Why has Luxury struggled online?
"Since the internet began, luxury brands have struggled to provide
digitally the same high-end personalised customer experiences that
they offer to in-store clients. Today, as well as delivering a lively
digital presence, they must also operate in an omnichannel world."
- Global Powers of Luxury Goods 2018, Deloitte
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The Digital Development of Online Luxury Sales
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Online share of total luxury sales to reach almost
20% by 2025 . . .

Source: Mckinsey & Co.

. . . Making e-commerce the world's third largest luxury market, behind China and
the United States
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How has customer shopping behavior changed?

Source: McKinsey

4

Millennials and Generation Z are Driving Luxury
Sales growth
According to Deloitte, Millennials and Gen-Y will represent over 40% of the overall luxury
goods market by 2025, compared with around 30% in 2017
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WHAT DO THEY WANT AND EXPECT?
Personalized, high value customized experience
Brand interaction across multiple digital platforms
In-store shopping
Lifestyle values - sustainability
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The Consumer is More in Control
of Their Shopping Experience
Than Ever Before
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THE CONSUMER HAS EVOLVED:
Focus on

BRAND EXPERIENCE
Optimize for

DIFFERENT PLATFORMS
Personalize the Message

AT EVERY TOUCHPOINT
Reflect

AUTHENTICITY & INCLUSIVITY
Source: Conde Nast
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The Role of Physical Stores Needs to Change
• Stores are still a vital part of the business for luxury brands
• Pivot from a transactional role to wider consumer interactions
• No longer just a "brand temple"
• Deliver distinct, immersive experiences and engage in a genuine dialogue with the
consumer
• Connect the e-commerce experience to the in-store and on-runway experiences
• Omni-channel approach to distribution
• Personalize, personalize, and then personalize some more
• Service needs to be better than ever – invest in talent
• Be a part of consumer's lives at all stages
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Apps Used Today More than One Year Ago
2017

2018

1. Snapchat

1. Amazon

2. Amazon

2. Snapchat

3. Instagram

3. Instagram

4. Pinterest

4. Sephora

5. Poshmark

5. Pinterest

6. Facebook

6. Twitter

7. Target 7. Poshmark
8. Twitter

8. Wish

9. Sephora

9. Ulta

10. Starbucks

10. Google

Source: Conde Nast
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Instagram Stories
• Staying visible at the top of viewers' screens every day. Need to produce captivating
Instagram Stories to engage with your followers genuinely.
• Focus on connection rather than conversion. Engagement is the most important goal.
– Interactive polls to Stories
– Swipe up and get redirected or "add to cart instantly"

• Understanding and serving the needs and wants of your audience.
• Use Stories to tell an actual story – go behind the scenes with product and designers
– How dishes are prepared
– Training sessions
– How to put together an outfit

• Instagram takeovers – fosters authenticity and connects to new followers
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Leading brands ranked by number of Instagram
followers as of December 2017
National Geographic
Nike
Victoria's Secret
Real Madrid C.F.
FC Barcelona
9GAG: Go Fun the World
Nike Football (Soccer)
NASA
NBA
Chanel
H&M
ZARA Official
adidas Originals
National Geographic Travel
Louis Vuitton Official
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Source: Statista
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Leading fashion brands ranked by number of
Instagram followers as of December 2017
Nike
Victoria's Secret
Nike Football (Soccer)
Chanel
H&M
ZARA Official
adidas Originals
Louis Vuitton Official
Gucci
Dior
Adidas
Dolce & Gabbana
Kylie Cosmetics
Forever 21
Prada
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Source: Statista
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Amazon Alexa – Voice Search
• 39 million Americans own a smart speaker, up 128% YOY
• Gartner predicts that by 2020, 30% of all online searches will be conducted without a
screen.
• Intelligent operating systems like Alexa, Siri and Cortana integrated not only with
speakers but also home appliances, automobiles and other everyday electronics.
• According to BrightEdge, 66% of marketers say they have "no plans to begin preparing
for voice search."
• While 50 million Alexa smart speakers have been sold since launch, only 2% of them
were used to make a purchase from Amazon, according to The Information.
• Brands need to experiment with voice marketing through native advertising or other
forms of paid promotion
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Luxury brands can learn how to best utilize Alexa
from these savvy marketers
CONTENT-BASED SKILLS
TIDE
• Step-by-step instructions on how to remove any type of stain
CAMPBELL'S
• Plan and prepare dinner, including emailing recipes and shopping lists
PATRON
• Cocktail lab initiative recommends recipes, bartending tips and fun facts
ZYRTEC
• Daily AllergyCast skill provides pollen count forecast local to the user's area
PURINA
• Ask Purina helps aspiring dog owners to find the perfect breed for them
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Case Study: Gucci
2017 – ecommerce sales rose 86% and millennials accounted for about 50% of sales
• Blurring the lines between physical and digital sales
• Turned legacy of offline business into true omni-channel experience
• Appeals to Millennial/Gen Z desire for ethically conscious practices
• Vivid designs appeal to social media generation
• Joined Instagram in 2015 and now has almost 30 million followers
• Partnered with online influencers
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