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ABSTRACT
Coined as the next frontier of fashion, wearable technology incorporates
influences from Silicon Valley to Madison Avenue becoming an area of expanding
lucrative potential. In pushing the boundaries of traditional style, wearable tech has
been implemented in revolutionary ways by both the fashion and technology industries.
Despite such extensive innovation, design, aesthetics and branding have taken a
backseat to functionality. With a focus on miniaturization and consumer connectivity, the
fashion industry has just now begun to tap into this budding industry, constructing
products that not only incorporate these tech advances but also attract the ever evolving
luxury consumer.
Through exploring design and branding influences on wearable technology
reception with a focus on accessories, this paper will examine the luxury consumer and
their continually shifting characteristics in addition to luxury brand readiness. In
analyzing the historic presence of wearable technology, its innovative developments
and the correlating design and brand influences, a theoretical framework will be
proposed for the future of this growing industry. Additionally, analysis will include
coverage of the new luxury consumers’ impact on the industry and wearable technology
acceptance while gaining insight and building recommendations for the future of this
growing area. In pinpointing areas of improvement, a strategic projection will guide this
industry in reaching the target consumer in addition to becoming a highly profitable,
thriving and long-term luxury category.
KEYWORDS: Wearable technology; Fashion; Technology; Electronics; Aesthetics;
Accessories; Design; Luxury; Branding; Millennial; Gen Y
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INTRODUCTION
Throughout the last decade, wearable technology has become a budding area of
exploration and interest. Ranging from textiles to jewelry and watches, wearable
technology covers a vast area of design, scientific research and development. This
excitement is correlated with the ease of mobility, accessibility and portability of such
innovation. A multitude of factors define this digital evolution, such as gradual scientific
development and the threat of quick obsolescence, previously leading to hesitancy in
consumer and luxury brand interest. Despite such response the wearable tech industry
has strength of positivity paired with exponential growth projections. Luxury marketing
professional, Michael Becker mentioned regarding wearables, “Wearable tech is not
niche play; it’s a broad, industry-wide phenomenon impacting everything. Its critical
marketers and brands realize that were at the embryonic stage.” Despite the fact that
many of these advances have been in the making for years, miniaturization paired with
an emphasis on aesthetics has poised the industry for new category development.
Rapid advances have fostered an area where fashion and technology meet,
developing industry partnerships through leveraging skillset in creation of wearable
products. Though the term “wearable tech” is typically synonymous with a garment or
accessory worn on the body accompanied by a technological influence, it has come to
encompass a vast area influenced by style, status and aesthetic value. Wearable
technology has become a battleground for developers and marketers alike. With
companies like Swarovski and Misfit partnering in early 2015 creating a fashion
influenced waterproof wearables, Barneys partnering with the CFDA and Intel in
development of a smart bracelet exclusive to the department store. In addition, Tag
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Heuer is collaborating with Android in development of a smartwatch due to hit markets
in November in hopes of competing with the well-received Apple Watch. Partnerships
and collaborations have become a fundamental factor in wearable acceptance as
established fashion brands provide technology companies insight into targeting the right
consumer base, appealing design features and marketing strategy.
Defining target product development areas for specific consumer sectors like the
luxury industry has finally become a growing focus for the wearables. Consumer
behavior has become one of the most researched and concentrated areas of the
fashion industry today, from design and branding influences to product experience and
digital impacts. While these factors not only affect every aspect of consumption they are
especially influential in launching new concepts into the market, like wearable
technology. Prompting the question, how do branding and design influence the
acceptance of wearable technology accessories for luxury consumers? These factors
have great influence on the success of wearable products not only today but also more
importantly in the future as impending technology advances only expand the potential of
this industry. Ayse Ildeniz, Vice President and General Manager at Intel a leading tech
company in the development of wearable tech said, “Wearables are arguably the most
personal technology we’ve seen.” Wearable tech of the past lacked in value proposition,
thus the wearables of the future must leverage this knowledge and form products of
necessity paralleling smartphones and taking these devices from gadget to “must have
it”.
LITERATURE REVIEW
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Wearable technology has experienced incredible growth in the last year with
projected growth of becoming a $60 billion dollar industry by 2018 (The Wearable
Future, 2014). Due to the intricacies of wearable tech, a wealth of literature has been
dedicated to its design, development and influence in the industry. Despite over four
decades of existence, it has only been recently that luxury and fashion brands have
considered integrating wearable technology into their collections. Defined as, “the
electrical engineering, physical computing, and wireless communication networks that
make a fashionable wearable functional” (Seymour, 2008). Wearable tech provides the
user with a product that acts an agent for independent connectivity and functionality.
This developing technology has been studied from many different angles including
medical and wellness, in business operations and its most popular application, fitness
tracking.
While there has been significant analysis and research generated after the
introduction of these products, little has been published regarding the influences of
luxury design and branding of wearable technology. In addition there has been minimal
effort put into the exploration of such factors on consumer behavior and acceptance.
Literature has been published focusing on impending factors in this area including
significant research into the luxury market, branding and its consumers. Additionally,
there has been examination of wearable technology’s social and cultural acceptance in
regards to projected sales and future innovations. Despite these areas of expansive
research and analysis, little is available regarding the correlative impacts of branding
and aesthetic design in luxury wearable technology consumption. Due to the
progression of the industry and its growing characteristics, these factors provide an area
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of considerable potential for the industry. In leveraging previous research and
correlating analysis, a future framework will be projected for the ‘new’ consumer
acceptance of future wearable tech with emphasis on luxury design and branding. It is
vital to facilitate previous consumer and product development research to provide
evidentiary support for expansion in this area of wearable technology. Through analysis
of the influential impacts of wearable tech to date, a conceptual basis will be identified in
order to best compliment the opportunistic areas of this industry.
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CHAPTER ONE
WEARABLES NOW & THEN
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1.1

Current Environment for Wearable Technology
Upon establishing the focuses of wearable technology it is important to recognize

the many sectors that characterize this evolving area of the industry. Although these
developments cover a vast area of application, each contributes a significant impact in
terms of functionality for consumers. Applications can be divided into eight specific
sections including:
Business Operations Security/Safety
Medical

Wellness

Sports/Fitness

Lifestyle Computing

Communication

Glamor

FIGURE 1: Wearable Technology Applications
From simple timekeeping to superimposing a digital construct over the world in
front of us, it is clear that wearables span a wide range of functionality (L2 Wearables,
2014). Wearable devices offer consumers the chance to incorporate a digital presence
in just about every facet of their daily lives from tracking sleep patterns to mood
reflection. Incorporating wearables into the industry has become an initiative for many
big name companies, PricewaterhouseCoopers reporting, “In a market that is saturated
with technology for innovation’s sake, we don’t need more innovation – we need more
meaningful applications.” Wearable technology accounted for 68.1 million shipments in
2014 and is projected to increase to over 70 million in 2015 translating to over $20
billion in fiscal year sales (Harrop, Hayward, Das, Holland, 2015).
These projected figures incorporate the launch of the Apple smartwatch in April
2015, with 3 million sold internationally in the first week translating to over $2 billion in
revenue the wearable becoming Apple’s most profitable product ever (Forbes, 2015).
This is just one example of the incredible impact of wearable technology on the industry
to date, with projections of over 485 million wearable products sold by 2018, increasing
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focus has been applied from both fashion and technology companies alike. Branded
and collaborative initiatives have assisted many startup and tech brands in gaining
attention in this potentially lucrative industry. Companies like Rebecca Minkoff
partnering with Case-Mate, Tory Burch with Fitbit and most recently Swarovski Crystal
with Misfit. These intermediate luxury brands are looking toward collaborative
partnerships in order to become apart of this budding business. Through making their
presence known in the wearable world, luxury companies better target the ‘new’ luxury
consumer, a group with a heavy influence from the millennial generation.
1.2

