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Department store chain Saks Fifth Avenue is Luxury Daily's 2021 Luxury Retailer of the Year for its ambitious revamp
of the luxury ecommerce experience, emphasizing service and personalization.

T his year marked a new chapter for Saks, as the retailer spun off its ecommerce business to allow for more digital
investments. Saks has not ignored the in-store experience, however, and has continued to emphasize unique
activations and offerings.
"Our retail and marketing strategy was driven by the intention to meet our customers at the intersection of fashion
and technology innovation," said Emily Essner, chief marketing officer of Saks, New York.
"T hrough all of our initiatives, we aimed to deliver a personalized, curated luxury shopping experience for our
customers with tactics like new enhancements to the site experience, expanding our merchandise offering and
supporting social issues and charitable initiatives," she said.
T he Luxury Retailer of the Year award was decided based on retailers' use of impeccable strategy, tactics, creative,
executive and results. All candidates selected by the Luxury Daily editorial team had to have appeared in Luxury
Daily coverage this year. Judging was based purely on merit.
Spin off success
Saks made a splash in March 2021 when its owner Hudson's Bay Company made the Saks' ecommerce site into its
own business.
"T his year, Saks split its ecommerce and stores businesses into two separate entities, which enabled us to capitalize
on customers' shopping habits," Ms. Essner said. "As our customers' needs and demands continued to evolve, the
split gave us the opportunity to rapidly expand our online business."
Since the split, Saks and SFA have continued to work together for a seamless omnichannel experience, and both will
use Saks Fifth Avenue as their customer-facing name.
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Marketing and merchandising are managed by the ecommerce business, Saks, which kept ownership of Saks Fifth
Avenue intellectual property. Meanwhile SFA, the bricks-and-mortar business, will fulfill physical functions including
buy online, pickup in-store, exchanges, returns and alternations (see story).
Less than a year into this new dynamic, Saks.com now averages 1 million visits a day, up from 500,000 average
daily visits in 2019, according to the retailer. Saks has also acquired about a half-million new customers and has
seen the sales on a total value merchandise basis rise by 80 percent.
Saks has also grown its inventory, increasing its available brands by 30 percent and number of styles sold by 40
percent. T he online platform has also expanded its offerings in several categories, including children's clothing,
home furnishings and activewear.
T he success of separating the online and store businesses has led to a similar move for Saks Off 5th (see story).
Competitors including Macy's are reportedly considering following suit.
T o further address customers' expectations, Saks is reducing delivery times and now offers free deliveries and
returns. T he retailer plans to introduce new packaging with an eco-friendly twist in the coming months.
T he retailer also updated its membership and rewards program SaksFirst to strengthen client loyalty. SaksFirst credit
cardholders now have easier access to more rewards, with benefits such as free rush shipping, aftercare services
and try-before-you-buy (see story).
Additionally, Saks.com debuted a virtual event platform this year as more shoppers adopt social commerce and
livestreaming. During the holiday shopping season, Saks Live hosted several events centered on gift-giving and
festive fashions (see story).
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Saks has also continued to focus on an elevated shopping experience.
In January, the retailer unveiled the Barneys at Saks experience on the fifth floor of its New York flagship store, a
significant step towards reviving the distinguished brand (see story). T he first standalone Barneys at Saks store also
opened in Greenwich, Connecticut, and the experience is also available online.
Reflecting Barneys' legacy, the department store chain plans to use the Barneys at Saks spaces to spotlight up-andcoming designers and introduce rotating shopping experiences.

In 2021, the retailer also tapped a diverse cast of celebrities for its seasonal marketing campaigns, including T iffany
Haddish, Maluma, Sarah Paulson and Kumail Nanjiani.
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Finally, the Saks Fifth Avenue Foundation hosted its annual fall fundraiser. T he initiative successfully raised more
than $1.7 million benefitting mental health resources (see story).
First runner's-up: Farfetch
With competition and customer expectations growing for luxury ecommerce, Luxury Daily also recognizes
Farfetch's successes this year. T he online retailer has introduced a host of new services in 2021, many of which
have emphasized sustainability.
In February, the retailer announced a partnership with aftercare platform T he Restory. T hrough "Farfetch Fix,"
customers can request aftercare and repair services for shoes, bags and other leather goods (see story).
Farfetch also partnered with resale platform T hredUp to launch its donation service in the United States, following a
successful launch in the United Kingdom back in 2019 (see story).
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T he retailer further emphasized the importance of resale with its acquisition of the platform LUXCLUSIF in
December. It plans leverage LUXCLUSIF's technology capabilities to further develop its existing resale service,
Farfetch Second Life (see story).
With the launch of "Pre-Order from Farfetch," the online retailer is giving members early access to seasonal finds in
an effort to reduce overproduction (see story). Farfetch has leveraged virtual clothing try-on technology to make
these online purchases more shopper-friendly, while also minimizing the need for returns.
Farfetch also expanded its sustainable offerings with the launch of its first in-house fashion brand.
T here Was One (T WO) is a line of sustainably made, elevated wardrobe essentials. T he women's wear brand was
jointly developed by Farfetch and New Guards Group using consumer data gleaned from the ecommerce
marketplace (see story).
Farfetch has seen revenues and momentum grow this year, confirming discussions related to a potential expansion
of its strategic partnership with Swiss luxury conglomerate Richemont (see story).
T he retailer also launched its flagship store on Alibaba's T mall Luxury Pavilion, marking a key milestone in its effort

to digitize the luxury fashion industry. With this launch, Alibaba's 779 million consumers now have access to
products from more than 3,500 luxury brands, 90 percent of which did not previously have a presence on the
platform (see story).
T hroughout the year, Farfetch introduced several marketing campaigns focused on its boutique community,
sustainability services and diversity.
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