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Subscription 
E-Commerce1
Driven by technology and an on-demand culture, consumers are increasingly seeking 
shopping options that are personalized and convenient. For many, subscriptions 
offer an attractive end-to-end experience and lower-cost way to buy what they want 
and need, delivered directly to their door.

Personalized online fashion service Stitch Fix relies on the power of data and
technology to improve the consumer shopping experience. Based on customer’s 
tastes and preferences, the company sends subscriber boxes curated by its stylists 
on a quarterly, monthly or on-demand basis. Recently, the brand launched a Style 
Shuffle game which has engaged more than 75% of its 3 million active clients and 
generated over a billion style ratings, further fueling the platform’s predictive buying 
analytics.

In July 2019, Amazon launched a personal shopper service that sends Prime
subscribers curated clothing options every month. The service, called Personal 
Shopper by Prime Wardrobe allows members to answer a survey about their fit, style 
and budget preferences and then receive a curated box of clothing that matches 
their tastes. The service sets Amazon up to compete directly with Stitch Fix.

https://qz.com/quartzy/1603872/how-stitch-fixs-style-shuffle-learns-your-style/
https://qz.com/quartzy/1603872/how-stitch-fixs-style-shuffle-learns-your-style/
https://www.theverge.com/2019/7/31/20748632/amazon-personal-shopper-prime-wardrobe-service-style-subscription-box
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The Sharing 
Economy2
The sharing economy is not new, but it has erupted in recent years due to 
consumers' desire for experiences over things and growing awareness of idle 
resources. The trend has permeated across industries and is especially prominent 
in the fashion space as sustainability concerns reach a fever pitch and consumers 
seek access over ownership. A decade after Rent the Runway launched its 
clothing rental service, the concept is hitting the mainstream with retailers from 
Urban Outfitters to Bloomingdale’s looking to compete.

Clothing rental startup Rent the Runway earned a $1 billion valuation earlier 
this year after amassing a cult following of users who pay around $159 a month 
to borrow designer clothing from labels such as Proenza Schouler and Diane von 
Furstenberg. The category-leading brand has been credited for transformed the 
way women approach daily dressing with its “closet in the cloud” and has found 
a niche among women who don’t want to wear an item twice or who want to have 
more flexibility in their wardrobe.

Within the last six months, retailers including Ann Taylor, Scotch & Soda, 
Anthropologie, Urban Outfitters, Bloomingdale’s, Vince and Macy’s launched
clothing rental services. In addition, historic department store Lord & Taylor was 
acquired by Le Tote, a seven-year-old clothing rental start-up. The move supports 
strong consumer demands to forgo ownership in order to maintain a closet 
of revolving fashion choices and may signal a direction in which the broader 
department store category is headed.
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Sustainability + 
Transparency3
The awareness of fashion’s major sustainability problems continues to grow 
amongst consumers, forcing brands to become more aware of the need to 
change how they operate. Approaches amongst retail brands looking to reduce 
their environmental footprint vary, but experts suggest that companies looking 
for a sustainability solve should focus on their core, iconic products; prioritize 
durability to make products last longer; and think value over cost.

In July 2019, executives at Zara came together to take a hard look at themselves
and determine how the fast-fashion giant could reframe its prominence in the 
realm of fast fashion with the harsh truths of our environmental situation. In 
turn, the company announced its latest sustainability goals – which include a 
commitment to Zero Discharge of Hazardous Chemicals, eradicating single-
use plastics, adopting green-only packaging, collections created from 100% 
sustainable sources, zero landfill waste, and 80% renewable energy at its HQ, 
distribution centers and stores.

In June 2019, Olay announced a new way of shopping for skincare that could
dramatically reduce the amount of plastic used in the beauty category.
Beginning in October 2019, the brand will offer its best-selling moisturizer with a 
refill pod that fits in its jar, making it the first mass beauty brand to test refillable 
packaging. The move will save over 1,000,000 lbs of plastic.

https://www.vogue.com/article/zara-sustainable-initiatives
https://us.pg.com/blogs/OlayRefill/
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Resale4
As conversations around sustainability reach a fever pitch, circularity and resale 
have become popular topics – minimizing the stigma associated with thrifting. 
In addition to being a more sustainable way of shopping, shopping secondhand 
fulfills consumers’ desire for unique items and means for self-expression. 
According to Medium, there are more secondhand shoppers than ever before.

In the second quarter of 2019, resale clothing mecca The RealReal released its 
annual Resale Report, which showed 80 percent of participants use the online 
marketplace for sustainability reasons, while 32 percent of customers have 
stopped purchasing mass-produced clothing almost completely, as they prefer 
recycled luxury goods. The San Francisco based company is the world’s largest 
online marketplace for authenticated, consigned luxury goods and is investing 
in stores, merchandising, staff and marketing to attract more buyers and further 
expand its niche market.

