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Waves of  change are sweeping over the luxury industry. This is no longer simply about the move to e-commerce: even the highest-
end luxury brands now admit they must offer their products for sale online. It is about meaningful and permanent shifts in how 
and where shoppers buy luxury goods. Empowered by connectivity, luxury shoppers enjoy a profusion of  choice and are equipped 
with more knowledge than ever. In this e-book, we explore how luxury shopping is changing. 

More than ever, Chinese luxury purchases are made outside of  China, and as we discuss in our first chapter, shoppers have flocked 
to spend money in the UK because of  the pound’s depreciation. Meanwhile, new brands are springing up in an industry that has 
long focused on heritage—D’Auchel is one such brand, and we profile it here. We then turn to resale marketplaces, to see how 
shoppers are increasingly buying and selling used luxury goods online. Lastly, we analyze the see-now-buy-now trend, which is 
forcing high-end brands to make collections available for purchase straight after their runway previews. 

We explore these developments in the following chapters:

• Chinese Tourists in the UK—Time is Running Out on Cheaper Luxury Shopping 

• D’Auchel: A New Way for Customers To Experience Personal Luxury Goods

• Fashion Re-Commerce Evolution

• From Runway to Checkout: The See-Now-Buy-Now Trend in Fashion

These reports, along with many others, can be found on FungGlobalRetailTech.com.

Introduction

http://FungGlobalRetailTech.com
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1) The number of  Mainland Chinese residents visiting the UK fell by 
13.5% in the first half  of  2016—but this was before the UK’s Brexit 
referendum vote led the British pound to depreciate and so made the 
UK a more appealing destination for shoppers from overseas. We await 
data on visitor numbers from China since this depreciation. 

2) Tax-free spending by tourists in the UK jumped following the pound’s 
depreciation. During China’s Golden Week holiday period in October, 
Chinese tax-free spending in the UK climbed by 58% year over year.

3) The bounce in spending followed a period of  weakening: the average 
Chinese visitor cut their spend in the UK by 14% year over year in 2015. 
In the first half  of  2016, the average spend fell further, by 21% year over 
year, to £1,649.

4) High-end brands, such as Louis Vuitton and Chanel, have raised their 
UK prices to reduce differences to prices elsewhere in the world. These 
moves will temper any growth in tourist spending that is being driven 
by the attraction of  more affordable luxury goods. Any uplift in visitor 
numbers resulting from visitors flocking to buy luxury goods may well 
have peaked.

Chinese Tourists in the UK— 
Time is Running Out on 
Cheaper Luxury Shopping
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Executive Summary 

Some 325,000 visitors came to the UK from Mainland China in 2015, a significant 
increase of  39.5% over the number of  visitors in 2014. Official figures show that this 
number has declined 13.5% in the first half  of  2016—but this was before the UK’s 
Brexit referendum vote led to the depreciation of  the pound and so made the UK a 
more appealing destination for shoppers from overseas. 

One of  our key findings is that, while Chinese tourists are spending more in the wake 
of  the depreciation of  the pound, it is less apparent whether visitor numbers have 
increased to a similar extent: 

• Chinese visitors increased their tax-free spend in the UK by 25% in September, 
according to tax-refund provider Global Blue. During China’s Golden Week 
holiday period in October, Chinese tax-free spending in the UK jumped by 58% 
year over year, while the number of  transactions rose by 30%, suggesting the 
overall spending boost was in large part due to higher average basket values. 

• Official monthly data for visitor numbers by broad region showed a recovery 
in June, but the referendum result was announced only on June 24, which 
suggests that cannot be the principal reason for the uplift. Total overseas visitor 
growth strengthened further in July, but has generally been inconsistent since the 
referendum. 

• Prior to the Brexit vote, average spend by Chinese visitors had been weakening: 
the average Chinese visitor cut their spend in the UK by 14% in 2015, to £2,075, 
we estimate from Office for National Statistics (ONS) data. In the first half  
of  2016, the period which the latest official data cover, the average spend fell 
further, by 21% year over year, to £1,649. 
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High-end brands, such as Burberry, Chanel, Louis Vuitton and Rolex have increased 
their UK prices to reduce the differences between regions. Chanel said that it needed 
“to reach consistent price levels” between different parts of  the world. These moves 
will temper any increases in visits and spend that are being driven by the attraction of  
more affordable luxury goods. 

We expect solid year-over-year growth in Chinese traveler numbers to continue into 
2017. However, the second half  of  2017 will likely see demanding comparatives 
for these metrics as they annualize the post-referendum boost, and this will make 
sustaining robust growth even more difficult. 

 

Introduction

The UK’s vote to leave the European Union (EU) prompted a fall in the value of  
sterling, making the country an even more attractive destination for tourists from 
other countries, and especially those tourists who are enthusiastic shoppers—such 
as the Chinese.

In this report, we round up the latest data on visitor numbers and spending in the 
UK, with a particular focus on the impact of  the depreciation of  the British pound 
in the wake of  the UK’s vote to leave the EU. We begin with some top-line findings 
on visitor numbers.
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How Popular is the UK for Chinese Travelers?

Some 325,000 residents of  Mainland China made a trip to the UK in 2015, a 
significant increase of  39.5% over the number of  visitors in 2014. Yet, Mainland 
China comprised just 3% of  overseas visits to the UK in 2015.

Visitor numbers turned negative in 2016, however. In the first half  of  2016, the 
number of  visitors from Mainland China to the UK fell by 13.5%, according to our 
analysis of  ONS data—but this was before the UK’s referendum vote prompted a 
depreciation of  the pound and so made the UK a more appealing destination for 
shoppers from overseas. 

The UK was the 13th most popular destination for Chinese travelers, according to 
our survey of  Chinese consumers in April 2016. The UK ranked behind European 
neighbors such as France and Germany.  Our survey found that 0.8% of  all Chinese 
consumers we surveyed had taken a trip to the UK in the past year. The full report, 
Global Chinese Shoppers Carry Spending Momentum Into 2016, can be found at  
bit.ly/FungChineseTourists2016.

http://bit.ly/FungChineseTourists2016
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Sterling Depreciation Makes UK More Attractive

The depreciation of  the British pound after the country voted to leave the EU made 
visiting and shopping in the UK better value for almost all overseas travelers. The 
boost for Chinese travelers has been an 8.7% appreciation in their purchasing power 
in the period after the referendum, compared to the first six months of  2016. 

In the following chart, we track the shift in the exchange rate of  the Chinese yuan 
(RMB) to British pound (GBP) so far in 2016. 

Figure 1. RMB to GBP Exchange Rate, 2016

Through November 28
Source: USForex
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Spending Up—Driven by Larger Average Basket Sizes

In this section, we round up the latest indicators on Chinese traveler numbers and 
their spending. One trend noted by multiple sources was that Golden Week, a Chinese 
holiday period in October, saw a jump in visitor numbers and their spending in 2016. 

A key takeaway from the data below, in our view, is that the growth in spending by 
Chinese tourists in the UK has in large part been driven by visitors buying more 
during each shopping trip. It is less clear that there has been a similarly large uptick 
in visitor numbers.

Figures from tax-refund service Global Blue suggest higher average spend values 
have driven up the amount purchased by tourists in the UK:

• During China’s Golden Week holiday period in October this year, Chinese 
tax-free spending in the UK jumped by 58% year over year; the number of  
transactions rose by 30%, suggesting the overall spending boost was in large part 
due to higher average basket values. 

• Chinese visitors upped their tax-free spend in the UK by 25% in September. In 
the same month, tourists overall grew their spend in the UK by 28% year over 
year. 

• Spending by tourists overall in the UK in the first ten months of  2016 was up 
9%, but the average transaction value was up 10%, suggesting that spending is 
being driven by higher basket value more than by a greater number of  shopping 
visits. 

• In October, the UK doubled its share of  global Chinese tax-free spending, to 
15%. 
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According to China’s largest online travel agency, Ctrip:

• For Golden Week 2016, the UK saw the biggest year-over-year increase in travel 
bookings of  all countries. The number of  Chinese visitors to the UK booking 
via Ctrip jumped by 60% year over year. 

• Chinese tourists’ interest in the UK remained after the end of  Golden Week, 
with demand for visits around the Christmas-shopping period and the January 
sales period. 

• Among Chinese travelers, the UK is approaching long-term favorite destinations 
such as the US, Italy and France, but is still well behind local destinations such as 
Japan, South Korea and Thailand. 

• However, Ctrip is a fast-growing, online-only agent—for instance, its total net 
revenues grew by 75% year over year in the third quarter of  2016. This means its 
numbers are not representative of  the overall travel-booking market. 

The latest official UK visitor figures from the ONS show some recovery in total visitor 
numbers from June—but this began before the referendum and the depreciation of  
the pound. Moreover, specific data for visitors from China for the period after the 
referendum are not yet published.

• Visitor numbers to the UK from Mainland China grew by 2.6% in the first 
quarter of  2016, and then fell 26.3% in the second quarter. This averages a first-
half  decline of  13.5%. The ONS publishes its figures for the third quarter, which 
covers the period after the Brexit referendum held, on January 27.

