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Let us start off with the good news: Luxury marketing is set up for a strong 2022.
Despite a prolonged pandemic, the sector's revenues have already rebounded, and luxury goods sales are
forecasted to jump as much as 25 percent this year compared to 2019, even as the non-luxury fashion industry sees
only a 5 percent increase.
But as we have learned in the last two years, change is always right around the corner, and 2022 will be no different.
Here are three luxury predictions to help marketers get the most out of the prosperous months ahead.
Returns policies will be refined
We have all been there: An online order comes to your door, but the item does not fit, is not quite the color or shade
you expected, or you change your mind about needing it in the first place. So, you send it back just like countless
other consumers do daily, especially this month.
During the 2021 holidays season T hanksgiving through January online returns are projected to account for a
whopping $120 billion-worth of goods. T his cost is unsustainable for retailers, luxury or otherwise, and so is the
wear and tear on the supply chain and environment.
T hankfully, innovative returns policies are being developed that meet the needs of customers, retailers and other
stakeholders.
For some brands, it is all about promoting preferred behaviors to cut down on costs.
For instance, Saks Fifth Avenue offers free returns for two weeks. Beyond that, there is a $9.95 shipping charge.
Lulus offers a similar program: customers have 10 days to return. T he cost is $7 after that.
T hese return windows and price points are fair to the customer and encourage shoppers to send items back faster.
T he advantage to tighter return windows is that the product can be put back in inventory faster, which is critical

during the supply chain crisis. And the product is more likely to come back in season to be resold at full price.
For the customer, it is akin to the happy hour specials: retailers reward them for taking action early and make them
feel good about being decisive and meeting the deadline.
Also, brands are starting to offer VIP returns policies that reward loyal customers with better returns choices, while
limiting options for more expensive customers, such as serial bracketers.
DSW, for example, extends free online return windows for its VIP Gold (90 days) and VIP Gold Elite (365 days)
customers. Other DSW customers must pay $8.50 for returns.
T his tiered strategy encourages VIPs to be loyal who does not like being a VIP? and helps the brand keep the cost of
returns down compared to a free-returns-for-all policy.
Such personalized returns policies will become more popular in 2022 among luxury retailers because they tap into
this sector's aspirational consumer mindset and make for better economics and more sustainable practices.
Shoppable T ikT ok campaigns get bigger investment
T he thing about in-store shopping that most of us enjoy is interacting with the products and store reps because it is an
experience rather than just scrolling up and down a computer screen or phone.
In recent months, livestream shopping has helped ecommerce-minded brands bridge that interactivity gap.
For instance, Bloomingdale's last year partnered with shoe designer Jimmy Choo to connect with many of the
retailer's customers via Zoom.
T o test products such as lip balm and skin cream, Clinique and L'Oreal have leaned into virtual shoppable events,
encouraging customers to buy the products online, on the spot.
At the same time, this trend is increasingly taking place on T ikT ok, which has more than 1 billion global users.
American Eagle, for instance, recently collaborated with influencers Addison Rae, Madison Bailey and Chase
Stokes on a shoppable T ikT ok stream, where the average tune-in time was an impressive 11 minutes.
In 2022, look for luxury brands and other retailers to increasingly invest in shoppable livestreaming on T ikT ok.
One might ask: "Why T ikT ok instead of YouT ube?" While YouT ube was founded as an on-demand, one-to-many
broadcast platform, T ikT ok was purpose built for live, two-way engagement, which is more conducive to commerce.
T hese stats help further explain: U.S. consumers now spend more time on T ikT ok than YouT ube, while the hashtag,
#T ikT okMadeMeBuyIt, has been viewed more than 7 billion times.
Packaging will be the new storefront
With so many channels such as T ikT ok competing for everyone's attention, it is an absolute must for marketers to
create a memorable experience for their customers.
Luxury brands need to be there for every step in the journey, from pixel to package, as global ecommerce is
expected to reach $1.2 trillion in 2022.
Currently, ecommerce players in the United States are spending $49 billion on packaging but not using the medium
to its fullest potential.
T his year, packaging will be the new storefront, helping luxury brands provide unforgettable, eco-friendly and
convenient experiences.
Everlane has long been a leader in the post-purchase experience. T he brand is including personalized notes while
taking measures to eliminate plastic from its logistics.
Across generations, we love print when it is done with style, especially millennials.
So, packaging should fit into luxury brands' aspirational mindset the same way that catalogs do.
Operationally, packaging is usually a line item next to shipping costs and return rates. But Everlane shows that it
should be thought of as a marketing and customer experience (CX) opportunity as ecommerce becomes
increasingly important and brands constantly drop into consumers' homes via delivery packages.
WE HAVE AN exciting year ahead, particularly if luxury brands keep evolving with their ecommerce returns,

interactive marketing and post-purchase CX.
T hese ideas gained steam throughout last year and will prove to be strategically important for retailers to win the day
in 2022.
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