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网上零售：市场、科技及展望未来ONLINE RETAIL: MARKETS, TECHNOLOGIES AND FUTURE PROSPECTS

WeAr 集结全球十大领先电商，讨论他们的扩展计划、市场细节、最佳业绩品牌，以及对未来网上零售的设想。CAUGHT UP WITH 10 E-COMMERCE LEADERS FROM ALL OVER THE WORLD TO DISCUSS THEIR EXPANSION PLANS, THEIR MARKET SPECIFICS, WHAT BRANDS WORK BEST FOR THEM AND WHAT THEY ENVISAGE AS THE FUTURE OF E-TAIL. 

Silvano Vangi, Womenswear Buyer, ，LuisaViaRoma女装部买手，, www.luisaviaroma.com 

网上购物经验是一种全新的、只需要点击鼠标便可完成的环游之旅，也是以最快方式获得最有效率服务的方式。The experience of buying online is the new way to travel the world with one click, and to have the most efficient service in the fastest way. 
我们最强势的市场是美国和中国；在欧洲表现最好的是意大利、英国和德国。我们最畅销的牌子要数Our strongest markets are the USA and China; in Europe the best markets are Italy, the UK and Germany. Our bestsellers are Balmain、, Dolce & Gabbana、, Gucci、 and Vetements。我们打算在新领域开发新业务，并在世界不同国家营建特殊的推广项目，以为顾客提供尊属的品牌体验。. We are planning to open the business to new fields, and create special projects in different countries worldwide to offer to our customers an exclusive brand experience to our customers. 

Tiziana Fausti，, Owner, Tiziana Fausti拥有者,， www.tizianafausti.com 
网上零售是实体店必需而又极为重要的辅助手腕。互联网是沟通的一种方式，而且不断在演变，让我们不受地域和时间限制便可通达世界。我们必须跟上如今已涉及移动手机、平板电脑以及新生互动平台这些不断会产生互交的网上购物门径。Online retail is an essential and vital instrument to support the physical store. Internet is a means of communication in constant evolution that allows us to reach out to the world without any space-time limit. We must keep up with the new ways of shopping online that today involves mobile phones, tablets and new interactive platforms that are always interconnected.
我们业务表现最好的国家是美国、英国、澳洲，还有各发达亚洲国家，这些地方对最新潮势特别留心。亚洲跟北美是最有趣的领地，他们喜欢像Our best countries are the USA, the UK, Australia and the more developed Asian countries which are so attentive to the latest trends. Asia and North America are the most interesting territories;, they love luxury labels like Saint Laurent、, Dolce & Gabbana、, Givenchy、 and Valentino这些奢华品牌，而且，也分外关注新秀牌子。. Besides, they are very focused on emerging brands.
我们目前正努力改善新网店（增强其界面设置）及其编辑内容与用户体验，相信这是营造个性化客户服务的重要举措。We are currently working on our new e-boutique, (improving the interface,) and on the editorial content and user experience, which we believe is an important instrument in creating a tailored customer service.
José Neves, Founder and CEO, ，Farfetch创办人暨CEO，, www.farfetch.com 

服装部比起其他大型电商产品类别，在网上渗透率占据最低，大约95%的衣服买卖还是在实体店内发生。The fashion sector has the lowest online penetration of any large e-commerce category, with around 95% of goods still sold in physical stores. 我们拥有一个庞大的奢侈市场，但互联网几乎只是停留在其表层，因此，我们在该旅程中只是刚起步。我经常说：时尚是不能被下载的，如果你只实施单一的演算方式，那注定会失败，你还是需要人为因素来帮忙。另一方面，你也不能忽略技术成分。零售的未来不是仅仅关于网上，而应是优异实体经验与强大而精细的技术结合。We have a large luxury market, and the Internet has barely touched the surface, so we are still at the beginning of this journey. I always say “fashion isn’t downloadable”: if you take the pure algorithmic approach, you will fail – you need the human element. On the other hand, you can’t ignore technology. The future of retail isn’t purely online, but a combination of a fantastic physical experience with powerful, yet subtle, technology.
目前，我们面向全球190多个国家发货。主要的市场包括美国、英国、澳洲、日本、中国、俄罗斯。最近，美国的客户特别看好We currently ship to almost 190 countries. Key markets include the USA, the UK, Australia, Japan, China and Russia. Recently customers in the USA have been loving the likes of Carolina Herrera、, Christian Siriano、, Sacai、, Rosie Assoulin、, Off White、 and Thom Browne。. Brands such as Dolce & Gabbana、, Chloé、, Valentino 、, Stella McCartney、 and Moncler 等品牌则在欧洲比较受欢迎。have been popular with our customers in Europe. 

