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Exactly one year ago, at this same time, 
we commented on the extraordinary 
reaction ability of Fashion & Luxury. 
Today, data on hand, we can say that 
what seemed at the time to be a gam-
ble, turned into reality. Because the 
world of Fashion, and Retail in gener-
al, won its challenge against one of the 
most complicated periods ever. All the 
indexes of this last part of 2021 show 
us, in fact, an industry that is in strong 
recovery.

The articles we publish in our Magazine 
narrate what was a comeback year. 
From the early awareness that the 
world had changed to the analysis of 
solutions to face the future, we have, 
finally, arrived at the situation of the 
most recent weeks. A context in which 

2021 

time for relaunch, 
through pride 
and innovation



exports are growing by double digits, numer-
ous new stores are opening and the return to 
pre-COVID results is getting closer.

The solutions by Bizeta Retail Solutions, 
more innovative than ever, are, once again, 
doing their part, in this race. We began by in-
troducing you to Gemini, the software that 
makes almost any existent POS application 
mobile, to then move on to the launch of Retail 
Profit Protection, the sophisticated Forensic 
Analysis tool that highlights store anomalies 
and irregularities to protect margins and re-
duce losses. Finally, we have shown you how 
VISION BeanStore has become an even more 
complete platform thanks to the integration 
with the ERP/management system treeweb 
by Sintesi Software.

Heartened by the encouraging figures and in-
novative tools, we can, therefore, look to the 
future with optimism. If 2021 was the year of 
recovery, 2022 will provide without a doubt 
new and thrilling challenges.

Andrea Preite
CEO Bizeta Retail Solutions
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Following the latest global events, 
the public who is progressively re-
turning to stores shows never-be-
fore-seen characteristics. Once 
again, technology can come to the 
aid of Retailers, anticipating needs, 
and engaging an increasingly 
multi-faceted clientele.

Customer motivation 
as a basis for their 
segmentation
Buying habits have been deeply 
affected by the pandemic and the 
lockdowns associated with it, this 
is certainly no mystery. Beyond the 
often-cited dichotomy between on-
line and off-line, it would be inter-
esting to observe the behavior of 
those who have returned to phys-
ical stores after all these months. 
A recent study in the MIT Sloan 
Management Review moves pre-
cisely in this direction.

Mobile and omni-channel 
retail for a changing world
The recent international situation has deeply 
transformed consumers. New customer profiles emerge, 
each with its own distinctive characteristics
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The study by MIT first identifies 
five types of consumers based 
on their motivation. It goes from 
the “functional shoppers”, loyal to 
familiar environments, but in any 
case, very willing to experiment 
with something new (especially 
if discounted), to the interactive 
“diversion shoppers” and to the 
super-pragmatic “reluctant shop-
pers”. In between, there are the 
“tactile shoppers”, on the lookout 
for real experiences after an “over-
dose” of on-line activity, and the 
“experiential shoppers”, for which 
shopping is an event in and of itself.

The new purchasing 
behaviors in the desire 
for routine and for 
experimentation.
The search, nonetheless, does 
not stop here. All five segments, 
in fact, are further outlined based 
on different attitudinal and demo-
graphic variables. What emerges 
is that the “functional shoppers” 
look for ease of movement both 
in the physical environments as 
well as virtual ones, focusing on 
an omni-channel experience, just 
like “reluctant shoppers” want 
their shopping activity to be abso-
lutely “frictionless”.

“Tactile shoppers” and “experi-
ential shoppers” juggle their own 
vision of customer experience 
through visual wealth and quali-
ty, new discoveries and social in-
teractions. We complete the line-
up with the “diversion shoppers”, 
who are concentrated on the val-
ues of enjoyment and the atten-
tion they are provided.

It is by now evident, therefore, 
how an already heterogeneous 
public tends further towards seg-
mentation. For Retailers, it is ever 
more complex to intercept a new 
public that unanimously, no mat-
ter how varied, expects a shop-
ping experience without obsta-
cles and is devoted, by nature, to 
the concept of personalization.

