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Even heritage brands  such as  Givenchy have now embraced online presences . Image credit: Givenchy

 
By BRIELLE JAEKEL

As the luxury goods business pivots to incorporate digital into many brands' strategies, ecommerce is proving to be
a significant growth driver.

In the second quarter of this year, increases in online sales of luxury goods outpaced the overall luxury growth,
according to research from First Data. Jewelry, women's accessories and specialty apparel were the biggest
contributors to overall luxury growth throughout the quarter, with the categories combined accounting for 61 percent
of luxury goods.

"The biggest takeaway from our analysis is that the economy sustained its impressive growth across the board in the
second quarter, with spending up across a variety of merchant types, sizes and regions," said Glenn Fodor, senior
vice president and head of information and analytics solutions at First Data. "Further, as non-retail growth continues
to outpace that of retail, we're seeing continued evidence that consumers now favor experiences and services over
stuff.'"

First Data looked at transactions occurring through its solutions between the months of April 2017 to June 2018.

Retail performance

The second quarter of this year saw a 12.1 percent year-over-year growth in ecommerce for luxury goods, while
bricks-and-mortar saw only a 2.5 percent growth.
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Sotheby's  has  even embraced ecommerce. Image credit: Sotheby's

However, bricks-and-mortar as a whole, not just within luxury, saw growth almost everywhere in the United States
during the second quarter. The West was the only exception.

Luxury overall saw year-over-year growth of 4.7 percent in the second quarter of 2018 and more than a 3 percent
growth in the first quarter. In the third quarter of 2017, the luxury sector actually saw a decrease of almost 4 percent.

Footwear retailers are doing very well with an 8.1 percent jump, followed by specialty retail at 7.6 percent.

Net-A-Porter is  one of the many platforms  pushing luxury into ecommerce. Image credit: Net-A-Porter

Non-retail is  also a growing sector, reaching beyond shopping as consumers prefer experiences rather than goods.
Reflective of this experiential focus, restaurants also saw year-over-year growth of 3.6 percent, which is more than
the grocery segment.

While non-retail wins out, new retail spending still grew 2.2 percent, which was the category's largest increase over
the past four quarters.

Additional insight
Retailers are looking to bridge the gap between physical and digital, as even tech-savvy consumers continue to
prefer shopping at bricks-and-mortar stores.

According to Fashionbi's "Phygital Stores: How New Age Stores Are Changing The Way We Shop" report, shoppers
are looking for more customized experiences in-store. A growing number of retailers are incorporating technology
to improve customer service and harness more information about their customers (see story).

While digital influences up to 75 percent of all in-store visits, retailers have not been keeping pace with shoppers'
preferences, according to a new Boston Retail Partners report.

The consultancy's "Retail's  Digital Crossroads" report examines how retailers who are quick to adjust to today's non-
linear, multichannel shopping journeys will attract more customers. Although retailers have been investing in the
digital shopping experience, not all of these investments reflect consumers' preferences (see story).

"One surprising success story from the second quarter was brick-and-mortar, which saw momentum everywhere
across the U.S. with the exception of the West," Mr. Fodor said. "Bucking the conventional wisdom that it's  a casualty
of the rise of ecommerce, brick-and-mortar showed a very solid 4 percent year-over-year rise in spending.

"Within luxury, however, it's  ecommerce we see taking first place with 12.1 percent growth," he said.
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