David Clark，, Head of Men’s Buying, Zalando男装部采购主管，, www.zalando.com  
 
顾客希望得到无缝般的购物体验，因此我们相信网上网下业务的联系将会塑造时尚的未来。Customers want a seamless shopping experience, and we believe that the connection of online and offline business will shape the future of fashion.我们的愿景是连接所有服装产业的参与者，利用各种新型网上结合途径，更有效、更明智地维系我们各平台伙伴。 Our vision is to connect all players in the fashion industry. We make use of new possibilities of online connectivity to link our various platform partners more efficiently and intelligently. 打个比方，无论网上还是网上，我们都会把合作伙伴的库存跟我们的平台同步对接。One example: we connect partners’ stock of inventory to our platform, online and offline. 
我们的15个市场各有差异。我们尝试把国际趋势地域化，以迎合每一位顾客之需。我们会采用地区性的方针政策，并根据当地偏好与购物行为调整货品分类。当地设计师及品牌也会被列入考虑范围内。Our 15 markets are very different. We try to localize global trends to meet each customer’s need. We take a regional approach and adjust our assortment to local preferences and shopping behaviouor. Local designers and brands are considered, too.
至于扩展业务至其他市场，我们暂时没有这样的打算。我们的重点是要为服装品牌与品牌拥戴者创建一个集中的产业生态环境。We do not have any plans yet to expand our business to other markets. Our focus lies on the creation of an integrated ecosystem for fashion brands and brand lovers.
 
Shili, Founder and CEO, ，D2C 服装设计师平台创办人暨CEO，fashion designer platform, www.d2cmall.com 

在D2C，超过Over 92% 的顾客通过手机应用进行下单，这对我们未来的策略产生了至关重要的影响。D2C专注中国市场，目前在其一线城市表现尤为强势。我们的履历非常广泛，拥有超过600个设计师品牌。中国客户要求越来越高，不会选择其他更便宜的地方，容忍质量不好的产品。我们的目标是18到34岁年龄段的受众，他们对设计师服装非常感兴趣。我们也发现35岁年龄段用户的增长，证明他们的目光开始从奢侈品转移到设计师品牌身上。of our customers order on the D2C app through mobile; this is quite significant for our future strategy. We are focusing on the Chinese market where D2C currently is much stronger in the first tier cities. We have a very diversified portfolio of over 600 designers. Chinese consumers are increasingly demanding: they will not go to a cheaper place that offers lesser quality. Our target audience ranges from 18 to 34 years old, and they are very interested in designer fashion. We also see a growing number of users aged 35 shifting their custom from luxury to designer brands.

D2C的使命是要走向全球。目前，我们正发展跟亚洲设计师们更强的合作，但以后将计划跟欧洲、澳洲及美洲的设计师及店铺联谊，并帮助他们进入中国市场。我们也希望促进中国设计师服饰销往国际。's mission is to go global. Currently we are developing strong collaborations with Asian designers, but in the future we plan to work with brands and stores in Europe, Australia and the Americas and help them expand into the Chinese marketplace. We also want to promote Chinese designers to be sold overseas.