• 2016 figures are against demanding comparatives from 2015, when visitor 
numbers to the UK from Mainland China surged 39.5%. 
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Figure 2. Monthly Visitor Numbers to the UK, YoY % Change

“Other” includes all regions apart from North America and Europe. 
Source: ONS/Fung Global Retail & Technology

• Monthly ONS data for visitor numbers by broad region showed a recovery in 
June, but the EU referendum result was announced only on June 24, which 
suggests that cannot be the principal reason for the uplift. Growth after June has 
been inconsistent for visitors from the “Other” region, which includes China. 
The solid increase in visitor numbers in July may have been a short-lived boost 
as a result of  the pound’s depreciation. We chart these data below. 

The low growth in international visitor numbers bolster our perception that increased 
tourist spending is being driven more by an increase in per-person spending than by 
growth in visitor numbers. 
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There is significant scope for a bounce in average spending in the second half  of  
2016: the amount typically spent in the UK by a Chinese traveler fell 14% in 2015, 
to £2,075, we estimate from ONS data. In the first half  of  2016, the average spend 
fell 21% to £1,649—although this may be skewed by calendar effects which weight 
higher-spending visits to the second half  of  the year. Against the first half  of  2015, 
spending fell by 19% in the first half  of  2016.

If  the second half  of  2016 saw a depreciation-induced recovery to 2014 spending 
levels, this would equate to a 45% jump, or an additional £754 per visitor. 

Figure 3. UK: Average Spending per Visit, by Mainland China Residents (GBP)

All China except Hong Kong
Source: ONS/Fung Global Retail & Technology
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Luxury Brands Hike Prices in the UK

Chinese Travelers Like to Shop

Shopping—and shopping for luxury brands—is an important part of  many Chinese 
tourists’ trips. This was confirmed by our April 2016 survey of  Chinese consumers. 
Note that the following metrics are not specific to the UK: 

• Some 61% of  Chinese overseas shoppers expected to spend more on shopping 
while traveling overseas in the coming year, compared to the previous year; only 
17% expected to spend less on shopping while traveling. 

• The average Chinese traveler will spend an estimated $1,783 on retail purchases 
per trip in 2016, up from $1,678 in 2015. 

• Duty-free stores (shopped by 32% of  Chinese overseas shoppers), large 
department stores (23%), specialty stores (13%) and outlet stores (11%) were the 
most popular types of  stores for overseas shopping. 

• Fragrances/beauty products (bought by 67% of  Chinese overseas shoppers), 
apparel, (63%), health supplements/vitamins (25%) and watches (25%) were the 
most popular categories to be bought on overseas trips.

The full report, Global Chinese Shoppers Carry Spending Momentum Into 2016, can 
be found at bit.ly/FungChineseTourists2016.

Chinese travelers’ spending is substantial because they are typically shopping not just 
for themselves. On average, only 51% of  their retail spend is for themselves, while 
32% is for gifts for others and 19% is for resale back in China, according to Oliver 
Wyman, a management consultancy. In the UK, the average spend on goods for 
resale by each Chinese traveler is $299 in 2016.  

http://bit.ly/FungChineseTourists2016
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Figure 4. Per-Person Resell Spend, by Chinese Travelers, 2016

Source: Oliver Wyman

Tourists—Chinese or otherwise—are very significant consumers of  luxury brands in 
the UK: foreigners accounted for 50%–55% of  all luxury goods sales in the country 
in 2015, according to Exane BNP Paribas.

Depreciation Prompts UK Price Rises

Following the depreciation of  the pound, travelers have enjoyed cheaper purchases in 
the UK, and this has boosted the popularity in particular of  buying luxury goods in 
Britain. However, this benefit looks to be short-lived. Many luxury brands have raised 
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prices in order to reduce the price differential with other markets. 

Chanel instituted a policy of  aligning its prices in different markets in 2015. Initially, 
this took the form of  lowering prices in Asia, but the depreciation of  the pound has 
meant increases in the UK. The company told The Times newspaper in November: 
“We needed to adjust our prices accordingly in order to reach consistent price levels 
in the eurozone and the rest of  the world.”

According to our analysis of  data collected by Spottedfashion.com, Chanel hiked 
prices across 11 lines in its Flap Bag and Boy Bag ranges by an average 10.6% in 
November 2016. This was Chanel’s third price rise of  2016 for classic bags, according 
to Spottedfashion.com, following hikes in March and July. We list selected example 
items below. 

Louis Vuitton has also pushed up UK prices three times so far in 2016: in April, 
August and October. Across nine Luis Vuitton bag lines recorded by Spottedfashion.
com, prices increased by an average of  16.1% between 2015 and October 2016. We 
list a few example items on the next page. 

Figure 5. UK: Selected Chanel Classic Bags Prices

Source: Spottedfashion

Nov 2016 Pre-Nov 2016 % Increase

Chanel Mini Classic Flap Bag £2,100 £1,910 10.0%

Chanel Small Classic Flap Bag £3,840 £3,480 10.3%

Chanel Medium Classic Flap Bag £3,990 £3,620 10.2%

Chanel Jumbo Classic Flap Bag £4,450 £3,980 11.8%
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Figure 6. UK: Selected Louis Vuitton Classic Bags Prices

Source: Spottedfashion

Oct 2016 2015 % Change

Louis Vuitton Epi Neverfull MM Bag £1,390 £1,160 19.8%

Louis Vuitton Neverfull MM Bag £880 £710 23.9%

Louis Vuitton Capucines MM Bag £3,700 £3,150 17.4%

Louis Vuitton Monogram Empreinte 
Speedy Bandouliere 30 Bag

£1,850 £1,710 8.2%

Burberry and Cartier also pushed up UK prices between March and November 2016, 
according to The Times. Rolex increased UK prices by 10% in early November, 
according to trade website WatchPro; the site said this was the first UK price rise 
instituted by Rolex since 2012. Richemont and LVMH increased UK watch prices in 
September, according to WatchPro.  Patek Philippe put its UK prices up by 10% at 
the beginning of  August, its UK Managing Director, Mark Hearn, told the New York 
Times. 

Moreover, some industry experts have speculated that further price rises will be seen 
from around spring 2017, when hedging contracts start to expire and the cost of  
imported goods increases as a result. These general price rises could be seen across 
various categories. 

Source: rolex.com
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Medium-Term View: UK Lags in Attracting Chinese Tourists

Below, we offer a five-year view of  Chinese visitor numbers and spending. Over the 
five years through 2015, annual visitor numbers from Mainland China have risen by 
130%. Visitor numbers from the Mainland jumped by 39.5% in 2015, when Chinese 
traveler numbers to Europe as a whole rose by 40%, according to the European Travel 
Commission. Slovakia, Iceland, Montenegro and Spain saw the biggest increases in 
2015, comfortably outpacing even the UK’s strong performance. 

Spending by visitors from Mainland China in the UK rose by 20.5% in 2015, well 
below the rise in visitor numbers. As noted earlier, per-person spend fell and this 
provides undemanding comparatives for growth in spending-per-visitor in 2016. 

However, According to the ONS, Mainland Chinese visitors cut their total spending 
in the UK by 13.6% in the first quarter of  2016 and by 40.1% in the second quarter 
(latest).

Figure 7. UK: Number of  Overseas Visits, by China/Hong Kong Residents (Thou.)

*All China except Hong Kong
Source: ONS
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The UK captured just a 4.1% share of  the total 7.98 million trips from China to 
Western and Northern Europe recorded by the European Travel Commission in 
2015. This suggests major opportunities for the UK to win a larger share of  Chinese 
trips.

The 325,000 visitors in 2015 is a shadow of  the 2.2 million that France attracted in 
the same year. Italy, Switzerland and Germany were also more popular than the UK 
for Chinese tourists in the first half  of  2015 (latest), according to Travel China Guide. 

Figure 8. UK: Spending While on Trips, by China/Hong Kong Residents 

*All China except Hong Kong
Source: ONS
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According to separate data on the number of  trips organized by travel agencies, the 
UK ranked as the 16th-most-popular destination for Chinese tourists in 2015. Note 
that this severely underrepresents trips to local territories such as Hong Kong, where 
relatively few visitors will rely on travel agencies. 

Figure 9. Number of  Visitors from Mainland China, Selected Countries/Territories

*Years end September.
Source: National statistics offices/Fung Global Retail & Technology

Country or Territory 2014 (Mil.) 2015 (Mil.) % Change

Hong Kong 47.25 45.84 -3.0

Macau 21.25 20.40 -4.0

Thailand 4.64 7.93 71.1

South Korea 6.13 5.98 -2.3

Japan 2.41 4.99 107.3

Taiwan 3.99 4.18 4.9

USA 2.19 2.27 3.7

France N/A 2.2 N/A

Australia* 0.74 0.90 21.7

UK 0.23 0.33 39.5



Re-Lux: Waves of  Change Impacting Luxury Brands 23

Figure 10. Number of  Visits from Mainland China Organized Through Travel 
Agencies, 2015 (Mil.)

Country or Territory 2015 (Mil.)

1 Thailand 7.37

2 Hong Kong 6.67

3 Korea 4.85

4 Japan 4.59

5 Taiwan Region 3.98

6 Macao Region 3.47

7 Singapore 1.65

8 Malaysia 1.16

9 Vietnam 1.13

10 France 1.01

11 Indonesia 0.99

12 Italy 0.83

13 Germany 0.74

14 Switzerland 0.72

15 Russia 0.62

16 United Kingdom 0.42
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Country or Territory 2015 (Mil.)

17 Philippines 0.31

18 Netherlands 0.20

19 India 0.17

20 Spain 0.14

Source: China National Tourism Administration

Outlook To 2017: Price Harmonization Could Stymie Sustained 
Traveler Boost

The post-referendum boost in spending by tourists, including Chinese tourists, appears 
to have been driven substantially by increased spend per tourist. It is less clear that 
there has been a comparably strong surge in total traveler numbers, although we await 
official figures relating to Chinese traveler numbers since the pound’s depreciation. 

