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Industry Trends 

It is no secret that luxury brands have been slow to embrace digitalisation. But digital is a 

critical source of growth, and digital capabilities are an absolute must-have to increase 

brand equity. 

1. ~8% of the €254 billion global luxury market is accounted for by online sales (for 

personal luxury items such as accessories, apparel, etc.)  

Source: Euromonitor 

 
2. By 2025, nearly a quarter of luxury sales are expected to move online 

3. A brand’s digital footprint influences if a customer goes through with a purchase: 

nearly 80% of luxury sales are digitally influenced and consumers hit “more than 

one” (upto 15 in case of Chinese consumers)  digital touchpoint on their luxury 

shopping journey 

4. Digital luxury is increasingly a C2C economy; consumer is central to advocacy and 

sales and are themselves becoming an increasingly important marketing channel 
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https://www.mckinsey.com/industries/retail/our-insights/luxury-in-the-age-of-digital-

darwinism# 

Thought leaders in the area: what are key players doing?  

A good number of luxury brands are reacting swiftly and increasing their investments in 

digital and related activities. Already in pre-covid times, almost all brands have appointed 

CDOs or Chief Digital Officers to explore new opportunities in the digital sphere.  

Gucci  

L2 Research, which specializes in data-driven analysis, gave its top spot for best 

performing digital fashion brand to Gucci in 2016, a position it hangs on to today. L2’s 

measure of a fashion brands’ digital competence includes website and e-commerce, 

digital marketing, social media and mobile. Gucci has been faring particularly well on 

these KPIs; and about 50% of Gucci’s sales are coming from millennials, or the cohort that 

most luxury brands have found extremely hard to establish relationships with. 

Examples of what is being done at Gucci: 

1. Shopping in Gucci’s majestic stores is a unique experience. But Gucci recreated 

the same experience online. It redesigned its website to transform the ecommerce 

experience.  

2. Gucci’s use of content, once limited to offline and print initiatives, is carried 

cohesively across all of its channels and touchpoints. For example, in celebrating 

its iconic Horsebit loafers, Gucci used a suite of content methods, from shoppable 

mobile videos to user-generated photography. It then distributed this across its 

social network pages on Facebook, Instagram, etc. as well as in email newsletters 

and on its website. Content was adapted to formats for every environment, yet 

remained consistent and on-brand across its overall ecosystem. A traditional media 

effort complimented Gucci’s offline and online strategy, putting the brand in front 

of customers no matter where they are. 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3. Gucci utilized strong partnerships to help grow its digital efforts, working with 

partners from Hollywood to car manufacturers, to art museums and digital 

influencers. This empowers the brand to reach into other demographics and 

customer bases while maintaining its own identity and brand. #Guccigram features 

a series of Gucci’s house prints created by Insta-famous and up-and-coming 

Instagrammers. By inviting Insta-famous visual artists to recreate Gucci’s patterns, 

and making it a part of their own campaign, Gucci is able to create tons of online 

hype.  

COVID-19 crisis is accelerating trend towards digitalisation 

From the earliest stages of the pandemic, the luxury industry has been highly attuned to 

the spread of the coronavirus. All key luxury markets are under immense pressure, as 

lockdowns reappear and travel remains restricted. It is forecasted that the luxury market 

could contract by up to 35% in 2020.  

As more and more consumers around the world stay home, established brands have 

realised the importance of having a digital strategy in place. Luxury brands already 

leading the charge on purposeful digitalisation have come up with strategies to engage 

their audiences and stay relevant in these unprecedented times. Even once the pandemic 

is over, some “digital” habits are likely to stick with consumers, so it is necessary that 

brands raise their game in online assortment, user experience and digital marketing. 

What needs to be done to stay ahead of the curve? This shift to online purchasing during 

the pandemic has highlighted the need for luxury goods manufacturers to unlock the full 

potential of omnichannel retailing and master digital marketing, possibly bringing more 

of digital marketing in-house.  

How to ramp up digitalisation efforts?  

• To dispose of inventories accumulated in stores during lockdown, luxury houses 

strive to offer an online service with a first-class customer experience. It should be 

a flawless process from the product offering through to the secured payment and 

timely delivery. Luxury groups will have to attract many more customers to their 

digital platforms and create a new customer journey.  
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• In the short term, if they do not already have their own platform, some players may 

collaborate with existing marketplaces – i.e. merchant websites managed by a 

third-party provider of goods or services. 

• Eventually, however, they will have to roll out their own online sales channels to 

fully control the customer experience and preserve their brand image. This will 

involve initiatives such as the creation of virtual stores or ephemeral “pop-up 

shops”, as some players have already done on WeChat. 

Examples of what some leaders are doing:  

LVMH:  In China, LVMH partnered with Wiebo, which helped the retailer in keeping its 

customers informed of events. Louis Vuitton’s partnership with WeChat to host a 

Valentine’s Day exclusive pop-up store online helped the retailer double its like-for- like 

sales in 2020. 

Burberry: is using immersion technology to market its products; it launched a new AR 

shopping tool with Google Search technology. With their smartphones, consumers can 

now have an AR experience when they search for selected Burberry products through 

Google Search.  

To know more:  

[1]https://centricdigital.com/blog/digital-trends/why-guccis-digital-strategy-is-working/ 

[2]https://scroll.in/article/962209/five-ways-the-coronavirus-pandemic-will-reshape-the-

global-luxury-industry 

[3]https://www.referralcandy.com/blog/gucci-marketing-strategy/ 

[4]https://www.bain.com/insights/luxury-after-coronavirus/ 

[5]https://techwireasia.com/2020/03/burberry-ups-its-marketing-game-with-augmented-

reality/ 
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