
Brands We Love

Quince: Loved on Arrival, 
Tested in the Wash
Uncovering who buys Quince, why they adore it, and where the love wears thin

“I returned the Madewell, kept the Quince and pocketed the $98 I saved.ˮ  That was 
one Reddit user's verdict after putting two pairs of flared jeans head to head. It's a small 
win, but it's exactly the kind Quince shoppers live for. Cashmere, silk and European linen 
used to come with price tags that needed justifying. Quince made them feel like a smart 
move instead, and the love shows up everywhere: in search bars, TikTok hauls and 
Reddit packing lists, where Quince is the most-listed brand of all. But love this loud 
invites a closer look. Who is the Quince buyer, what keeps them coming back, and what 
happens when the honeymoon (or the second wash) is over?
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Quince's pitch is simple: cut out the middleman. Direct from factory to customer, no markup. The formula worked. Revenue 
passed $1 billion in 2025, the brand hit a $10 billion valuation this year, and 2026 brought the first market outside the US 
Canada, the first celebrity collaboration A$AP Rocky), and capsule drops from stylists Erin Walsh, Jamie Mizrahi and Jason 
Bolden. The press has crowned it “the anti-luxury luxury brandˮ for Gen Z.

Over two years, Quince Clothing views on TikTok rose sixfold to 240M, with Quince Furniture a surprise runner-up at 116M. 
Search tells a different story: bedding roughly quadrupled from 22K to 90K a month, and linen pants spike every summer. It 
seems people research their sheets, but show off their outfits. Which is why the analysis that follows is mostly a fashion story. 
The loud conversation lives in the closet. Meanwhile, the home story runs on quieter rails of search and segmentation.
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WHO IS THE QUINCE BUYER

Mostly Millennial and Gen Z. Quilt's digital segmentation finds six US audiences, led by the Capsule Builders at 31%: people 
who want fewer, better things and refuse to overpay for them.

Quilt digital segmentation, six US audiences

31%
Capsule Builders
Fewer, better pieces that 
work harder every day

20%
Nest Upgraders
A bedroom that feels like a real 
upgrade, not a compromise

18%
Care Fixers

To fix and maintain 
clothes rather than 

replace them

16%
Luxury Dupers

Luxury aesthetics without 
luxury prices

11%
Fabric Converts

To leave synthetics behind, and 
bring others along 4%

Wardrobe Educators
Petite and fit-focused women 
teaching others to dress their body
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DIAGNOSTIC WHY PEOPLE LOVE QUINCE

So why the love? Because Quince makes shoppers feel like smart buyers with great taste. On social, it has become visual 
shorthand for quiet luxury 85% neutral wardrobes, sandy-beige bedrooms, mulberry silk blouses. On Reddit, the love is more 
practical: accessible luxury 28%) is the big draw, and Quince is the capsule wardrobe anchor 12%, the most-listed single 
brand in packing lists.

But look closer. 'Affordable luxury' and 'anti-luxury luxury' are starting to feel tired. Millennials now openly reject the label when 
brands use it without earning it. Quince's real pull sits deeper: the quiet pleasure of a muted, logo-free wardrobe, and a 'buy 
once, wear for years' logic that pays off.

Source: TikTok

https://www.tiktok.com/player/v1/7570081653784202509
https://www.tiktok.com/player/v1/7665855375853341966
https://www.tiktok.com/player/v1/7573054166902263054
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WHERE THE LOVE WEARS THIN

Of course, no love story is without rough patches. Fit is the biggest: on Reddit, 33% of the conversation is about it. Standard 
sizing wins loyal fans and loses petite, tall and curve-conscious shoppers for good. Then there's quality under the microscope 
12% the promise of affordable quality is “enthusiastically accepted on first purchase but stress-tested critically on the 
second and third.ˮ

That quality concern is less a weakness than a quiet request. In the broader discourse of 'affordable luxury,' shoppers are 
hunting technical specs: fabric content, construction, resale value. Brands have not published them.

PREDICTIVE QUINCE IN THE AI MIND

Here's a twist. Quince wins the search bar 95, but ask an AI assistant and it barely registers 27.7, against Reformation's 95 
and Everlane's 62. AI picks up affordability, sustainability, craftsmanship and simplicity, but two of Quince's own values, 
transparency and fairness, are missing.

Why? Because Quince talks about them in the abstract. Transparency as an idea, not a cotton percentage. Meanwhile 
shoppers are Googling 'natural fiber clothing' 7,500 a month) and 'made in USA' 8,100. The fix is translation: turn 
'transparency' into a fiber breakdown, a factory address, a lifespan.
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WHERE AFFORDABLE LUXURY IS HEADING

Zoom out and the stakes get bigger. By 2035, affordable luxury will be won by brands that prove their value, not those that tell 
the best story. Factory-direct selling, AI shopping tools and tariffs are all pulling in the same direction: shoppers judge fabric, fit 
and durability over brand name.

The brand that wins next

“We did the thinking for youˮ
The sharpest move is simple. Americans are tired of calculating 
cost-per-wear, researching fiber content and being their own buyer. The 
brand that wins next is the one that says 'we did the thinking for you,' 
which happens to be exactly what Capsule Builders Quince's largest 
segment) want. That logic carries straight from a cashmere sweater into a 
linen duvet.

The catch is timing: quiet luxury itself is losing its grip, with critics calling it 
boring, invisible, indistinguishable. Quince has a window to change how it 
talks about itself, and it is closing.

TL;DR

Quince's growth story is clean: factory-direct, viral, already past a $10 billion valuation. But the way it talks about itself, 
'affordable luxury,' 'anti-luxury luxury,' is quietly going out of style. The deeper advantage is that Quince answers the biggest 
unspoken request from its own best customers: stop making us think. Turn its values into specs. Make the curation feel like a 
decision already taken. Do that, and the second wash is not the end of the love story. It's the start.