The moves by luxury brands to raise UK prices could well put a halt to any growth in 
Chinese traveler numbers and their spending in the UK, which has been driven by the 
appeal of  low-cost, high-end shopping. Indeed, any uplift in visitor numbers resulting 
from visitors flocking to buy luxury goods may well have peaked.

These luxury price rises do not imply there is no financial benefit to Chinese travelers 
to visit the UK: the depreciation of  the pound means their in-country transportation 
and hotel costs, leisure spending and nonluxury retail purchases will still be lower 
than they would have been. 
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We expect solid year-over-year growth in Chinese traveler numbers to continue into 
2017. However, the second half  of  2017 will likely see demanding comparatives for 
these metrics as they annualize the post-referendum boost. This will make sustaining 
robust growth even more difficult. 
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Company Background

D’Auchel was founded by Olivier Dauchez, CEO, who launched the 
luxury French leather goods company in Hong Kong in August 2015. At 
present, D’Auchel offers luxury leather products made to order by French 
craftspeople, including the signature Thais handbag and the Chrystel 
retro weekender. The company employs top leather workers in France and 
requires its artisans have a minimum of  10 years of  experience at high-end 
ateliers. In the future, the company plans to open shops in Tokyo, New 
York and London. www.dauchel.com.hk

Leadership

Olivier Dauchez, CEO and Founder, has 20 years of  experience in the 
leather bag business, and oversaw the manufacturing of  fine leather goods 
for some of  the world’s most recognizable luxury brands. Dauchez has 
years of  expertise in sourcing and selecting high-quality leather and a fine 
eye for extraordinary craftsmanship.

D’Auchel: A New Way For 
Customers To Experience 
Personal Luxury Goods

http://www.dauchel.com.hk
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We recently visited the flagship store and workshop of  D’Auchel, located in the 
Central district of  Hong Kong, and met with Olivier Dauchez, the company’s founder 
and CEO. D’Auchel creates handbags that are entirely handcrafted with French 
materials. The company allows customers to engage with and experience the luxury 
products before and even after purchasing. For example, customers can attend an 
on-site demonstration of  the assembly of  a handbag by French artisans and are given 
a keepsake video showing the making of  their bag when they receive their purchase.

In this report, we discuss how luxury brands can carve out a niche and increasingly 
leverage bespoke products in the future as well as how D’Auchel is pioneering a niche 
luxury offering in Hong Kong.

 

Market Potential

Consultancy Bain & Company estimates that the global personal luxury goods market 
will reach €280–€295 billion (US$250–US$263 billion) by 2020, growing at a CAGR 
of  2%–3%. Much of  the growth will be dependent on China, which has been the 
primary growth engine of  luxury brands. In the past decade, the country’s economic 
transformation and rising middle class have caused a seismic change in consumption 
patterns. By number of  consumers, Chinese shoppers are expected to account for 
approximately 34% of  global luxury consumption in the next four years and for the 
largest portion of  global purchases (31%), ahead of  Americans (24%) and Europeans 
(18%), according to Bain.
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The Challenge

The Chinese luxury market has decelerated recently, however, due to a combination of  
anti-gifting measures enacted by authorities and subdued equity market performance. 
Bain & Company valued the Chinese market at ¥113 billion (US$17.3 billion) in 
2015, down 2% year over year, and the firm expects no major changes in the macro 
environment. Nonetheless, in absolute terms, China remains the world’s largest 
luxury market by value and is likely to make up for weaker luxury demand elsewhere.
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The issue in the Chinese luxury goods market is the supply/demand mismatch. 
As demand for luxury goods grew in the country, many brands turned to factory 
production to keep up with demand and increase profits. However, the Chinese 
middle-to-upper class, known as the “high-speed consumer market,” will account for 
approximately two-thirds of  total urban consumption by 2020, and it is demanding 
greater exclusivity, according to Boston Consulting Group.

One trend that is shaping the direction of  luxury consumption in China is the shift 
away from visibly branded goods to a focus on quality. Niche luxury brands, bespoke 
products and luxury experience spending are becoming the new drivers of  luxury 
consumption.

D’Auchel’s Positioning

Dauchez set out to create his own brand after years of  observing brands trade off  the 
exclusive handcrafted quality that had made them famous for quantity. With D’Auchel, 
he introduced to Hong Kong the traditional art of  French handbag making, creating 
bags that are hand sewn and hand assembled by trained artisans in an atelier.
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How It Works

D’Auchel provides customers with a unique offering in order to enhance their luxury 
experience:

• Experiential shopping: A customer visits the D’Auchel atelier and showroom 
to browse and select from the collection of  handbag styles. Customers can see, 
touch, smell and feel the different leathers while being assisted by a consultant, 
who advises on the selection of  styles, leathers and colors the company offers.

• Customization: After choosing the style, leather and color for a custom bag, a 
customer can also request any alteration to the inside of  the bag that she or he 
desires.

• Purchase: The bag is entirely hand assembled on-site by French artisans using 

Source: D’Auchel
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the finest imported leather, threads and hardware from France. Prices range 
from HK$40,000–HK$300,000 (US$6,033–US$45,250), depending on the style, 
leather and color chosen. The production time is about two weeks to one month.

• Post-transaction: After an order is placed, the customer is invited to view the 
construction of  the bag at D’Auchel’s atelier in Hong Kong’s Central district, and 
is later  given a short film of  the process as a keepsake. It is expected that the 
story of  the craft will stay with the customer.

 

Localization For The Chinese Consumer

In order to succeed in the Chinese market, retailers and brands must localize their 
brands to maximize their appeal with local consumers, and localization and leveraging 
multiple channels are likely to drive market success for luxury brands in China. There 
is, however, no one-size-fits-all approach for localizing brands in the country, and 
history has shown that many international brands have struggled to replicate their 
domestic success within China.

The future is bright for international luxury brands that project a unique brand image, 
though. In our view, those that mix their historic heritage with a Chinese perspective 
on luxury are likely to do well in China. For D’Auchel, localization entails designing 
and crafting its leather handbags in Hong Kong while bringing a French heritage to 
its brand and process and using French craftsmanship and materials.
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Future Direction of  D’Auchel

D’Auchel plans to expand to Tokyo, London and New York, and into other product 
categories besides bags, including men’s wallets.

What We Think

The new norm of  the luxury goods market is one of  gradual growth. The personal 
luxury goods market is expected to increase at CAGR of  2%–3% over the next few 
years, a marked deceleration compared with the 6% CAGR seen between 1995 and 
2015. While consumers still have a penchant for luxury goods, they are seeking more 
exclusive brands. We think that D’Auchel is well positioned to navigate the Asian and 
global luxury markets, as it has carved out a niche to cater to customers’ growing 
individualism, it has mastered brand content and storytelling, and it has enhanced the 
personalized customer experience in-store.

Source: D’Auchel
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1) The marketplace for online fashion resale continues to evolve rapid-
ly. Following an initial wave of  online fashion consignment startups, 
weaker players have gone out of  business and stronger players have 
grown and attracted more investment funding to propel their further 
growth.

2) However, there is likely to be room for only one or two players in each 
subsector of  the apparel resale market, as fashion “re-commerce” web-
sites will have to compete fiercely for both inventory and customers.

3) The digital secondhand apparel sector will likely continue to grow, 
boosted by global expansion, increased seasonal inventory supply and 
demand, millennial penetration, brand momentum in the full-price 
retail channel and the investment nature of  certain luxury products.

4) We have also seen the emergence of  platforms targeting niche product 
markets such as sneaker resales and social media peer-to-peer resale 
apps such as Depop that target specific demographic groups.

Fashion Re-Commerce 
Evolution
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Introduction

Defining Re-Commerce

Fashion retail is being reshaped not only by e-commerce, but also by “re-commerce”—
consumers buying and selling pre-owned apparel online. The fashion resale trend 
is one of  a number of  innovative forces impacting apparel retailing, which we are 
covering across our On-Trend series of  reports. 

Online marketplaces have made it much easier for consumers to buy and sell 
secondhand clothing, footwear and accessories. Luxury goods are especially popular 
in the re-commerce channel, as their higher prices give consumers greater incentives 
to buy and resell them. Re-commerce companies have adopted a variety of  different 
business models, including direct repurchase, consignment sales and facilitating peer-
to-peer sales.

Online resale companies provide sellers with augmented services such as 
photographing, pricing and posting inventory information online. Sellers are paid for 
merchandise either up front or on consignment, which means that the seller is only 
paid once the merchandise is sold.

Peer-to-peer marketplace platforms facilitate the matching of  inventory sellers and 
buyers and charge a commission on each sale. In a peer-to-peer model, buyers and 
sellers connect with each other directly, the way they do on eBay.

An Evolving Sector

The marketplace for fashion re-commerce continues to evolve rapidly. Following 
an initial wave of  online fashion resale startups, weaker players have gone out of  
business and stronger players have grown and attracted more investment funding to 
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propel further growth.

