DIGITAL INNOVATION

TOMMY HILFIGER STEPS INTO THE FUTURE

Emily Norval
[bookmark: _GoBack]
IN JANUARY 2015, TOMMY HILFIGER LAUNCHED A FULLY DIGITAL SHOWROOM AT ITS GLOBAL HEADQUARTERS IN AMSTERDAM. DANIEL GRIEDER, TOMMY HILFIGER CEO EXPLAINS THE REVOLUTIONARY CONCEPT TO WEAR.

Where did the idea for the digital showroom originate?

The idea happened two years ago here in my office. I have always been impressed when I watch the weather forecast and see them in front of a screen. I thought it would be fantastic if we could stand in front of a customer [with a screen like that] and talk about the brand, its seasonal highlights, inspirations and deliveries. 

From the perspective of a buyer, what are the benefits?
The biggest benefit is that it’s going to be much more efficient for everyone. You can write an order in a third of the time, so customers don’t have to spend as long in the showroom. Also as you only have to make one set of samples, it saves a lot of costs and the future, the showroom won’t need to be so big, which also saves costs.
How is it possible to write an order so quickly?
When you normally go on a sales appointment, the sales person talks a lot about the new season. I realized that after the 30th customer, the enthusiasm becomes less because of the repetition. So we’ve made all of the information into a short film and every customer gets it in the same way. Also, you have a much better overview of the collection. You show for example all the jackets on the touchscreen and you build your assortment together. But the benefit I like most is that it will make the whole industry more sustainable. You don’t have to fly in samples and you don’t need all the packaging material. 
How are you managing without samples in the showroom?
That was the biggest barrier for us, people saying they cannot touch the product. So for every sample we have a small swatch so they can touch and feel the quality. The moment we integrated that, customers were not afraid anymore. We understand that some customers will adapt faster and some will take a little bit longer. But for the younger generation, they are used to buying online from screens and they have absolutely no issue. 
Did you encounter any difficulties during development?

Yes, of course it was not easy. I had to convince many people and find the right people who wanted to make the impossible possible. But we found a fantastic team. We optimised it and made it better over two seasons, as we were only testing it at first with some sales people and a few customers.

Will you bring the concept to other countries?
Absolutely. We’re going to do a roll-out starting next season; we’ll put it into Hong Kong, New York, London, Paris, Milan and so on. We think in three seasons we will have it in all of our showrooms around the world.
Do you think the concept would work at trade shows?
I think it could, I believe it would make them much more interesting. We were the first brand to have a digital booth at Bread and Butter a few years ago; we’ve always had a foot in the digital world. It’s also not a concept we will keep for ourselves. We are completely open about sharing with the whole industry how it’s done. 
Has anything surprised you so far from the feedback you have had?
I’m surprised by how people have really believed in this. It doesn’t need a lot of selling because when you see it, you’re immediately convinced it will work.
What else are you looking forward to at the moment?
This year is our 30th anniversary, so we have a lot of plans in the works. We’ll keep you posted!
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