Understand the clients of luxury
stores during the new normal
S E P T E MB E R , 2 3 RD

2020

Deloitte is an advisory leader in Fashion & Luxury sector
We offer an end2end services for our F&L clients. Our advisory services span end to end, from the open innovation approach until the solution delivery
E N D 2 E N D

Consumer of the
future
• Brand engagement
strategies
• CRM strategies – Raising
bar of Loyalty
• 360° View - Customer
experience value –
personalized, localized
inspiration
• Omnichannel strategies
• Digital marketing, social
media strategies
• Associates as brand
ambassadors

Organization of the
future

Improve operations
• Globally optimized supply
chain - Vertical models, IoT
• Sourcing footprint
“reloaded”
• Procurement optimization
• Logistics, distribution
strategy
• Integrated S&OP planning
• Vertical operations
• Process mining
• PMI management
• Advanced collection
management – PLM
• Digital sales design
• Cyber security
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Innovation as capability
Improving enterprise execution
Cultural change
Digital workforce
management, talent
acquisition and management
Digital workspace
Insight driven organization
Leadership in agile
environments
Real estate strategy

S E R V I C E S

Store of the future
• Reinvention of the consumer
experience
• New formats
• online and offline integration
• Advanced clienteling
• Virtual sales assistant
• Digital reality
• Ultra-personalized
experiences
• Social media in store
• Smart retail analytics

Improve profitability
• Commercial excellence
programs
• Next level planning
• Cost reduction programs
• Promotion effectiveness
• Retail performance
improvement
• M&A strategies
• Shared services
• Back-office robotics

Systems backbone
• ERP: SAP (retail, FMS,
S4HANA), MSAX
• System integration
• Cloud strategies, IT
effectiveness
• Innovative IT architecture
• Cloud-based ecosystem platform set up,
management
• Digital asset management
• eShop, performance
marketing
• Merchandise solutions
• Digital, CRM and
Omnichannel solutions
• Retail Planning Platforms
• Store platforms
• Agile planning solutions
• BI Dashboards

Deloitte distinctive initiatives
THE REPORT
Global Power of Luxury (8th edition)
An annual report that examines and lists the 100 largest luxury
goods companies globally and critical trends shaping the
luxury market and provides a comprehensive global economic
outlook

THE CENTER OF EXCELLENCE

T H E I N N O V AT I O N P R O G R A M

Global Fashion&Luxury Atelier in Milan

Fashion Tech Accelerator (to be launched)

Initiative born with the aim of creating
occasion of sharing and learning to
incentive the dialogue among the actors
of the market (brands, suppliers,
associations,…) regarding the sector
relevant topics

Major international program for the most
disruptive FashionTech startups at
international level, to develop innovative
solutions based on the needs of the
corporate partners
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The Global Power of Luxury Goods Report
Here a snapshot of the 2020 report that will be launched beginning of October

KEY SECTIONS
TOP 100 LIST
Ranking of the first 100 F&L companies
based on consolidated sales sales of
luxury goods in 2020.

PRODUCT SECTOR
ANALYSIS
The report analyses performance by product
sectors. Companies are divided into 5
categories:

FASTEST 20
Analysis of the fastest growing
companies in the ranking

•
•
•
•
•

Clothing and Footwear
Bags and accessories
Cosmetics and fragrances
Jewelry and watches
Multiple products category

NEW ENTRANTS
Description of the companies that
have made it to the top 100 in this
edition
KEY MARKET TRENDS
Description of the main trends and
forces shaping the F&L scenario for the
year ahead

The COVID-19 pandemic has accelerated the adoption of omnichannel capabilities – shoppers are increasingly engaging with
digital channels and needing traceability across brick & mortar and online
Consumers have increasing individualized options and heightened expectations for accessing the products they want when and how they need them
Increase in online order volume
Companies are focusing on consumer intimacy and one-to-one brand building fueled by big data and analytics and technology
Sustainability and attention to CSR practices along the supply chain and in all companies activities is a must-have for younger generations
The second-hand goods market is augmenting the demand for primary market, also in the light of fueling circular economy practices. But there will
be a future for vintage products after Covid-19?
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COVID-19 shifts