It is difficult to arrive at an accurate market size for this sector, since all the companies 
currently operating in it are private and do not disclose sales figures. However, one 
of  the major resale players, ThredUP, has estimated that the US apparel resale market 
will grow at a 6% CAGR over 10 years, from $14 billion in 2015 to $25 billion in 2025.

Source: Thredup.com
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Besides ThredUP, other major companies in the online re-commerce space in the US, 
the UK and Europe include Poshmark, Tradesy, The RealReal and Vestiaire Collective. 
We published our first deep-dive report on the online resale and consignment market 
in January 2016. That report profiled all five of  these major re-commerce companies 
and their business models. Readers can find that report at bit.ly/FashionResale.

In this update, we discuss the continuing evolution and growth of  the apparel re-
commerce segment. We analyze market characteristics and the main players, and 
discuss five factors that are likely to boost the fashion re-commerce sector. Finally, 
we profile two new, niche-focused resale platforms, Depop and Stadium Goods.

Continued Investor Interest in Funding Apparel Re-Commerce 
Companies

Since 2009, investors have poured more than half  a billion dollars in venture funding 
into apparel resale companies, and re-commerce remains popular at mass market, 
middle market and luxury price points. According to FashInvest, a fashion investment 
community, investors invested more than $175 million in the online reselling industry 
in 2016.

• Vestiaire Collective, a France-based online reselling platform for luxury goods, 
secured $62 million in funding in January 2017, bringing total funds raised to 
$130 million in five funding rounds since the company’s founding in 2009.

• Swap.com raised $20 million in December 2016, bringing its total funding to 
approximately $50 million. The company currently operates a Chicago warehouse 
that is the size of  six football fields.

http://bit.ly/FashionResale
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• The RealReal has raised a total of  $122 million since 2011 and ThredUP has raised 
$131 million since its founding in 2009, according to VentureBeat. Poshmark has 
raised more than $70 million in funding, according to Women’s Wear Daily.

Despite continued investor funding interest, there is room for only one or two players 
in each subsector of  the apparel resale market, as fashion re-commerce websites 
have to compete fiercely for both inventory and customers in order to benefit from 
economies of  scale and achieve adequate profitability margins.

Figure 1. Selected Re-Commerce Companies: Total Funding Raised Since Company 
Founding (USD Mil.)

Source:  Company reports/Fung Global Retail & Technology
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Low-to-Mid-Price Online Resale Players

US-based ThredUP and Poshmark lead in the low-to-mid-price online resale segment.

ThredUP

ThredUP is the most mainstream and well-known online fashion reseller, and it 
claims to have been the first to enter the industry.

Poshmark

Poshmark has 1.5 million sellers that offer 4 million items daily. Shoppers on the 
Poshmark app spend an estimated 25 minutes daily on it and open it seven to eight 
times each day. According to Poshmark, one in every 50 US women sells secondhand 
clothing via its marketplace.

Figure 2. Selected Re-Commerce Companies: Total Number of  Members, 2016 (Mil.) 

Source: VentureBeat/Women’s Wear Daily/Business of Fashion/Financial Times/Fung Global Retail & Technology

Source: thredup.com
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Luxury Good Online Resale Players

The three main players in the premium and luxury secondhand fashion resale 
marketplace are The RealReal and Tradesy (both based in the US) and Vestiaire 
Collective (based in France). These three companies are profiled in more depth in 
our first resale report, at bit.ly/FashionResale. 

The RealReal

The RealReal has 5 million members worldwide and is estimated to have doubled its 
gross merchandise value (GMV) year over year in 2016:

• The company paid out $200 million to consignors in 2016 and is estimated to pay 
out $300–$350 million in 2017.

• Half  of  consignors that use the platform have never consigned before.

• About 98% of  the items listed on the website sell within three months.

• The RealReal operates temporary physical pop-up shops, and the company plans 
to open one permanent physical store in the US in the future.

Figure 3. The RealReal: GMV (USD Mil.)

Source: VentureBeat/Women’s Wear Daily/Business of Fashion/Financial Times/Fung Global Retail & Technology
Source: Women’s Wear Daily/Fung Global Retail & Technology Source: therealreal.com

http://bit.ly/FashionResale
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Tradesy

• Tradesy has 5 million members.

• The average order value on Tradesy is $300 and the site is estimated to have 
reached $300 million in sales in 2016. 

Vestiaire Collective

• The Vestiare Collective platform has 6 million customers across 48 countries and 
consignors in 17 countries. The company lists 600,000 items for sale, and 4,000 
new products are listed daily on the site.

• France is Vestiaire Collective’s main market, representing 35% of  total sales. The 
company is also a leading platform in the UK, Germany, Spain and Italy.

• Vestiaire Collective customers spent an average of  $427 in 2016, versus $371 in 
2015. The company’s CEO stated that annual sale growth has averaged 70%.

Five Catalysts for Re-Commerce Growth

We see five key factors conspiring to boost the fashion re-commerce sector.  

1. There is room for global expansion:

• Vestiaire Collective plans to dedicate its latest round of  investment financing 
funds to international expansion, in particular in the US and Asia. 

• The RealReal plans to add more international consignment sellers. The site ships 
internationally, but consignors are currently based only in the US.

Source: vestiairecollective.com
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2. Full-price brand momentum stimulates demand in the resale market and has a 
significant impact on the resale value of  branded products:

• The resale market tends to reflect changes and trends in the retail market.

• ThredUP reported that activewear was among the fastest-moving categories on 
its site in 2016, reflecting the continued momentum of  the athleisure trend.

• The arrival or departure of  a creative director at a luxury goods company tends 
to have an impact on consumer interest in a brand and to increase the resale 
value of  current, previous and future collections. For example, the appointment 
of  Hedi Slimane at Yves Saint Laurent resulted in a 275% increase in resales 
of  certain of  the brand’s products during his time at the fashion house. And 
the resale value of  some Christian Dior products increased by 25% in the three 
months following Raf  Simons’ departure from the company in October 2015, 
compared with the three months before.

• The RealReal says that 77% of  its shoppers and consignors consider a product’s 
resale value when they buy at full price at retail.

• In terms of  specific luxury product categories, bag consignment sellers are 
generally able to recoup the highest percentage of  the original retail sale price. 
They are followed by consignors of  shoes and ready-to-wear apparel, according 
to Vestiaire Collective, which has also launched a resale calculator that helps 
sellers estimate resale income.
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Figure 4. Selected Luxury Goods: Price Recoup % of  Original Retail Value,

Source: Vestiaire Collective/Fung Global Retail & Technology

3. Consumers see certain luxury products as investments, which supports the high-
end resale segment:

• Limited-edition items are highly sought after, and some items are fashion 
investments that have high resale value.

• The resale business is especially popular for prestigious handbags. There is even 
a handbag investment index, The Rare Handbag Index from online marketplace 
JustCollecting. The index increased by just under 8% annually between 2004 and 
2016, and one particular Chanel purse increased in value by more than 230% 
during the period. 

4. Inventory supply and demand see seasonal increases:

• Resale inventory supply increases during April and May and again in October and 
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Source: Vestiaire Collective/Fung Global Retail & Technology

November as consumers change over their seasonal wardrobes.

• Unwanted holiday gifts also increase resale merchandise inventory. In January 
2016, the number of  items on Swap.com marked with a new tag jumped by about 
25% from the monthly average, and Swap.com executives anticipated a similar 
surge for 2017. Poshmark expects its consignment listings to double in February 
and March 2017 from the last few months of  2016 as consumers use the site to 
get rid of  unwanted holiday gifts.

5. Millennial market penetration is likely to increase:

• Approximately one-third of  The RealReal’s consumers are millennials.

• Poshmark, a peer-to-peer apparel resale marketplace founded in 2011, has 
approximately 1.5 million sellers. The company claims that one in 50 women 
in the US sell secondhand items on its marketplace. Poshmark’s largest user 
demographic includes college students and millennials.

Source: poshmark.com
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Depop: Instagram Meets eBay

As re-commerce has evolved, social-media-type, peer-to-peer fashion resale 
marketplace apps have emerged, enhancing the online resale marketplace for 
customers to trade items. Meanwhile, opportunities remain for resale marketplaces 
serving niche categories, such as sneaker resales, or targeting specific demographic 
groups. Depop is a company that combines each of  these elements.

Depop is a UK secondhand fashion app that was introduced in 2012. The app has 
about 5 million users, lists more than 1.5 million items monthly and sells more than 
500,000 items monthly. The company raised $8 million in 2015.

Depop has been described as a cross between eBay and Instagram. The app is geared 
to teenagers and young adults. It is designed to look and function like a social media 
site rather than as an online store. Users can “like” and follow other users, rate their 
customer experience, send messages in order to bargain over the price of  an item 
and leave comments about items that others list for sale. The app is easy to use and 
pictures often show clothing for sale modeled by the sellers themselves. Depop has 
no listing fees for new sellers and does not charge a sales commission.

The company says that teenagers are now buying merchandise at markets and used-
clothing stores and reselling it on Depop and other fashion resale apps. According to 
the founder of  Depop, one 14-year-old girl saw a necklace on eBay that she believed 
was priced too low. She took a screenshot and posted an advertisement for the 
same necklace, at a higher price, on Depop. When someone bid for the necklace on 
Depop, she bought the necklace on eBay and arranged for it to be sent to the Depop 
purchaser.