Wearable Technology (1970 – Present)
The concept of adornment has been around for over 82 thousand years yet it has

only been recenlty that these accessories have provdied the structure for newfound
utility. Traditionally, luxury fashion brands resisted the influx of techonlogy an reaction
that is still reflected today despite the undenability of a digitally influenced world. As
early as the 1500s the wristwatch was designed to provide the user with a specific time
telling function, making it one of the most valued and aspirational innovations of its time.
The wristwatch’s impact can still be reflected as it continues to be one of the most
coveted luxury wearable tech products. Providing the basis for collaborations between
companies like Gucci and Will.i.am, wearable tech influenced watches is one of the
most widely focused and potentially lucrative areas of the industry. One of the leaders in
wearable technology awareness Andrew Bolton and author of The Supermodern
Wardrobe, wrote in 2002, describing the supermodern wardobe as so:
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“Designers of supermodern clothing look to high-performance sportswear and
military dress to achieve these functions. They also incorpoate wearable electronics.”
(Bolton, 2010)
In the 1960s, Keith Taft developed an electronic device (PAGE #), to assist in
counting cards and increasing odds while gambling, which was concealed and worn in a
shoe (Thorp, 1961). Subsequently, in 1975 the first wristwatch featuring calculaton
capabilites (PAGE #) was introduced into the market. While such inventions throughout
the 1970s – 1990s provided pivoital development from a technolgy standpoint, these
products had very little allure or aesthetic value. Overly large, bulky and unappealing,
these innovations were functional yet uninviting from both a consumer and retailer
standpoint.
Not until the 21st century did wearable technology really capture the market, as
consumers attention focused on sophisticated miniturization and technologies more
accessible characteristics. Many preliminary advances focused on health, medical
needs, and some recreational functions like sound ehnancement and fitness tracking.
The advent of Bluetooth technology in 1994, lead the expansion of wearable
technology, eventually providing a platform for the development of the Google Glass
introduced 2010. This particular innovation was based on the research of head-mounted
displays in the military dating back to 1995. Reaching broader market in 2013, the
Google Glass lead to a series of developments with competitors like Samsung, Sony
and Apple (redOrbit, 2013). Despite the Google Glass’ lack of reception it continues to
be synonymous with wearable technologies perception and progression to date.
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Today, wearable technology can be divided into two areas primary and
secondary devices. Primary wearable devices are the central connectors for additional
devices like smartphone while secondary devices capture measurements, actions and
diffuse data to the primary component. Secondary devices are reflected in many
product categories: eyewear, jewelry (watches), footwear and a variety of fitness bands
and devices. Technology continues to develop at hyper-speed fueling consumer
demand, which the fashion and luxury industries can no longer ignore. Despite previous
resistance, miniaturization in wearable technology has enhanced fashion feasibility and
produced more exceptional opportunities. Progression in terms of functionality and
physical size paired with the evolution of the luxury consumer has made wearable
technology an opportunistic area for the fashion industry’s imprint. Implementing
aesthetics, design and applying luxury management techniques and partnerships,
wearable technology is now tantalizing consumers with panoply of fashionable luxury
options.

Smart
Clothing &
Accessories

Wearable
Computers

Functional
Clothing &
Accessories

FIGURE 2: Defining Wearable
Technology

Wearable Technology
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CHAPTER TWO
THE LURE OF LUXURY
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2

Luxury Industry Outlook
Luxury brands possess a desirability that reaches beyond utilitarian function and
provides the consumer with perceived status through ownership. Luxury goods
have increasingly become a central notion to modern consumption, with growth
around 10 percent yearly since the 1980’s (McKinsey and Company, 2011).
Spanning from traditional categories like fashion, jewelry and tableware to hotels
and travel the global luxury market is expected to reach upwards of 1 trillion dollars
(Bain and Company, 2010). The concept of luxury has longtime been synonymous
with a type of lifestyle or way of living, much like fashion, luxury is a choice. Offering
an expanded product assortment, luxury accessories account for 30% of the market
share with 4% annual growth becoming the largest sales category since 2012 (Bain
and Company, 2014). With the aim to “embody the lifestyle of an iconic designer” or
“offer a holistic brand experience” companies have long relied on the successful
formula of creating a cohesive luxury lifestyle story to share and engage
consumers. With the adoption of this new methodology, over 35% of luxury brands
have expanded upon their origins and offering extensive product categories
including handbags, footwear, fragrance and jewelry. Essential dimensions for a
brand to be valued as luxury include:
1. Elitism (“distinction”, “select”) dimension most present in luxury sales.
Historical social dimension of luxury plays a role as indicator of social
success – or simulacrum of this success. Generates a sense of belonging to
a specific group becoming an essential luxury experience dimension.
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2. Product quality and high price are significant characteristics; concept of
quality can extend to across brand manifestations including communication,
real and virtual spaces, and people among others.
3. Personal and emotional elements. Pleasure and emotions are key
components of postmodern luxury consumption.
4. Power of the brand (resulting from past decisions and experiences)
alongside of reputation and originality.
(Derived from Luxury Brand Management, pg.11)
In order for such a framework to be successful companies must methodically
expand upon their spectrum of products with assortments that are cohesive with a
brands identity. This strategy has been used since the beginning of luxury brands in
the late 1800’s, originally designed to offer higher social classes goods that could
not be acquired by the working class, luxury goods appeal to aspirational
consumers, acquisition of luxury brands enhances social status for these
consumers. Luxury goods provide individuals the chance to differentiate themselves
and expose their economic value and social status. As time has elapsed, luxury
brands have continually evolved and grown exponentially altering many individuals
perception. By the 1980’s luxury goods experienced an insurgence of interest
increasing Louis Vuitton’s net income over 80% between 2002 and 2004 (LVMH,
2005). As reflected in the figure below this industry has experienced steadfast
growth, averaging around a 2.5% overall increase in sales year-over-year.
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FIGURE 3: Market Value of Luxury Goods (2000 – 2014)
2.1

The Luxury Consumer
Complimenting the complexity of luxury brands and their product assortment is
the luxury consumer. As the luxury consumer is getting younger, luxury brands are
developing digital presence to reach these individuals and influence every aspect of
their brand experience. Luxury goods are typically branded or licensed items
purchased for a psychological need while the functional aspect plays a secondary
role (Arghavan and Zaichkowsky, 2000). These psychological needs can be
categorized as both symbolic and hedonic and not consumed for either economical
or functional values (Neuno and Quelch, 1998). The luxury consumer purchases
items to fulfill an inherent need either socially or emotionally. In addition to a
consumers fulfillment is brand and product loyalty. The luxury consumer builds their
brand loyalty on a multitude of factors one of the most influential being brand
experience. The basis of a luxury brand is the way in which a consumer feels prior
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to, during and after the purchase of a luxury good. Due to the fact that many luxury
purchases are made to accommodate a social need, around 95% of luxury
consumers develop perception of luxury brands according to their social groups, an
attributing factor to the ambiguity of the term luxury.
Motives of luxury consumption can be characterized by four areas of logic these
include the logic of need, logic of interest, logic of desire and logic of pleasure
(Chevalier and Mazzalovo, 2008). Defining characteristics of luxury consumers is
their desire to enhance their image via luxury goods, which are typically branded,
yet the lure of the logo overpowers their lust for uniqueness. Luxury goods have
had a longtime relationship with desire of possibility leading companies to target
consumers emotions and when possible build lasting personal relationships.
2.2

Why Gen-Y?
One of the most consumption driven generations to date, the millennial’s
otherwise known as Gen-Y are gaining more buying power as they mature (18 –
34). In the last year this group has upped spending on full-priced luxury by 31%
and mirrored their predecessors, Generation X, with a spending growth of 23%.
Gen-Y is earning higher wages in the workforce attributing their expanding
purchasing appetite. Accounting for 25% (80 million individuals) of just the US
population with a spending power of over $200 billion these individuals are
typically more concerned with spending as opposed to saving like previous
generations. The millennial generation is the most diverse to date, 39% reported
as non-Caucasian compared with just 27% in the baby boomer generation.
Adding to these characteristics is the desire to reflect a sense of identity and
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achievement through aspirational purchasing. This group of individuals has
grown up with technology and lack hesitancy to adoption. Spending an average
of 67 hours a week or 9.5 hours a day using some medium of media (Experian,
2014). Gen-Y chooses to consume information via digital platforms rather than
traditional media like newspapers, television and radio. Millennials are drawn
towards luxury through discount websites and flash sales, paving the way for fullprice luxury purchases. These digital-savvy consumers turn to ecommerce and
other websites to research and purchase luxury goods appreciating the
personalization digital influences incorporate.

