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Gucci campaign image for its  Jackie bag featuring Kate Moss

 
By SARAH JONES

While less than 5 percent of luxury fashion sales stem directly from ecommerce, half of
total sales are influenced by a consumer’s digital interaction, according to a new report
from L2.

Following three years at the top of L2’s digital leaderboard, Burberry has lost its  rank to
Gucci and Coach, since its omnichannel efforts could not make up for an outdated Web
site infrastructure. Brands need to ensure that they are maintaining their digital flagships
as they expand their digital presence.

"A brand site is crucial to the research online, purchase offline (ROPO) trend we continue
to see and is core to the online experience a consumer has with the brand," said Leslie
Elder, research lead, L2. "Historically, Burberry has done this quite well, but more recently
as with their mobile site relaunch, they're demonstrating limited ability to offer customers
a truly channel-agnostic experience.

"Keeping a brand site relevant and truly tied in with the brick and mortar side of a brand is
a significant investment into the online platform, supply chain systems and even store
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associate training," she said. "As digital continues to evolve rapidly after a period of
expensive brick and mortar expansion, the brands that will be most successful are those
that best combine their online and offline channel efforts."

L2’s Digital IQ Index: Fashion report attempts to assign a digital IQ to 90 brands, looking at
the brand’s site and ecommerce, digital marketing, mobile and social media.

Digital champions
Gucci soared above other luxury brands with an appealing mobile site, an ecommerce
site that shares inventory in-stores and live help from a personal shopper on the
ecommerce site. Gucci also advertises in prominent publications, and runs extended
social campaigns, including one for the launch of its Jackie bag.

Gucci's The Jackie Bag campaign featuring Kate Moss

Other brands deemed “geniuses,” scoring more than 140 points, were Tory Burch and
Ralph Lauren, which effectively uses email to introduce aspects of its  brand to consumers
and which has experimented with fashion tech, including its Ricky handbag with an LED
light (see story). Burberry is now sitting just below genius at 137 points in the “gifted
category,” applauded for its use of Twitter’s buy function and its expansion to Tmall.

Besides the top 10, there was a lot of movement within the rankings, as more brands up
their digital game and competition heats up at the top.

Jimmy Choo was the “biggest winner,” jumping up 38 percent to achieve a gifted score,
largely due to its new site (see story). Lanvin moved down 37 percent, mostly credited to
its sole focus on its anniversary campaign and microsite, at the detriment of other
initiatives (see story).

Jimmy Choo Web site after redesign
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As a group, Kering outperformed LVMH, attributed by the report to its partnership with
ecommerce platform Yoox. The Kering sites have a 30 percent higher performance rating.

Compared to other sectors, fashion brands are still sport low adoption rates for
ecommerce features such as live chat, inventory listings and user reviews. While some
brands have established a click-and-collect service, it often does not tie into existing store
inventory, instead relying on local distribution centers to deliver the merchandise to the
store, which takes more time.

Also contributing to an omnichannel experience is getting consumers to shop for an item
online after viewing it in-store. Convincing consumers to take this step is easier if free
shipping is offered.

Fifty percent of brands have some kind of free shipping offer, but brands require an
average minimum purchase of about $200 to get free shipping.

One way to get consumers to engage further with a brand online is by offering some form
of customization, an opportunity only 15 percent of brands studied currently enable. A
limited amount allow consumers to save or share their particular choices.

Stuart Weitzman is one example of a brand running a customization program that lets
consumers interact with their design before, with its SW x You campaigns (see story).

SW x You

The vast majority of brands studied, 98 percent, sell through third party distribution. The
Net-A-Porter group now distributes 53 percent of fashion brands in the study. Net-A-Porter
also runs Givenchy's sole ecommerce platforms, two mobile apps for its men's and
women's collections.
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Givenchy app

Brands are also investing in mobile, with a third having a mobile app. Most of these have
almost no reviews, which make them hidden within the Apple App Store, forcing them to
rely on social media to help consumers find them.

Based on user response, some of the top apps released in 2014 were Hermès’ T ie Break,
Michael Kors’ 360, the Givenchy Men store and Fendi’s myBaguette.
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Screenshot of Hermès’ T ie Break

Drawing traffic

According to a report by PM Digital, search engines create 49 percent of the traffic to
luxury sites, compared to the general apparel market’s 38 percent. Google is the largest
referrer by far (see story).

In addition to paid search and SEO, brands have been actively advertising on large
publishers’ Web sites. The most common publisher with the most advertisers was
Style.com, which secured ads from 22 brands.
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Burberry ad on Style.com

Part of the reason why it was ranked number one, Gucci lead in number of creatives used
and impressions, which were 6.9 times over the study average.

Brands also continue to use email marketing, with 99 percent offering the option for a
newsletter sign-up. Email boasts a higher conversion rate than social media or ads, so
getting consumers on-board, either with incentives or a pop-up on the Web site, is  key.

While it is  commonly understood that luxury fashion brands do not discount as much as
mass brands, the report found that the most frequently used subject line phase was “% off,”
followed by “sale.”
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DVF email

Social outreach

While some brands still eschew social media, such as Céline, most are continuing to
grow their presence on social media, particularly on Instagram. While only 88 percent of
brands studied had an account in 2013, the number has grown to 97 percent in this year’s
report.

In April, Italian menswear label Brioni expanded its social media presence beyond a
solitary Twitter profile with a new Instagram account.

Brioni timed its Instagram launch to Salone del Mobile, for which the brand had a window
display, in order to have compelling visual content to gather followers. Even though
Instagram is an important platform for fashion brands, Brioni may want to consider
spreading out further, since different social media platforms have different audiences
(see story).

Facebook and YouTube still offer opportunities for engagement, but Facebook’s model
has changed, forcing brands to pay for sponsored posts to gain visibility. Both Chanel,
Louis Vuitton and Dior are within the top four in both post interactions on Facebook,
YouTube subscribers and YouTube channel video views.

Going forward into 2015, brands are expected to put even more investment into digital.
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"When looking at the data, particularly on site features and omnichannel investments, it's
easy to see how far behind fashion is compared to specialty retail and department stores,"
Ms. Elder said. "However, when you take a look at the fashion group, the width of the
divide between genius/gifted and challenging/feeble brands is particularly surprising.

"There are brands that have made digital a priority and are quickly putting up barriers to
entry, with competition becoming very close at the top," she said. "On the other hand, there
are brands that don't invest in digital at all, despite a rapidly changing luxury consumer.

"We would expect to see continued rapid investment into digital for many fashion brands,
with those in the bottom spending to catch-up. Given the large gap with other industries, we
would expect a more concerted investment in omnichannel capabilities.

"Genius and gifted brand investments should start to be defined more by offensive moves
into the digital space as they finish playing catch-up and see both tech and sportswear
brands moving rapidly to capture a piece of the fashion space."

Final Take
Sarah Jones, editorial assistant on Luxury Daily, New York
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