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By November 2020, more than 138,000 vis itors  experienced Burberry's  new social retail s tore, according to numbers  from the brand's  Mini-
Program. Image credit: Burberry

 
By NORA HOWE

Burberry is driving growth through inspired customer journeys, bridging the gap between digital channels and stores
by leveraging digital technology.

During the National Retail Federation's Big Show digital conference on Jan. 14, vice president of digital technology
at Burberry Rajeev Aikkara shared insight into the brand's efforts to redefine customer experiences and enable
cloud-based business agility. In conversation with global retail lead at Amazon Web Services Tom Litchford, they
discussed different ways brands can leverage digital foundations for successful businesses.

"One thing is for sure and that is you cannot predict the future," said Mr. Aikkara. "There is absolutely no way of
knowing where things will go, so the number one priority is to build a digital structure and culture that is agile and
nimble in nature.

"This is done by maintaining a drive for consistently creating elevated experiences for your customers, as well as by
providing your colleagues with the right tools."

Pioneering the digital space
In partnership with the National Chamber of Italian Fashion, Altagamma recognized Burberry for exceptional digital
offerings throughout 2020.

The brand was awarded for standing out for the most widespread presence on ecommerce platforms, both directly
and by online retailers and luxury online department stores. Additionally, it expanded its online range and social
media presence, and offered the most extensive content localization online and through email marketing (see
story).

"When Instagram launched its commerce feature, they chose us as a launch partner because we were one of the few
retailers who were able to switch over so quickly," Mr. Aikkara said. "We had already built these APIs to allow for
effortless integration in a matter of weeks, rather than months or years.
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"When we look at the services we've launched and how our customers engage with themwhether they are through
our website or ecommerce partnershipsengagement rates have been extremely encouraging,"

Burberry s tood out in 2020 as  a benchmark for ecommerce. Image credit: Burberry

Especially with the onset of the global health crisis, brands have had to quickly strategize creative ways to maintain
engagement from customers through the use of technology and digital innovation.

"The industry is going through profound changes," Mr. Aikkara said. "We're living in this era of consumer technology
innovation moving at such a pace that is unprecedented in many ways."

During the summer of 2020, Burberry promoted its Summer Monogram collection with several digital efforts from
video games to collaborations with artists, reflecting an edgy way to connect with young audiences (see story).

"There are a number of patterns emerging from evolving innovation, all of which are bringing new opportunities
and challenges," Mr. Aikkara said. "First, expectations of customers are changing all the time and the bar is getting
higher and higher for personalized experiences.

"Second, as technology changes, it also enables almost every aspect of business processes to be optimized," he
said. "And third, regulatory policies around the world are catching up with technological advancements."

In February 2020, Burberry debuted an augmented reality shopping tool through Google Search technology to allow
consumers to imagine the British fashion label's products around them.

"Burberry has been a pioneer in the digital space, so even before the pandemic, we were already positioned to
further accelerate that journey for customers using digital channels," Mr. Aikkara said.

The AR tool allowed shoppers to experience Burberry products embedded in the environment around them, aiding
their product discovery and shopping process online and through mobile devices (see story).

Scanning QR code on Burberry's  class ic trench coat in the Shenzhen, China social retail s tore. Image courtesy of Burberry

Towards the end of his conversation with Mr. Litchford, Mr. Aikkara touched on what the future of technology may
hold for Burberry.
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"One thing we are looking towards, in particular, is  storytelling," he said. "I think technologies like VR, AR, gaming
are all going to open up new possibilities for storytelling.

"Additionally, we are aiming to transform the customer experience by focusing on connecting our physical and
digital channelsthis will be a big change in terms of how we utilize technology."

Innovation and responsibility pay off
Despite the challenges brought on by the pandemic, Burberry made good strategic progress in 2020.

In its HY 2020/2021 interim report, Burberry had a strong response to product with marked increase in the weight of
full-price channels year-over-year, showed growth in leather goods, attracted new and younger consumers and
proved growth on digital (see story).

In November, the brand teamed up with English professional soccer player Marcus Rashford MBE for this initiative
to nurture the next generation. Together, they pledged to support youth organizations and connect the community to
those who are working to create a better future (see story).

"Digital transformation is not an easy thing, so in order to do it successfully, you must view it as a collective
mission," Burberry's Mr. Aikkara said. "It is  a puzzle for the whole organization.

"Companies must also change their mindsets to accept that transformation is a continuous evolutionthere is no
concrete beginning and end."
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