Generational Attitudes Regarding
Technology
Silent
Baby Boomer
Gen X

New Technology Makes
Life More Complicated

Milennial

New Technology Makes
Life Easier

All
0

20

40

60

80

100

FIGURE 4: Generational Attitudes Towards Technology (Kohut et al, 2010)
Burberry is one luxury company that has become a trailblazer for luxury
brands and digital experimentation. Through employing social media, digital
influences and savvy public relations Burberry has successfully reached Gen-Y
in a manner never done prior by a luxury brand. Associate of research at L2,
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Kate Barnett said, “Brands that Millennials report loving, like Burberry, are
establishing direct, authentic relationships with their consumers via social and
digital media.” Integrating a holistic marketing campaign including ecommerce,
mobile apps, email and social media has aided Burberry and subsequent luxury
brands to reach the affluence and attention of Gen-Y. This group of consumers is
willing to take risks with brands and want to engage and build devoted
relationships with big name luxury. Gen-Y has developed a completely different
media profile when compared with their predecessors, preferring digital contact
to social interaction while engaging frequently over a multitude of channels.

% in Full-Priced Luxury
Seniors

Baby Boomers
% Change vs. Prior Year
Gen X

Gen Y
0

10

20

30

40

FIGURE 5: Change in Spending on Full-Priced Luxury Goods by Generation
(American Express Insights, 2014)
Millennials are dependent on their ability to stay wired constantly, with
over 50% of individuals indicating the need for constant Internet access
throughout the day (Experian 2014). What does this mean for the future of
technology? Millennials continues to strive for new uses for their smart devices,
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willing to incorporate them into just about every aspect of their day-to-day
activity. Their ability to adapt to changing technology places these individuals in a
prime area for acceptance of wearable technology centering on optimization of
human experience. Making technology a natural extension to the body while
integrating a broad ecosystem of data in support of furthering digital experience.
Positioning Millennials as a seamless segment for wearable technology
integration, as the most affluent and brand aware individuals in Gen-Y are most
willing to access content and toy with tech.
2.3

The Evolving Luxury Landscape
The meaning of luxury is ever changing, with a continual influx of new
brands, product categories and digital platforms. Though the term is typically left
to the consumer to define considering past experiences, environmental, socially
and economically, luxury is classified into two dimensions: true luxury and
intermediate luxury. True luxury includes top and elite level luxury brands,
companies focused on their history and positioning themselves as aspirational
brands. Additionally, true luxury is characterized by quality, legacy and
exclusivity. On the other side are intermediate luxury brands, which include entry
and middle levels characterized by affordability, sales volume and product
diversification. Despite the continual changes in the concept of luxury, the market
is growing year-over-year currently exceeding an $850 billion sector of the
industry. More than tripling from just $225 billion 20 years ago (Bain and
Company, 2014).
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While these figures represent a significant increase, since the millennium
the industry has experienced a steady and sustainable growth averaging at 5%
annually. Reflecting a “new normal” for luxury goods, in addition to this
sustainable growth is the insurgence of Chinese consumers. Luxury goods are
increasingly becoming driven to touristic spending as traveling consumers are
spending upwards of three times their typical spending abroad when compared
with their spending habits domestically. This trend has forced luxury brands to
rethink and incorporate an expanding global perspective as international
boundaries are becoming obsolete (Bain and Company, 2014). As online
presence and the digital revolution settling themselves in luxury, an overall
growth projection of $250 to $265 billion by 2017 translating to a 4 – 6% increase
annually (Bain and Company, 2014). The outlook for luxury’s future is one
characterized by steady growth, innovation and transparency. With a wealth of
attention focused on the consumer experience as apart of ideation, creation and
sale of luxury goods.

Omnichannel
Lifestyle Product
Global Footprint
Baby Boomers, Gen X and
Y
Internalization
Buy Now, Wear Now
Exclusivity

20XX

2014
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No Channel
Lifestyle Coach
Global Consumer
Gen Y, Gen Z and Space
Generation
Consumers as Partners
Think Now, Wear Now
Individual Irony

FIGURE 6: Forecasting the Future Luxury Consumer
2.4

Luxury Branding, an Evolution
The concept of branding products dates back as early as the 17 th century,
with the onset of the industrial revolution and its modern mechanical influences.
Due to the industry’s ability to mass-produce products in a cost effective manner,
branding became an imperative aspect in marketing a product. According the
American Marketing Association (AMA), a brand is coined as a “name, term,
sign, symbol or design or combination of them, intended to identify goods from
those of competition.” One extensively studied historic brand was created by
Procter and Gamble originally known as P&G White Soap the company insisted
on strategizing a more distinctive and memorable name eventually leading to the
name ‘Ivory’ in 1879. After 135 years, the Ivory brand of soap has generated
world recognition and over $85 billion dollars in sales with around $110 million
annually.
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Though the Ivory case example reflects a lower cost product, branding
has proven itself influential in every facet of retailing. Due to a brands ability to
bring about psychosocial associations by the consumer, branding has become
one of the most pivotal aspects in product development. A successful branding
objective is cohesive with the company’s identity and communicates the product
capability. Developing a brand can create consumer interest, patronage and
loyalty as consumers generate expectations and quality from particular products
and companies. Strategizing a holistic and comprehensive brand strategy is
imperative for luxury company’s success, as it has become one of the most vital
factors in consumer interest in the luxury industry.
In-depth Luxury Branding
Luxury is defined as, “the indulgence in something that provides pleasure,
satisfaction, or ease”. Luxury goods are not necessary yet provide the consumer
psychological fulfillment. While branding is vital in any product development, it
becomes even more significant in luxury. Investment in luxury brand building
(including retail) as a percentage of sales revenue on average is 12% compared
to 4 to 5% in packaged goods industry (Bain and Company, 2005). Interbrand, a
worldwide brand research company provides three “must haves” when branding
a luxury good:
i.

Sit within a tier of consumer-facing category that seemingly
demonstrates price insensitivity.

ii.

Show that being expensive is of neutral or even positive impact to
their image.
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iii.

Demonstrate that perceived price has a low role among drivers of
purchase.

Luxury is correlated with the ideals of experience, authenticity and
psychological response. Therefore as branding has become a widely recognized
factor in retailing many companies look to the luxury brands success in developing
a cohesive brand image. Brands are typically perceived according to their
competitors; categorization is ever changing generating constant competition within
the luxury industry. Developing an all-encompassing brand image, leveraging the
heritage history of many luxury brands is imperative. Without a brand identity that
speaks to the products function and exclusivity, consumers will gravitate to the
lesser-priced variations. The four segments of luxury branding are reflected below.
Rank above premium segment, lowest level of luxury not traditionally
recognized as representatives of luxury.
(EX: Mui Mui, Tory Burch)
Medium- Widely recognized brands, provide entrance into luxury brands.
level
(EX: Dolce & Gabbana, Moschino)
Established as leading luxury brands, strong brand image, history and
Top-level recognition.
(EX: Cartier, Louis Vuitton, and Burberry)
Niche brands at the highest segment; determine benchmark for quality and
exclusivity for the rest of the luxury segments. Brands target “clientele de
Elite-level
connoisseurs” (Lombard 1989, p. 16)
(EX: Patek Philippe, Piaget, and Van Cleef & Arples)
FIGURE 7: Luxury Brand Segmentation (Dubois, Laurent and Czellar, 2001)
Entrylevel

Spilker 29

CHAPTER THREE
MAKING TECH LUXURY
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3

