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Select s tyles  from the brand's  spring/summer 2023 collection, Maximilian Davis ' firs t for the house, are available for purchase from Nov. 4 through
Nov. 30. Image courtesy of Ferragamo

 
By AMIRAH KEAT ON

Just weeks after introducing reinvigorated branding, and in the aftermath of a buzzy fashion week debut, Italian
leather goods company Ferragamo is moving full speed ahead with a new release.

The brand is back with a monthlong multichannel activation equal parts experimental and experiential in nature.  An
early launch of select styles from the brand's spring/summer 2023 collection commences in conjunction with an
immersive online shopping space, an exclusive ecommerce partnership and more, all available for a limited time
only.

"Ferragamo's proposed go-to-market' strategy is not exactly the see-now, buy-now' model," said Thoma Serdari,
author of Rethinking Luxury Fashion and director of fashion and luxury MBA at NYU Stern, New York.

"The brand has preselected the items they will make available to accomplish several things: 1. generate sales 2.
generate excitement and 3. measure the size of the collection to be produced fully in the spring," she said. "This is a
great strategy that will allow Ferragamo to measure' excitement and demand before the collection's full release in
the spring."

Ms.Serdari is  not affiliated with Ferragamo, but agreed to comment as an industry expert.

Ferragamo firsts
From Nov. 4 to Nov. 30, Maximilian Davis fans can gain access to an edited preview of debut pieces from the newly-
instated creative director's inaugural house offering.

From glittering garments that homage Salvatore Ferragamo's own inventions for the likes of Marilyn Monroe, to
innovative fabrications and "second-skin suedes," Ferragamo appears fully invested in its new era.

Design firsts notably include an array of loafers, boots and sandals, while handbags are reiterated, with roots in the
archives.
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"I wanted to pay tribute to Salvatore's start by bringing in the culture of Hollywood but new Hollywood. Its ease and
sensuality; its  sunset and sunrise," said Maximilian Davis, creative director at Ferragamo, in a statement.

The early springtime capsule is now available online at Ferragamo.com, as well as in-store.

"Fashionistas are already very excited to see Maximilian Davis as the Head Creative of Ferragamo, a move that
makes the slightly 'tired' brand younger, more inclusive, and more culturally sensitive," NYU Stern's Ms. Serdari said.

Ferragamo is merchandising its moment in more ways than one.

Engagement and interaction with exclus ive content and elements  such as  a mood board-turned-personalized digital pathway is  the name of
Ferragamo's  game. Image courtesy of Ferragamo

First up to mark the occasion is "The World of Ferragamo," a new, immersive virtual space inviting users to discover
and shop its latest launch. Inside, a central hall comprises four corners dedicated to the shoe, handbag,
womenswear and menswear product categories, respectively.

"An online 3D space complements the idea that the brand is shifting to a younger clientele," Ms. Serdari said.

"Without offending any of its  existing customers, the brand can create an immersive environment that clearly
communicates the brand's DNA and enhances the excitement that comes with new product."

On its ecommerce end, after launching a global integrated partnership to boost digital innovation capabilities and
reach new consumer segments in August of this year, the company continues its standing partnership with luxury
online retailer Farfetch, teaming up with the tech-forward platform once more as the drop's exclusive retail partner.

"The decision to partner with Farfetch is a sound one as well because Farfetch is a destination marketplace for
fashion enthusiasts who are looking for unique pieces," Ms. Serdari said.

With such dynamic digital elements, the perks of shopping the capsule live must be carefully considered.
Ferragamo's answer lies in the trimmings.

Select s tyles  from the brand's  spring/summer 2023 collection. Image courtesy of Ferragamo

Upon checkout at one of the 17 boutiques worldwide that are carrying the limited-run spanning stores including
London Old Bond Street, Paris Avenue Montaigne, Milan Women's and Milan Men's, Dubai Mall, Tokyo, New York
Fifth Avenue and Sao Paulo, to name a few across varying regions customers receive special packaging, marking a
purchase from the early preview as easily-identifiable.

