creating an image, you don’t think for a magazine or for desktop,
you think about it for mobile," Fendi's Mr. Sciuto said.
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