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By SARAH RAMIREZ

NEW YORK Digital engagement and values-based strategies will be vital for brands to reach the consumers of the
future.

In a keynote presentation at the Future of Luxury eConference on Sept. 23, an executive from Forrester Research
discussed how consumer behaviors have evolved since the onset of the coronavirus pandemic. Empowered
consumers are growing to expect more brands, becoming both selective and experimental.

"Consumers expect comfort and innovation," said Fiona Swerdlow, vice president and research director at
Forrester, New York. "That really is shaping the future of consumer buying."

Future of Luxury eConference was produced by Luxury Daily

Empowered consumers
Today's most empowered consumers can be defined by five characteristics: a willingness to experiment, device
usage, digital and physical integration, information savviness and self-efficacy.

A growing number of consumers are comfortable with trying new brands and products, relying on brand and
product information, including peer reviews, to make purchasing decisions. As they rely on an increasing number
of devices for everyday tasks, consumers are also expecting seamlessness between channels or touch points.

Increasingly, consumers are buying from or avoiding brands based on the values they perceive those companies
have. About two-thirds of online adults in the U.S. and Europe report regularly buying from brands that align with their
personal values.

In light of the COVID-19 pandemic, more consumers will make efforts to buy from brands that reduce environmental
impacts, support local communities, treat employees well and protect their personal data.

Over the next 12 to 24 months, consumers will continue seeking buying and delivery models that are both traditional
and innovative.
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"We see customers telling us they do plan to engage with brands more digitally, but they also expect to spend time
shopping in bricks-and-mortar stores over time as well," Ms. Swerdlow said. "We're not all going to become
necessarily hermits and never, never leave our homes and do everything digitally.

"The point here for retail and for luxury is that even our most empowered customers really want the best of all these
worlds," she said.

Ultimately, Ms. Swerdlow explained, convenience dictates whether a shopper decides to buy online and pick up in-
store, shipping it directly to home or other fulfillment options. Being able to provide these options will allow brands
to build relationships with consumers.

B2C trends
These changing consumer preferences and priorities will change the future of B2C shopping.

Forrester predicts that by 2023, two-thirds of global ecommerce will take place through online marketplaces. Some
brands may expand their distribution mix, while others will be able thrive outside of marketplaces and remaining
more exclusive.

Ecommerce giant Amazon has recenlty launched its luxury outpost, as it makes another bid to become a trusted
destination for high-end shoppers as online shopping thrives in a post-COVID world.

Luxury Stores is now available by invitation-only to select Prime subscribers in the United States, creating a sense of
exclusivity although there are more than 150 million Prime members. Luxury label Oscar de la Renta is the
platform's launch partner, with more brands debuting in the coming weeks and months.

Now, as physical stores continue to struggle due to the coronavirus pandemic, it may be an optimal time for Amazon
to strike. Additionally, online luxury platforms, such as Farfetch, Moda Operandi and Net-A-Porter, have significant
but fragmented affluent audiences that pale in size to Amazon's (see story).
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