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WELCOME TO THE DHL LUXURY & FASHION FORUM



AGENDA, 14 SEPTEMBER 2023

12:00 – 13:00 Arrival, Registration & Light Lunch

13:00 – 13:05
Official welcome
Rahn Lee, Vice President eRetail & Fashion, DHL Group

13:05 – 13:20
Chances and Limitations of Circularity in the Fashion & Luxury Industry
Katja Busch, Chief Commercial Officer DHL and Head of Customer Solutions & Innovation, DHL Group

13:20 – 13:45
The State of Fashion 2023: Resilience in the Face of Uncertainty 
Joёlle Grunberg, Full time Senior Advisor, McKinsey & Company

13:45 – 14:15
Evolution of eBay into a Trusted Ecosystem in Luxury & Fashion
Tirath Kamdar, General Manager of Global Luxury, eBay 
Mirella Muller, Sector President eRetail & Fashion, DHL Group

14:15 – 15:00 Break

15:00 – 15:45
Breakout Sessions 
Reverse Logistics | Direct-to-Store | Delivery Experience | Decarbonization

15:45 – 16:15
Exploring the Future of Flexible Automation in Luxury and Fashion Warehouses
Gina Chung, VP Corporate Development, Locus Robotics

16:15 – 16:45

The Role of Logistics in the Luxury & Fashion Value Chain
Patricia Gabriel, Chief Supply Chain Officer, Capri Holdings Limited 
Christopher Onisk, Executive Director Global Omnichannel Distribution COE, Estée Lauder
Host: Alexander Schuett, Head of DHL Consulting Americas, DHL Group

16:55 – 17:00
Official Closing
Mirella Muller, Sector President eRetail & Fashion, DHL Group

17:00 – 18:00 Networking Reception & Canapés



CHANCES AND LIMITATIONS OF 
CIRCULARITY IN THE FASHION & 
LUXURY INDUSTRY

KATJA BUSCH
CHIEF COMMERCIAL OFFICER DHL AND HEAD OF CUSTOMER 
SOLUTIONS & INNOVATION, DHL GROUP



“There is no such thing as “away”. 
When we throw anything away it must go 

somewhere.”

Annie Leonard
Executive Director of Greenpeace USA



“[…] We must base the next industrial 
revolution – a planned one – on the thesis 
that there is no such thing as waste, that 
waste is simply some substance that we 

do not yet have the wit to use.” June 1970



PEOPLE TOWARDS A 

SUSTAINABLE FUTURE

NEW FORMS OF 

CIRCULARITY

A WORLD POWERED BY 

CLEAN ENERGY AND 

MOBILITY
STRATEGIES FOR 

SUSTAINABILITY

SUSTAINABILITY

GOVERNANCE

CARBON EMISSION IN THE 

SUPPLY CHAIN

DIGITALIZATION & SMART 

SOLUTIONS

INSPIRE. CONNECT, IMAGINE

VISION 2050



<1% closed-

loop recycling 

2% recycled 

feedstock from 

other industries

>97%
virgin 

feedstock

From Production… …to End of Life

14% loss in 

production & collection

12% cascaded 

recycling

<1% closed-loop 

recycling 

73%
landfilled or 
incinerated

Untapped resources 
for a circular economy 
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Product screening & 
small repairs

Dispositioning 
solutions

Demand forecasting 
& monitoring of flows

Asset recovery tools for better 
control of returns process

Transportation & 
Routing

Efficient 
Warehousing

Sustainable 
Packaging Solutions

Reverse Logistics

Traditional logistics services… …expanded in a circular economy
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Consumer Behavior 

has changed

Societal and regulatory 

power is on the rise

Technology & Digitalization 

accelerate circularity more 

than ever before

Until early 2010s 
Awareness

2015 – 2020
Formalization

Costs Complexity Demand

2023 – 2030
Acceleration



THE STATE OF FASHION 2023: 
RESILIENCE IN THE FACE OF 
UNCERTAINTY 

JOЁLLE GRUNBERG,
FULL TIME SENIOR ADVISOR, MCKINSEY & COMPANY



September 14, 2023

DHL Luxury and Fashion Forum NYC

The State 
of Fashion 
2023
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Presenting today...

Joelle Grunberg

Senior Advisor in McKinsey’s Apparel, Fashion and 

Luxury group. 