Technology, Timepieces and Fine Jewels
Making up over 21% of luxury good sales, watches and jewelry are key players in

the luxury industry (Chevalier and Mazzalovo, 2008). Traditionally, technology and fine
jewelry have had little in common. While timepieces and jewelry have virtually unlimited
lifecycles, technology can be replaced almost immediately. As each generation has
placed their imprint on tech innovations, technologically influenced products have
become designed for replacement. A concept opposing watches and jewelry, as
Hermès historic definition of luxury states, “as that of which can be repaired.” (JanPatrick Schmitz, 2007). Despite their vast differences these two areas have a distinct
connection in the development of wearable technology. While such gadgetry may not
ever qualify as heirlooms nor compete with horlogerie brands like Patek Phillippe or
Vacheron Constantin they will impact the growing areas of obtainable and aspirational
of luxury.
Accounting for a market share is worth over $38 billion reportedly in 2014 of both
branded and unbranded product. Branded luxury merchandise makes up just over two
thirds of overall watch and jewelry sales. It has only been recently that luxury branding
has made a comeback as luxury companies are looking towards employing the
collaborative impact of established jewelry designers and watchmakers in order to
generate sales, brand awareness and provide differentiation in a growing industry.
These watches and jewelry pieces will generate competition with previously integrated
sport and fashion products leading to the development of integrated lifestyle products
expanding upon a segment of the industry seeking growth.
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2014 Sales in Billion USD ($)
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FIGURE 8: Luxury Watch Sales (2014)
*Derived from Morgan Stanley, Forbes, and RBC Capital Annual Reports (2014)
3.1

Luxury Wearable Technology Collaboration
There have been many luxury companies that have expanded into the world of
wearable technology, around one third of them have done so via collaboration with
a technology constituent. Acting alone, few brands possess the capital, technical
prowess, and culture of innovation necessary to push wearables into mainstream
(L2 Wearables, 2014). Recognition of this strategy has slowly made its way into the
industry as companies realize the futility of going at it alone. Select prestige brands
are positioning themselves to endow wearables with the qualities these devices
desperately lack (L2 Wearables, pg. 3) Recently announced is a partnership
between Gucci + Will.i.am and Tag Heuer + Android. Both hoping to rival the
recently launched Apple Watch, musician Will.i.am has joined forces with Gucci
Timepieces in designing a one of a kind a “smartband”. The announcement was
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made at industry leading tradeshow, Baselworld in early 2015. This timepiece
features the ability to make and receive phone calls, send and receive text
messages; hold music, track fitness along with many others. Coined as a
“sophisticated personal assistant” the watch is activated by voice and a first in
wearable technology for Gucci. President and CEO of Gucci, Marco Bizzarri spoke
in regards to their recent news of collaboration with Will.i.am saying “In developing
together a device that is both fashionable and technologically advanced, we will
create something that is unique in the marketplace. From the very start, I coined the
term ‘fashionology,’ a merging of the worlds of fashion and technology, which is
exactly what this collaboration with Gucci represents.” As wearables achieve
traction in the marketplace, focus has taken an invariable shift from organic, startup
and DIY efforts to branded collaborations from both the technology and fashion
ends.
Building the framework for future brand partnerships and collaborations include
Tory Burch and Fitbit in addition to Swarovski Crystal and Misfit. Both partnerships
have assisted in generating strategic interest for the luxury industries
implementation of wearable technology. In branding and adding aesthetically
influenced features to these previously popular technology items, company’s
collaborative impacts have reflected positivity on both ends of the spectrum. New
products are developing in hopes of representing the brand’s ethical and aesthetic
invariants speaking to the basic components of a company’s brand identity.
(Chevallier and Mazzalovo, 2008) The idea of ‘fashionology’ encompasses the
understanding of the limited range of existing consumer devices assisting in the
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illustration of the broad opportunity for new product innovation. The impact of
collaboration has increased profits and generated awareness amongst consumers
for tech companies like FitBit, Misfit, Case-Mate and aligned individuals like
Will.i.am and Tory Burch in the technology realm. The ability of brands to create
effective partnerships bridging function and fashion will continue to determine the
route that this growing industry takes.
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LUXURY MEETS WEARABLE TECHNOLOGY

FIGURE 9: Luxury and Wearable Tech Collaborate
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3.2

Traditional Codes of Luxury in Wearable Technology
The key drivers to success in luxury goods include:
Excellent Quality
High Pricepoint
Scarcity & Uniqueness
Aesthetics & Polysensuality
Ancestral Heritage & Personal History
Superflusousness

FIGURE 10: Defining Luxury Products (Dubois, Laurent and Czellar, 2001)
One of the biggest questions in wearable technology today is whether or not
these traditional aspects of luxury will be sustained. Quality and craftsmanship are
the basis of any luxury activity; luckily for wearable technology material and
aesthetic quality are necessary factors in functionality. Due to the newness of many
wearable technology accessories and their increasing presence in the industry,
price-point generation has seemed to find a niche that fits the market. One key
driver for luxury success specifically in the watch and jewelry industries has been
the ability to provoke a sense of scarcity and exclusivity as new products are
introduced into the market, due to the continually developing factors of wearable
technology this factor doesn’t appear as an opposing threat. The novelty and
aspirational aspect of wearable technology places products in a unique and
desirable area of the market, targeting a mixture of innovators and early adopters.
Areas that wearable technology has struggled in include design and aesthetics.
The industry regards product design as an aspect that should bring additional value
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to the company’s total picture (Chevallier and Mazzalovo, 2008). As the industry is
now reaching a point where miniaturization and product development are becoming
more sophisticated, design and aesthetics have become a more focused area in
wearable technology development. Evoking a holistic sensuality among users
through product growth and maturity. A fundamental factor in design advancement
has been the collaborative impact of tech companies and fashion design brands.
Line extension is a particularly delicate area for luxury goods; especially in the
watch and jewelry sector. Adding to the industry’s drive are previous luxury cases
for instance, Bulgari’s first watch did not experience success until seven years after
its launch (Chevalier and Mazzalovo, 2008).
Despite this, past fashion and technology brand partnerships have laid the
groundwork and defined strategic action for future partnerships in technology and
fashion, potentially developing aesthetics and design across the industry. Wearable
technology offers users a constant connectivity, ease in information diffusion and
access to a streamlined collection of data. Each code within the traditional codes of
luxury adapts to fit wearable technology, making it a potentially rewarding industry
to introduce these revolutionary products.
3.3

The Luxury Wearable Consumer
The adoption of wearable technology involves a range of characteristics
and criteria in development. Despite the continual evolution of these
technological devices consumers have become resistant in accepting of such
items. Industry professionals have looked to new methods in gaining attention
and acceptance of wearable tech saying, “don’t ask the consumer what they
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want; tell them what they should have” (Financial Times, 2005). A series of
guidelines has been developed featuring the important factors influencing
consumers’ interest in these products according to Duval and Hashizume
(FIGURE 11). Currently, 21% of the population has adopted wearable technology
in one manner or another, while 80% of American’s are aware of wearable
technologies influence in the marketplace (The Wearable Future, 2015). These
individuals are characterized by “affluence, tech familiarity and higher education.”
(The Wearable Future, 2015). Making luxury consumers an opportunistic
segment of the market as such factors characterize those individuals shopping
luxury products.

1

•Wearable should improve the comfort and safety of surrouding people
and the wearer.

2

•Wearables should be able to communicate with other devices, and to
suggest them a behavior based on knowledge about the wearer.

3

•Communicatory devices should be directed mainly to special context
(e.g. disabled) rather than standard situations

4

•Genders should be taken into account in design, taking into account the
specific attributes of male and females.

5

•Full control of the system by an artificial agent should be avoided.
Cultural preferences should be the base of selecting the selfcontainment and intelligence of the device.

