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American Eagle Outfitters' Omni
Channel Initiatives Should Help
It Remain Competitive

Trefis Team , Contributer
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Over the past few years, American Eagle Outfitters direct-to-consumer
business (which mainly includes e-commerce) has grown rapidly, driven by
the increasing popularity of online retailing. From $307 million in 2008, the
retailer’s direct revenues increased to $467 million in 2012. Even as the
company struggled during fiscal 2013 due to the tough retail environment, its
e-commerce growth remained positive. American Eagle’s online sales
increased by 24% in the first quarter, 11% in the second quarter and 17% in the
third.

Despite this growth, e-commerce hasn’t turned into a big business for the
company, which has been the case with other retailers as well. In response, the
U.S. apparel industry is gradually shifting towards omni-channel retailing,
which refers to providing a seamless shopping experience across stores and
online channel. This is becoming an inevitable move for U.S. apparel retailers,
including American Eagle that is working hard to develop its omni-channel
platform.

Some reports suggest that multichannel customers have a tendency to spend
more than regular customers. Response to this concept has been so strong
that retailers are actually struggling to fulfill customer demand. Therefore, we
believe that developing its omni-channel platform should be among American
Eagle’s top priorities. With its aggressive push towards this concept, the
company can utilize its vast store presence to take advantage of the boom in
the online retail market. More importantly, it will help American Eagle to
remain competitive in the U.S. market where most retailers are adopting
multichannel retailing.
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Online sales were a highlight of third quarter financial
results for housewares and home furnishings retailer
Williams-Sonoma Inc. In fact, the web accounted for
73.6% of the retailer's revenue growth in the quarter.

For the third quarter ended Oct. 28, Williams-Sonoma,
No. 24 in the Internet Retailer Top 500 Guide, reported:

« Web sales of $396 million, a 16.7% increase from
$339 million in the same quarter of 2011.

« Total sales were $944.6 million, up 8.9% from $867.2
million.

Total direct-to-consumer sales, including web and
catalog sales, of $447 million, abouta 14.6%
increase from $390 million.

Total retail sales were $497 million, up about 4.0%
from $478 million in the third quarter of 2011.

Comparable-store sales increased 8.5 %.

Net income was $48.9 million, a 12.7% increase from $43.4 million in the prior year quarter.

Online sales accounted for 41.9% of total sales compared with 39.1% in the third quarter of 2011.
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NEW ALBANY, Ohio (AP) — Abercrombie & Fitch's net

income rose 41% in its fiscal third quarter as
international and direct-to-consumer sales
strengthened.

The clothing company'’s results easily beat Wall
Street's expectations and the chain raised its full-year
earnings forecast.

The strong quarterly performance is welcome news, as
Abercrombie & Fitch has been struggling to sell its
preppy jeans and T-shirts at a time when fashion
trends are shifting and a rough economy has left teens
around the world on tighter budgets.

The company’s stock ended up Wednesday $10.74, or
34.5%, to $41.92, highest since mid-May. The shares
have lost more than half their value in the past 12
months.

Abercrombie & Fitch has been working to fix its problems. The company cut prices
during the recession. It also disclosed in August that it will put a hold on opening any
additional flagship stores and scale back on the number of locations it opens abroad, in
part to prevent stores in international markets from cannibalizing sales from each other.

Abercrombie & Fitch Co. announced in June that it was closing 180 U.S. stores over the
next few years. The New Albany, Ohio-based chain had already closed 135
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A Sell to your dealers, or directly to
customers

A Secure online payment processing
reduce receivables

Easy to use, familiar shopping cart for
ease of ordering

Transparent or opaque inventory. If
transparent, builds to notify when in
stock email alerts

| Emails on every stage of the transaction
from order through shipment

Setup specials and discounts on a per
customer or global basis

A Automated sales collection & processin
decrements inventory & alerts you when
you need to reorder




M View Change
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A Easily toggle between different
view modes
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A Manufacturer View, Retailer
e View and Customer View
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A Add additional view layers as
needed
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Manage dealers & customers centrally
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SPECIAL TERMS BUILDER See sales values to find top performers

Dealers can earn credit for future
orders

Potential dealers can sign up directly
through the site, pending your review

Create new dealers easily in the field
with any device

Create special rules, by retailer, by
assigned time period

Automatic customized flyers and
s P 15 - product materials branded with dealer
i logos

A Edit all dealer account details such as
login passwords, etc from one place




AUTOMATIC PREDICTIVE ORDERING
DoAY

A Automatic predictive ordering
based on past sales

A Automatically generates
product barcode labels

A Purchase orders can be easily
sent via email with SKU coded
labels

A Track invoices & shipping

A Audit receiving of products
against purchase orders




SKU is Born

SKU Shipped
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SKU Returned
for Service
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SKU Shipped Back
to Distributor,
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or Customer

SKU Lives

Happily
Ever After




\



A Centralized management of
returns, exchanges, and repairs

A Customers initiate the RMA
process online

A Simple stepby-step RMA
progress status organization

‘ A Easily send out replacements

— under warranty

A Search by customer name,
product name, SKU, or notes




A Quickly see sales reports by
date

A Overview reports with links to |
details to view individual orders |

‘ A Export of reports to other
-

company processes
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