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By Abhay Gupta

The convergence of luxury and technology has been one of the most fascinating outcomes of the digital revolution.
Innovation is the parameter for exclusivity, and what better ally than the shape-shifting panorama of digitalization?

In a post-pandemic world that is driven by artificial intelligence (AI), augmented reality (AR) and virtual reality (VR),
most high-end fashion brands have slowly but steadily entered the diverse digital ecosystems such as the metaverse,
blockchain, NFTs and social commerce.

Here is a glimpse into the digital transitions of the luxury brands that are helping them remain relevant and reach
broader customer communities across the globe.

Social commerce

Social commerce is the process of using social media platforms for bringing the products directly to buyers. The
entire experience from product development, surveys and research, to the final checkout is carried out on the social
media platform.

As the social platforms turn out to be where the crowd is irrelevant of the status quo or the purchasing power most
high-end fashion houses are taking the plunge to connect with their fandom and facilitate interactions.

Social platforms such as T ikTok are holding the spotlight more on consumers rather than the brands, thereby
channelizing better customer interactions.

Brands such as Burberry leveraging Facebook Live and posting bite-sized videos for product promotion, or the
Pinterest board of Dollar Shave Club dedicated to positive customer feedback and unboxing photos, clearly wave the
green flag to social commerce.

Image Pinterest Dollar Shave club. @dollarshaveclub

Metaverse

The virtual universe with its own digital currency and market has established its reign over every industry by 2022.

Per Statista, the global metaverse market comes up to $47.48 billion in 2022 and is set to spike to $678.7 billion by
2030. No wonder the world of luxury is swept off its  feet too, into this online world.
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2030. No wonder the world of luxury is swept off its  feet too, into this online world.

While luxury brands Gucci and Roblox came up with short-term art installations, allowing their visitors in the meta-
world to try on and buy digital products for their avatars, Fortnite provided a space for players to virtually hang out
together and also buy digital products.

Gucci also facilitated the Gucci Garden space for visitors to walk around and discover various brand campaigns.

Louis Vuitton launched a virtual game to celebrate two centuries of the brand.

With the metaverse, the luxury fashion brands get to stay true to the sustainability factor, with reduced carbon
footprint for every digital product. There is no overstock as 3D renderings of products is tailor made for buyers.

In 2021 alone, $2.14 billion was spent on online purchases in the metaverse. With the onset of 5G, the coming years
will witness even higher numbers, and many more luxury brands will enter the metaverse to build seamless digital
ecosystems and boost sales.

NFTs
Dolce & Gabbana became the first major fashion house to release an NFT collection in collaboration with UNXD.

The collection, titled Collezione Genesi, consisted of five NFTs and four strictly digital NFTs and sold out for a
whopping $6 million.

What is it about the NFT, and how does it influence the luxury market?

Non-fungible tokens (NFTs), or digital tokens, provide the desired transparency and digital security for consumers
of luxury products.

In 2020, the global NFT market was worth $250 million and, by 2021, NFT sales came to a shocking $25 billion.

Fashion brand Dolce & Gabbana set records with the sales of their nine-piece NFT collection that hit a massive $5.7
million.

For luxury brands, in particular, this new digital monetary innovation helps reinstate three significant ingredients:
authenticity, exclusiveness and customer experience.

By discarding the intermediaries between the receiver and sender of an NFT, the blockchain brings the customer
closer to the brand, thereby initiating an exclusive digital experience.

To cite an example is how the LVMH group, together with the Richemont group, developed the Aura Blockchain
Consortium the first international luxury blockchain. The system validates the authenticity of products by tracing the
product map from the raw materials to the point of purchase.

According to the European Union Intellectual Property Office, counterfeiting accounted for $464 billion in 2019.

The emergence of blockchain and the authentication of digital products or art helps to put a noose over fake
reproductions through NFTs and their unique identification. Digital ownership guarantees authenticity and
safeguards possible resale.

Web3

The third-generation Web that works on blockchain, Web3 is all about freedom, democracy and ownership.

For the world of luxury, Web3 has turned out to be an excellent platform to keep customers informed about the
brands' sustainability factors. Consumers can check the authenticity and origin of the NFTs on the blockchain for
their favourite brands.

Fashion houses such as Prada, Givenchy and Yves Saint Laurent have joined the bandwagon of Web3 luxury brands
with their maiden NFT initiatives.

Web3 also protects intellectual property and eliminates counterfeiting which is of primary significance to the luxury
industry.

Yet another way the next-generation Web has revolutionized luxury brands is through cryptocurrencies.

Most fashion houses today feature checkouts with Ethereum, Bitcoin, Bitcoin Cash, USD Coin and DAI for exclusive,
limited-edition products.

The social media followers of Yves Saint Laurent Beaut's on Instagram and Twitter are now able to access their
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maiden non-fungible tokens.

As Stephan Bezy, CEO of YSL Beaut, remarks, Web3 "promises enhanced experiences, where artistic reinvention
and emotions meet in a new way."

Direct to consumer

The market shift to everything digital has spurred the direct-to-consumer (D2C) model, initiating a more
personalized experience for customers.

The luxury D2C ecommerce is connecting the elite brands to an ocean of consumers who enjoy shopping online,
thus anchoring their digital presence as well as building brand loyalty.

Most D2C brands enjoy a strong fanbase, high Web traffic and a loyal customer base.

With the D2C model, high-end brands can leverage emerging technologies to ensure a customized experience for
the consumers. They can effectively engage their fanbase through personal shopping services, live chat and virtual
appointments, as well as AR-driven virtual product testing.

This, in turn, builds brand loyalty and ensures returning customers, helping luxury brands find success with better
conversions and customer retention in the online environment.

TAPPING INTO THE diverse spectrums of the virtual world is helping elite brands to unlock novel ways of creative
expressions that attract and engage their customers in a futuristic manner.

Leveraging this digital shift will help the luxury brands to reach a wider global audience in ways that not only appeal
to them, but also safeguard the marketers' authentic and exclusive air.

While fashion and luxury remain as enticing as ever, technology is decoding the equations to make them
approachable, transparent and inclusive.

The future ushered in by the new virtual kingdom will definitely be that of equal participation where the brands, as
well as the customers, contribute to an immersive and engaging experience.
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