FIGURE 11: Guidelines for Acceptance of Wearable Technology Devices
(Duval and Hashizume, 2005)
Not only does the allure of a luxury brand attract the wearable tech consumer but
also the technology and novelty behind the product speak to its exclusivity. The
typical wearable consumer is educated, ranging from 18 – 35, considers
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themselves an early adopter making anywhere from $70,000 – 100,000 annually.
These individuals are aware of the diverse rang of functionality within wearable
technology and stay up-to-date on the innovations and developments within the
industry. The wearable tech consumer is motivated by the perceived benefits in
connectivity, application to daily activities and the conveniences these devices
provide. These individuals are confident in their status as early adopters and look to
share their discoveries with others while being apart of the growing revolution.
Despite the allure of wearable products, there are significant barriers of purchase
that particularly concern the luxury consumer. Comfort and design become very
important factors as these items are typically designed for daily durability.
Additionally, privacy has become a significant concern in the decision to purchase
wearables. As technology continues to be integrated into everyday life more and
more personal data is being collected, recorded and analyzed by the industry. As
technology becomes more ubiquitous, security experts suggest that wearable
companies cannot ensure their products data collection will not end up in
unintended hands or be used in unauthorized manners. Many wearable products
collect user-generated data without encryption, transmitting this data around the
world becoming a faultless area for data breach. This concern has led many private
consumers recognize the risks they are undertaking while using wearable products,
like profiling, identity theft and misuse of personal data. Therefore wearable
companies must develop products that provide functionality benefits in which
outweigh the risks of sophisticated privacy breach.
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The most significant barrier to purchase for consumers is the expense of these
evolving products, whether a luxury consumer or not many find it difficult to spend a
considerable amount on items that can soon be replaced by newer technology.
Making it necessary for companies to design products in ways that allow for
replacement of specific components instead of the entire wearable product.
Additionally, in leveraging the brand name and object desirability the expense can
easily justified by the wearable consumer.

Barriers to Purchase
n=1000 U.S. Consumers
Health Risks
Comfort
Look
Privacy
Expense
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FIGURE 12: Leading Barriers to Purchase by U.S. Consumers (October 2013)

Spilker 40

Spilker 41

CHAPTER FOUR
THE WEARABLE DESIGN PROCESS
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The Wearable Design Process
Today, design is revisiting the functionality aspect of clothing. Functional garment
production is defined by a series of processes producing a fully functional piece as
shown below in FIGURE 13. Functionality is at the center of wearable technology,
providing the user something that enhances their daily lives. In identifying the user
and the particular needs (physical, situational and emotional) a purpose is derived
for the product. Accompanying these attributes is the necessity to design around
physical contact, movement and potential environmental threats. These are among
the most important factors in defining design framework and creating a product that
lasts despite varying threats of obsolescence. Additionally, is the necessity for
devices to have enough complexity, independence from other devices and
ubiquitous connectivity so that functionality is not compromised.
Identification of User
Identification of User
Needs
Aesthetic Deisgn
Design Desicions &
Alternatives
Identiifcation of
Evaluation Criteria
Solution Selection

FIGURE 13: User-Oriented Functional Design Process
4.1

Incorporating Design & Functionality
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Wearable tech is a unique area where technology and functionality meet
design. One in five American adults own a wearable device paralleling the
introduction of tablets, which experienced a 20% adoption rate in just two years
on the market rising to 40% in 2015. Design and miniaturization have become
vital factors in technology consumption. Though it has only become prevalent in
the last half of the decade (2010 – 2015), aesthetic appearance has slowly and
methodically been incorporated into the functional design of these devices. This
resistance is largely due to difficulty in incorporating size of device in an
appealing manner in the past. Despite these setbacks, scientists and designers
have relentlessly researched and expanded upon wearable technology in hopes
of providing consumers with solutions to functional needs, paired with a pleasing
aesthetic, physical comfort and ease of use.
Previously, wearables have been developed with a sole focus on
functionality yet as these technologies have evolved, product appearance has
become an opportunistic area in wearable tech development. Providing new
prospect for brand, designer and consumer acceptance, wearability is imperative
in attracting the attention of the target market, especially as the wearable
consumer heavily focuses on appearance. As PriceWaterhouseCoopers
reported, “for wearables to be useful, they need to deliver data that’s not just
informative, but also prescriptive.” (The Wearable Future, 2014). As science has
developed and provided smaller more refined pieces, wearable technology is
finally incorporating the allure of design, appearance and refined materials.
Although these new technologies are introduced into the market from season-to-
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season, they continually offer opportunity for further growth, diversification and
design potential.
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Wearable Technology Design Evolution
When defining design, a multitude of factors affect interpretation. Design
influences everything from mechanics of a product to appearance and overall user
experience. Therefore design can impact a range of contributing factors from
functionality to visual appearance, encompassing many influences across the world.
In practicing the concept of “human centered design” which is reshaping the product
capabilities around user experience, wearable technology development will optimize
the consumer experience. Previously, this concept has taken a back seat to
functionality thus implementing a human-centered initiative will prove as key factor
in wearable tech success (The Wearable Future, 2014).
Design perception is reflective on the profession reviewing it for instance a
marketing manager may argue that a cohesive and adaptable design increases
profits, while a scientist may suggest the product may have increased technologic
design potential. While the consumer prefers more aesthetic-based design, 62%
reported they’d like wearables to expand beyond the wristband and 53% would like
to see items that look more like jewelry (The Wearable Future, 2014). Whatever an
individual’s perception may be design has an exponential impact on wearable
technology product development and consumer acceptance.

5.1

Looking back on Wearable Technology Design
Focus on design of wearable technology has become more prevalent in
the last half of the decade, as these products have become more sophisticated
and available for physical alteration. The ability to access data in more digitally
involved manners has increased the interest in wearable technology amongst
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consumers, designers and companies. Since their introduction, these wearable
products have been developed with compromises in design and appearance
value, largely due to the continued evolution of the technologies incorporated in
building these pieces. Andrew Bolton addresses this issue in his book The
Supermodern Wardrobe, saying:
“Designers of supermodern clothing are problem-solvers, their design
ethos is more akin to engineering and architecture than it is to fashion. They aim
to create clothes with realistic lifestyle applications, clothes that are designed to
‘able’ and ‘equip’ the body. To this end, every design detial suggests
serviceability.” (Bolton, 2002)
Despite the fact that design and fashion aesthetic have not had a
significant impact on wearables in the previous decades. Companies like Apple
have been successful in introducing innovation into the market while having a
progressive product design with contemporary simplicity as the focus (Bloch,
1995). Apple’s successful and innovative product launches have been heavily
grounded and achieved market dominance through superior design. In 2007,
Wall Street modeled 9 million iPhone shipments while Apple sold 12 million
following the new product launch mirroring that, in 2010 Wall Street projected 8 –
10 million iPad shipments while Apple sold over 15 million. In using a penetration
rate derived from these responses, 10% of Apples already existing 315 million
iPhone 5+ users could sell upwards of 30 million Apple watches within the 2015
fiscal year. This has the potential of generating upwards of $15 billion in revenue
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for the company, effectively making them the largest “watch” company in the
world (Morgan Stanley, 2014).
Apple has experienced this success because of their heavy influence on
the appearance of their smartwatch, hiring Burberry CEO Angela Ahrendts to
assist in designing a cohesive retail and branding strategy for Apples first tech
influenced accessory. Apple also hired Yves Saint Lauren CEO, Paul Deneve to
help leverage his fashion industry experience and assist in driving the strategic
implementation of the highly anticipated Apple Watch. The below chart reflects
the launch success of each the iPhone, iPad in addition to featuring projected
figures for the Apple Watch. For a more in-depth analysis of the Apple Watch,
please refer to Chapter 9 (pages X – X)

Product Launch
iPhone
(June 2007)
iPad
(April 2010)
Apple Watch
(Early 2015)

