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A new report by ContactLab and Exane BNP Paribas identifies Burberry as the only luxury
brand fully committed to a digital future because of its  cross-channel convenience and
embrace of shops on marketplaces such as Tmall and Amazon.

Digital is  expected to drive 40 percent of luxury market growth through 2020, according to
the report. For brands that plan to be on the right side of history, a robust digital strategy
needs to be implemented.

"A new paradigm is emerging that classifies consumers based on their exposure to digital
direct marketing messages from brands (email receivers vs. not receivers), breaking
down the traditional dichotomy between the retail channel and ecommerce," said
Massimo Fubini, the founder and CEO of ContactLab, Milan.

"Luxury brands therefore need to equip themselves to devise a digital strategy able to
generate a significant impact on global revenues, no matter from which channel they
come from," he said.
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"Luxury goods players will have no other choice but to embrace the digital channel. The
global personal luxury goods market is growing at a more moderate pace in comparison
to the recent past, while online sales grow year on year at between 25 percent and 30
percent. Online luxury is too good to miss."

"The Digital Frontier: Ready? Steady! Go!" report analyzes "30 top players in high-end
fashion to highlight digital’s role as a communications and sales tool, as well as its
impact on overall sales."

Everywhere you look

Ecommerce is unlikely to surpass in-store sales volume in the foreseeable future, but the
impact of digital permeates the entire customer journey.

Currently, around 10 percent of luxury brand revenue comes from ecommerce in the
United States, compared to 2 to 3 percent in much of Europe and 7 to 8 percent in the
United Kingdom.

Temperley London on Net-A-Porter

Worldwide ecommerce sales hover around 6 percent, according to the report. Consumers
in the U.S. and U.K. tend to shop online for kids items, shoes, fashion and jewelry.

The report points to email marketing as a way to boost digital's influence. U.S. consumers
signed up for brand emails spend 13 percent more year-on-year than consumers who do
not receive emails. In the U.K., this figure jumps to 22 percent and worldwide the figure is
9 percent.
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Selfridges email

Brands must be wary of inundating consumers with generic emails, the report warns.
Effective emails are customized, relevant and deployed sparingly.

Around 20 percent of in-store consumers agree to receive brand emails, but this number is
growing. The report notes that brands are doing a poor job at "integrating in-store
consumer knowledge (store managers and sales assistants) with hard transaction data,"
making effective CRM programs elusive.

In addition to Burberry, the report identifies Kering and Richemont as luxury players
making the right moves to address digital.

Kering enacted a powerful partnership with Yoox and Richemont is expected to expand
ecommerce capabilities to Asia and Europe.

In key countries, Burberry leads the way among brands with eight ecommerce stores,
followed by Balenciaga, Cucinelli and Armani with seven stores each. Laggards include
Chanel, Fendi and Céline.

Mapping the state

Although digital ineptitudes still abound, the majority of brands are heeding the call for
improvements.

More than one in five fashion brands upgraded their Web site in 2013, evincing an
industry-wide push to catch up to digital trailblazers such as Burberry, Gucci and Ralph
Lauren, according to L2 Think Tank’s latest digital index.

Improved navigation, enhanced image collateral, increased mobile-optimization and
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expanded ecommerce support are primary areas that brands targeted during Web site
redesign. The index also emphasizes that Amazon’s heft and Apple’s imminent descent
upon the luxury market calls for an even more aggressive pursuit of digital innovations
(see story).

ContactLab and Exane BNP Paribas created a Digital Competitive Map to demonstrate the
gradual shift toward competency.

"We expect an inflection point in the number of companies offering their products online
and exploiting digital and physical synergies," said Luca Solca, the managing director
sector head of global luxury goods at Exane BNP Paribas, Geneva.

"The Digital Competitive Map allows us to track this inflection, and to measure luxury
goods brands as they embrace and develop their digital forays," he said.

Final Take
Joe McCarthy, staff writer on Luxury Daily, New York
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