
The News and Intelligence You Need on Luxury

RETAIL

Luxury draws more fi rst -t ime buyers onlineLuxury draws more fi rst -t ime buyers online
than other  retai l  ver ticals dur ing lockdownthan other  retai l  ver ticals dur ing lockdown
May 1, 2020

Online luxury purchases  increased 82 percent year-over-year between April 2019 and April 2020. Source: Bluecore

 
By DIANNA DILWORT H

Luxury online purchases from first-time buyers were up 181 percent year-over-year in April 2020, as shoppers turned
to ecommerce for purchases of goods they would have usually bought in stores.

As consumers are home in lockdown, luxury saw huge growth in online shopping with a 102 percent increase in
products added to a cart and an 82 percent increase in year-over-year sales. This massive spike in sales is likely due
to increased promotions from retailers looking to move inventory.

"Luxury brands have notoriously been very editorial in their marketing and have not invested heavily on digital," said
Sarah Cascone, director of marketing at Bluecore, New York.

"The focus has been on fashion weeks and print," she said. "But without stores open for the high-touch experience
associated with luxury, we are seeing more of these brands putting more dollars into digital marketing, which is
driving new traffic to their site."

Bluecore is a retail marketing technology firm that provides email marketing and website personalization services.
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https://www.luxurydaily.com/category/sectors/retail-industry-sectors/
https://www.luxurydaily.com/luxury-draws-more-first-time-buyers-online-than-other-retail-verticals-during-lockdown/
https://www.luxurydaily.com/wp-content/uploads/2020/04/yearoveryearonlinepurchases.png
file:///author/dianna-dilworth
https://pubads.g.doubleclick.net/gampad/jump?iu=/60923973/mid-article-micro-bar&sz=234x60&c=85099116&tile=1
https://www.luxurydaily.com/wp-content/uploads/2020/04/firstimepurchases.png


Beauty sales up
Bluecore's report analyzed shopper behavior across the ecommerce sites of 70 brands, including 115.9 million
orders and $17 billion in total sales. The company compared sales data between April 2020 and April 2019, as well
as numbers from February 2020 with April 2020.

The pharmacy and beauty categories saw a 100 percent increase in online sales in April 2020, as compared to April
2019. Online pharmacy sales were up 142 percent with a 149 percent increasein first-time buyers and 117 percent
increase in second-time buyers.

Beauty online sales were up 112 percent in April 2020, as compared with April 2019, with a 147 percent increase in
first-time buyers year-over-year.

Pharmacy and beauty are seeing such increases in sales because they sell pandemic essentials such as hand
sanitizer, home cleaners and toilet paper.

"Pharmacies' increase is not surprising," Ms. Cascone said. "Beauty on the other hand, signals to me that shoppers
are investing in self-care during this time and the increase in first-time buyers demonstrates a willingness among
consumers to experiment with new brands right now.

"Since beauty has historically been great at driving discovery and building loyalty, for example, by providing content
like online tutorials, and even during this time, shifting store personnel to do things like FaceTime consultations, it
makes the experimentation that much easier," she said.

Add to cart events  increased 79 percent between February and April 2020. Image courtesy of Bluecore

Department stores struggle
Department stores have been hit hard by the coronavirus closures and many have been relying on deep discounting
to try to maintain some sales.

Saks Fifth Avenue, Bergdorf Goodman, Bloomingdale's and Nordstrom, for instance, have run big sales out of the
usual sale season.

Neiman Marcus is reportedly considering bankruptcy (see story).

Unsurprisingly, the Bluecore research found that department store sales are seeing the least traction online.

While online department store sales were up 44 percent in April, as compared to the previous year, these retailers
saw a 24 percent decrease in first-time buyers and a 37 percent decrease in second-time buyers.

This suggests that these companies are relying on loyal repeat customers to support their business and are struggling
with acquiring new customers, which is considered important to maintaining revenues.

"Even with their recent attempts to innovate, the impact of store closings will leave many department stores
struggling," Ms. Cascone said.

"These brands are in a liquidity crisis with their heavy reliance on the in-store experience and shoppers' inclination
to shop local during this time," she said. "Those that survive will accelerate their investment in digital and double-
down on retaining their current customers while they work towards cost-effective ways to acquire new ones."
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Second-time buyers  increased 47 percent between February and April 2020. Image courtesy of Bluecore

Apparel holds steady
Apparel was the category that saw the least growth, with a 20 percent year-over-year increase in online sales and a 27
percent increase since February.

These sales were driven by a 43 percent year-over-year increase in first-time buyers and a 78 percent spike in
second-time buyers. Second-time buyers were up 47 percent between February and April 2020.

Apparel is one of the most mature ecommerce verticals, so sellers should expect a lower percentage increase. Still
the growth in new buyers presents the opportunity for more sales dollars.

"Apparel is a broad category with high seasonality," Ms. Cascone said. "Initial apparel sales are not increasing at the
same proportion to other retail verticals because shoppers are shifting from the need for seasonal-specific products
to comfortable work-from-home items.

"Some apparel brands are also putting halts on seasonal merchandise, choosing to sell them next year," she said.

COVID-19 has expedited consumer migration from bricks-and-mortar to digital sales and represents the start of a
tipping point to digital-first commerce.

"Today about 15 percent of the average brick-and-mortar retail business happens via digital," Ms. Cascone said. "In
three years that was supposed to be closer to 50 percent.

"Brands are shoring up for this to happen in a matter of months and preparing for this shift to be permanent," she
said. "In this new world, the value of retention, performance and increasing lifetime value from that 50 percent of
your digital customers becomes even more important."
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