Former CEO of Lacoste Americas and former President 

of Wolverine Boston Brands (Sperry, Saucony, Keds)



"The State of Fashion" –
the most comprehensive perspective on 
the fashion industry 

The annual report 

analyses the global 

fashion industry 

The McKinsey Global 

Fashion Index, composed 

of over 400 public and 

private companies spanning 

across market segments, 

product categories, and 

geographies 

The BoF-McKinsey Global 

Fashion survey, completed 

by over 200 senior fashion 

executives 
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On the agenda for today

Key themes in this 

year‘s SoF

The current 

environment

1 2

A look at what is 

defining winners and 

losers in the current 

environment

An overview of the 

foundational themes 

impacting apparel 

companies this year
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The fashion industry strongly rebounded in 2021/22, 
following years of slowing growth and sharp decline

Source: McKinsey Global Fashion Index (MGFI)

Total economic profit

Index (2010=100)

100 101 105 98 85 72
55

77 90 80

-79

212

2010 11 12 13 14 15 16 17 18 19 20 21

?

22/23 E

1% -199%17%-13%4% -7% -15% -24% 41% -12% 368%

22

YoY change, % X
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Although economic profit increased significantly, the rebound
in 2021 merely balanced out the losses from 2019/20

Long-term and 2019-2021 average EP, Indexed to 2010 EP = 100

87

71

Long-term average

(2010-2018)

Average 

2019 - 2021

-18% 156

279

Long-term avg. 

(2010-2018)

Avg.

2019-2021

+79%

119

263

Long-term avg. 

(2010-2018)

Avg.

2019-2021

+121%

Luxury

N=27

Sportswear

N=30

Although 2021’s increase in Economic 

Profit results look extremely positive, 

much of the success in 2021 is 

conditional on 2020 being so negative

The two categories that managed to 

create incremental value on top of 

capturing pent-up demand were luxury 

and sportswear

Source: McKinsey Global Fashion Index (MGFI) 23

Total
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2021 saw a rise of new 
value creators ...

... resulting in a less 
polarised industry

36 44 36
90

104
118 125

74

180

-63 -72 -81

-172

-58

2017 2018 2019

19

2020 2021

77
90 80

-79

212

Top 20 based on EP Value creation excl. Top 20 Value destruction

53 54 59
68

44

47 46 41
32

56

2017 2018 2019 2020 2021

Value creators Value destroyers

Source: McKinsey Global Fashion Index (MGFI)

Value creators vs. value destroyers per year

%

Breakdown of total economic profit per year

Index (2010=100)
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But many super winners maintained their status across the years –
with sports and luxury leading growth

Source: McKinsey Global Fashion Index (MGFI)

977

962

928

902

576

549

484

476

379

334

331

316

314

309

NIKE

LVMH

Inditex

Kering

Hermès

TJX

adidas

Fast Retailing

Anta

Ross

Lululemon

Dick’s Sporting Goods

Next

Pandora

JD Sports

Hanesbrands

Richemont

Li Ning

Deckers Outdoor

V.F. Corporation

3,767

3,258

2,463

1,867

1,754

1,228

New entrants since SoF 2022 super winners listSoF 2022 super winners

Top 20 players based on average Economic Profit 2019-2021

USD millions

Change in rank vs. 

SoF 2022 (EP 2019-2020)

-1

+281

-1

+4

+1

-1

+3

+1

+2

-1

-1

-1

+9

+1

+5

-1

+4

-3

Unchanged

Unchanged
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Looking ahead economic headwinds are expected in Europe, while the 
US and China are likely to be more insulated
Retail sales growth forecasts by region and segment, YoY growth rates, %

Luxury

FY FY FY

2020 2021 2022 2023

Source: McKinsey State of Fashion Forecasts; McKinsey Global Fashion Index (MGFI)

Non-luxury Luxury

H1 H2

10-12
2-4 3-8

H1 H2

20-22

3-5 5-10

H1 H2

6-8
15-17 9-14

-18%

9%

(-4)-1

1. Includes Western and Eastern Europe

31-33

(-9)-(-7)

-23%

22%

2020 2021 2022 2023 2020 2021 2022 2023

-26%

46%
31%

40%

1-6

2-7

7-9
1-3

(-7)-(-5)

1-3

-21%

18%

-10%

15%

Non-

Luxury

Europe1 US China

26
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Yet overall, the majority of fashion executives expect worse 
conditions for the industry in 2023 compared to last year