Source: depop.com



47Re-Lux: Waves of  Change Impacting Luxury Brands 

Niche Streetwear Resellers: Stadium Goods

Another growing subsection of  the digital resale market is branded streetwear 
merchandise. The category includes baseball caps, hooded sweatshirts and sneakers; 
rare and limited-edition sports sneakers associated with certain athletes are especially 
popular.

New York–based Stadium Goods is an online reseller of  rare sneakers, offering more 
than 15,000 pairs through its website. The company was founded in late 2015 and 
raised $4.6 million in its first financing round. Stadium Goods has partnerships with 
eBay and Tmall Global, which is an extension of  Alibaba’s Tmall.com business. 

Key Takeaways

• The marketplace for online fashion resale continues to evolve rapidly. Following 
an initial wave of  online fashion consignment startups, weaker players have gone 
out of  business and stronger players have grown and attracted more investment 
funding to propel their further growth.

• A natural evolution has been seen in the introduction of  social-media-type, peer-
to-peer fashion resale apps, which are expected to attract more young buyers and 
sellers to the re-commerce market. 
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1) Impacted by rising digitization, the fashion industry is currently in a 
state of  rapid transformation. High-end fashion brands are evolving 
towards a see-now-buy-now business model, which consists of  runway 
styles being available for purchase immediately after fashion shows 
instead of  the customary six-month wait. 

2) The changing fashion industry retail schedule has far-reaching 
implications for design, marketing and supply chains. This see-now-
buy-now development presents additional challenges and increases 
logistical complexity, as realigning orders and delivery schedules with 
suppliers is required.

3) Major brands and designers that have introduced capsule collections 
and turned their runway shows into see-now-buy-now formats include 
Rebecca Minkoff, Burberry, Tommy Hilfiger, Ralph Lauren, Coach 
and Michael Kors, amongst others. To date, the majority of  designers 
that have adopted instant runway fashion models focus on premium 
and aspirational price points rather than high-end luxury product.

From Runway to Checkout: 
The See-Now-Buy-Now 
Trend in Fashion
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Introduction

In this report, we discuss the trend for instant fashion, which consists of  buying 
straight from the runway, rather than the customary six-month waiting period. We 
analyze the factors that have emerged to shape this see-now-buy-now trend, as well 
as ensuing implications for designers and retailers. We touch on the debate between 
supporters and detractors, and introduce designers and brands that have embraced 
instant fashion to date. Finally, we shed light on the fashion industry and how the 
see-now-buy-now movement is likely to evolve in the future.

See-Now-Buy-Now Revolution

Impacted by rising digitalization, the fashion industry is currently in a state of  rapid 
transformation. Growth in ecommerce and social-media shopping is forcing high-
end fashion brands toward a consumer-facing, see-now-buy-now business model, 
which consists of  runway styles being available for purchase immediately after 
fashion shows instead of  the customary six-month wait. 

The Spring/Summer 2017 fashion show season, which took place in September 
2016, was the first season to embrace the see-now-buy-now movement. Burberry 
was the first major brand to announce a see-now-buy-now runway fashion show with 
products sold directly to consumers after the catwalk show.

The instant-fashion model can be considered largely a positive development for 
consumers. The changes taking place are enabling the fashion industry to become 
more democratic, inclusive and accessible, as the boundaries between traditional 
fashion buyers and everyday retail buyers are eroding. 
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However, to date, most see-now-buy-now fashion shows took place during New 
York Fashion Week and included US designers and accessible-luxury price-point 
brands. Furthermore, most of  the see-now-buy-now product was confined to capsule 
collections and not complete collections. Some instant-fashion shows were also 
staged during London Fashion Week in September 2016, and it seems the instant-
fashion trend is currently more prevalent in the US and UK than in Italy or France—
at least for now. 

Traditional Fashion Industry Model

The current fashion industry model follows a traditional seasonal fashion retail 
calendar that consists of  designer brands and luxury houses presenting two seasonal 
collections per year, which are unveiled at two fashion weeks per year in the core cities 
of  Paris, London, Milan and New York. The Spring/Summer season is presented 
in September and Fall/Winter is presented in February. A select group of  fashion 
journalists, department-store buyers, celebrities and industry insiders are present at 
the runway shows, and collection items do not appear for sale in stores until the 
following season, six months later. 

For example, besides a few see-now-buy-now fashion shows held in September 2016, 
most designers were showing Spring/Summer 2017 collections that will be available 
for sale in the spring months of  2017. 

Traditional fashion capitals customarily had a monopoly on fashion weeks and were 
highly insulated and exclusive. Department-store buyers would see collections on the 
runway and then order desired styles for their store network. This would allow brands 
to test demand for their designs with retailers before committing to big production 
volumes. Historically, lower-priced retailers and high-street chains would also copy 
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luxury brand catwalk styles from the runway. 

The fashion industry, especially the luxury goods industry, was typically slow to 
embrace ecommerce and social media. Some fashion houses, such as Italy’s Salvatore 
Ferragamo, are only now offering ready-to-wear ranges for purchase online. 
Previously, Ferragamo offered only accessories and footwear through its ecommerce 
website. New York and London fashion weeks are considered more innovative and 
commercial than those in Paris and Milan.

Source: nyfw

Catalysts for Change

Traditional fashion cycles no longer reflect consumers’ demands for immediate 
gratification, and industry changes follow growing consumer desire to purchase 
collection pieces straight from the runway instead of  waiting for six months. 
Consumers lose interest the more time passes between product viewing and delivery. 
Nowadays, consumers can order and receive meals, movies, transportation and various 
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services at the click of  a button, and are increasingly expecting instant consumption 
from fashion.

Digitization and social media have influenced retailer advertising, and consumers 
peruse Facebook, Instagram, Snapchat and Twitter, as well as various apps to make 
instant product purchase decisions. 

Globalization is contributing to the irrelevance of  seasons, as products are available 
globally, including through ecommerce. Manufacturing efficiencies and digitization 
technologies have allowed companies to supply customers with product more rapidly. 
Multinational companies cater to stores in the Northern and Southern hemispheres, 
and to travelers, which have simultaneously differing needs. 

Weather patterns have become volatile and unpredictable, and seasonal collections 
are becoming less and less relevant. According to a Verdict Retail survey conducted in 
the UK in June 2016, 85.6% of  apparel consumers prefer purchasing clothes to wear 
for the current weather, and 51.4% stated that they do not like purchasing apparel 
before the next season.

Fast-fashion retailer cycles are influencing the higher-end fashion market. Many fast-
fashion retailers introduce new product every couple of  weeks, and consumers have 
come to expect similar product newness from most retailers and service providers, 
even luxury goods. Furthermore, department-store buyers are losing power and 
influence in the fashion industry, as department stores have been posting lower sales 
growth than monobrand stores and ecommerce platforms.
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Implications for Designers

The changing fashion industry retail schedule has far-reaching implications for design, 
marketing and supply chains. The see-now-buy-now development presents additional 
challenges and increases logistical complexity, as realigning orders and delivery 
schedules with suppliers is required. Instant fashion necessitates tighter production 
schedules, even for luxury brands that produce smaller batches of  products. Moving 
production and delivery dates is easier for fast-fashion retailers, especially as these do 
not have to deal with the wholesale channel and buyers, as many designer brands do.

See-now-buy-now is also risky for designer brands in the sense that designers are 
unsure of  collection product demand and run the risk of  under- or over-producing 
pieces. With the instant-fashion model, design houses will not have the opportunity 
and time to ascertain wholesale and retail buyer demand for their products, as 
merchandise will have to be ready for sale immediately after the fashion show that 
introduces their new collections. Fashion houses have to plan the right inventory mix 
and volumes to avoid unsold goods ending up in discount stores, which erodes brand 
image.

As previously mentioned, some designers are creating smaller capsule collections to 
aid with the logistical difficulties.

Criticisms

The instant-fashion phenomenon is not without critics. Creative brands that focus on 
craftsmanship and detail need adequate time for design and production. 

Some fashion pundits believe that the see-now-buy-now movement may lead to 
designer burnout, as creating in-season capsule collections in addition to traditional 
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seasonal collections only increases the demands on the designer. The end result could 
be a reduction in creativity and brand dilution. 

Furthermore, many emerging brands do not have the financial means to manufacture 
seasonal collections unless customer demand is certain. 

Finally, at a recent WWD Summit, fashion designer Diane von Furstenberg expressed 
her dislike of  the see-now-buy-now trend, proclaiming it “vulgar.”

The Future?

It is very likely that the fashion industry will generally continue to evolve toward a 
more straight-to-retail model. More brands, even some higher-end luxury brands, will 
become more open to selling some collection items to consumers directly following 
fashion shows. More and more brands will present and sell close-to-season or season-
less collections. Fashion houses have no choice but to adapt to the consumer demand 
for instant gratification.

Improvements in shipping, transportation and package-handling will help brands 
deliver instant fashion. Retailers will increasingly make use of  technological 
innovations such as 3-D virtual fitting rooms to facilitate size fitting, as well as leverage 
social media tools such as Facebook Messenger’s chatbot to service customers.

However, see-now-buy-now will likely not be a good model for very high-end, 
very intricate designer collections that rely on time-consuming and meticulous 
craftsmanship. For others, where the production time could be shortened, the model 
looks more adaptable to see-now-buy-now. There is room for both models, and 
different brands and designers will have varying strategies.

