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The project objective

How apparel brands are tweaking their
merchandise and service offerings in 
line with the customers’ new shopping
preferences in the "New Normal"

How apparel brands are creating a 
seamless customer experience and
engaging customers online and offline

ANALYZE

How the "New Normal" retail store
experience can meet customers' 
expectations and keep them engaged
by providing a holistic omnichannel
experience

SUGGEST



Focus target



Snapshot of the respondents

• Number of respondents: 560
• Launch Date: January 2, 2021
• Closure Date: February 14, 2021

58,9% Italy
4% Spain

3,4% France
3,6% UK

2,2% Germany
2% Netherlands

25,9% Other countries

Country of Residence
Distribution

What are your most
purchased apparel brands?

Gender DistributionAge Distribution

54,5% Fast Fashion
(ex: Zara, H&M, Mango, Oysho or similar)

38,9% Premium Fashion
(ex: Hugo Boss, Sandro, Max&Co, 

Zadig&Voltaire or similar) 

6,7% High Fashion
(ex: Gucci, Dior, Valentino, Giorgio 

Armani or similar)

72% Female

28% Male

0,6% Under 18
21.7% Gen Z 18-25

23,4% Young Millennials 23-30
14.4% Millennials 31-40

27.8% Gen X 41-55
12.1% Baby Boomers 56+



The analysis



Attitudes regarding
sustainability, and
country of origin

Key Findings

Shopping trends
like buying local

New merchandise
preferences:
pre-owned

Safety Concerns in 
the "New Normal"

From B2C to H2H
Sales assistants: 
the new influencers

Back to basics: 
the easier the better



> 50%
Of consumers are willing
to spend 5-20% more on 
apparel that’s been
produced with significant
positive environmental 
and social impact

Consumer expectiations of brands are dominated
by social and environmental responsibilities.

55%
38% 38% 33%

20%
11%

Care for health
of employees

Contribute to
helping low-paid
workers in 
factories in Asia

Reduce negative 
impact on 
environment

Enable safe and
hygenic in-store 
shopping

Reduce prices
and give
discounts

Ensure
product
availability on 
e-commerce
channel

Rise of the Conscious Consumer

Actions for fashion brands to help deal with impact of COVID-19 crisis, 
% of respondents selecting action ad top 2 priority (n=2,004)



People First

What could companies do to be more responsible
with their human resources during these hard
times? 

“Sustainability” transitions from
“good to have” to “must have”

82%
50% 45%

Prioritize the
health, safety
and wellness of
the workforce

Retain
employees on 
the payroll and
not lay them off

Champion 
gender
equality



People First
Rank the three most important elements for you
when buying sustainable apparel

66%

35% 33%

Worker Welfare
(Fair wages, 
healthy working
conditions)

Supply chain
transparency

Reduced
energy and
water
consumption in 
manufacturing

29% 26%

Low waste
and
greenhouse
emissions

Recycled
materials



Sustainability overshadowing
“Made In”?

I know “Made in China” isn’t
necessarily bad, but I still feel a bit
of stigma attached to it. If I’m
spending a lot of money on a dress
and it's produced in China, I need to
know why and what the working
conditions are, so I know what I’m
paying for. If it's explained well, it
really depends on communication, 
the brand, and the quality. 

(Janne, 23, Germany)

It's not enough to say “We are made in Italy”, but it’s important
to formulate concrete environmental and social policies.

75% 
Country of origin
Very/Moderately
Important53% 

of respondents
aged 56+ said
“Made in“ is
Very Important

30% 
of Young 
Millennials
said “Made in“ 
is Very
Important



Ethical? Sure! 
But only if it's worth it

How did your spending on clothing items
change in 2020 compared to 2019?

73%
Value for Money

54%
Higher Quality

45%
Timelessness

33%
Ethical brands

Priority when shopping apparel

Consumers are considering to reduce
their average spending for fashion
apparel categories and are less attracted
by new and fashionable pieces. 

68%
Decreased

24%
No Change

8%
Increased



While customers do feel responsible for
supporting their local economy, they
are willing only if the pricing is similar
and the mode of purchase convenient
(an efficient website/nearby store).

Only "Vocal" 
For Local?

62% 
reported NO DIFFERENCE in their
spending on local brands

Are you spending more on 
small-sized local ethical
apparel brands post-pandemic
than pre-pandemic?



Time for brands to own Pre-owned?

The trend of buying vintage/pre-owned is here to
stay. Even though it’s not mainstream yet, its growing
popularity with younger consumers makes it a safe
bet for the future. 

For high-end/luxury, it’s wise to develop a pre-
owned platform internally. Consumers will be
willing to pay a premium for brand-endorsed pre-
owned products, while letting brands display their
commitment to circular economy.

The benefits? 

• Contributing to the circular
economy

• Offering unique pieces
• Easier on the pocket



Time for brands to own Pre-owned?