Bizeta’s Gemini: the 
Mobile and omni-channel 
solution for Retail in 
transformation
To satisfy needs in such a dy-
namic context, Bizeta responds 
with Gemini, the software that 
with great ease makes almost 
any existing POS application 
Mobile. A solution thanks to 
which Retail sales become flexi-
ble and efficient, both on tablets 
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and smartphones. Furthermore: 
Gemini also simplifies interaction 
with other Retail software, such as 
ERP, E-commerce, and CRM, there-
fore adopting a real omni-channel 
point of view.

Gemini is technologically advanced, 
operating on on-premise/in-cloud 
and offers a wide selection of func-
tions thanks to a thorough set of 
API (Application Programming 
Interface), which can be used both 
through a native Mobile App (avail-
able for iOS/Android, possibly even 
third party), and through any web 
browser. The software makes it pos-
sible to easily manage not only the 
sale, but also promotions, loyalty 
programs and much more. 

Gemini architecture, based on mi-
cro-services, offers remarkably high 
performance, and makes it possible 
to personalize front-end POS easily 
and quickly, adapting to every spe-
cific need; furthermore, it guaran-
tees maximum flexibility in the in-
tegration with various other Retail 
solutions.

In closing, Gemini is a rapidly cus-
tomizable and multi-language ap-
plication, supporting Mobile and 
omni-channel sales that can be 
highly personalized and are “com-
pliant” with the tax systems of a 
great number of countries through-
out the world. What we are looking 
at is a perfect solution for a mod-
ern, fluid and obstacle-free shop-
ping experience.
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Structure of the collection, devel-
opment process of the product, 
supply, sustainability, and plan-
ning&logistics: these are the five 
pillars on which the Luxury indus-
try will organize its relaunch. A re-
cent study by Sistema Moda Italia 
explains the type of world awaiting 
us in the near future.

The five priorities for
a profoundly changing 
industry
Great structural changes are about 
to affect the Luxury industry. New 
models that will be implemented as 

The priorities 
for Luxury 
in the future
The CEOs of 300 
leading companies 
in the Luxury industry 
outline the sector’s 
future for next
three years

8
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early as this year will show the first 
effects next year and will allow a 
re-launch of the market proba-
bly in 2023. This forecast is made 
from a study that Sistema Moda 
Italia (SMI) conducted among the 
CEOs of hundreds of companies in 
the Luxury sector, both Italian and 
French, whose overall revenue 
reaches 25 billion euro.

Among the most important 
news, the study indicates that 
the relationship between suppli-
ers and brands will change sig-
nificantly, with greater integra-
tion upstream and downstream: 
this both in the creative process 
and in the development of the 
product, both in the production 
planning and in their delivery. 
Flexibility will, therefore, become 
one of the cornerstones of the fu-
ture model of Luxury business, 
whose seasonal characteristics 
will progressively tend to vanish.

Another important trend will con-
cern the collections of the future. 
Many brands have, in fact, already 
started to downsize, proposing al-
most 30% of fewer references; the 
desire to go towards a greater 
simplification emerges from the 
study. The topic of sustainable de-

velopment could not but be add-
ed to all this: consumers demand 
something concrete and compa-
nies must seriously respond on 
this aspect.

Sustainability factor: the 
virtuous example arrives 
from Finland
Already last year, we dealt with the 
relationship between Luxury and 
sustainability in our Magazine. 
Now, the topic is back in the fore-
ground overwhelmingly, and not 
only because it is cited in the 
study by SMI. An innovation car-
ried out in a green direction for 
the Fashion industry has been an-
nounced specifically during these 
recent weeks by Finland.

The Finnish textile sector will, in 
fact, open a hub, in the south of 
the country, dedicated to recy-
cling: an entire city dedicated to 
the disposal of pre- and post-pro-
duction waste, in collaboration 
with important groups like Adidas 
and H&M. In the meantime, inno-
vative bio-based products deriv-
ing from patented technologies 
by local companies have been 
launched.