56%

9%

28%

29%

16%

62%

SoF 2023

SoF 2022

BetterSameWorse

Executives take a much more pessimistic view of the industry 

for 2023 than they did a year ago, N=148

N = 196

N = 221

Source: BOF- McKinsey State of Fashion 2023 Survey, BOF- McKinsey State of Fashion 2022 Survey

1.  Survey question: "Question: How will conditions evolve for the fashion industry in the next year, in your view? ”

% of respondents that rated industry conditions next year as worse, the same or better1
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Fashion executives are 
most concerned about 
inflation, geopolitical 
uncertainty and supply 
chain disruptions

% of respondents that rated each topic 

as one of the top three risks to their 

businesses in 20231

Source: BOF- McKinsey State of Fashion Survey 2023

78%

66%

52%

31%
28%

17% 15%

7% 5%

Inflation Geopolitical 

instability

Supply 

chain 

disruptions

Increased 

economic 

volatility

Volatile 

energy 

prices

Rising 

interest 

rates

Financial 

market 

volatility

Trade 

policy 

changes

Covid-19 

pandemic

Inflation, geopolitical instability and continued supply chain disruptions are 
expected to play a key role shaping the fashion industry going forward, 
replacing Covid-19 as the top risks to executives’ business

1.  Survey question: "What do you expect will be the greatest risks to growth in the global economy in 2023? (Select three)?”
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A record high number of executives are focused on cost 
improvements – more than during Covid-19

Sales growth

Cost improvements

Focus of performance in 2023

% of survey responses
Comparisons with previous editions of SoF

SoF Year

2017

2018

2019

2020

2021

2022

Cost Improvements

16%

19%

18%

23%

33%

13%

84%

81%

82%

77%

67%

87%

Sales Growth

63
37

1st year in which Covid-19 was included in State of Fashion

Source: BOF- McKinsey State of Fashion Survey 2023
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On the agenda for today

Key themes in this 

year‘s SoF

The current 

environment

1 2

A look at what is 

defining winners and 

losers in the current 

environment

An overview of the 

foundational themes 

impacting apparel 

companies this year
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In an increasingly uncertain and ever-changing world, we see four 
priorities that players in the fashion industry need to push in 2023

Global economy

A. Build resilience in face

of uncertainty

2

Uneven post-

pandemic 

economic 

recoveries

Uncertainty 

in regional 

growth 

priorities and 

how to hone 

strategies 

tailored to 

a market

Regional 

realities

1

Highest 

inflation in a 

generation

Rising 

geopolitical 

tensions, 

climate crises 

and sinking 

consumer 

confidence

Volatility of 

global 

economy

Global 

fragility

Consumer shifts

B. Adapt to evolving demand

Changing 

consumer 

attitudes 

towards 

gender 

identity and 

expression

Blurring of the 

lines between 

menswear & 

womenswear 

Requires 

rethinking 

their product 

design, 

marketing, 

and 

experiences

4

Fluid 

fashion

Some 

consumers will 

postpone or 

curtail 

discretionary 

purchases; 

others will seek 

out bargains, 

increasing 

demand for 

resale, rental 

and off-price

Protect 

customer 

loyalty and 

avoid brand 

dilution

3

Two-track 

spending

Shoppers 

rethinking how 

they dress for 

work, 

weddings and 

other special 

occasions 

Offices and 

events will 

likely become 

more casual

Special 

occasions may 

be dominated 

by statement-

making outfits 

that consumers 

rent or buy

5

Formalwear 

reinvented

Fashion system

C. Stress-test your channels 

for future growth

D. Align operations with 

key strategic topics

Mounting 

digital 

marketing 

costs puts 

viability of the 

DTC model 

into question

Brands will 

likely need to 

diversify their 

channel mix 

(incl. 

wholesale, 

marketplaces)  

to sustain 

growth

6

DTC 

reckoning

Recent data 

rules making 

customer 

targeting 

becomes less 

effective and 

more costly

Need to 

embrace 

creative 

campaigns 

and channels 

to maximize 

ROI on 

marketing 

spend and 

gather first-

party data

7

Digitial 

marketing 

reloaded

Increasing 

scrutiny on how 

brands 

communicate 

about their 

sustainability 

credentials

To avoid 

“greenwashing”, 

brands must 

demonstrate 

meaningful and 

credible change, 

while abiding by 

regulatory 

requirements.

