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Italian fashion label Gucci excels at digital strategies while other luxury fashion houses lag behind, according to
new research from Gartner L2.

T oday's luxury shoppers are increasingly drawn to digital channels, but most fashion brands are not keeping pace
with consumer demand. Other retail sectors, in particular department stores, have a better handle on meeting
shoppers' ecommerce and digital expectations.
T he Gartner L2 report ranks 77 luxury fashion brands operating in the United States and Western Europe based on
their digital performance across ecommerce, digital marketing, social media and mobile.
Digitally competent
Gartner L2's Digital IQ Index yielded few surprises in its top tier luxury fashion brands.
Gucci and French fashion label Louis Vuitton were ranked in first and second place, respectively. Both were given
the "genius" designation at managing the digital environment.
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Michael Kors and Jimmy Choo, two of the three brands that make up Capri Holdings Limited, also scored in the top
five. T hey were among the brands labeled "gifted," while other less successful categories included average,
challenged or feeble.
T he most digitally-competent brands implement new ecommerce and social strategies quickly and without
setbacks.
Social commerce, especially through Instagram, remains a top priority for fashion brands.
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Instagram Shopping integration has grown from 12 percent to 42 percent in the last year. After Instagram successfully
incorporated shopping features last year, a standalone retail app is now in development, rumored to be called IG
Shopping (see story).
While 21 percent of brands now include a Facebook Shop tab, many of these brands have very limited inventory
available.
Despite research showing that click-and-collect services are more popular among female consumers with higher
annual incomes (see story), only 29 percent of the luxury brands evaluated offer click-and-collect. However, with 71
percent of department stores having click-and-collect integration, affluent shoppers have less reason to shop a
brand's own Web site.
Fashionable innovations
Recent growth in the luxury industry has been propelled by brands that have mastered balancing heritage and
innovation in response to changing consumer tastes.
Louis Vuitton has reached a brand value of $41.1 billion by embracing more contemporary trends, making it the
most valuable global luxury brand. Louis Vuitton and Gucci, along with Dior, are also the fastest-growing luxury
brands (see story).
Both Gucci and Louis Vuitton continue to innovate in the digital realm to provide customers with better shopping
experiences.
Gucci has turned to digital media to create unique brand experiences beyond its stores. For instance, users can use
an augmented reality feature on the Gucci mobile application to virtually personalize their space with pieces from
the new Gucci Dcor collection (see story).
T he fashion label also brought its customization program online for the first time, expanding what was previously
only a bricks-and-mortar experience to a wider audience. Gucci's new DIY tool blends product photography and 3D
computer modeling to create a more lifelike representation of what final combinations will look like (see story).
Louis Vuitton recently updated its mobile application, to offer access to the entire catalog of Louis Vuitton products
with a personalized browsing experience. Consumers will be shown products that reflect their interests, as the app
will adjust whether the customer typically tends to buy handbags or jewelry (see story).
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