Marika Ollaranta, manager of the 
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“Bio and Circular Finland” pro-
gram by Business Finland states 
in this regard: “Finnish innova-
tion offers solutions that cover 
the entire life cycle of a fabric. 
Governments, consumers and 
the industry itself are becoming 
aware of the challenges and op-
portunities for an industry very 
oriented to single-use, where it 
is necessary to work to create 
awareness and to change mental-
ity and behavior”.

The word to consumers: 
“less is more” is the new 
trend
The ideas expressed by the com-
merce and investments manager 
of the Finnish company, nonethe-
less, already find wide consensus 
in the community of consumers. 
To support this thesis this time 
is the recent study by McKinsey, 
published during the most recent 
New York  Fashion Week. A study 
that, as we are about to see, has 
many points in common with the 
one presented by SMI.

The study by the famous con-
sulting company also identifies 
five rising trends: decrease in de-
mand, substantial move to digital 

shopping, renewed attention to 
the values of the brands, lesser 
importance of travel retail and, 
above all, a new “less is more” 
mentality. Consumers, in fact, 
embrace a preference for more 
durable goods, of superior qual-
ity and products in a more sus-
tainable manner. Fashion exec-
utives respond on their end by 
placing the reduction of invento-
ry articles among the priorities. 
Sustainability in the sector is go-
ing beyond the impact of the in-
dustry on the environment, also 
embracing the themes associat-
ed with social justice and human 
rights. 

A final consideration on the 
McKinsey study: among the “pos-
itive areas” to keep an eye on is 
the continuous interest in ath-
leisure, which we have already 
written about in our blog. 

It is once again a world of Fashion 
& Luxury in continuous evolu-
tion, where creativity and sus-
tainability, production and logis-
tics meet at this point in a last-
ing manner. It is, basically, once 
again a world that can be inter-
preted thanks to the technologi-
cal solutions by Bizeta.

02 - The priorities for Luxury in the future12.2021



Dark stores: the future 
of commerce in the 
era of fluidity?

Dark stores, retail outlets recon-
verted into warehouses to face the 
needs of e-commerce, are a phe-
nomenon known for some time 
now. However, for a few months, 
word has been that they are the 
post-pandemic future. Let us see 
how realistic this forecast is.

The digital customer in the 
omni-channel era
Before exploring this new trend, 
we analyze the general context in 
which it developed. An interesting 
study carried out by the Polytechnic 
University of Milan in collabora-
tion with Nielsen, presented in is-
sue 1/2021 of the magazine Largo 
Consumo, is eye-opening from this 
point of view.

03 - Dark stores: the future of commerce in the era of fluidity?12.2021
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Stores turn into 
warehouses dedicated to 
on-line customers: faced 
with the nth evolution of 
Fashion Retail
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The article entitled “On-line e off-
line senza barriere” (On-line and 
Off-line without Barriers) begins 
with three essential concepts: the 
keyword is fluidity, in Italy the con-
sumer is increasingly relying on 
digital, and brands need strategies 
to make sure that the retail outlet 
communicates with e-commerce, 
Apps and social media. The fol-
lowing is extremely relevant data: 
in 2020, Italian multi-channel con-
sumers were an impressive 46.5 
million, up by 2.6 million compared 
to the year before.

In fact, 88% of the Italian popula-
tion over the age of 14 has used the 
Internet to find information, pur-
chase products, make payments or 
share opinions. More than 1 out of 

4 Italians (28% to be exact) is now 
an experienced omni-channel con-
sumer, who moves, confidently, 
from off- to on-line and uses the 
Internet in all phases of the pur-
chasing process.

From traditional stores to 
logistics centers
It is evident, therefore, how in this 
context, now dedicated to com-
plete omni-channel and fluidity, 
the stores are destined to pro-
found transformations. It is a short 
step from executive showrooms 
and fashion hubs, which we wrote 
about in our previous article, to an 
even more innovative format.

