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By Dan Hodges

NEW YORK - On June 18, the Location Based Marketing Association held its spring event, "Innovating Luxury,
Improving the Shopping Experience," at the world headquarters of The Associated Press. Elizabeth Paton, U.S.
fashion and luxury correspondent for the Financial T imes, moderated a panel discussion with a panel of industry
experts.

Here are some of the highlights: 

Luxury marketplace is huge and changing rapidly

Sarah Willersdorf, principal at the Boston Consulting Group, said the $390 billion luxury industry has been slower
than other segments to adopt ecommerce and omnichannel retail.

"Omnichannel is the blurring of lines between offline and online shopping," Ms. Willersdorf said. "Consumers want
what they want when they want it. We talk to clients about e-influence on shopping."

BCG recently completed a panel of 10,000 consumers to understand their purchase journey. If you include
purchasing online, researching offline and researching in-store and purchasing online, it influences 53 percent of
all luxury shopping.

The United States is an emerging market when it comes to luxury. The country has 23 percent of the world's GDP and
44 percent of ultra-high-net-worth individuals and 30 percent of the world millionaires. Yet the U.S. represents only 20
percent of luxury good sales.

Back-end infrastructure most interesting to brands

https://www.luxurydaily.com/category/opinion/columns/
https://www.americanmarketer.com/2014/07/08/innovating-luxury-and-improving-the-shopping-experience/
https://www.luxurydaily.com/wp-content/uploads/2014/07/Ap-panel-cropped.jpg
http://www.consumersinmotion.com
https://www.luxurydaily.com/wp-content/uploads/2013/11/Dan-Hodges.jpg


 

Dan Hodges

Several points were made on this topic.

First, CRM and developing true relationships with customers and understanding who your customers are is critical.
Are they tourism customers? Are they local? What are their preferences?

Next, analytics that bring point of sales data to interaction data is also critical.

Finally, there is the entire back-end that brings together omnichannel integrations.

Brands need the ability to look from any store to locate inventory. They should have data on all of their customer
interactions, no matter where they shop. Do they shop in China or do they shop in the U.S.? The luxury industry needs
a single view of each customer. 

Front-end creative and backend technology should marry up

Debbie Kiederer, principal at ChalkDust Consulting and cofounder of LiveLux, raised a key issue.

"The front-end creative and back-end technology have to marry up," Ms. Kiederer said. "It is  a challenge to get the
aesthetic to portray your brands.

"It's  not only about how it works, it has to look right and feel right," she said. "We were faced with this challenge in
developing LiveLux."

LiveLux is a clienteling tool that allows the sales associates to maintain a close and personal relationship with their
consumers. 

Systems need to work together to ensure a superior customer experience

Frank Zimmermann, CEO of Arvato Systems North America, said the luxury industry is about captivating storytelling
about the brand's product.

"It has a lot to do with trust, loyalty and superior customer service," Mr. Zimmermann said. "It is  critical to have full
visibility in real time of your inventory.

"Omnichannel means order online and pick up in-store or order in-store and ship to home," he said. "All the systems
need to work to ensure a superior customer service. You need to have all of your product data in one place." 

Beacons merge physical and digital worlds

Aaron Mittman, CEO of Sonic Notify, opined that beacons merge the best of the physical world with the digital world
bi-directionally.

"It lets you know within two feet of an aisle," Mr. Mittman said. "You are able to track consumer movements and
product movement and able to send consumers relevant communication."

Mr. Mittman said that 2014 is the year of proof of concepts. Sonic Notify takes a crawl-walk-run strategy with its
clients and claims it is  getting a strong response from the retail marketplace.

Dan Hodges is managing director of Consumers in Motion, a New York-based strategic consultancy offering
business, marketing, and technology services. Reach him at hodgesdc1@gmail.com.
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