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Presenter
Presentation Notes
Our mission, or the WHY of the company -  is to REIMAGINE THE FASHION BUSINESS using our core strengths in technology to do retail in a smarter way. 

We have leveraged this to maintain consistently strong growth rates in a market that is (hit next) RAPIDLY CHANGING. 




A BRIEF HISTORY

RETAIL GAME CHANGERS

. 1800: Industrial Revolution

| 1870: Railroads 1980’s:

| Category Killers & Discount Stores
| 1910: Automobile

| ' 1920: Catalog 1991: The Internet hits homes
|

1995: Amazon

' 2007: iPhone

2006: Facebook

| | _ .

1950's-60's: 2005: Cyber Monday coined
Specialty Stores Invented
Regional Malls Developed

Credit Cards Issued 2000: Ecommerce growth

2001: Retail assesses ecommerce
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Presentation Notes
Gamechangers over the years in retail in the US ( & last 3 are smartphones, ecomm, social) – most fashion brands were built before the last 3

Railroad system in the US & Refrigeration at turn of 20th century (enabled marshall field and RH Macy to serve shoppers from a much larger radius than ever before) – general store behemoths extended their hours and their assortments
In the 1920’s the concept of a catalog developed – driving massive growth for Sears Robucks and JCPenney
1950’s & 60’s the first credit cards were issued, Les Wexner launched the Limited, 1st indoor regional mall opened
In 1980 we saw the emergence of category killers and discount stores such as Home Depot, Toys R us and Sam’s Club
The early 90’s saw the adoption of the Internet in homes across the US
In 1995 Amazon sold it’s first book
Ecommerce – by the year 2000 apparel was the 3rd most popular item to obtain online vs in a store
2001: retail assesses ecommerce – and this is where the great divide begins
WWD released findings from an exclusive new consumer behavior study entitled "America's New consumers: How Internet Use is Redefining the Marketplace."
Gap's Drexler reports that he views the company's online business as a tool that drives traffic into stores
2005: Cyber Monday is a new term introduced
2006: Facebook is opened to everyone
2007: the first iphone is invented
Then retailers spent the last 10 years trying to figure out what to do with it all
Advances in email marketing, segmentation, personalization
Growth of digital marketing from display banners to facebook retargeting
Omnichannel becomes a buzzword and an elusive pipedream for many
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2006: Facebook

2000: Ecommerce growth
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Presentation Notes
If you look back to as early as a decade ago, consumer behavior around fashion shopping was totally different. The growth of ecommerce, the mass adoption of social media and the creation of the smartphone have all changed the fashion shopping experience in an unprecedented way. 

AND Most Major fashion brands in existence today were built BEFORE



SHIFTING DEMAND BUT NOT ACQUIRING NEW CUSTOMERS

TRADITIONAL RETAIL & THE LEAKY BUCKET

Online (+8%) Total Revenue (-2.9%)
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Recent results from a multi-billion dollar traditional retailer show that retailers are shifting their current customer bases to ecommerce but not acquiring new ones.

It’s a leaky bucket as they are shifting channels but not net gaining revenue.

Retailers discuss how fast their ecom is growing but how many retailers are really acquiring new customers from online- how many ppl have never walked into a X retailer and go to their site? So 

Brands that originated as ecommerce and grew into omni-channel are uniquely positioned in that we know how to truly BUILD & GROW ecommerce brands and not just transfer from bricks & mortar channels. 




Presenter
Presentation Notes
The retail industry is in the midst of a major metamorphosis. Every trade article is reporting another massive store closing or layoff – it’s like the hunger games for retail. It seems like absolute chaos in the retail industry today, right? 


Online Shopping is Becoming the
Preferred Channel for Consumers

Old Concerns The New Normal
Want to see it first * Easy Returns
« Fast Shipping
Want to try it on  Product Reviews
» User-Generated Content
Want it now - Pricing Transparency

» Larger Product Selection

Improved Experience

e |ndividualized Product

Recommendations

» Personalized Shopping Experience
* Personalized Promotions

* Product Availability Filtering

» Size Filtering



Online Fashion Sales Are Accelerating

Current Share, 2017
US Market, Kantar

82%

18%

In-store Online

Est. Share, 2021 Our Prediction

US Market, Kantar

70% 50% 50%

30%

In-store Online In-store Online



One Way Street

Consumers Will Shift More Dollars Online
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Only shop Prefer in-store, Shop both equally Prefer online, Only shop online
in-store shop online shop in-store

occasionally occasionally
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Building Vertical Agile

Acquisition

Brands Integration
Online First 2.0




Competitive Advantages To
Building Brands Online

O B

Faster Instant National Data-Driven
Feedback Cycle Availability Individualized
Personalization



Metrics
That Matter

Then

Store
Openings

Same
Store
Comps

Now

Customer

Acquisition
Metrics

Customer

Lifetime
Value




Vertical Integration 2.0

Key to Success in a Digital-First World



Vertically
Integrated

Expert Services

Data
Science

Digital
Visual
Merch

Media
Buying

Sourcing
& Supply
Chain

Design &
Merch

Fulfillment
Expert
Services Customer
Service
Technology

Creative
& Studio



Agile Acquisition

Rapid, lterative Testing Enabled By Technology & Expert Services
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$150M+

Annual Media
Spend

2k+

Website Iterations
Tested/Year

150+

Iterations of TV
Commercials
Tested/Year

35k+

Ad Creatives
Designed and
Tested/Year
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Built Brand Awareness Online First

National Brand Awareness, Women’s Athletic Wear, USA

82%

66%

50%

39%
32%

21%

9%
5%
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Opening Stores Near Our 1M Members

Using Data to Choose Locations




We Track Nearly Every ltem That Goes
Into Our Dressing Rooms

OmniCart

Conversion Tracked At The:

 Customerlevel
* |tem level

« Size level




Examples of Dressing Room
Conversion Data

Dash Bralll Gaviota Legging Peri Sports Bra Yukon Dress Delta Tank
40% 38% 35% 31% 29%
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Femina Tank Salar Capri Powerlite Gia Capri Delta S/S Top Zuri Sports Bra
28% 26% 22% 18% 15%



Our Dressing Room Data Informs...

Store
Merchandising

Site
Merchandising

G FABLETIC

KNOTS & DRAPES

PEI ETAILS THAT BRING
YOUR LOW-IMPACT LAYERS TO LIFE.

Customer
Acquisition

Personalized
Marketing
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TECHNOLOGY WILL DRIVE

OUR FUTURE DESTINATIONS

MOBILE ECOMMERCE ON-DEMAND ECONOMY
AUGMENTED REALITY INTERNET OF THINGS
PERSONALIZATION SPEED TO MARKET
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