On April 25, 2020 Forbes was already 
wagering on dark stores as the fu-
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ture of  Retail. After all, we certain-
ly are not dealing with something 
entirely new, if we think that large-
scale retailer chains like Walmart or 
Esselunga experimented with this 
method as far back as in 2001.

Beyond the forecasts for success, 
the conversion - at least in part - of 
a network of traditional stores to lo-
gistic centers is by now a reality. The 
dark stores will remain permanent 
structures, and this is not only be-
cause of the effects associated with 
the pandemic. Adults in the United 
States who have experimented with 
grocery delivery shot up from 12% 
to 50% already in 2019, with indus-
try Retailers providing a further 
growth of 30% for the following 
year. Analysts, therefore, had bet 
that the passage from food to cloth-
ing would not have been delayed 
by too much.

Stores become hubs for 
e-commerce
At this point, here we are, present 
day with news from late March. El 
Corte Inglès, historic Spanish group, 
will soon convert several stores into 
dark stores, starting with the food 
division. “The decrease in the rent-
al prices of commercial properties 

and the growth in on-line sales 
have led to a sudden increase 
in these logistical warehouses, 
situated where the stores were 
previously located”, reports the 
industry magazine, Modaes, 
in commenting the decision.

It is not that difficult to find simi-
lar examples also in the world of 
fashion. In February 2020, H&M 
made the reorganization of its 
sales locations official, for which 
a strategic change is expected: 
from simple stores, they will be 
organized and managed as logis-
tics hubs for the digital market. 
Zara’s goal for 2020 is instead 
the 100% integration between 
stores and on-line stockrooms 
in 96 markets, so that each 
store can operate as an inte-
grated distribution hub, orient-
ed towards customers service.

We are faced with a momentous 
change, a change we have been 
bringing forward here at Bizeta 
since last summer. This is the rea-
son why resorting to our technol-
ogies for Retail, in this outlook of 
absolute permeation between 
on-line and off-line, becomes 
an essential strategic move.
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Protecting one’s profit and signifi-
cantly reducing losses. An achieve-
ment which can be reached thanks 
to sophisticated tools analyzing 
register transactions and stock 
movements, identifying possible 
anomalies, fraud, and crimes in 
these flows. An objective achieved 
in a short amount of time thanks to 
Profit Protection.

The burden of fraud 
in commerce
Crimes and irregularities are a phe-
nomenon that has been growing for 
years now, common to all compa-

Profit 
Protection, 
the latest 
challenge 
for Retail
Highlighting anomalies 
and irregularities in 
transactions at sales 
locations can protect 
from revenue loss
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nies operating in Retail. Based on 
data released by Largo Consumo, it 
is estimated that losses due to fraud 
amount to an average of 1.46% of 
sales in the large-scale retail sector 
in Europe. Approximately 46% of 
these losses could be attributable 
to causes internal to the companies 
themselves: more than half of them 
(25%) taking place when the items 
are paid.

This trend’s gradual development is 
well visible in a study that was car-
ried out in America. The “National 
Retail Security Survey”, conduct-
ed annually by the University of 
Florida in collaboration with the 
National Retail Federation, is sig-
nificant in this regard. In 2017, the 

average reduction in income was 
estimated at 1.44% for retailers, up 
compared to the previous 1.38%: 
a figure that had been rather con-
stant since 2014.

Inventory differences: the 
warning for revenue losses
A study released in June 2020 
by Crime&tech, a spin-off of the 
Università Cattolica del Sacro 
Cuore, allows us, instead, to go into 
specific detail for the conditions in 
Italy. The research took into consid-
eration both a survey aimed at 140 
brands corresponding to more than 
26,000 stores, as well as thousands 
of news items appearing over the 
media over a two-year period. The 
first part of the survey, dedicated to 
inventory differences, shows some 
very interesting information.

Among the causes for inventory dif-
ferences cited by the Retail compa-
nies, administrative and account-
ing errors take first place with 100% 
of responses: at the same level 
as external theft and with a much 
higher percentage than internal 
theft (71.8%) and scraps and dam-
aged goods (57.9%). In any case, 
there are differences from industry 
to industry: reporting mainly an in-



crease in losses are precisely Luxury 
brands.

