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Shoppers  that use AR are open to ditching in-s tore shopping. Image credit: Mas tercard

 
By SARAH JONES

As innovations such as augmented reality and voice assistants become more mainstream, consumers are expected
to move even more of their shopping online.

The majority of consumers who have shopped online using augmented reality would be willing to give up the
apparel in-store buying experience entirely, according to a new report from Adtaxi. While the luxury buying process
is largely still driven by physical stores, technology could make more consumers willing to forego the bricks-and-
mortar experience in the coming years.

"It will become a battle between technology and the creation of the ultimate in-store experience," said Evan Tennant,
national director of ecommerce at Adtaxi, Denver, CO.

"Luxury retailers have always had the most polished in-store experience of any retail segment and that won't
change," he said. "But consumers are beginning to have that same expectations of luxury brands when shopping
online.

"Brands like LVMH have really taken the bull by the horns and continued to offer high value in-store experiences
paired with excellent online branded shopping presences. I think both camps will continue to have devout followers
but capturing the consumers who are simply looking for the best shopping experience regardless of in-store or
online will come down to this battle of offering high-tech, personalized experiences online and high value in-store
experiences.

"Whether the brand is luxury or discount, the expectation is now omnichannel: same presence, same feel regardless
of where you shop. Where luxury can progress digitally is creating the high level in-store experience their customers
expect online, and technology will be the path to succeeding in that space."

For its report, Adtaxi surveyed 1,000 adults across the United States, with a range of demographics and income
levels.

Ecommerce adoption
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Overall, about two-thirds of shoppers buy online at least once a month. Fifty-two percent spend an equal or greater
amount via ecommerce than they do in-store.

Luxury brands have been slower to adopt ecommerce than their mass counterparts, but consumers have shown their
interest in buying high-end goods online.

Despite naysayers, retailers that were early ecommerce adopters have seen significant purchases made through
ecommerce and mobile. For instance, Moda Operandi sold a pair of $86,000 earrings through its application, while
Mr Porter sold a $480,000 Bell & Ross timepiece online.

Consumers are making significant purchases online. Image credit: Yoox Net-A-Porter

About half of Yoox Net-A-Porter Group's sales in 2017 came through mobile, pointing to the importance of the
channel for reaching the luxury consumer (see story).

Per Adtaxi, 65 percent of consumers have used a mobile application for online shopping. About half cite the ease of
use of apps, while one in five say that buying through applications saves time.

While only 10 percent of respondents have used an AR app to shop, this technology has the potential to move more
sales online in the future. Sixty-seven percent of consumers who have used AR to visualize clothing or furniture say
that they would completely forego in-store clothing shopping if AR was available.

Another technology that is set to change retail is  voice assistants. Around a quarter of those surveyed have a device
such as an Amazon Echo or a Google Home, and about the same amount have used it to make a purchase.

Despite privacy concerns, consumers are buying voice assistant devices. Image credit: Coty Inc.

The majority of consumers are concerned about privacy issues related to voice assistant devices, but many say this
would not prevent them from getting one.

"Shopper confidence in purchasing larger ticket or highly personal items online shopping has always faced
obstacles," Mr. Tennant said. "The main one being the worry that something will not be the right fit, and the higher
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the price tag the higher the stakes in the mind of many consumers.

"The hassle of returning larger ticket items, or larger items in a physical size also causes hesitation in making an
online purchase," he said. "Making this process easier and helping the consumer make the right choice the first time
also benefits the merchant. Less returns is more profit and helping customers build trust in your products has many
touch points.

"VR and the technology of experiencing something or seeing it from a personalized angle before purchasing helps
consumers get over that fear. Seeing a handbag and how it would fit you, seeing if your bedroom is right for that
armoire can both be as single as uploading a photo of you or your room and letting AR shopping technology help
make consumers more confident in their purchase and in the retailer.

"I also see VR to be one way that online shopping can continue its upward trend despite the in-store purchasing
power of millennials and their demands for even faster results and higher service."

Marketing moves
Consumers are primarily coming to retailer's sites through digital advertisements, with close to two-thirds of
shoppers buying after seeing a brand's marketing. Six in 10 of these ads are seen on social media.

While more shopping is being done on mobile, 82 percent of consumers do not want to receive text messages from
brands.

Of the many disruptions to the overall luxury business, none are more directly important than the changing ways that
luxury consumers shop.

At the Financial T imes Business of Luxury Summit on May 22, a panel of executives from luxury retailers discussed
the consumer behavior of today, particularly among millennials. Overwhelmingly, digital and social media factor
heavily into modern consumers' purchasing habits (see story).

Despite the rise of ecommerce, the bricks-and-mortar retail experience remains a key factor in consumers' purchase
decisions.

According to a report from Astound Commerce, 59 percent of consumers consider a brand's in-store experience
before shopping with that retailer, while 78 percent agree that a positive interaction with a sales associate can
convince them to buy. Finding ways to fuse the physical and the digital will be key for retailers going forward, as
millennials are more likely than the average consumer to take advantage of cross-channel services (see story).

"Ecommerce offers the chance that for brands to offer goods faster, promote their release faster and track demand
faster," Adtaxi's Mr. Tennant said. "Offering online exclusives while just holding a production sample in-hand or
debuting in-store exclusives online via look books that are released months before items hit shelves allows luxury to
keep pace with segments like 'fast fashion' and the 'trend marketplaces.

"Luxury often sets the the fads that allow these segments to blossom, so taking their model is becoming more
prevalent. The stigma of selling online is gone for many luxury brands and their power over the consumer is
exercised no where better than online.
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