Edmond Wong Pak Yin，, Art Director, I.T Apparels Limited艺术总监，, www.ithk.com 

中国消费者对购物新方式的敏锐程度让世界吃惊。电子零售对于中国来说已成惯例，也是我们最强的网上市场。我从来没见过在其他地方一个电商系统，无论是在平台架构、社交整合、信用度排名、支付方式、物流与客服都能发展得如此先进的。Chinese consumers amaze the world by how fast they can adapt to new forms of shopping. E-tail is a regular habit for China, which is our strongest online market: I have never seen anywhere with an e-commerce system as advanced, in terms of platform structure, social integration, credibility ranking, payment methods, logistics, and customer service.
我们最畅销的单品要数通用款和中性款。黑色无论对什么年龄段都是最受欢迎的颜色。而且，令人惊讶的是，下装要比上衣卖得更好。韩国风的款式一直是主流，相信逐渐也将会带动男装在我们平台上有更出色的表现。Our bestselling items are generic and neutral. Black is the most popular color for all ages. Surprisingly, bottoms are selling better than tops. Korean style has been hitting the mainstream trends, gradually bringing menswear to be more notable on our platform.
现在的网上零售主要集中于移动购物。优化用户体验是此方面最关键的举措，必须为顾客提供丰富、有用的内容，并不断营造绝无仅有的数码艺术。跟实体零售购物相似，体验便是关键：我的使命就是要让读者从单纯的点击“购买”中获得更多。Today’s online retail is focused on mobile purchases. In this segment it is crucial to optimize the user experience, giving rich, useful content, and continuously offering one-of-a-kind digital art. Similarly to physical retail shopping, experience is key: my mission is to tease readers to go beyond purely pressing the “buy” button.

Carrie Wen，, Head of Marketing, ASOS China中国区市场营销总管，, www.asos.cn 
对于For ASOS China中国网站，强势的市场分别是中国、台湾、韩国和日本。鉴于我们的目标客户群是大约20多岁的人群，移动商务已经成为我们沟通接触点的核心。我们已在中国发布专门在中国通行的ASOS应用程序，目前大约60%的销售是从此而来。小礼服裙、露肩上衣和衬衫、飞行员短夹克、撕裂牛仔裤都是经常畅销榜上有名。我们专注同类最佳服务，从优质货运到忠诚度计划、从轻松结账到个性化礼物包装等应有尽有。至于未来的网上零售发展计划，聊天机器人可能会使顾客的购物变得更简易，也能让企业更好地管理他们的服务。形式将会通过微信或Facebook信息平台为顾客提供私人造型指导。, the strongest markets are China, Taiwan, Korea and Japan. Given that our target audience is around their 20’s, mobile commerce became has become central to our communication touch points. We have launched the ASOS China app built in China for China, and approximately 60% of our sales currently coame from it. Tea-dresses, off-shoulder tops and blouses, bomber jackets and ripped jeans are often in our top sellersing list. We are focusing on best-in-class services from premier delivery to a royalty program, from easy checkout to customized gifting. As for the future developments in online retail: chat bots could help customers to shop easily and businesses, to manage their services better; it would be like having personal stylist services through Wechat or Facebook messaging platforms.

Kasper Brandi Petersen，, Co-Ffounder, The Cloakroom联合创办人，, www.thecloakroom.se 
如果你是电商新秀公司，那么肯定不能在产品类别或价钱方面跟Zalando相提并论，因此你必须设法为客户提供更好的服务。在文字沟通中表现更亲和，或对在客服中被行内大鳄忽视的具体要求更加用心，都可实现这种可能。If you are an e-commerce startup, you cannot compete with Zalando on catalogue or price, so you have to deliver a better service. You can do this by being more personal in your written communication, and more attentive to the specific requests of customer segments that haved been neglected by the bigger players. 
我们发现荷兰人跟比利时人特别喜爱北欧的牌子，而北欧人也偏爱如Scotch & Soda、KOI、G-Star等荷兰品牌。比利时是业务增长率最快的地点，它其实是一个对时尚有巨大需求的国家，但在电商方面却起步较慢。现在他们正快速迎头赶上，希望不久的将来能看到跟德国与荷兰般的网上购物普及度。We noticed that the Dutch and the Belgians love Scandinavian brands, and Scandinavians love Dutch brands such as Scotch & Soda, KOI and G-Star. We see the highest growth rates in Belgium. It’s a country that has a huge appetite for fashion, but had been trailing behind when it comes to e-commerce. Now they are rapidly catching up, and will hopefully soon see penetration levels that match those in Germany and Tthe Netherlands. 
我们的增长几乎全部来自满意客户们向朋友推荐从我们的造型师订购礼盒。我们也相信口碑是任何网上服务行业的最佳宣传途径。Almost all of our growth comes from happy customers telling their friends to order a box from their stylist. We believe that word-of-mouth is the bread and butter for any service business online.