Apple Installed Base
at Launch

New Product
Penetration Rate

Initial 1 Year
Shipments

87 Million

7%

6 Million

135 Million

14%

20 Million

315 Million

10%

30 Million

FIGURE 14: Apple Product Sales Record iPhone, iPad & Apple Watch
(Morgan Stanley, 2014)
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Fashion Embraces Luxury Wearable Technology
According to French philosopher, Gilles Lipovetsky writer of The Empire of
Fashion, Fashion is “one of the faces of modern article of the effort of human beings
to make themselves masters of the conditions of their own existence.” While many
believe fashion and clothing are synonymous, they could not be more different.
Dress creates meaning and reflects the wearers’ personality, social, psychosocial
and economical influences. Fashion designer CoCo Chanel described fashion as
“not something that exists in dresses only, fashion is in the sky in the street.
Fashion has to do with ideas, with the way we live.” While clothing is a necessity,
fashion is a lifestyle up to designers, consumers and marketers to define.
According to industry analyst at The NPD Group, Ben Arnold “51 percent of
consumers who are interested in buying a smartwatch said they wont even consider
it unless it fits with their personal style.” (Fortune, 2014). Today, fashion has grown
to a larger industry than ever before with fast fashion and mass-marketing garment
and accessory desirability has grown significantly as virtually everything has
become obtainable. Accompanying this growth is a range of fashion tribes looking
to differentiate and define themselves, often times adopting the newest, latest and
greatest. This has only assisted in the expansion of the industry and developed a
broader definition to the dress an individual wears. One such group includes those
following technological innovations, typically considered early adopters these users
set the pace for the rest of the markets response. Vice President and General
Manger in Intel’s New Devices Group, Michael Bell said “The best technology is
invisible technology that solves real problems and looks as good as its function. Our
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goal is to have our [technology] in everybody’s device, not just one.” The
collaborative potential of fashion and technology has grown to become an extensive
and diversified area of exploration as wearable technology devices are 80% more
likely to be purchased if they feature an appealing design paired with streamlined
functionality taking these pieces from “geek” to chic.
6.1

Digital Influence
With the increasing digital presence across the industry, it is hard not to
notice the growing correlation between retail and technology. One of the most
influential connections is through point-of-sale and information diffusion from
brand to consumer. Burberry has become one a digital leader, building an
integrated online presence in the luxury industry and continues to have a heavy
influence in the strategic digital world. From designing applications for ease of
purchase to in-store digital experiences creating a more personalized interaction,
luxury brands are looking to digital innovation to better their brands from product
conception to purchase. It has been reported, “40% of luxury purchases are in
some way influenced by consumers’ digital experience.” (McKinsey and
Company, 2014). So what does this digital experience mean for wearables? This
acceptance provides wearable technology a positive outlook in that consumers
are growing acceptance into a more technologically influenced world. In building
upon digital platforms, companies can implement successful luxury branding
concepts, and product development strategies for wearable technology. Luxury
consumers’ high demand and desire for personalization and connectivity are two
of the main drivers for wearable technology development. Leading Amazon to

Spilker 52
develop a “Wearable Technology” one-stop shop in April of 2015. As the
company noticed wearables were becoming overlooked as they littered the
electronics section, the Amazon employed a team of individuals to build an online
presence for these sought after tech products. The interface quickly became one
of the leading sales platforms for wearable technology within one month of
existence.
6.2

Cultural Influence
Clothing has been designed for purpose originally correlated with the
environments individuals experienced daily. Eugenie Lemonine-Luccioni
describes clothing in reference to culture; “Clothing and other kinds of
ornamentation make the human body culturally visible.” With fashion tribes and
groups, an individual’s identity is perceived via outward representation. Despite
the products often times “cool” functional capabilities, wearable technology has
continued to be positioned as early adopters or “geeks” attributing to the lack of
glamor in wearables. The industry has experienced heightened acceptance in
three major regional markets (Americas, Europe and Japan/China) each of which
report an expanding cultural influence on new product adoption. 2015 is
positioned as the year when these technologies become more socially
acceptable thanks to partnerships between big tech companies and luxury
brands evolve these products into objects of desire.
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Wearable Tech
Developers/Manufacturers by Country
UK Canada
3% 2%

Other
10%

Japan
3%

USA
26%

China
56%

FIGURE 15: Wearable Tech Developers/Manufacturers by Country
(IDTechEX, 2014)
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Future of Wearable Technology
The miniaturization of phones, cameras, and computers is inevitable, too is the
joining of fashion and technology. When these to factors are at their best, they are
both forms of intrinsically personal, and outward expression of attitude, status and
personality. In accepting augmentation to add better functionality to our daily lives,
gadgets cannot get any more personal than integrating them into our daily routines
and the clothes we wear. With projections of upwards of $70 billion by 2025, the
possibilities are endless in the wearables category of fashion. Companies like Intel
have devoted themselves to realizing this potential through authorizing grants of
over $1.25 million for global design competitions focused on expanding the “Internet
of Things.” This potential is characterized by three major concepts, connected
intimacy, tailored system and co-evolved possibilities. Each factor speaks to the
integration of technology into a personal interaction whether with another individual
or in functional computing.
Connected Intimacy (Person-to-Person): A defining characteristic of the wearable
technology industry is its ability to connect the consumer in so many facets of
everyday life. Wearables are creating new areas in personal relationships through
expanding upon the power of communication and sharing regardless of geographic
location. As industry investor, Vinod Khosla said, “We have more sophisticated
wearables … we can begin to cross correlate and understand how each aspect of
our life consciously and unconsciously impacts one another.” As wearables
continue to develop consumers are growing more and more comfortable in
incorporating these technology-based products, which once seemed mere objects
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of the imagination This connectivity is building a link between individuals altering
understanding and generating new areas of emotional exploration.
Tailored System (Person-to-Computer) Personalization is a pivotal area of
wearable tech functionality; user-centric technologies offer the individual to
establish their unique set of requirements from the product enabling a more
meaningful user experience. Computer interaction has increased a sense of
personalization between brand and consumers in ways unlike ever before. This
integration provides increased efficiency, quick response and an increased level of
personalization without human interaction. Through streamlining experiences like
“the cloud” and “on-demand” individuals facilitate cross-platform access to
customize content and information to their specific preferences.
Co-Evolved Possibilities (Person as Computer) Technology is developing in an
effort to paralleling human behavior and build upon existing human capability. Ease
of interaction and use are creating ways to better incorporate the user in
technological experiences. Through augmenting existing capabilities to adapting to
interfaces and enabling more natural interactions wearable technology has become
increasingly sophisticated in replicating human actions. Priming it as a more
personalized means of automated communication.
Through focusing on these three all encompassing factors of wearable
technology, the industry has the opportunity to meet the needs of every consumer.
Developing products that feature functionality without compromising in appearance
and comfort. In strategically designing and marketing these wearables, consumers
will feel as though they become necessities like a cellular phone has to date. In
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developing an undeniable value proposition and enforcing seamless integration with
complimenting devices, wearables will attract a larger more diverse audience. As
these products are designed for functionality and efficiency, wearable developers
must place a heavier focus on human-centered design, reshaping the industry to
focus on the consumer and user experience. Creating devices not just for data
collection but also to draw meaningful insights to reflect consumer needs
incorporating them in future developments.
7.1

Wearable Growth Potential
Technology and fashion enable one another to reinvent and further develop
each other; now that these developments are viable the question becomes what
are designers and luxury fashion brands going to do with such innovation. The
watch and jewelry sector have become the second-best performing category in
“hard” luxury goods. While experts look towards the incorporation of smart
technology into these hard goods, only 44% of them acknowledge smartwatches
as the next “big thing” in the market, with 11% of established watchmakers citing
them as a risk to their current business (L2 Wearables, 2014). Elements
characterizing future growth potential include:
1. Limited consolidation (top ten watch and jewelry companies capture only 12%
of the market)
2. Low brand share (“branded” goods account for 20% of jewelry sales and 60%
of watch sales) (McKinsey and Company, 2014)
Thanks to increasing interest, miniaturization and collaborative branding
efforts, wearables have grown their market share and continue to attract
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noteworthy investors. Despite the fact that wearable technology is still
experiences the embryonic stages of development, it continues to be an area on
the cusp of full-blown growth. Building a connection between wearable tech
startups and established industry names like Google and Apple will aid in moving
the wearable market forwards. IDTechEX recently estimated that the wearable
sector could increase to over $70 billion by the year 2025. In focusing on the right
consumer segments like China and India who rank highest in terms of interest in
wearable tech purchases due in part to their significant Millennial populations.
The Digital Consumer Tech Survey reported that 80% of individuals in India were
interested in internet-abled or wearable technology devices. Additionally, China
and the United States are inundated with wearable tech consumers vying for the
next wearable products. Through capitalizing on geographic consumer response
in addition to the demo and psychographic characteristics of the wearable
technology consumer, this sector of the industry can easily meet their projected
growth in sales and shipments while capitalizing on the lure of luxury branding.
So what does future wearable technology need to do? In order for this
budding sector to continue its growth the wearable tech industry must target the
instant gratification generation, giving millennials what they want when they want
it. Through leveraging data collection to develop customized products and
services future wearable tech has the chance to tailor in a highly personalized
manner to the needs of consumers. Additionally, companies can use this data to
predict and design wearables for the millennial consumer before the need is
manifested. The desire for improvement upon previously established
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technologies and diversification paired with the need for new manners of
communication and efficiency, the wearable industry finally has the opportunity to
really make a lasting mark. This desire provides luxury companies with the
chance to develop long-term incremental luxury categories driving these devices
from gadgetry to everyday necessity.