8

Tackling 

greenwashing

Execution of 

strategies will 

hinge on a 

company’s 

alignment 

around key 

functions

Need a new 

vision for 

what the 

organisation

of the future 

will require

10

Organisation 

overhaul

Continued 

supply chain 

disruptions 

driving need for 

reconfiguration 

of global 

production

New models 

based around 

vertical 

integration, 

nearshoring 

and small-

batch 

production, 

enabled by 

enhanced 

digitisation

9

Future-

proofing 

manufacturing

31



EVOLUTION OF EBAY INTO A TRUSTED 
ECOSYSTEM IN LUXURY & FASHION

TIRATH KAMDAR
GENERAL MANAGER OF GLOBAL LUXURY, EBAY

MIRELLA MULLER
SECTOR PRESIDENT E-RETAIL & FASHION, DHL GROUP



AGENDA, 14 SEPTEMBER 2023

12:00 – 13:00 Arrival, Registration & Light Lunch

13:00 – 13:05
Official welcome
Rahn Lee, Vice President eRetail & Fashion, DHL Group

13:05 – 13:20
Chances and Limitations of Circularity in the Fashion & Luxury Industry
Katja Busch, Chief Commercial Officer DHL and Head of Customer Solutions & Innovation, DHL Group

13:20 – 13:45
The State of Fashion 2023: Resilience in the Face of Uncertainty 
Joёlle Grunberg, Full time Senior Advisor, McKinsey & Company

13:45 – 14:15
Evolution of eBay into a Trusted Ecosystem in Luxury & Fashion
Tirath Kamdar, General Manager of Global Luxury, eBay 
Mirella Muller, Sector President eRetail & Fashion, DHL Group

14:15 – 15:00 Break

15:00 – 15:45
Breakout Sessions
Reverse Logistics | Direct-to-Store | Delivery Experience | Decarbonization

15:45 – 16:15
Exploring the Future of Flexible Automation in Luxury and Fashion Warehouses
Gina Chung, VP Corporate Development, Locus Robotics

16:15 – 16:45

The Role of Logistics in the Luxury & Fashion Value Chain
Patricia Gabriel, Chief Supply Chain Officer, Capri Holdings Limited 
Christopher Onisk, Executive Director Global Omnichannel Distribution COE, Estée Lauder
Host: Alexander Schuett, Head of DHL Consulting Americas, DHL Group

16:55 – 17:00
Official Closing
Mirella Muller, Sector President eRetail & Fashion, DHL Group

17:00 – 18:00 Networking Reception & Canapés



BREAKOUT SESSIONS

DELIVERY EXPERIENCE
Discover innovative strategies and best 
practices for enhancing customer experience in 
the crucial last mile of e-commerce delivery

REVERSE LOGISTICS 
Learn about ways to boost sustainability 
through reverse logistics while helping your 
brand expand your shopper base

DECARBONIZATION
Do a self-assessment of where you are in your 
sustainability journey and discover more ways 
to improve your logistics footprint

DIRECT-TO-STORE
Uncover the power that end-to-end supply 
chain visibility, right down to the box level, 
brings to your business

PLEASE GO TO YOUR RESPECTIVE BREAKOUT SESSION IN THE ORDER YOUR HAVE SIGNED UP

→ 360° Room (Main Room - Right) → 360° Room (Main Room - Left) 

→ Lobby (Entrance) →Mezzanine (Upper Floor)



REFRESHMENT BREAK
14:15 – 15:00



BREAKOUT SESSIONS

DELIVERY EXPERIENCE
Discover innovative strategies and best 
practices for enhancing customer experience in 
the crucial last mile of e-commerce delivery

REVERSE LOGISTICS 
Learn about ways to boost sustainability 
through reverse logistics while helping your 
brand expand your shopper base

DECARBONIZATION
Do a self-assessment of where you are in your 
sustainability journey and discover more ways 
to improve your logistics footprint

DIRECT-TO-STORE
Uncover the power that end-to-end supply 
chain visibility, right down to the box level, 
brings to your business

PLEASE GO TO YOUR RESPECTIVE BREAKOUT SESSION IN THE ORDER YOUR HAVE SIGNED UP

→ 360° Room (Main Room) → 360° Room (Main Room) 

→ Lobby (Entrance) →Mezzanine (Upper Floor)
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EXPLORING THE FUTURE OF FLEXIBLE 
AUTOMATION IN LUXURY AND FASHION 
WAREHOUSES

GINA CHUNG
VP CORPORATE DEVELOPMENT, LOCUS ROBOTICS



Exploring the Future of Automation 
in Luxury & Fashion Supply Chains.

