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By BRIELLE JAEKEL

Luxury retailers need to support in-store experiences with full-bodied online strategies more so than ever now that
shoppers are taking their time in the decision-making process for the upcoming holiday season.

Shoppers have a bevy of resources at their fingertips that can shift their gift purchasing decisions, and now 77
percent are taking long periods of time to determine the best presents. Even though online and mobile sales are
growing exponentially, bricks-and-mortar will still be key as 87 percent of shoppers are likely to buy in stores.

"Respondents are slowing down their shopping behaviors, as 77 percent report taking a lot of time to pick the perfect
gift for most people on their list," said Tom Edwards, chief digital officer at Epsilon. "But as more consumers exhibit
cross-channel shopping behaviors throughout this process luxury retailers need to be mindful of what those
behaviors are.

"For example, customers may use the store to experience the product and then go online to try and find the best
deal," he said. "Luxury retailers should use online channels to validate the in-store experience and reinforce the
value proposition.

"Also, 87 percent of consumers surveyed prefer physical stores and enjoy being able to see, touch and try things on
in store. It's  important for luxury retailers to find a way to drive traffic back into their store for the full experience."

Shopping decisions
While same day delivery and online capabilities are growing, nothing can replicate the instant gratification that a
bricks-and-mortar experience provides. Technology will not eradicate the desire to visit stores during the 2016
holiday season.
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Tiffany Harper's Bazaar holiday 2015 example of holiday online

However, online will drastically impact purchase decisions as 55 percent of shoppers will research products on
Web and then purchase in-store. Customers are often looking for the best deals online as well, with 90 percent of
consumers going to digital for best deals.

Beacons are pushing further and customers are adapting to it after realizing the benefits, with 21 percent opting in for
beacon notifications in stores compared to 16 percent last year.

Social media will be a big driver this year as usual for decision-making, and Pinterest seems to be the leader with 65
percent of consumers influenced by social media are influenced mostly by the application. Respondents claim the
platform better suits their interests with product posts that are relevant to them.

Burberry ca lashes Pinterest board

Pinterest beats out other social media platforms for product influence with only 32 percent of social media-
influenced consumers leveraging Facebook and 37 for Instagram.

Holiday strategy
Luxury retailers can leverage this data to their advantage by weaving a cohesive in-store and online strategy. The
more product information available online the better, and even with affluent customers it is  important to share
exclusives with loyal customers around the holidays to be sure to get their purchase.

For instance, London department store Harrods is working with fashion house Burberry to tell "A Very British Fairy
Tale."

The retailer's effort for holiday 2016 will kick off in November when its window displays facing Brompton Road are
unveiled. Holiday windows attract crowds of shoppers and passersby, allowing the retail host to become part of
consumers' traditions (see more).

These tactics and use of social media will be important for department stores to win out this year.

Nordstrom's diverse omnichannel strategy leverages mobile in-store companions, customer incentives and
influential use of social media, causing L2 to classify it as the lead department store in its latest Department Store
Index.

Department stores such as Nordstrom are seeing the most success by leveraging an omnichannel strategy but digital
retailers such as Amazon and Asos are giving mass merchants a run for their money by offering greater capability.
Retailers need to be sure the digital products they are advertising live up to the experience in real life or risk losing

https://www.luxurydaily.com/wp-content/uploads/2015/12/Tiffany-Harpers-Bazaar-holiday-2015.png
https://www.luxurydaily.com/wp-content/uploads/2016/08/burberry.cat-lashes-pinterest-board.jpg
https://www.luxurydaily.com/harrods-teams-with-burberry-for-immersive-holiday-2016-campaign/


 

customers to younger companies that do it better (see more).

"Luxury retailers need to focus on how their brand is positioned in non-traditional channels and use aspiration to
create action," Mr. Edwards said. "For example, social media's role in the path-to-purchase is increasing.

"Of those who are "very likely" to use Facebook, Pinterest and Instagram for gift ideas, 65 percent of respondents
indicate they use Pinterest because the ideas that they see are relevant to them. Luxury retailers need to leverage
validation and aspiration the in-store experience provides and carry it over to the online experience to create
action."
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