Source: fxgear.net
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Designers

A variety of  brands and designers such as Rebecca Minkoff, Tommy Hilfiger, Ralph 
Lauren, Coach, Michael Kors and Tom Ford have introduced capsule collections, and 
turned their New York Fashion Week runway shows into see-now-buy-now formats. 
To date, the majority of  designers that have adopted instant runway fashion models, 
focus on premium and aspirational price points rather than high-end luxury product.

Alexander Wang

US designer Alexander Wang followed the traditional fashion model for his Spring/
Summer 2017 collection, but unveiled a new capsule collection in collaboration with 
Adidas Originals, which immediately went on sale online and through a New York 
pop-up truck tour the following day. 

Emerging and lesser-known high-end and aspirational luxury designers that jumped 
on the instant-fashion bandwagon during New York Fashion Week included Tanya 
Taylor, Thakoon, Opening Ceremony and Alice + Olivia, amongst others.

Burberry

UK luxury brand Burberry pioneered the see-now-buy-now movement when the 
company announced, in February 2016, that following its September London 
Fashion Week runway show, consumers could purchase collection items online and 
in stores. The collection included 250 men’s and women’s pieces and some items sold 
out online shortly after the catwalk show. Burberry also labels product by months 
rather than seasons. 
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Burberry has long been considered a digital leader in the fashion industry. The brand 
was among the first to live-stream runway shows and to sign partnerships with social 
media platforms. 

Coach

US aspirational luxury brand Coach made the limited edition of  its bag collection 
available for sale a day following its fashion show.

Maybelline

Maybelline, the mass-market US beauty and cosmetics company, has also jumped on 
the instant-fashion bandwagon. The company launched two eye color products on 
models at Rebecca Minkoff ’s September runway show. The products went on sale 
immediately after the show via an exclusive partnership with Amazon.

Michael Kors

A few hours following Michael Kors’ fashion show, certain Fall 2016 items were 
made available for sale in limited quantities online and in US stores. The designer 
commented that he thought consumer demand for see-now-buy-now product would 
focus mainly on accessories, but the ready to wear pieces available were also well 
received. In response, the brand decided to extend the see-now-buy-now ready-to-
wear offer available in Spring 2017. 
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Moschino

Italian fashion house Moschino created a capsule collection that was shown alongside 
its Spring/Summer 2017 runway show that took place in September 2016, which 
appeared in the design house’s stores one day following the fashion show. Moschino 
was the only design house that embraced see-now-buy-now during Milan Fashion 
Week.

Oliver Spencer

UK menswear designer Oliver Spencer allowed customers to order items using an 
app following his London Fashion Week Autumn/Winter 2016 show. Products could 
be delivered 48 hours later.

Source: michaelkors.com
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Ralph Lauren

US designer Ralph Lauren’s fashion show in September was held on the street outside 
of  Ralph Lauren’s boutique, and show attendees were invited to shop the looks in the 
store right after the show. The show was also live-streamed on social media platforms 
such as Facebook and Chinese and South Korean messaging services. On Facebook, 
consumers were directed to Ralph Lauren’s website to make purchases. The designer 
is also working on a see-now-buy-now menswear show. In February 2017, Ralph 
Lauren plans to stage a spring 2017 runway show, as the company will have caught up 
to its new see-now-buy-now schedule.

Rebecca Minkoff

In September 2016, US designer Rebecca Minkoff  hosted a see-now-buy-now fashion 
show at her New York boutique, with shopping allowed immediately afterward and 
consumers could virtually try on styles through an app. The company’s website 
advertised the live-streaming of  the fashion show in the days leading up to the event 
and an hour after the start of  the fashion show a buy function became available with 
almost all runway pieces in various sizes available for purchase. The Rebecca Minkoff  
website also invited customers to shop and purchase runway looks at the SoHo New 
York store immediately following the runway show. Store sales that day doubled year 
over year and e-commerce sales increased 50% year over year.

Tom Ford

US designer Tom Ford did not present a Fall 2016 collection at Fashion Week in 
February 2016, in order to focus on a shoppable collection in September 2016. Tom 
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Ford’s September Fall see-now-buy-now collection apparently resulted in additional 
sales in the brand’s beauty, fragrance and accessory categories.

Tommy Hilfiger

Tommy Hilfiger, owned by PVH, streamed its fashion show live on its website, and 
customers could purchase the Tommy Hilfiger Gigi Hadid collaboration capsule 
collection straight off  the runway for the first time in the company’s history. Every 
single item shown on the runway was instantly available for purchase on Tommy.com, 
at 300 Tommy Hilfiger stores globally and at 150 wholesale partners within 24 hours. 
Viewers of  the livestreamed Tommy Hilfiger show could purchase pieces through 
the brand’s Facebook page through a “Shop Now” button, and some items were 
sold out overnight. Pop-up shops were also set up near the runway in Manhattan. 
The capsule collection gave the company an extra season to move its manufacturers 
to the new retail schedule without missing a runway show season. In February 2017, 
Tommy Hilfiger will debut his full Spring/Summer 2017 collection in line with the 
new instant retail calendar. 

Topshop

Mass-market apparel retailer Topshop also hosted a Spring/Summer 2017 Unique 
Collection runway show during London Fashion Week, and consumers could 
purchase items right after the show. Topshop Unique hosted a pop-up market stall, 
which was open immediately after the catwalk show. Topshop is a rare high-street 
retailer that presents at London Fashion Week. 
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Key Takeaways

Impacted by rising digitization, the fashion industry is currently in a state of  rapid 
transformation. High-end fashion brands are evolving towards a see-now-buy-
now business model, which consists of  runway styles being available for purchase 
immediately after fashion shows instead of  the customary six-month wait. 

The changing fashion industry retail schedule has far-reaching implications for 
design, marketing and supply chains. The see-now-buy-now development presents 
additional challenges and increases logistical complexity, as realigning orders and 
delivery schedules with suppliers is required.

Major brands and designers that have introduced capsule collections and turned their 
runway shows into see-now-buy-now formats include Burberry, Tommy Hilfiger, 
Ralph Lauren, Coach and Michael Kors, amongst others.
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1) We are witnessing the proliferation of  online multibrand retailers 
and aspirational fashion platforms. These companies provide global 
infrastructure and distribution for luxury brands such as Yoox Net-A-
Porter, Matchesfashion.com, Farfetch and Mytheresa.com.

2) The strong growth of  online pure-play luxury retailers has demonstrat-
ed that shoppers are keen to purchase luxury goods online.

3) The growth in online luxury shopping is poised to continue. For 
a challenged and sluggish luxury goods sector, e-commerce has 
emerged as an important growth engine.

4) Multibrand online retailers are taking share from US department stores 
such as Neiman Marcus, Saks Fifth Avenue, Bloomingdale’s and 
Nordstrom.

5) The luxury goods sector was slow to expand into e-commerce, but now 
players are vying for a share of  the fast-growing online luxury market. 
E-commerce is the fastest-growing distribution channel globally for 
luxury goods. McKinsey & Company forecasts that e-commerce will 
account for 18% of  total luxury sales in 2025, up from 8% in 2016.

Luxury E-Commerce 
Evolution
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Executive Summary

In this report, we examine the rise of  luxury goods retailers such as Yoox Net-A-
Porter, Matchesfashion.com and Farfetch that operate as multibrand online pure 
plays. Milan-based Yoox Net-A-Porter, in particular, has been a trailblazer in the space. 
The company operates multibrand in-season and off-price outlet stores through four 
websites as well as monobrand store websites for 41 luxury goods brands.

Sales and other key performance indicators for online pure-play luxury goods 
retailers have been growing robustly. Yoox Net-A-Porter reported that its fiscal year 
2016 organic sales increased by 18% year over year, to €1.9 billion. The company 
expects its fiscal 2017 revenues to increase by 17%–20% year over year. London-
based Matchesfashion.com reported that its sales increased by 61% year over year in 
its latest fiscal year.

We have identified 10 key factors behind the rise and continued robust growth of  
luxury goods retailers that operate as multibrand online pure plays:

1. Endless Product Choice

2. Ever-Improving Logistics and Delivery Services

3. Luxury Sector Was Slow to Expand into E-Commerce

4. Luxury Goods Democracy

5. Immune to Amazon…So Far

6. Digital Service and Marketing

7. Luxury Consumers Are Embracing Digital

8. Brick-and-Mortar Luxury Sector Is Struggling
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9. Brands Turn to Multibrand E-Commerce to Tap Online Growth

10. US Department Store Woes

We believe that online luxury retailers will continue to see strong growth. McKinsey 
& Company forecasts that online sales will constitute 18% of  total luxury sales in 
2025, up from 8% in 2016. However, future competition and consolidation activity 
in the online luxury sector will only increase. Scale will be important, so there will be 
room for only several major players in the market. Economies of  scale in customer 
acquisition and retention, as well as brand relationships and logistics and marketing 
efficiency, will become increasingly important. Sales growth in the overall luxury 
goods sector will mainly be achieved through market share gains and online sales. 
Past revenue drivers—such as store expansion, price increases and new developing-
market penetration—will present only limited opportunities.