In July 2019, Mark Cross announced plans to launch its own resale platform, 
making it one of the first luxury brands to directly engage with the growing 
secondhand market. The platform will allow consumers to bring in their handbags 
to be authenticated and sold for cash or store credit. The pre- owned bags will 
then be sold on a new vintage storefront on the company’s website.

https://promotion.therealreal.com/resale-report-2019/
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Showrooming5
The showrooming phenomenon, brought about by customers increasingly 
looking at products in store and buying the same items online, is disrupting 
both the brick-and-mortar and e-commerce retail models. The transition 
forces brands to adopt new omnichannel marketing strategies that appeal 
to tech- savvy consumers who seek brand experiences and prioritize 
convenience.

Digitally native brands like Bonobos are exploring alternative ways to give
consumers the opportunity to see their products in real life. The e-commerce- 
driven apparel brand uses zero-inventory stores to allow customers to touch, 
see and experience its products in person while their orders are fulfilled via 
e- commerce. Less inventory also means smaller store footprints and more
money saved.

Physcial stores, such as Nike’s flagship, offer technology-first experiences
including immediate check-in via mobile devices, instant recall of previous 
purchases and a streamlined, personalized visit. The store offers experiences 
that consumers simply can’t get online, such as testing out new products on a 
treadmill or basketball court before buying.
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The Proliferation 
of Pop-Ups6
Over the past decade, pop-ups have gone from innovative and attention- getting to 
predictable and passé. To launch an effective activation today, brands need a fresh 
take on the sea of sameness dominating pop-ups. A strong consumer facing element 
is essential and exciting, engaging design is a must-have point of entry. Above all, 
location is key. Venues must be unexpected, astounding, and accessible all at once. 
When these elements come together, it is still possible to have an attention-getting 
activation that inspires intrigue and buzz.

In October 2019, Four Seasons Hotels and Resorts kicked off the fifth iteration of the
brand’s global “Pop Down” series, a fresh take on the sea of sameness dominating 
brand pop-ups today. Pop Down brings together artisans and craftspeople from 
around the globe to a central, unexpected location – so far coming to life in Toronto, 
Hong Kong, Miami, Philadelphia, and London. Each iteration has combined a high-
profile event, public activation, multiplatform digital campaign, and an extensive press 
and influencer strategy to reach audiences worldwide. Recognizing the preferences 
and spending habits of millennials, Pop Down has provided the opportunity to push 
creative boundaries and introduce something unexpected for the 60-year old brand.

In August 2019, Taco Bell announced the opening of a pop-up resort in Palm Springs,
California. Reservations sold out in just two minutes after opening. Jennifer Arnoldt, 
Taco Bell’s senior director of retail engagement and experience, told USA Today that 
her team knew Taco Bell fans wanted an immersive, over-the-top experience that 
acted as a culmination of everything the brand stands for. Activation components 
included: food tastings, concerts, manicurists replicating flames and writing tiny words 
like “Fire!” on nails, specialty drinks and saucy merchandise. The brand also used the 
resort as an experimental playground for items not on its regular menu.

https://robbreport.com/travel/hotels/four-seasons-secret-london-event-2870448/
https://www.travelandleisure.com/travel-news/taco-bell-hotel-resort
https://www.usatoday.com/story/travel/hotels/2019/06/27/taco-bell-hotel-reservations-sell-out-in-2-minutes/1587139001/
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Strategic Partnerships for 
Mutual Growth (Collaborations)7
The new media landscape that marketers face is complex and has forced 
brands to think creatively in order to stand out. At a time when it takes more 
than a good product to succeed, many companies have looked to collaborate 
with likeminded brands to engage and excite consumers, as well as build 
long-term loyalty.

To coincide with the debut of its new water sports collection, Outdoor 
Voices partnered with Teva to release three new versions of Teva’s iconic
Hurricane XLT2 sandals. Both brands encapsulate a pioneering spirit and 
celebrate outdoor recreation, tapping into consumer desires for exploration 
and adventure. The co-branded sandal earned the second spot on the Lyst’s 
hottest women’s products of Q2 2019.

In August 2019, Target announced it would honor 20 years of designer
collaborations with an anniversary collection featuring nearly 300 limited 
edition items from past designer partnerships. The collection highlights 
Target’s commitment to accessible design, giving access to aspirational brand 
names at a fraction of the usual cost.

https://www.glamour.com/gallery/target-re-releasing-best-fashion-designer-collaboration-all-the-looks
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Emphasis on  
Loyalty Programming8
The increasingly crowded retail landscape has led companies across industries 
to rollout loyalty programs to retain customers and encourage repeat purchase 
behavior. As loyalty programs become more influential in the consumer decision- 
making process, the perks offered have shifted from purely transactional to 
programs that tap into emotion.