Pre- (and likely post-) COVID-19 trends

Non-pandemic shifts

Getting back in the store after the COVID lockdown
One of the most striking characteristics of the luxury sector is that spending is often based not on rational decision-making process and reasoning, but on
emotions and feelings. For this reason the store will remain the key space for living an experience compared to the ecommerce. When conditions will allow,
consumers will want to resume their normal lives. However, the new normal might look quite different and the luxury companies must try to reinvent the in-store
experience to respond to whatever that next normal will be

REBOUND EFFORTS
Luxury retailers are struggling to rebound from the impact of the global pandemic. Some brands
has taken a hit since the beginning of the pandemic, with like-for-like sales across its stores
nosediving between 40% and 80%

EARNINGS DROPPING
Several luxury companies had earnings reports last month: Kering’s sales plummeted 30%, LVMH’s by
27%, Hermes by 24% and Prada saw a 40% loss all in the second quarter of the year. This is all despite
the fact that many of those brands’ stores have reopened, some starting as early as the beginning of
May, with the majority of stores being in Asia

BACK IN STORE
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Limited edition, in-store only collections or collaborations with other brands, celebrities or
influencers will place luxury brands back at the forefront of consumer’s minds; whilst using social
media marketing to give glimpses of new product lines or upcoming in-store small group events will
create a ‘buzz’ to tempt consumers back into stores.

Deloitte in partnership with the Montenapoleone
Deloitte started a "living lab" in partnership with the Montenapoleone district association in order to help the F&L brands to better understand how the district is
performing in the visitor's attraction and to analyze the complete funnel in conversion to customer

THE KEY DELOITTE SERVICE FOR SHOPPING DISTRICTS
Service Objective
Understand District’s client behaviour evolution

Empower Brands’ awareness
about District’s visitors in order
to get them closer to
potential clients

How it works
Quantitative Analysis
• Single visitors
• Country of origin
• Gender

•
•
•
•

Visit duration
Coming back frequency
Job
Age range

Qualitative and Emotional Analysis
• Listing
• Classification
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• Segmentation
• Profiling

How District’s visitors analytics works
Immediately after the lockdown we started collecting data about District visitors, in order to understand the client profile, who, how where and when the visitors came during
these months

T H E L O G I C B E H I N D T H E A N A LY S I S
District Visitor Analysis is a solution
based on anonymous data from mobile
telephone carriers, designed to know
the visitors of a store and their potential
in order to support Brands in evaluating
their actions strategies of Marketing,
Communication, Sales and Personnel
Management and monitor their effects
over time

The types of analysis are listed below:
•

ATTENDANCE: number of unique visitors and visits to the store,
with classification for Italians and foreigners

•

VISITORS ORIGIN: origin of unique visitors at the level of
region, province, cities

•

WORKPLACE FOR VISITORS: origin of unique visitors at the
level of region, province, cities

•

COUNTRY OF ORIGIN FOR FOREIGN VISITORS: nationality of
origin

•
•

TIME SPENT VISITING THE STORE
RETURN FREQUENCY: return frequency of unique visitors to the
store
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•

GENDER

•

AGE RANGE

How Social listening works
How Social listening works to understand the emotional and feelings. Advanced analytics allow us to collect information about clients that have a key strategic
relevance for Brands

3

1

S E G M E N TAT I O N

LISTENING

Segments your audience
based on your research
objectives with a high level
of specificity

Collect data from
social and web in
order to create
analysis thank to which
you can focus on
specific questions

4

PROFILING

2

C L A S S I F I C AT I O N
Classify and enrich resoluts
thanks to Artificial
Intelligence
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Enrich your segments with
real life data coming from
thousands of surveys and
worldwide panels

Thank
You.

Giovanni Faccioli

Partner – Strategy, Analytics M&A
DELOITTE FASHION&LUXURY Market Leader
gfaccioli@deloitte.it
Giovanni is a Partner in the Strategy, Analytics & M&A portfolio
offering at Deloitte.
Giovanni’s focus is on the digital transformation through a data-driven
approach applied to the business. He leads Fashion&Luxury Market
offer for Deloitte since he is serving several Deloitte customers in this
business area.
He has managed multiple analytics transformations for clients in
various industries like Retail, Fashion & Luxury, Telco, Banking and
Media. Prior to joining Deloitte Giovanni was managing for 25 years his
own company focused on serving the Retail industry. He holds a
master in Computer Science and is a recognized AI/Cognitive thought
leader
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