The luxury sector was slow to expand into e-commerce, but now players are vying 
for a share of  the fast-growing online market. Global luxury goods company LVMH 
recently announced that it will launch its own multibrand e-commerce portal, which 
will feature all 70 of  its brands on one site, in May. The portal will also offer labels 
that are not owned by LVMH. If  more luxury retailers follow this path, and focus on 
their own platforms, it will come at the expense of  long-standing multibrand pure 
plays.
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Introduction

In this report, we examine the rise of  multibrand, online pure-play luxury goods 
retailers. We identify key players in the space and discuss their performance and 
business models. We also identify 10 factors that support the growth of  these retailers 
and analyze the impact of  growing competition in the online luxury goods space. 
Finally, we analyze LVMH’s move to launch its own multibrand e-commerce portal.

Source: lvmh.com
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The Rise of  Luxury Multibrand Online Pure Plays

We have witnessed tremendous growth among online multibrand retailers and 
fashion platforms such as Yoox Net-A-Porter, Mytheresa.com, Matchesfashion.
com, Farfetch, Garmentory and Lyst. These companies ship goods to most countries 
around the globe. We introduce these retailers in the table below.

Multibrand Online Retailer Model

Multibrand online retailers operate as traditional retailers in the sense that they 
purchase selected pieces from brands and designer collections and resell them on 
their websites. Although Yoox Net-A-Porter operates virtual monobrand stores for 
41 luxury brands, the company generates 90% of  its revenues via its multibrand 
online stores, which, in essence, are virtual department stores. Yoox Net-A-Porter 

Figure 1. Selected Luxury Multibrand Online Pure Plays

Name Headquarters Year 
Founded

Shipping 
Countries

Boutiques Designers/ 
Brands

Annual Sales Valuation

Yoox Net-A-Porter Milan 2000 180 N/A N/A €1.9 Bil. €2.9 Bil.
Matchesfashion.com London 2000 190 N/A 450 £204 Mil. £300 Mil.
Mytheresa.com Munich 2006 120+ N/A 180 €129 Mil.* N/A
Farfetch London 2008 190+ 500 1,600+ £302 Mil.** $1.5 Bil.

Garmentory Seattle 2014 N/A 300+ 2,000+ N/A N/A

Lyst London 2011 150+ 11,500 11,500 $150 Mil. N/A
* At time of acquisition by Neiman Marcus in September 2014
** Gross merchandise value for fiscal year 2015, ended December 31, 2015
Source: S&P Capital IQ/company reports/Companies House/Financial Times/TechCrunch.com
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operates four proprietary regular price and off-price multibrand sites: Net-A-Porter, 
Mr Porter, Yoox and The Outnet.

Matchesfashion.com and Mytheresa.com operate business platform models that are 
similar to Yoox Net-A-Porter’s.

Figure 2. Yoox Net-A-Porter: FY16 Revenues by Business Segment (%)

Source: Company reports
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Online Boutique/Marketplace Model

Online boutiques and marketplaces act as aggregating platforms, which allow 
shoppers to browse hundreds of  styles from third-party stores and designers. The 
platform operator does not purchase inventory and, so, incurs no inventory risk. The 
model allows smaller boutiques and designers to scale, thereby reaching a much wider 
customer base and increasing sales.

• The Farfetch platform enables independently owned boutiques that have small 
teams and limited technology resources to leverage e-commerce and distribute 
their products globally.

• Seattle-based Garmentory works with boutiques and small designers to help them 
clear excess inventory without taking big markdowns by selling that inventory 
online to a global audience.

• Even media content providers are moving into merchandise e-commerce, in 
order to offset dwindling subscriber numbers and advertising revenues. For 
example, Vogue publisher Condé Nast has relaunched its former runway review 
site in the form of  a curated luxury marketplace called Style.com.

Luxury Online Pure Plays’ Sales Are On Fire

• Yoox Net-A-Porter is a trailblazer in online luxury. The company operates three 
e-commerce business segments: multibrand in-season stores (Net-A-Porter 
and Mr Porter), multibrand off-season stores that sell outlet items (Yoox and 
The Outnet) and flagship stores. The latter division designs and manages 41 
monobrand websites for partner luxury goods brands; these include Moncler.
com, Armani.com, Valentino.com and Chloe.com. The division is also in a joint 
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venture to power Kering sites, including BottegaVeneta.com and StellaMcCartney.
com. Yoox Net-A-Porter continues to add brands to its full-price on- and off-
season offering. The company is also planning to launch a private-label business 
in the fourth quarter of  2017. 

 Yoox Net-A-Porter reported an 18% year-over-year organic sales increase, to 
€1.9 billion, for its fiscal year 2016, ended December 31. The company increased 
its monthly client base by 8%, to 28.8 million, and orders increased by 18% 
year over year, to 8.4 million. The company guided for 17%–20% year-over-year 
revenue growth in fiscal 2017. Analysts have a similarly bullish sales outlook for 
the company for the next few years.

Figure 3. Yoox Net-A-Porter: FY16 Revenues by Business Segment (EUR Mil.)

Source: Company reports
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• Privately owned Matchesfashion.com, which is based in London, reported that 
its online sales increased by 61% year over year, to £204 million, in the fiscal 
year ended January 31, 2017. Matchesfashion generates 95% of  its sales online 
and 80% of  sales are made outside of  the UK market. Client average transaction 
spend increased 14% to £511 in FY16.

• The Farfetch website receives more than 10 million visitors each month, and the 
company grew gross merchandise value by 70% year over year in the fiscal year 
ended December 31, 2015.

We believe that these and other online luxury retailers will continue to see strong 
growth.

Figure 4. Yoox Net-A-Porter: 2016 Revenue Growth and Consensus Revenue Growth 
Estimates (%)

Source: S&P Capital IQ/company reports
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Why Are Multibrand Online Luxury Retailers Growing So Fast?

We have identified 10 key factors that are supporting the rise and continued growth 
of  luxury multibrand pure plays:

1. Endless Product Choice

E-commerce offers unparalleled product choice from established designer names, 
emerging brands and independent boutiques. Some designers and boutiques distribute 
exclusively through particular platforms or create exclusive capsule collections for 
certain sites. E-commerce retail and marketplace sites offer:

• Curated and edited product content, with the best pieces from brand collections.

• Handpicked selections of  the best brands and looks in the world, regardless of  
place of  origin.

• Newness and choice. For instance, Matchesfashion.com features 1,400 new 
items on its site each week as well as limited-run capsule collections.

Source: matchesfashion.com
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2. Ever-Improving Logistics and Delivery Services

Global shipping and delivery options are continuously improving and multiple players 
now provide same-day delivery in large cities. Luxury online pure plays provide fast, 
simple and free returns and exchanges for the most part. Luxury customers have 
high expectations with regard to e-commerce delivery; fast shipping, packaging and 
tracking are considered paramount.

• Mytheresa.com delivers within 72 hours to more than 120 countries worldwide.

• Matchesfashion.com delivers within 90 minutes in London.

• Farfetch offers same-day delivery in 10 major cities across the globe.

• Yoox Net-A-Porter has rolled out pickup and drop-off  points in several 
European cities and continues to roll out omnichannel functionalities to its 
clients’ online flagship stores. These services include click-from-store, in-store 
pickup and return, and the ability to check in-store availability online.

3. Luxury Sector Was Slow to Expand into E-Commerce

Luxury brands traditionally have been wary of  e-commerce due to the lack of  control 
brands have over the selling environment, pricing and quality on third-party platforms. 
Consequently, a number of  luxury brands were slow to embrace e-commerce, initially 
dipping their toe in the waters by partnering with Yoox Net-A-Porter. This means 
the current, rapid growth we are seeing is from a small base, as luxury retail is playing 
catch-up with mass-market retail in e-commerce.
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4. Luxury Goods Democracy

Multibrand pure plays are a great distribution channel for emerging brands and 
designers. E-commerce levels the competitive playing field between industry players 
of  different sizes, as it enables smaller luxury goods brands to reach a wide audience 
and enjoy the economies of  scale that larger brands enjoy.

5. Immune to Amazon…So Far

Unlike the majority of  discount and midprice retailers and brands around the world, 
luxury multibrand online pure plays have so far been largely insulated from Amazon’s 
threat in fashion retailing, which has allowed them to flourish.

• Luxury goods retailers have been quick to dismiss Amazon as a wholesale partner 
due to discounting and counterfeiting concerns, instead preferring to distribute 
products through dedicated luxury multibrand pure plays such as Yoox Net-A-
Porter.

• Luxury goods companies also claim that Amazon is not the appropriate 
distribution channel for expensive and aspirational goods, as luxury companies 
must preserve their products’ scarcity and exclusivity in order to maintain a price 
premium; inappropriate presentation and uncontrolled discounting would kill 
the allure of  luxury items.

• Luxury powerhouse LVMH has stated that it does not believe the business of  
Amazon fits with luxury or with LVMH brands. The company very recently 
unveiled plans to launch its own multibrand e-commerce platform.

• In time, however, Amazon may figure out how to make its offering work with the 
luxury business.



75Re-Lux: Waves of  Change Impacting Luxury Brands 

6. Digital Service and Marketing

E-commerce is benefiting from stronger precision marketing and personalization 
capabilities. Examples of  increased online personalization include the following:

• Matchesfashion.com offers 24/7 advice through MyStylist, the company’s 
dedicated fashion concierge team.

• Mr Porter is launching an Apple TV app devoted to its video content. The first-
of-its-kind shoppable app enables users to shop the looks they see on-screen as 
they watch on their mobile device.