DHL Luxury & Fashion Forum | NYC

Leading the Digital Warehouse Transformation



Customers

#1 Choice of Leading Global Brands

Facilities Countries
Industrial Retail / E-Comm 3PLHealthcare

EMEA HQ
Amsterdam

North  American HQ
Boston

280+ 18115+

APAC
Singapore



confidential and proprietary

Pioneers in Flexible Automation 

2015 2016 2017 2018 2019 2020 2021

LocusBots Deployed

2022 20232014

Series A ($15M)

LOCUS
LAUNCH

Locus founders deploy
Kiva, the first robot 
powered 3PL.

Amazon acquires Kiva 
prompting founders to 
start a new company.

2007-2014
LOCUS ORIGINS

SERIES E ($150M)

600+ MILLION PICKS

Largest AMR Order in History

1 BILLION PICKS

SERIES F ($117M)

2 BILLION PICKS

Record 230M Picks Peak Season

APAC Launch

Series B ($25M)

Customers start expanding Locus 
to multiple sites

250 MILLION 
PICKS

Named Market Leader by IDC

European Launch

Series C ($26M)

Series D ($46M)

Accelerated expansion of 
the Locus solution
to support total warehouse 
optimization.

2021 WAYPOINT 
ACQUISTION



Four Global Market Trends Driving Demand

Labor
labor availability
& cost of labor

Agility
react effectively to 

disruptions & changes

Speed
reduce cycle times 
and deliver faster

1

Volume
peak season & 

demand fluctuations

2 3 4



80% OF 
WAREHOUSES 

ARE MANUALLY 
OPERATED
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INDOOR 
MOBILE 
ROBOTS



SCALE
FLEET
Up and down

LIVE
In 6-8 weeks v

RaaS
All-inclusive 
monthly fee

PROVEN RESULTS WITH FLEXIBLE AUTOMATION

2-3x
Boost in Productivity

ROI
In 6-8 months

MINIMAL
Infrastructure 
requirements



STEP 1

WORKFLOW OPTIMIZATION
Dynamic, purpose-built algorithms optimize tasks from
any WMS, clustering work to increase efficiency, create 
density, and shorten cycle times.
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TASKS FROM 
ANY WMS:

[YOUR CUSTOM WMS]



CONTINUOUS 
WORKFLOW 

OPTIMIZATION

49



STEP 2

INDUCTION
Locus intelligently selects optimal containers for the mission 
and directs induction on the bot to maximize efficiency. 



FLEXIBLE, 
CONFIGURABLE 

PAYLOADS

51



RAPIDLY SCALE UP FOR PEAKS AND SURGES

Step 2

Bots Shipped

Step 3

Deployed in Minutes

Step 4

Kept or Returned

Step 5

Refurbished for New Sites

Step 1

Peak Needs Scoped



STEP 3

PATH OPTIMIZATION
LocusBots navigate autonomously throughout the 
warehouse, optimizing their path to minimize travel
and maximize productivity.



FOR BOTH 
BROWNFIELDS  

& GREENFIELDS



STEP 4

DIRECTED PICKING
Associates are guided to pick the right item and place
it in the appropriate container. Interleaved tasks also 
include putaway, and inventory counting. 



MULTI-LANGUAGE
UI automatically adjusts to one of 

25+ languages based on preference.

LOCUS TAG
Patented technology 

identifies worker
to robots

56

TOTE ID & POSITION
Shows worker which tote on the 

robot to place item

QUANTITY

PROPRIETARY 
GAMIFICATION
Motivating worker performance with 
clear goals as they work

NEAREST ROBOT INDICATOR
Directs associate to the next task

INTEGRATED SCANNER



STEP 5

MULTIBOT COLLABORATION
Robots travel to the next location to work with a new 
associate. Locus’s patented multi-bot approach delivers 
increased effective capacity per worker, higher density,
and lower cycle time.



RIGHT JOB FOR 
THE RIGHT BOT.