The Bizeta solution for Profit 
Protection
To contrast the situations we have 
just examined, Bizeta has come up 
with an innovative response. A tool 
thanks to which, in a short amount 
of time, it is possible to obtain a sig-
nificant reduction in losses, and, 
therefore, protection for profits, as 
well as optimization in the selling 
process.

This s a “Forensic Analysis” solution 
that, through sophisticated data 
mining algorithms, analyzes, in de-
tail, transactions taking place at the 
sales locations. This is to highlight 
anomalies and irregularities that 
could turn out to be fraud, crimes, 
or activities not in line with business 
procedures. Some examples: suspi-
cious use of manually forced prices, 
discounting, loyalty-cards, vouch-
ers, as well as returns/exchanges.

The software is extremely efficient 
and intelligent since it can pinpoint 
the actual anomalies within a widely 
identified case system. There is also 
a possibility for testing the tool’s 
complete potential in an authentic 
preliminary project. 

04 - Profit Protection, the latest challenge for Retail12.2021
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Following a very difficult year, the 
likes of which had not been seen 
for decades, in Fashion and in 
Luxury a wave of optimism can fi-
nally once again be felt in the air. 
During the most recent weeks, in 
fact, various reports have been re-
leased demonstrating how Fashion 
& Luxury has already started their 
recovery: let’s take a look in this 
overview.

Deloitte: in 2-3 years, 
Luxury will return to 
pre-Covid dimensions
100% of investors continue to 
bet on Luxury in 2021,  while for 
94% of those interviewed the 
pre-Covid size and growth lev-
els will be achieved within 2-3 
years. The percentage which 

The confirmation 
of Luxury and 
recovery of 
Fashion
The world of Fashion and 
Luxury believes in the post-
pandemic recovery: all 
data show that the recovery 
of Fashion & Luxury has 
already begun
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have emerged from the “Global 
Fashion & Luxury  Private Equity 
and Investors Survey 2021” by 
Deloitte seem to leave few doubts. 
The report, which analyzes trends 
and market operations basing itself 
on data and interviews to top man-
agers, outlines basically a rosy sce-
nario.

The respected auditing firm ob-
serves how the pandemic has ac-
celerated the adoption of innova-

tive technologies in all sectors of 
Fashion and Luxury. The objective 
is that of keeping up with the virtual 
clientèle, through instruments such 
as the Internet of Things, Robotics 
and Blockchain, considered the 
most important in 2021 according 
to those interviewed. The digital 
sales channel and artificial intelli-
gence are just as important.

In this regard, the statement issued 
by Elio Milantoni, Deloitte partner, is 
eye opening: “Thanks to the adop-
tion by the major industry players 
of technologies such as Big Data 
& Analytics, Artificial Intelligence 
and Augmented Realty, making it 
possible to fully take advantage of 
the online channel, which has be-
come the principal touchpoint with 
consumers, the business model of 
Luxury companies has evolved and 
has adapted itself to the challeng-
ing market conditions. This evolu-
tion, together with the significance 
given to trends such as sustainabil-
ity, has made it possible to connect 
with one’s own customers, laying 
the basis for recovery”.

The National Chamber of Italian 
Fashion:  the sector will close 
2021 with a +17% growth
From the study by the prestigious 
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English company to the analy-
sis by an important Italian insti-
tution, the climate of optimism 
remains the same. According to 
“Fashion Economic Trends” pre-
pared by the National Chamber 
for Italian Fashion, the closing of 
2021 expects a Euro 80.4 million 
share for the industry and related 
sectors, with a 17% progression 
compared to 2020.

In particular, the sales in February 
and March have marked a turning 
point and a significant trend re-
versal. Especially in March, when 
Fashion was among the most 
dynamic manufacturing sectors 
since the beginning of the year. 
More specifically, sales during the 
month rose by 50% compared to 
2020, with peaks of +70% in cloth-
ing and footwear. Positive trend 
also for the related sectors of: 
eyewear, jewelry, fashion jewelry 
and cosmetics.