I feel more and more brands
should enter the pre-owned
market...We have to think about
being circular, we have to think
about the environment. And if all of
that can happen online, I’m a big
fan...if a brand certifies its products
to me, I would be more than happy 
to pay a premium for it."

(Janne, 23, Germany)

Interestingly, 16% of Gen Z and Young Millennials expressed
interest in this trend, compared to only 2.5% of the GenX and
Baby Boomers

63%
of consumers would buy more
from fashion brands partnering
with second-hand players

24%
of fashion consumers are
willing to consume more
second-hand in the future



Safety as the New Standard

1 
Limited number of customers

2 
Hand sanitizers

Which of these in store services are most relevant to a safe
shopping experience?

3 
Air filtration improvements

Attention to hygienic measures has constantly grown from the
beginning of the pandemic and has turned into a new a way of
shopping in-store. Customers feel reassured when a hand sanitizer is
readily available or when the limited number of people in a small
ambiance reduces risks. However, there’s a major obstacle to in-store 
shopping connected to trying on clothes.



The Fitting Room Dilemma
It is essential to consider also that high fashion purchases are more
often related to accessories, whereas apparel shopping is often
from premium and fast fashion brands' stores. This is reflected in 
customers' sentiment about comfort in trying on clothes in-store.

How comfortable do you feel trying clothes
on in-store after Covid-19?

Not at all 
comfortable

Very
comfortable

High 
fashion
brands

Not at all 
comfortable

Very
comfortable

Premium 
fashion
brands

Not at all 
comfortable

Very
comfortable

Fast 
fashion
brands



Branded E-commerce: The Easier, The Better

Consumers want to shop easily and safely. 
What is important to them are:

1 
easy return policies

2 
fast shipments

3 
pleasant CX

Focus on providing basic
services before dispersing efforts in 
implementing advanced technologies, 
as VR or AR.

29,10% 
Easy returns

20,57% 
Other

24,56% 
Fast delivery

12,23% 
Virtual body
measurement

13,53% 
Try at home



Does Gamification Bring Results?
How interested will you be to try Branded Games 
when shopping apparel?

Under 18 18-25 26-30 31-40 41-55 56+

100%

50%

0%

Very interested

Moderately interested

Neutral interested

Slightly interested

Not interested at all



Does Gamification Bring Results?

Are branded games an efficient tool in boosting
conversion, or are they merely a fun way of
engaging customers and raising brand awareness? 
Which demographics should they target?

Gen Z and younger Millennials
showed the highest interest in branded games

Women are more interested in games than men, 
as 24% of female respondents said they would be
interested in branded games, while only 17% of
males said the same

None of respondents from Germany stated they are
even remotely interested in trying branded games, 
while only 6% of respondents from the UK said they
are only moderately interested



Are Influencers Still Influential?
When shopping apparel, which opinion leaders
influence your decisions the most?

While Gen Z and Millennials appear to still 
be heavily influenced by fashion
influencers, there appears to be a shift in 
the type of influencers they choose to
follow. Younger generations prefer
trusting the opinion of more genuine 
personalities, which show both the ups and
downs of their experiences, and are more
relatable to the customer’s personal life

Musicians

Social Activists

Fashion influencers

Celebrities

Entrepreneurs

Friends and family

Athletes

None



Sales Assistants: 
The New Influencers
With the changed shopping dynamic over the past
year, sales assitants have taken on many new roles: 

• Telemarketters
• Personal shoppers
• Fitting advisors
• Tech support
• Digital Purchase Assistants…

However one most surprising role that is
rising in prominence is INFLUENCERS!
Brands have even started training employees to act as
brand ambassadors to promote and engage with
consumers through their personal profiles online!

Brands have started utilizing the Live Stream concept, 
hosted by a mix of traditional influencers, and local
sales assistants who know the brand well and have a 
personal relationship with the customers



Virtual Try-Ons: Hot or Not?
Which of these new services are you willing to
experience in your apparel shopping journey?



Crafting The New Customer Experience

Branded E-commerce
Amaze Young Customers

Implement VR, AR and
gamified technologies wisely
as an inspirational and
entertainment tool

The Store Social Networks

Fittings Made Real

Use Product Videos, Precise
Product Measurements & Try-
at-Home Services to boost
Conversion Rates

The Essentials

Easy returns and fast shipments
are the cornerstone of CX 
online and a key competitive
advantage

Multi-faceted Sales Assistants

Store staff must evolve to play
the role of style advisor, 
influencer, and friend to
provide a complete service

The Pumping Heart 

The store is still the fulcrum of
offline shopping and
omnichannel services, as In Store 
Appointments and Click&Collect

Sanitize, Please

Clothes and fitting rooms
sanitization is key to make
customers feel comfortable

Amaze Young Customers

Implement VR, AR and
gamified technologies wisely
as an inspirational and
entertainment tool

Un-Commercial Influencing

Focus on micro influencers
for a more personal & trust-
based relationship with clients

Effective Clienteling

Centralize clienteling via WA 
Business and use it for checking
in as well as marketing and
appointment purposes



Thank you
for your attention