STEP 6

SEAMLESS HANDOFF
Locus integrates with connected systems for sorting
and packing, dropping off work at packing stations, 
conveyors, putwalls, and more. 



ENABLING E2E 
AUTOMATION



SCALE
FLEET
Up and down

LIVE
In 6-8 weeks v

RaaS
All-inclusive 
monthly fee

PROVEN RESULTS WITH FLEXIBLE AUTOMATION

2-3x
Boost in Productivity

ROI
In 6-8 months

MINIMAL
Infrastructure 
requirements



THANK YOU. QUESTIONS?



CONTACT US

Gina Chung
VP Corporate Development

gchung@locusrobotics.com
mobile: 312.504.7069

Melissa Valentine
VP Sales North America

mvalentine@locusrobotics.com
mobile: 214.924.3214



THE ROLE OF LOGISTICS IN THE LUXURY 
& FASHION VALUE CHAIN

PATRICIA GABRIEL
CHIEF SUPPLY CHAIN OFFICER, CAPRI HOLDINGS LIMITED 

CHRISTOPHER ONISK
EXECUTIVE DIRECTOR GLOBAL OMNICHANNEL DISTRIBUTION ESTÉE LAUDER

ALEXANDER SCHUETT
HEAD OF DHL CONSULTING AMERICAS



GLOBAL INNOVATION CENTERS
DHL’s commitment to driving innovation in logistics

Americas Innovation Center
Chicago, USA Est. 2019 

Europe Innovation Center
Troisdorf, Germany Est. 2007

Asia Pacific Innovation Center
Singapore Est. 2015

MEA Mobile Innovation Center
Dubai, UAE Est. Oct 2021 



Metaverses

Space Economy

Remote Work & 
Teleoperation

Silver Economy

Mass
Personalization

Everything As
A Service

Sharing
Economy

Environmental
Stewardship

Cybersecurity 2.0

Omnichannel

Diversity, Equity,
Inclusion, Belonging

Quick
Commerce

Digital
MarketplacesSmartification

Circularity
Supply Chain

Diversification

Decarbonization

Physical Internet

Alternative Energy 
Solutions

Outdoor Autonomous
Vehicles

Blockchains

Computer Vision Drones

3D Printing

Smart Labels

Next-Generation 
Packaging

Indoor 
Mobile  
Robots

Stationary  
Robotics

Big Data Analytics

Wearable 
Sensors

Cloud &  APIs

Extended Reality

Next-Generation 
Wireless

Digital Twins
Interactive AIEdge Computing

Quantum
Computing

Bio-Based 
Materials

Exoskeletons

Tube Systems

High Impact
Revolutionary applications that 
are potentially disruptive.

Low Impact
Evolutionary changes with 
incremental improvements.

Realization
The common way of operating 
and doing business in logistics.

2013 2014 2016 2018 2020 2022



SOME FINAL THOUGHTS …

OMNI-
CHANNEL 
DISTRIBUTION

LOGISTICS IMPACT

1. Enhance cross-
channel fulfilment 
capabilities and 
rapid re-stocking 
capabilities.

2. Integrate systems 
for seamless 
inventory visibility.

3. Invest in a 
sophisticated 
planning system 

GREEN & 
CIRCULAR 
LOGISTICS

LOGISTICS IMPACT

1. Re-evaluate supply 
chains towards C02 
emissions & 
material circularity.

2. Partner with 
sustainable 
suppliers.

3. Adopt renewable 
energy 
transportation 
options

ENHANCED 
TRACK & 
TRACE CAPABILITY

LOGISTICS IMPACT

1. Integrate advanced 
tracking 
technologies into 
operations 

2. Ensure full 
transparency & 
security along 
supply chain

3. Educate customers 
on tracking benefits.

WHITE-GLOVE 
& PREMIUM 
DELIVERY

LOGISTICS IMPACT

1. Ensuring a high 
level of service 
quality and 
personalization 
across cities.

2. Introduce luxury 
packaging options.

3. Specialized training 
for delivery 
personnel.

LOCALIZED 
AND AGILE 
WAREHOUSING 

LOGISTICS IMPACT

1. Shift from 
centralized to 
localized 
warehousing.

2. Build/close 
warehouses based 
on demand trends.

3. Implement adaptive 
warehousing tech.



THANK YOU!
LUXURY & FASHION
FORUM 2023
DUBAI | COLOGNE | SINGAPORE | NEW YORK CITY