Altagamma and BCG: 
Fashion & Luxury at 
pre-Covid levels by 2022
We end our review with the 
eighth “Consumer Insight” 
by  Altagamma, a panel conduct-
ed in collaboration with Boston 
Consulting Group. Also according 

to this survey, the entire market 
is preparing to start again, the 
forecast, optimistic but likely, is 
that it can get back to pre-Covid 
levels by 2022.

The comment by Matteo Lunelli, 
president of Altagamma is 
emblematic: “The Consumer 
Insight by Altagamma shows 
positive signals and higher than 
expectations for 2021. The in-
dustry is showing solidity and 
it is quickly responding to new 
socio-cultural trends. Among 
these is certainly sustainabil-
ity, but what is also striking is 
the pronounced virtualization 
of the Luxury experience wit-
nessed by the success of sales 
in live-streaming and the en-
try of brands in gaming, an 
industry reaching a value of 
178 billion dollars in 2020”.

Additionally, the report ob-
serves how the transition to-
wards a ‘digital first’ system, the 
only one able to lead Fashion 
and Luxury toward the ‘New 
Normal’, is by now irreversible. 
Big Data, Artificial Intelligence 
and digitalization: all trends that 
thanks to the Bizeta solutions for 
omni-channel become a reality.

19
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On one hand, Big Data to predict 
trends, guide marketing strategies 
and maximize sales; on the other, 
artificial intelligence to collect, fil-
ter and analyze an almost unlimited 
amount of information. The algori-
thms are by now a key element in 
the industry of Fashion and Luxury: 
Bizeta’s Profit Protection is a per-
fect example of this. But, first, let’s 
take a step back.

A data-oriented approach 
for more efficient Retail
We often mention H&M on these pa-
ges, as a player who is always ready 
to ride the new trends. This time is 
no different, mentioning its limi-
ted-edition collections dedicated to 
the trends of the individual cities. It 
all started in Berlin from a collabora-
tion with H&M Group Laboratory, 

06 - Big Data, A.I. and Profit Protection at the service of Fashion and Luxury12.2021

Big Data, A.I. and Profit Protection 
at the service of Fashion and Luxury
Solutions based on data analysis and artificial intelligence 
are always more crucial for Fashion & Luxury



21

the department dedicated to inno-
vations by the Swedish giant.

The characteristic of this pro-
duction was precisely in the appeal 
to Big Data. The pieces were, in fact 
designed based on the data col-
lected in the previous months, whi-
ch were able to identify the fashio-
nable trends in Berlin. Trends such 
as the favorite colors, materials, 
and patterns of the inhabitants of 
the German capital.

Relying on technology, the com-
pany, therefore, saved on the rela-
tive costs of transportation, storage 
and over production. An analysis 
that has made it possible to make 
commercial processes more effi-
cient, to understand the consu-
mption dynamics of one’s network 
and, finally, to direct strategies but 
also send personalized messages 
to the customers.

Artificial intelligence as a 
new must for Luxury
Regarding experiences that are 
more engaging and services more 
customized to the customer, it is ar-
tificial intelligence that comes into 
play specifically. In this case, we 
examine the virtuous example in 
Yoox Net-A-Porter, that has given 

12.2021 06 - Big Data, A.I. e Profit Protection al servizio della Moda e del Lusso
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life to a research program with the 
goal of revolutionizing the online 
shopping experience.

Thanks to A.I., the well-known 
e-commerce platform was able 
to quickly elaborate a significant 
amount of data. The objective 
was that of allowing consumers to 
carry out careful and personalized 
searches, but also a virtual expe-
rience of interaction with their fa-
vorite pieces. 

Basically, artificial intelligence 
has allowed brands to create pro-

ducts and marketing campaigns 
that are completely personalized 
and in line with customer prefe-
rences. A type of approach that 
pairs well with a top-of-the-line 
range, since the companies of this 
segment increasingly rely on pro-
ducts that are custom made.