Christopher Fisher，, Head Buyer, Oki-ni首席买手，,  oki-ni.com 

在美国，In the US, we have a strong Maison Margiela, 、Rick Owens、 and Thom Browne 表现强势。日本、韩国、香港和澳门则更关注如Lanvin等更公然的奢侈品牌。鉴于Wooyoungme跟韩国的联系，其在亚洲市场的业绩也很辉煌。当代服饰的话，following. Japan, Korea, Hong Kong and Macau focus on the overtly luxury brands like Lanvin; Asia is also a strong market for Wooyoungme due to the label’s Korean connection. In the contemporary sector, Acne Studio 基本上在任何地方都大卖！有一些全球性的鞋履，如sells pretty much everywhere! Some footwear is universal, too, such as Nike, 、adidas and 、Yeezy也同样如此。英国则是英国设计师们的领地，Matthew Miller和Cmmn Swdn. 发挥优异。The UK is strong for London-based designers, such as Matthew Miller and Cmmn Swdn.
至于扩展，我们正在寻求一种安全的方法发货至俄罗斯。我们刚刚在网店植入地域定价，有加拿大币、日元等等货币选择，因此更具竞争力，价位也尽量贴近当地商店。夏季末，我们会推出一个新的应用程序。In terms of expansion, we are looking for a safe way to deliver to Russia. We have just launched geopricing – our e-shop now has Canadian dollars, Japanese yen and so on – so we can be competitive and price-match with local stores. We will also be launching a new app that in late summer.
零售已经有几百年历史，电子零售只在婴儿期。因此它的份额还小，只占总体零售的几个百分点，所以我们还有很长的路要走。Retail has been going for hundreds of years, but e-tail is still in its infancy. Its share is still low – only a few percent of the overall retail volume, so it’s there is still a long way to go for all of us.

Ulric Jerome，, CEO, MATCHESFASHION.COM首席行政官

网上零售的未来现在已经在发生。我们不把“网上”、“零售”和“移动”想成是分离的个体，仅仅集中发展“商务”，因为成功贸易的唯一方法便是集成所有能切入顾客的触点。The future of online retail is already happening. We don’t think of ‘online’, ‘retail’ and ‘mobile’ as separate entities, we just focus on ‘commerce’ because the only way to trade successfully today is to incorporate all customer touch points. 
我们的营业额大约90%有来自网上，其中70%是发生在英国以外的地区，因此我们非常国际化。我们的盈利被很好地分配于各大洲。We do close to 90% of our turnover online, out of which 70% is outside of the UK so we are very international. Our revenues are well spread over all continents. 
根据Bain & Company公司的预测，网上奢侈市场每年以25%的增长率发展。如今7%的渗透率，到2019年将会达14%。所以，我们必须保证发展得比这快。我们专注于国际市场及用户体验，也在移动技术下了很多功夫，目前，超过40%的盈利是来自该方面。男装部也将会继续为增长做贡献。The online luxury market is growing by about 25% a year, according to Bain & Company. Today at 7 % market penetration, it should be 14% by 2019 – so we need to make sure that we grow faster than this. We are focusing on international markets, on user experience, and we spend a lot of efforts on mobile, which is already more than 40% of our revenue.  Menswear will continue to be a strong contributor to growth.
 

如需阅读此文章全文，请浏览Read the full version of this article at www.wearglobalnetwork.com.