"This strategy has worked for limited edition releases," she said.
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"One that comes to mind, and which is very popular with Gen Z, is the Omega/Swatch collaboration which was
made available only in very few bricks-and-mortar boutiques and has resulted in the models being sold out
consistently."

Layered limited-edition elements work to drive hype all around.

"There will be several items that will not be made available on Farfetch or through the limited boutiques," Ms. Serdari
said.

"However, Ferragamo will certainly continue communicating about them even if they have not gone into production
yet," she said. "The brand is adopting a bold new strategy in going-to-market."

"Just based on the description of how this initial 'drop' is going to happen, one assumes that Ferragamo is
deliberately holding back on releasing everything now, precisely because it wants to maintain the mystery and
excitement that comes with the revelation of a full collection."

Seasonality and sustainability
The fashion industry has long been interested in unconventional product drops and rollout models, but rarely is
such a masterful mix of multichannel tactics witnessed at once.

Ferragamo manages to strike that balance, making the case for a more intuitive merchandising model and
resurfacing considerations for the value of "see-now, buy-now," particularly as it relates to sustainability, a segment
top-of-mind for a sizable group of luxury leaders, and a concept reopened in recent years at the hands of the COVID-
19 crisis.

The global health pandemic halted supply chains, impacting the availability of luxury materials. Italian leather
topped many a missing list.

"What COVID revealed was the need to reinstate proximity between the creative centers of brands and their
production facilities," Ms. Serdari said.

Posited as a potential solve one that has been floated for decades by advocates for a slower industry and smaller
brands without the mega-means for production alike "see-now, buy-now" calls for a closer alignment between
fashion shows and the in-store availability of collections, essentially asking that designers realign calendars
according to real-time seasons.

The practice is seeing an increase in both expressed support and trial from prominent fashion entities.

"One of the challenges that the 'see-now, buy-now' model has tried to solve is to allow brands to avoid
overproducing," Ms. Serdari said.

"This happens because only items that have been "ordered/purchased" go into production," she said. "This method
ensures that the brand doesn't overproduce, doesn't lock capital in merchandise that might eventually go unsold,
and doesn't encumber the planet with additional inventory that is disposed of."

As a well-resourced operation (see story) with tight supplier networks, Ferragamo over indexes in potential here, in
part due to its production structure and as shown by its most recent drop.

"For sure, if many more brands followed this model, some of the burdens that result from the internal structure of the
fashion industry would be eliminated," Ms. Serdari said.

"However, not all brands are in a position to do this," she said. "In fact, this is precisely why I think Ferragamo's
move is brilliant."

"Ferragamo is very close, in a real geographic sense, to the factories where they produce their garments and in that
sense, they can better, and even fully, control the economics of these factories."

Non-luxury players, and even luxury players based outside of European manufacturing epicenters, are unable to
operate as seamlessly.

"Brands that don't own their factories or don't have the partnerships that allow them to have a position of control as
to how production evolves are also at a disadvantage," she said.

The extra control brings a fair level of oversight to order quantities, working to reduce unnecessary waste.
Additional sales insights garnered from collection pre-runs like this one help to generate more accurate estimates of
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interest, enabling Ferragamo to get as close to a 1:1 ratio of items produced to luxury buyers as possible.

Ferragamo's production model could provide a blueprint for alleviating fashion's impact on the planet the moment
strikes as particularly pertinent, as all eyes follow the brand's new direction (see story).

"Climate change is real," Ms. Serdari said.

"Unfortunately, the idea of seasonality has already gone out the window purely because we are moving into an age
for one or two long seasons," she said. "Why stick to a model of promotion and sales that is anchored in climate
and market conditions of the previous century?"

"A brand like Ferragamo is using the strategy to genuinely test the waters, measure Maximilian's impact on the
younger generation of fashionistas, and adjust the rest of the collection which will be addressing both their existing
customer base and the new one they hope to acquire it is  a very well-thought-out strategy that appears respectful of
the environment as well."
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