Bizeta’s Profit Protection: 
minimize losses thanks to 
data mining
Besides efficiency and personalization, 
algorithms that are always more sophi-
sticated come to the aid of Fashion & 
Luxury also when it comes to profit 
protection. The Bizeta Retail Profit 
Protection solution goes precisely 
in this direction. A tool that, thanks to 
the forensic analysis and data-mining 
technologies on data from the stores’ 
network (such as cash register tran-
sactions), makes it possible to identify 
and minimize fraud and unusual acti-
vity. An intuitive tool, but at the same 
time powerful and flexible, that makes 
it possible to obtain an important re-
duction in losses and a significant op-
timization in operations. Taking advan-
tage of the analysis of great amounts 
of data, unthinkable until just recent-
ly, Bizeta’s Profit Protection provides 
concrete answers to every Retailer 
in the world of Fashion and Luxury.

06 - Big Data, A.I. e Profit Protection al servizio della Moda e del Lusso12.2021
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The rebounding of global economy 
driving Made in Italy export. The 
return to pre-COVID levels is already 
expected for 2021, while later even 
better results than in the past are 
expected. Some exemplary cases of 
the recovery come precisely from 
the world of Fashion.

2021 – a year to remember 
for Italian export
“The period we are experiencing will 
be a divide for our history. The year 
2021 will be remembered as the year 
in which Italian export returned to 
its path of growth with double-digit 
results”, Rodolfo Errore, chairman of 
SACE (agency of the Cassa Depositi 
e Prestiti, a point of reference for 
the internationalization of Italian 
businesses) tells us. The estimates 
reported in a recent study by his 
company, titled “Ritorno al futuro: 
anatomia di una ripresa post-
pandemica” (“Back to the future: 
the anatomy of a post-pandemic 

recovery”), in fact, speak volumes.

The institute forecasts an 11.3% 
bounce in the export of goods, with 
a full return to pre-pandemic levels 
as of 2021, when sales will reach 
482 billion. In 2022, a 5.4% growth 
is expected and 4% in the following 
two-year period. This pace, almost 
a full point higher than the average 
pre-crisis rate, will make it possible 
to achieve a value of 550 billion in 
2024.  

Milan Chamber of 
Commerce: Fashion grows 
by double-digits
The claim in the study by SACE 
finds validation in the data released 
by the Chamber of Commerce of 
Milan, Monza, Brianza and Lodi. The 
organization estimates a growth in 
export for companies in the fash-
ion industry in the area of +38.8%, 
to 4 billion euro, during the first six 
months of 2021.

Boom in exports for 
Fashion Made in Italy
Made in Italy exports is headed toward 
reaching levels higher than before the 
pandemic: Fashion & Luxury is a driving force
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The countries leading sales abroad 
are mainly China (+14.2% com-
pared to pre-pandemic levels), 
France (+4.8%), South Korea 
(+10.9%) and the United Kingdom 
(+74%). Extremely significant num-
bers for an industry that, in the 
words of Elena Vasco, Secretary 
General, did not miss out on invest-
ing in digitalization and interna-
tionalization. 

The achievement of 
Tuscan leather
Another excellent result comes 
from Tuscany. The region proves to 
be first in Italy for foreign revenue in 
the leather industry. Assopellettieri 
(Italian association of leather goods 
dealers) declares that in the first 
half of 2021 an increase of +45.3% 
has been recorded over 2020, with 
significant growth for the first five 
destinations (France, China, South 
Korea, Japan and Switzerland). 
Four of these have also exceeded 
pre-crisis levels, France (+4.,2%) 
and China (+89%) overall.

So, the recovery trend in Fash-
ion & Luxury continues and for 
months now we have been pro-
viding evidence of this with vari-
ous articles. An itinerary naturally 
accompanied by the Bizeta solu-
tions, with technologies and ap-
plications in continuous evolution. 
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By the end of 2021, 828 new stores 
will open in Italy, an increase of al-
most 8% compared to the current 
number. In this favorable scenario, 
the VISION BeanStore Retail appli-
cation by Bizeta (integrated with 
ERP tree web by Sintesi Software) is 
the perfect instrument for the best 
results.