• Yoox Net-A-Porter is developing a messaging technology to allow certain 
high-spending customers to purchase products directly through WhatsApp. 
Yoox Net-A-Porter’s personal shoppers already communicate with top clients 
via the text-messaging service, and the company will become one of  the first 
Western retailers to use WhatsApp to sell directly to customers. Net-A-Porter’s 
mobile customers place more than double the number of  orders as its desktop 
customers, and those mobile purchases, on average, are about twice as valuable.

• Lyst uses algorithms to personalize visitor experiences, suggesting new items for 
customers based on their prior purchases and showing inventory availability.

7. Luxury Consumers are Embracing Digital

Initially, luxury retailers harbored concerns that their typical customer would not be 
willing to purchase high-value goods online. However, anecdotal evidence, surveys 
and research have repeatedly demonstrated that luxury goods shoppers, especially 
millennials, are digitally influenced and that they embrace e-commerce, including 
mobile purchasing. The multibrand online luxury retailers have capitalized on this 
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shift in purchasing behavior, as evidenced by their stellar sales growth.

• According to the Boston Consulting Group (BCG), 60% of  luxury sales are 
digitally influenced, and in-store purchases often follow online research. 
Approximately 41% of  luxury customers research products and services online 
and buy in brick-and-mortar stores, while 9% research products in-store and 
purchase online, according to the consultancy.

The US and the UK are the most digitally mature luxury markets: more than two-
thirds of  luxury customers in the two countries either purchased their last product 

Figure 5. Percentage of  Digitally Influenced Luxury Goods Purchases

Base: 10,000 respondents in 10 countries
Source: BCG
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online or researched it online first before purchasing it in-store, according to BCG. 
Italy and France are the least digitally mature of  the established luxury markets.

Figure 6. Percentage of  Survey Respondents Who Researched Their Last Luxury 
Purchase Online and Then Purchased In-Store

Base: 10,000 respondents in 10 countries
Source: BCG

It is not just digitally-savvy millennials who are attracted to e-commerce, though. 
Baby boomers are also interested in omnichannel interactions with luxury brands.
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Figure 7. Percentage of  Luxury Goods Purchasers Ready for Omnichannel 
Interactions Such as E-Commerce, Social Sharing and Digital In-Store Experiences

Base: 10,000 respondents in 10 countries
Source: BCG

8. Brick-and-Mortar Luxury Sector Is Struggling

Brick-and-mortar luxury goods sales have been challenged for several years, and 2016 
marked the worst year for the sector since 2009, with market growth essentially flat, 
according to the Altagamma Foundation, an organization committed to increasing the 
competitiveness of  Italian luxury goods companies. Several factors have contributed 
to sluggish sales in luxury brands’ directly operated brick-and-mortar stores and, 
consequently, have made online luxury shopping a more attractive option:
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• Tourism spending in Europe has fallen following terrorist attacks and the strong 
US dollar has impacted tourist sales in the US. Approximately 40% of  luxury 
goods sales are derived from tourism. Online platforms have benefited versus 
tourist sales.

• Persistently low commodity prices have affected currencies and demand from 
Brazilian and Russian tourists.

• Overexpansion and store opening saturation, especially in Asian cities, and rising 
fixed costs due to escalating real estate costs have affected the sector. Companies 
have been closing some stores and opening smaller ones.

Several prominent bellwether luxury goods companies returned to growth in the 
fourth quarter of  2016. Sector sales growth in the future will likely be much more 
subdued than the double-digit annual increases seen in the 2000s. BCG forecasts that 
global luxury goods sales will grow at just 2%–3% annually through 2020.

Source: altagamma.it
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9. Brands Turn to Multibrand E-Commerce to Tap Online Growth

E-commerce still represents only a small share of  total luxury goods sales, but the 
channel is a key growth opportunity. Furthermore, luxury goods companies have 
recognized that market-share gains and online sales will be their main growth drivers 
going forward, as past strategies of  emerging-market penetration, opening directly 
operated stores and hiking prices are no longer viable. Due to their lack of  experience 
with digital strategies, many luxury goods retailers turned to multibrand online 
retailers such as Yoox Net-A-Porter to gain an e-commerce foothold.

• E-commerce is the fastest-growing distribution channel globally for luxury 
goods. McKinsey & Company forecasts that online luxury sales will total €70 
billion (£60.7 billion) by 2025, constituting 18% of  total luxury sales, up from 
8% in 2016.

• The online off-price luxury goods segment is also outperforming. In 2016, 
approximately 8% of  luxury goods sales were made at outlet stores, according to 
global marketing agency PMX Agency.

• Luxury goods sold online are more profitable than those sold through any 
traditional sales channel, according to BCG.

• Even the luxury watch industry is moving online. Swiss watchmakers have 
historically been reluctant to sell online, but are now targeting younger consumers 
through e-commerce. According to a Deloitte report, Swiss watchmakers are 
pessimistic about the industry’s prospects, and this has prompted them to shift 
online in order to find buyers. Half  of  the watch executives surveyed by Deloitte 
consider specialty e-commerce resellers as the most important sales channel in 
2017.
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• French luxury goods company Kering saw its online sales grow by more than 
20% year over year in the first half  of  its fiscal year 2017. Kering’s largest brand, 
Gucci, saw online sales jump 19% year over year during the period.

10. US Department Store Woes

High-end brick-and-mortar department stores in the US continue to struggle, partly 
because online pure plays such as Yoox Net-A-Porter are taking share. Also, in the 
off-price segment, online platforms that sell off-price luxury goods are taking share 
from off-price department store concepts such as Saks Off  5th.

The US is the largest global luxury market, accounting for 32% of  luxury goods 
revenues in 2016. Approximately 31% of  Yoox Net-A-Porter’s revenues are derived 
from the North American market, making it the company’s largest geographic market 
in terms of  revenue. 
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Figure 8. Yoox Net-A-Porter: FY16 Revenues by Geographic Segment

Source: Company reports

Likewise, the US is expected to emerge as Matchesfashion’s largest market in 2017.

• US-based high-end department store chain Neiman Marcus, which is the parent 
company of  Mytheresa.com, has suffered from declining sales and losses. 
Neiman Marcus’s comparable store sales declined by 7% year over year in the 
first half  of  its fiscal year 2017, ended January 28, 2017. In March, the company 
announced that it had put itself  up for sale.

• Saks Fifth Avenue’s sales increased by just 0.1% in the fourth quarter of  its fiscal 
year 2016, ended January 28, 2017. Comparable sales at off-price segments Saks 
Off  5th and Gilt decreased by 6% over the period.
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What Does the Future Hold?

Competition for a Slice of  the Digital Pie

Scale will be important in online luxury retail, so there will only be room for several 
major players in the market. Economies of  scale in customer acquisition and 
retention, as well as brand relationships and logistics and marketing efficiency, will 
become increasingly important. Sales growth in the luxury goods sector will mainly 
be achieved through market share gains, as past revenue drivers—such as store 
expansion, price increases and new developing-market penetration—now present 
only limited opportunity.

• Consolidation activity has increased following rising competition. US chain 
Neiman Marcus acquired Munich-based Mytheresa.com in September 2014, and 
Milan-based Yoox merged with London-based Net-A-Porter in March 2015. It 
would not be surprising to see further consolidation in the sector going forward.

• Competition from traditional department stores, and especially competition 
from luxury goods brands’ own online stores, is also increasing.

Luxury retailers were slow to expand into e-commerce, but now players are vying for 
a share of  the fast-growing online market. The luxury sector lags other consumer 
sectors in terms of  implementing digital technologies and strategies, according 
to BCG, but it is sprinting to catch up. We are likely to see some luxury brands 
internalizing their e-commerce platforms at the expense of  multibrand online pure 
plays.
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Competition Heating Up with LVMH Portal Launch

In May, LVMH will launch its own multibrand e-commerce portal, which will feature 
all 70 of  its brands on one site. The portal will also offer labels that are not owned 
by LVMH. The company is the world’s largest luxury goods firm by revenue; in fiscal 
2016, ended December 31, LVMH’s group sales increased by 5%, to €38 billion.

• The online platform will compete directly with Net-A-Porter, Matchesfashion.
com and Farfetch, which already wholesale several LVMH brands. The move 
follows LVMH’s hiring of  an Apple executive in 2015 to fill the newly created 
role of  Chief  Digital Officer and lead the company’s online retail expansion.

• Currently, LVMH’s 70 brands each choose their own digital strategies, which 
include distributing through Yoox Net-A-Porter or their own monobrand 
websites.

• This marks LVMH’s second foray into multibrand online fashion retail; the 
company operated the eLuxury platform between 2000 and 2009. When LVMH 
shuttered the site, its brands introduced stand-alone e-commerce operations.

• Some LVMH brands are working on one-day delivery, and store assistants are 
encouraging customers to order online while in-store.
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Key Takeaways

• We are witnessing the proliferation of  online multibrand retailers and aspirational 
fashion platforms—such as Yoox Net-A-porter, Matchesfashion.com, Farfetch 
and Mytheresa.com—that provide global infrastructure and distribution for 
luxury brands.

• Online luxury penetration is poised to grow from 8% in 2016 to 18% in 2025, 
according to McKinsey & Company.

• Luxury brands traditionally have been wary of  e-commerce due to the lack of  
control brands have over the selling environment, pricing and quality on third-
party platforms. However, luxury brands are now fully embracing digital sales. 
As a consequence, we expect some brands to focus on their own e-commerce 
platforms at the expense of  multibrand online pure plays.
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