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Introduction.
The year 2020 has forced dramatic changes on the global commerce
landscape as people were forced to isolate themselves at home and we
all had to resort to digital channels to make all of our purchases. The
global effect of the coronavirus pandemic has resulted in a dramatic
change in consumer behavior as well as in most aspects of our lives.


In a series of reports, ACCT Global tries to understand the market
changes and the solutions available for the e-commerce industry, as
well as predict some trends for the coming years.


This report aims to provide tools for readers to guide their decisions to
win in today's digital arena.


Digitization of the

fashion industry.
The fashion industry has always been at the forefront of digital
transformation, the creative profile of this sector always drives the
search for changes that accompany cultural, aesthetic, and behavioral
trends. The need to always be aware of change is certainly one of the
factors why this industry has always been a pioneer in adopting
innovative digital strategies and investing in solutions to accelerate the
transformation of digital commerce.


Market 

Tendencies.
The global fashion e-commerce market is now worth US$759 billion
and specialists predict that this market will grow between 6.5% and 9%
and should reach the level of 1 trillion dollars in revenues by the year
2025. 





Source: Statista
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Global Growth in Ecommerce Fashion:

Penetração & Share.
Penetration Rate in the Fashion Market
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Growth in the Fashion Market.
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China: 

global dominance.
China is one of the largest suppliers of manufactured
and industrial products in the world, so it is always
important to analyze where the Chinese are focusing
their efforts to gain a competitive advantage. Western
consumption is moving towards Asia at an everaccelerating pace and the trend is for China's
dominance to intensify.


Global Revenue Forecast

in the Fashion Market

in billion US$ (worldwide)
Apparel

Footwear

Global revenue in the fashion market:
U China: US$285.3 billion5
U United States: US$ 126.5 billion dollars5
U UK: $32.5 billion dollars5
U Germany: $22.5 billion dollars5
U Japan: $23.9 billion dollars
 


China surpassed the next four countries combined!


Source: Boston Group
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Aesthetics and Design.
Despite the dominance in China, it is important to emphasize that aesthetic trends are still the result of Western
markets. The United States and Europe continue to shape what's next in fashion, design and behavior in general.


Current scenario.
With this, the fashion industry has always had an
expressive result of growth in recent years. The
Coronavirus pandemic, however, changed the game, and
we saw a change in that scenario. While the number of
online purchases has skyrocketed, this has not applied to
the fashion industry, which has seen a drop in results
globally. The main reasons were:


Economic: Fashion products are non-essential goods
and the first to be eliminated from the consumer's
shopping list in times of crisis and uncertainty.


The flow of people: with the drastic decrease in the
flow of people on the streets, and consequently in

physical stores, impulse buying has substantially
decreased.




As countries around the world prepare to reopen their economies and businesses and individuals are gradually getting back
to work, the industry is faced with a difficult question: What will my strategy be for brick-and-mortar stores?
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Forecast.
Specialists predict that the offline fashion market will not go back to the levels where it used to be. People's behaviors,
preferences, and changes in mindsets will lead to some permanent changes, including bifurcated consumption as an outlet
for the middle class that sees their purchasing power reduced, in addition to the growing demand for specific brands that
are sustainable and purpose-driven.



For brands, the drop in sales, added to the global downward trend in the medium and long term, will contribute to an idle
capacity in industry and retail. This will lead companies to adopt a new form of P&l (Profit & Loss), with the need to
accelerate the shift to omnichannel digital distribution.


Another important point is to place data science at the center of decision-making and seek acquisitions and mergers with
other companies that can adjust the route to adapt to the new reality. The sooner brands adopt this posture of change, the
faster they will be able to reap the fruits of this repositioning.



While in some industries such as supermarkets and ready-to-eat foods, COVID-19 has helped to dramatically boost
online sales, the fashion industry has seen its performance and results fall, the blow is being hard and revenue is expected
to decline from USD 531 billion in 2019 to USD 485.62 billion in 2020 globally, the dramatic drop of nearly 9% is mainly
caused by the pandemic and is a consequence of people staying longer in their homes, not needing to go out and talk to
other people. Adding the remote work trend to the equation, people suddenly find themselves less pressured to buy new
clothes because they simply aren't wearing as much clothing as they used to.


Today's solutions.
These are some of the innovative solutions applied by some of the pioneering companies in fashion when it comes to
innovation, these are technologies and best practices that can be implemented to help online retailers and brands to
integrate online and offline experiences:


Virtual Sizing

Case: Zara



By creating a user within the website, the customer can put all their
measurements within the application. An algorithm present on the
product page makes a size suggestion based on your
measurements. This system is based on past purchases, in addition
to having the power to evolve each time a customer uses the
platform.