Wearable Tech Projected Total Market Value
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FIGURE 16: Wearable Tech Projected Market Value (2012 – 2018) (Statista, 2015)
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CONCLUSIONS // RECOMMENDATIONS
This analysis is focused in highlighting the exponential growth opportunities in

this emerging market. The wearable tech industry has experienced enough
development and become sophisticated enough to act as a platform for the fusion of
technology and luxury fashion. With diverse possibility in application and growing
consumer interest in the industry, wearable technology will expand to become a
revolutionary area of dress. Through defining an irrefutable value proposition,
streamlining experience and user-centered interface tech and fashion companies alike
have the ability to expand the wearable market and transform our daily lives. We rely far
too much on technology to go back, thus the industry is ripe for continued infiltration of
technologies for the enhancement of our daily lives. As Kovert Design’s CEO, Kate
Unsworth remarked, “From a high-fashion perceptive we’re looking forward to living in a
world where technology is more discrete. We want it to be like oxygen. Of course its
hugely important and ever present, but it should be invisible too.” Millennials are digital
natives; they’ve been around technology and social media for years making it the use of
these tools second nature. Generation Y is a one that views technology as a means to
make simple daily tasks easier, creating more efficiency in their daily lives.
Through application of previous fashion and technology-focused studies, I’ve
developed the ideal course for luxury wearable tech. In gaining a fresh perspective on
past wearable goods, consumer insight and the growing characteristics of the industry I
have pinpointed the potential strengths and opportunity driven characteristics of both
the luxury and tech industries. Both are looking toward data to define themselves and in
collaboration these industries have the chance to become mutually beneficial.
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Technology has conversely evolved and created a path for designers to adapt devices
to attract a customer beyond an early adopter. In expanding past the limitations of
previous wearable technology, in the development of such effectiveness will not only
attract the millennial consumer but also diffuse to the elder generations due to the
undeniable impacts in terms of efficiency. Wearables will become mainstream once
technology and fashion brands make these items for everyday use aesthetically and
functionally.
Wearable technology will continually mirror the constantly evolving
characteristics of the technology industry, yet through design and branding these
products will increase value proposition and generate consumer loyalty for “upgrades”
to come. Estimations surrounding wearable technology vary from becoming a
phenomenon paralleling the smartphone to simple recreational gadgetry; in order to
make wearables a compelling market discrete design and strong brand name will
develop these devices in to must haves. A survey done in 2015 on individuals in the
United States (over 18) reported that one in ten people wear an activity tracker (Ledger
and McCaffrey, 2014). Positioning wearables in an area of acceptance leading to further
design and functional development. As the pace of consumption increases daily, tech
designers and brands alike must create devices that are easily integrated into the
various digital influences a consumer might already have established. In doing so,
companies offer a personalization and ease to the user product to product.
In regards to the future of wearable tech founder of Living in Digital Times, Robin
Raskin said, “this is a pivotal year for wearables because the underlying building blocks
of technology are there, mass customization it’s a time for the young designers and
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brands to shine.” As the industry has hit an inflection point, creating an opportunistic
area for a significant lasting impact on the economy (30 – 50 billion over the next 3 – 5
years) (Kansara, 2015). Reflective of the past and the movement of the industry to date,
it becomes essential for industry partnerships to generate in order for these wearables
to really make an imprint. Individuals at the forefront of the fashion and tech industries
realize the vast potential for wearable tech and the necessity for seismic shifts for
traditionalists in both industries. Collaborations will tailor products, services and branded
content to compliment each sectors previously established consumer base. Luxury
brands partnering with tech companies will expand the possible impacts of wearable
tech and create “glamification” of wearable products. (The Wearable Future, 2014).
Through viewing the Apple Watch as a gateway to an ecosystem of capability that will
eventually expand interactions across devices and generated unforeseen connectivity.

The wearable future is one ripe with possibility through becoming a vehicle in which we
communicate with the world around us and
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In-depth Analysis of the Apple Watch Launch
When the Apple watch was announced to in September of 2014, it was received

with a combat of criticism, excitement and anticipation. Apple has introduced a range of
products since their entrance into the market during the late 1970’s, focusing on a core
concept of providing an exceptional experience through a strong user interface. Apple
designs each product with an ideal of elegance meeting ease of use. The internationally
recognized technology company utilized its popularity paired with innovation to
introduce a wearable piece unlike any other in the market. Placing the watch as a
“luxury” good, Apple looks to enter into an untapped area of the wearable tech and
luxury good market. Apple introduced a $10,000 smartwatch in hopes of entering a
previously ignored segment of the watch industry. Employing an “aspirational
marketing” framework, Apple has introduced a series of watches ranging from $350$17,000 building desire among consumers due to the limitations on higher priced
products. Introducing the concept, the company placed a prototype on models at Paris
Fashion Week and showcased the Apple Watch on the November cover of Vogue
China.
Through employing a halo effect framework, Apple has continually been able to
introduce conceptual products into the market. The Apple Watch is no different; through
streamlining connectivity in all devices Apple’s newest addition just reflects the strength
of a cohesive brand design. Through developing a strong brand identity, the consumer
has a perception of the product and expectations regarding its capabilities. According to
Slice Intelligence, just within the United States Apple Watch sales were upwards of
975,000 during preorder while Android Watch sales stuck at 720,000 after 6 months of
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sales. These figures don’t reflect the eight other markets the Apple Watch has yet to
launch in including the UK, China and Australia. Among the Apple Watch consumers,
72% had purchased an Apple product in the past two years and 21% had ordered the
latest iPhone during its launch. Additionally, the “super slim” Macbook’s availability
paralleled the Apple Watch with 43% of Macbook buyers adding the watch to their
order. With such an extensive response, Apple is well on their way to meeting their
projected sales of over 20 million in 2015. Many companies look to mirror Apple’s
incredible success in diversifying a product assortment while staying true to the brands
identity.

