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By SARAH RAMIREZ

NEW YORK China's digital ecosystem offers a hint of how the luxury retail environment will evolve in the near future.

In a discussion at Luxury FirstLook 2020 on Jan. 15, a partner from Digital Luxury Group gave an overview on how
Chinese consumers can give luxury brands a preview of what is to come globally. Millennial and Generation Z
shoppers account for more than 80 percent of luxury purchases in China, well ahead of the rest of the world.
"Gen Z is extra digital," said Iris Chan, partner and international client development director at Digital Luxury Group.
"T rying to get your mind around how to tackle them is overwhelming at times, but it's a reflection of where
everything will be following in years to come in other markets."

Luxury FirstLook 2020 was produced by Luxury Daily, with venue sponsor UBS
Courting China
Digital platforms including Weibo, WeChat and Xiaohongshu better known as Little Red Book or simply Red
dominate the landscape in China. Forms of digital marketing in the West such as WhatsApp and email are fruitless
in the country.
WeChat and live-streaming are especially essential for consumers to interact and engage with one another, while
Red has basically replaced search engines, according to Ms. Chan. T he majority of Red's users are Generation Z.
Luxury brands Louis Vuitton, Bulgari and Cartier successfully reach digitally savvy Chinese consumers by
effectively leveraging influencer relationships and Eastern social media platforms.
According to Gartner L2's 2019 "Digital IQ Index: Luxury China" report, luxury adoption of Chinese ecommerce
stores is on the rise. Brands that are more open to flexibility and collaboration are also partnering with Chinese
business-to-consumer platforms that offer large audiences and logistical support (see story).
Luxury brands looking to reach lower tier cities, which are growing in prominence, would also be wise to establish a
live-streaming platform.

For instance, celebrity and entrepreneur Kim Kardashian teamed with Chinese KOL Viya for a livestream timed with
Singles' Day last year, which drew 13 million viewers. Seven percent of Alibaba's total $38 billion in sales from
Singles' Day happened during live streams (see story).
However, the digital environment has been established in China long enough that it impacts older generations.
"T he whole ecosystem in China is digital," Ms. Chan said. "T hese younger generations are digital-minded, not just
digitally-savvy."
Chinese millennials, like their counterparts worldwide, are becoming parents and their consumption habits reflect
this new life stage.
Bricks-and-mortar boom?
Despite the omnipresent force of technology in China, Ms. Chan insists that physical retail is still part of the overall
shopping experience.
Recently, luxury brands have ramped up their bricks-and-mortar investments in China.
Late last year, U.S. jeweler T iffany & Co. opened its first Blue Box Caf restaurant in Mainland China as dining
experiences gain more prominence in shopping trips.
Decked out in the trademark T iffany Blue color, the restaurant is located on the upper level of T iffany's newly
renovated Shanghai flagship store at the Hong Kong Plaza. T he two-story Shanghai store in transparent and blue-lit
glass now faces the street and has doubled its footprint to 10,000 square feet, making it the largest T iffany store in
North Asia (see story).
Harrods also followed in Galeries Lafayette's footsteps by opening a store in China. Located in Shanghai, the
outpost marks the brand's first store in mainland China and its bricks-and-mortar debut outside its native U.K. (see
story).
T he well-established digital environment also allows brands to experiment with what Ms. Chan described as
Orwellian technology, such as facial recognition.
In 2018, Alibaba opened a concept store that offered shoppers and luxury retailers a look at a new frontier for
fashion retail digitization. Dubbed "FashionAI," the pilot boutique harnessed artificial intelligence capabilities for a
stress-free shopping experience, acting as a temporary testing ground for innovative retail formats (see story).
"T he offline experience remains compelling," Digital Luxury Group's Ms. Chan said. "Brands need to tell their story
in a meaningful way and it has to connect back online."
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