Sephora’s popular Beauty Insider program has been lauded as one of the
retailer’s most successful features for years. The program is free to join and offers 
three tiers based on points earned through purchases. Each tier has a selection 
of rewards available to consumers including points redemption for premium 
products, free beauty classes, handpicked gifts, seasonal savings, custom 
makeovers and expedited shipping.

Last year, Lululemon introduced a premium loyalty program that charges
members $128 annually in exchange for a pair of pants or shorts designed 
exclusively for the program, access to classes and curated events, personal 
development and free expedited shipping on ecommerce orders. After a 
successful pilot period, the retailer expanded its programming to other test 
markets.
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Visual Search9
Ecommerce and social media are becoming intertwined as visual search 
capabilities bridge the gap between the convenience of online shopping and the 
discovery experience of traditional retail. Pinterest reported a nearly 140 percent 
growth rate in visual searches in 2018, underscoring consumers’ appetite for 
discovering new products and ideas online, and the appeal of image-oriented 
searches.

Neiman Marcus has responded to consumer’s desire to search a new look, outfit
or theme, rather than a single item with its “Snap. Find. Shop.” function. The 
visual search feature, available through the retailer’s mobile app, allows users to 
upload images and find similar items across women’s apparel, shoes, handbags, 
jewelry, home furnishings, children’s, pets and men’s fashion. Wanda Gierhart, 
CMO of Neiman Marcus Group, described the function as, “taking the customer 
directly from inspiration to gratification.”

To gain a competitive edge in the online marketplace, retailer ASOS launched
a proprietary Style Match tool in that allows users to users to upload an image 
and search the brand’s product assortment for similar corresponding styles. The 
offering makes it easier for shoppers to mimic outfits seen on the runway or their 
favorite influencers.

https://www.emarketer.com/content/how-pinterest-google-and-amazon-are-improving-visual-search
https://www.retaildive.com/ex/mobilecommercedaily/neiman-marcus-expands-visual-search-to-provide-instant-gratification-to-consumers
https://www.racked.com/2018/3/9/17097160/asos-style-match-visual-search
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Celebrities Driving
Big Sales10
The runway may introduce new styles, but celebrities continue to determine 
trends. According to fashion marketplace Lyst, celebrities remain the most 
powerful influencers shaping what customers look to buy online. Among the top 10 
people driving searches, just one was a traditional influencer versus an actress, 
athlete, musician, TV personality or royal. For young brands, in particular, the buzz 
driven by celebrity placements can be a major asset if they are able to take 
advantage of the moment and adequately respond to consumer demand.

In August 2019, Katie Holmes was photographed wearing a cashmere bra and 
matching cardigan set by 3-year-old fashion brand Khaite. The image rapidly 
spread across Instagram, largely fueled by posts by Who What Wear and Marie 
Claire, and the sweater and bralette sold out instantly.

It is a well-known fact that Meghan Markle can make an item and instant sellout. 
The “Meghan Markle effect” has been credited for driving sales to Charlotte 
Tilbury, Veja, Mackage, Aritzia and Outland Denim, among others. According
to Vanity Fair, Outland Denim’s online sales saw a 2,300 percent increase in the two 
weeks following Meghan’s appearance in their black jeans.

https://www.lyst.com/year-in-fashion-2018/
https://www.whowhatwear.com/fall-shoe-trend-with-jeans-katie-holmes/slide13
https://www.marieclaire.com/fashion/a28844236/katie-holmes-cashmere-bra/
https://www.marieclaire.com/fashion/a28844236/katie-holmes-cashmere-bra/
https://www.vanityfair.com/style/2018/11/meghan-markle-effect-outland-denim
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Alternative Payment 
Platforms11
The rise of e-commerce has opened an entirely new world of payment options 
that deliver seamless checkout without relying on credit cards or an immediate 
exchange of funds. Millennial shoppers, in particular, want the freedom to choose 
how they pay. New types of lenders are responding by rewriting the language of 
debt for the Instagram era with “buy now, pay later” solutions. 

Alternative payment platform Klarna was founded in Sweden in 2005 with the aim 
of making it easier for people to shop online. The fintech company allows shoppers 
to make online purchases without a credit card and spread product costs over four 
equal installments. This offering is especially appealing to millennial and gen Z 
audiences, of which a large portion has chosen to forgo credit cards entirely. 
Leading brands such as H+M, Givenchy, ASOS, Nastygal, Marchesa and more are 
harnessing the power of the platform to reach the next generation of shoppers.
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