FIGURE 17: Smartwatch Market
Share (Derived from the Smartwatch
Group)
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WEARABLE TECH TIMELINE

Spilker 71

Spilker 72

INDUSTRY INTERVIEWS
Katharyn (Kat) Alexander
Owner/CEO Smart Siren Technology, Inc.
What were some factors that drew you
to designing wearable technology?
Compelling, safety immediate resource,
aesthetically appealing yet fully functional,
amplify sound engineering, safety women
empowerment, growing up New York
many stories of attack and personal
experience, changing environment
disrupts belief of advantage.
Name some factors that you’ve grown
to enjoy in the industry.
Drawn to the industry because 3 years
ago wearable tech wasn’t such an
“exploding category” it gave definition in how to identify themselves how to categorize
themselves
PR advantage; do 1 thing well; early adopters
What resistance have you experienced in the industry?
Most difficult: Aesthetically viable; effective and appealing; 2nd nature effortless and
ritualistic, packaging (substantial crisp and clean lines, elegant, gift like, aids in the
perceived value of the product luxury)
What drew you to the aesthetic design of your product?
Not intimidating; broad demographic (internal structure: injected fiberglass light weight
plastic, casing electronic components with brass metal housing coated in 24 carat
gold/silver varying stones entirely natural hand selected and hand cut)
Are you hands-on in the design process of the Siren Ring?
Engineer → designer → product development very hands on US made micro-batches
Secondary line made bracelet more casual everyday sort of jewelry $49 Target
DESIGN FOCUSED prestige before mystique // first not just the best
Company & brand have experienced tons of exposure because of design
What do you foresee as viable opportunities in wearable tech?
Mindful and receptive of wearables tons of barns that can seamlessly add technology
with collaboration and partnership
Establish relationships with companies; smart way to stay ahead of the curve
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Jensin Wallace
Owner/Designer at Jensin Elaine Designs
1. What are some factors that drew you to
wearable technology?
I think I was first drawn to wearable technology
also commonly known as wearables when I
realized that technology and biomimicry were
paving a new path for nano textile and
technical textile development. Many high tech.
textiles have very specific properties, which
make them very useful in targeted
applications. I started to wonder if high tech
textiles may also have everyday applications
and what those applications may be.
Some of the more specific factors are...
1. Ability to turn clothing/accessory into an interface: This is a completely new idea!
Historically our clothes have only served as protection for our bodies. However,
wearable technology enables clothes to be almost like a living second skin.
2. Wearables are not limited to one type of application: Wearable technology has the
potential to touch many different parts of our lives. As you may already know health and
wellness products that monitor biometric data have been the most popular wearables on
the market. But there are also products that are changing how we communicate and
socialize.
3. Wearables may be able to impact developing economies (third world countries): In
the beginning of wearbletech's development it seemed like people were only creating
gadgets that didn't have much value, functionally or otherwise. We were constantly
asking ourselves "why do I need this?" Over time wearables have shifted towards
development for more specific problems, which has started creating a more stable
market environment. Now the market is also inclusive of healthcare devices that can
help diagnose and assist in examinations in areas of the world were doctors are not
necessarily accessible all of the time.
2. What are the most exciting aspects of designing for a wearable technology
line?
I think it is exciting to realize that you are no longer designing something for purely
aesthetics or protection. It is interesting to think about how the end life of a product
changes and new ramifications of its production. It is exciting to realize that your line
has the potential to part of a much larger network, the internet of things. Future
garments will be able to impact will not only be about how they look but how they help
us live our daily lives, reduce the environmental impact of producing clothes and lastly
simply communicate/express our individuality.
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You also have to give attention to new aspects of your design. You need to consider
how the wearer will interact with the garment and how the garment will interact with
possibly another device. There are also new care guidelines and in the future maybe
even a reinvented retail experience. All of these things are very exciting for me to
consider.
3. In what ways have you experienced technology's affect in the fashion industry?
The two strongest ways that I experience tech. in fashion are through reading and art.
Since wearables have not gone mainstream yet I keep up with what is happening by
surfing the net looking for ideas that maybe ready to go to market as well as idea that
are still maybe 10 years out. There is definitely a larger presence of wearable tech
accessories that I find really interesting because we are beginning to see a growing
awareness of the need for interdisciplinary teams. Slowly, we are moving away from
creating "pretty packaging" (which is more in line with a traditional consumer electronics
approach) to integrated design that takes into consideration the need for wearables
maintain a balance between aesthetic appeal and functionality.
Gallery shows and museum exhibitions are also a great place to find out what people
are thinking about and what is on the horizon. One of the great things about technology
is that it is fairly accessible to many people so we can start building and testing our own
tools and ideas. Some of the most innovative and interesting ideas are the result of
problem solving at all and come from a variety of disciplines.
4. Do you believe that designers need to adapt to the continued technology
influences to stay relevant?
I think it is wise for designers to be aware of the technological innovations happening
within their industry/field. Every fashion label doesn't need to have a high tech or
interactive aspects to their line. It is important to be knowledgeable of new innovations
though because they may affect design and production as well as advertising as retail.
5. Where do you foresee wearable technology going in the future?
I think wearables popularity will grow as long we continue to develop products that
speak to our daily lives. The majority of wearables currently on the mainstream market
only attract our short-term attention. They are more akin to neat gadgets that are not
expected to last very long and hold little functional value. The key is collaboration.
6. Did you experience any hesitance or resistance while designing and executing
your product?
I was a little surprised that people were more curious and excited about my first project
(LED Cycling Outerwear) rather than skeptical. Because the integration of the
technology into the garment was well done but still not seamless, I thought the garment
might seem unique and novel but not practical. Instead, people were excited to try it out
and see what it could do. I also think people were supportive of the work because it
addressed a common and immediate issue in the cycling community.
7. Do you think it is important to have a designer and or brand name behind a
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wearable technology product in order for it to be adopted?
Not necessarily, especially since the chief developers at the moment are tech/hardware
companies. Wearables are also a new frontier so there is not any one company or
brand that is doing it 100% right or even very well. If anything having a large brand
name associated with a wearable that does not fall in line with what the brand is known
for may be more of a risk because the product could feel out of place to potential
consumers. I don’t mean to say a brand name is bad because it could boost aesthetic or
utilitarian appeal. But the key is having both. Wearables thrive on both aesthetics and
function. The apple watch may be the best example of a good brand/design
combination for a wearable product.
8. Are you/ will you continue to design wearable technology?
I am continuing to develop wearable because I believe they can change how we live in
large and small ways. People’s needs are different all around the world and I think
wearables are making it more possible to address our needs in new innovative ways
that can be easily adapted and customized to individuals needs.
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Dylan Smyth & Alick Law
Industry Professionals at Sensoria Fitness, Inc.
What are the most exciting aspects of designing for a wearable technology line?
Sensoria focuses on the development of smart garments as wearable technology. With
the vision that The Garment Is the Computer®, our goal is to provide meaningful impact
to everyday activities by introducing technology through natural and intuitive
ways. Smart garment is a nascent development even within the field of wearable
technology. We see a lot of different areas across different fitness, healthcare and
beyond where our technology can make a difference.
In what ways have you experienced technology’s affect in the fashion industry?
It is interesting to note that fashion brands have been bringing products with consumer
technologies in mind for some time. We have all seen the variations of accessories for
your smartphone. More recently, there have also been partnerships between fashion
brands and wearables such as activity trackers. I think this is due in part to the growing
focus on health and fitness in our society, along with how consumers are embracing
technologies that might help us reach our goals.
Do you believe that designers need to adapt to the continued technology
influences to stay relevant?
With companies such as Nike, Reebok, Under Armour and Adidas all in the wearables
field...that alone shows how important it is for companies to keep up with the changing
technologies to stay relevant in the market.
I think great designers have always paid attention to changes in everyday life. Given
the interest in personal technology, this trend will likely continue. We see this more
developed in sports and fitness apparel but that is expanding into other areas.
Where do you foresee wearable technology going in the future?
We think the initial excitement about wearable technology is going to take off this
industry in the coming years. The projected growth of smart garments is reflected in a
recent study published by Gartner: http://www.gartner.com/newsroom/id/2913318.
Did you experience any hesitance or resistance while designing and executing
your product?
The resistance or hesitance has all come from people outside of the company
especially in the beginning when our founder's first came up with this concept a lot of
people told them it cannot be done. Since we have provided a product and have
delivered worldwide, that resistance or hesitance is gone.

Do you think it is important to have a designer and/or brand name behind a
wearable technology product in order for it to be adopted?
We believe if you deliver a unique product that delivers the consumer an experience like
they haven't had before with a product; then you can create your own brand.
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Sensoria was founded in 2011 by 3 former Microsoft employees. Here in 2015 we are
one of the most exciting and definitely unique wearable technology companies. Of
course having an established brand is always helpful but like you said if we deliver
something that's one of a kind then we can create our own brand.
Will you continue to design wearable technology? If so what are some concepts
you’re working on? (if you can share!)
I can't say what we plan on designing in the future but one thing is for certain that we
have a vision to make various different smart garments.
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