Augmented Reality

Case: Zara



Zara bet on augmented reality to attract customers. An
application installed on the cell phone allows the user to interact
with the pieces displayed in the windows and be able to buy any
product from the store with just one click.



A study carried out by the consultancy Euromonitor International reveals that the use of
augmented reality in products related to e-commerce should move around U$83 billion (R$440
billion) by 2025. Last year alone, the global amounts spent for the implementation of this type of
technology grew 78.5%.
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Blog + 

product page integration

Case: Net-a-porter



When a consumer is visiting a brand's website, they are
probably in search mode and want to learn more about
the brand. When you go to a product detail page, you're
probably ready to purchase soon. Therefore, the mix of
content plus links to products is being implemented by
many global brands as a way to generate trust and
respect.


Physical Stores = 

Brand Experience

Case: H&M


Some Scandinavian stores are setting up physical stores
with the aim of trying out the brand and the products,
nothing is sold there. You can try on clothes, shoes, and
accessories, and if you want to buy something, the
consumer can do it via the app or the totem in the store and
the product will arrive at the buyer's home.


Live Shopping


Case: Farm



National and international brands are investing in
purchases through lives, which promise the convenience of
e-commerce with a digital experience a little more
humanized. Farm bet on Lojix, an interactive shopping
platform, also with team members presenting the news,
and which had a peak number of 7,000 simultaneous
accesses. On the screen interface, the customer chooses
the item and completes the purchase without changing the
screen or leaving the live video.




Same Day Delivery


Case: Americanas



Ultra-fast delivery is one of Americanas' priorities in 2021. This year, the company completed the integration of the
startup Shipp, which ensured that customers could buy convenience items in just a few minutes. These products include
supermarkets, pharmacies, restaurants, gifts, petshops, among others.
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Main 

trends:
Consumers will shop less and be more 

selective when they do: 

While overall spending has slowed, sales have increased in casual
wear, sportswear, home categories, and beauty products, at the
expense of categories like bags and formal wear.

Channel changes will be accelerated: 

Sales through digital and social media - especially mobile - will hit
the limit, with digital channels in key markets accounting for a larger
portion of total sales. To get the attention of customers, brands need
to strengthen their online presence through personalization,
community building, and superior online shopping interfaces and
delivery.


The role of retail stores will change:


Major locations will remain for branding purposes, but most physical
locations will likely be smaller, sell custom merchandise, and be set
up to fulfill online orders. Some will also serve as activity and
interactivity centers with the brand.

Pressure on midsize brands:


Accompanying the economic downturns, more consumers around
the world will migrate to lower-priced goods or premium brands
that they may perceive as providing more value than before, while
mid-priced brands will feel the impact.

Sustainability and brands with purpose:


More than ever, consumers will prefer brands with a purpose, and
sustainability will become a minimum requirement. Brands must
ensure that they operate in an environmentally and socially
responsible manner.
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Main

trends:
Build the brand online and digitize paths:


Digital commerce can increase 35% to 55% of total sales in key
markets, so brands must increase their digital presence to keep up.
Purchases of all types - online or offline - are being influenced by
digital, including sales on mobile and social devices.

Marketplaces:


A recent Gartner report titled “10 Things COVID-19 Will Change in
Digital Commerce” predicts accelerating the creation and
improvement of markets as complementary online sales channels.
It's easy to see why. On the one hand, a retailer can find new
customers and gain much-needed sales by selling in different
markets. On the other hand, retailers can become markets by
integrating other sellers. This is useful when the stock is not
diversified enough

DTC


Many industries have adopted the DTC (direct-to-consumer) model
and opened their traditional retail stores. This blurry distinction
makes DTC difficult to define. Some people prefer to use the term
“digitally native” rather than “consumer direct” when discussing
customer-service-oriented, Internet-facing, and brand-oriented
retailers.


Live Commerce


Already a reality, live commerce, should continue in high growth and
adoption. This trend that started in China has grown rapidly and has
become the fastest-growing format in recent years in the country. In
2020, for example, an average of 50,000 live transmissions was
carried out per day, accumulating more than 50 billion views,
representing a movement of more than 1 trillion yuan a year,
according to KPMG and Ali Research.



About ACCT Global:
ACCT Global is an agile software engineering consultancy specializing in e-commerce. We help our clients to develop
their businesses with the implementation, integration, and continuous evolution of digital solutions. ACCT is a company
focused on providing its services to large retail companies and corporations, with clients in 20 countries and a history of
high-performance projects for some of the biggest global fashion brands.
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