Retail is on the rise, 
clothing is in the lead
Wind in the sails for Italian Retail 
over the coming weeks. According 
to the half-year analysis by 
Confimprese, presented during 
the  Retail Summit organized in 
Milan together with Jakala, the 

forecasts from the beginning of 
the year will be significantly sur-
passed. The progressive develop-
ment of store locations will be at 
8%, for a total of 828 new open-
ings expected by the end of 2021.

Also according to the report, the 
sector with the greatest number 
of inaugurations is precisely that 
of clothing-accessories, with 190 
more stores. The restaurant indus-
try is next with 185, followed by the 
home-furnishings sector with 109.

Malls are still in first place for this 
trend, with a share of 38%. The 
trend of store closures is also im-
proving: by year-end the number of 
stores closing their doors should be 
around 255, compared to the 428 
expected at the beginning of the 
year.

VISION BeanStore and tree 
web: a complete suite
To go along with this context of 
strong growth, Bizeta once again 

Retail is on the rise: 
many new openings in 2021
Italian Retail exceeds early year forecasts, 
marking a clear increase in store inaugurations
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offers winning technology. 
The VISION BeanStore plat-
form is, in fact, now integrat-
ed with tree web, the ERP 
solution by Sintesi Software. 
A partnership that makes it 
possible to offer a complete 
Retail application, a unique 
and efficient IT resource that 
best integrates front-end and 
back-end. 

Tree web is the solution that 
allows BeanStore to also 
manage the purely adminis-
trative and logistical aspects. 
Customizable, intuitive and 
with a user-friendly inter-
face, this software makes 
work easier and quicker. It is 
a web-based suite available 
both for installation with cus-
tomers’ servers (“on-prem-
ise” mode), and in cloud 
with the data center owned 
by Sintesi Software, located 
in Italy.

VISION BeanStore with 
tree web is the applica-
tion that a growing Retailer 
must not be without: com-
plete, easy to use, conve-
nient and with many oth-
er additional features.
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Membership and Digital Id: 
the earliest trends 
in Retail for 2021
Paid memberships and digital iden-
tity to trace articles. These seem to 
be the main trends to inaugurate the 
year which has just started. Fashion 
retailers, basically, are in search of 
new ways to remain in step with the 
significant changes underway.

Beyond Bizeta – trends and news 
from the year about to end 
Visit our blog to re-read the articles on the trends as well as 
all the news from this 2021 that is about to come to a close! 

“Athleisure” phenomenon 
when fashion meets 
sportswear
In this Magazine we have identified 
the possible new trends for 2021. 
But there is another trend that, 
while surely not having appeared 
on the scene during the most re-
cent months, precisely at this time 
is becoming increasingly popular: 
and this trend is “athleisure”.

Click to read the article

Click to read the article

https://www.bizeta.net/en/news/membership-digital-id-retail-trends-2021/
https://www.bizeta.net/en/news/athleisure-fashion-sportswear/
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Innovative materials and 
recycled yarns: the new 
frontier of sustainability for 
Fashion & Luxury
Recycled materials, obtained from 
corn scraps or from the roots of 
mushrooms: green economy applied 
to Fashion & Luxury finds increasing-
ly surprising ways toward a complete 
ecological turning point. The reduc-
tion of waste and eco-sustainable 
production is by now an obligation.

Words re-found
Fashion & Luxury 
rediscover written and 
spoken communication
If last year we witnessed a signif-
icant use of video and streaming 
platforms, during recent times com-
munication in Fashion & Luxury 
has re-discovered the pure value of 
words.
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Click to read the article

Click to read the article

https://www.bizeta.net/en/news/words-re-found-fashion-luxury/
https://www.bizeta.net/en/news/innovative-materials-new-frontier-sustainability/
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