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About GLAMI





Fashion catalog
of targeted content



Specialised filters



Detailed catalogue
categorization



GLAMI catalog is different for different visitors



Promotional 
campaigns



GLAMI.ES
STILEO.IT
GLAMI.GR
GLAMI.CZ  
GLAMI.SK
GLAMI.HU 
GLAMI.RO
GLAMI.BG
GLAMI.HR
GLAMI.SI
GLAMI.LT
GLAMI.LV 
GLAMI.EE

GLAMI.COM.TR



We work with some of the 
largest fashion brands and 

eshops in the EU



GLAMI in numbers

14 countries

25000 
Brands from fast 
fashion to luxury  

5.5 mil.
Followers on social media

3200+
Retailers list their stock

17+ mil.
Fashion products

40+ mil.
Visitors Monthly



Simplifying the way people shop fashion 
online

An AI-powered platform 
for fashion discovery



Priorities & trends 
in fashion e-commerce 
for 2023



Bigger 
competition

Recovery 
in demand

Inflation Geopolitical 
challenges

2022: a year of contrasts



Source: internal GLAMI data on clicks,  YoY comparison



2022: a positive year for fashion e-commerce 

 

17% 30% 48%

Question: 2022 was the first year after the COVID-19 pandemic. 
How would you evaluate it in terms of success for your company?

PositiveNeutralNegative

The majority of fashion e-shops see 2022 as a positive year for their business

Source:  GLAMI survey across more than 200 fashion e-retailers, 01/2023.



2023: a year of uncertainty 

Source: GLAMI survey across fashion e-retailers, 01/2023. 

20%

9%

Question: Do you think market conditions for fashion 
e-commerce in 2023 will:

Improve for sure

Stay the same

8%Not sure

28%Rather improve

28%Rather deteriorate

7%Rather deteriorate



2023: outlooks differ per geography

Improve Stay the same Not sureDeteriorate

49%

22% 23%

16%

29%

42%

Southern Europe

 Central Europe

6% 13%

Source: GLAMI survey across fashion e-retailers, 01/2023. 



Top 10 priorities for 2023 

10.

Adding more channels to the marketing mix 

Cutting operational costs

Adapting assortment mix to changes in consumer 
demandStarting operations in new countries

Optimizing shipping and return processes

Starting operation in the new countries 

Introducing sophisticated data analytics 

Improving supply chain / suppliers

49% 

44%
40%

32% 
33% 

31%

20% 

19% 

18%Working on a flexible pricing strategy

Question:  What will you concentrate on in 2023?

Brand building activities 63% 

Source: GLAMI survey across fashion e-retailers, 01/2023. 



Fashion e-retailers priorities for 2023

Source: GLAMI survey across fashion e-retailers, 01/2023. 

Adjust the balance between 
seasonal and basic 
assortment to more basic

Reduce the number of 
styles

30% 

28% 

Question:  How are you planning to change 
the inventory and choice of assortment?

 52% 40% 6%

Profitability Growth Not sure

Question: In 2023 you will rather focus on:

2% responded "Other"



Source: Source: Modivo zone in Prague, Czechia & aboutamazon.com

Different paradigm of in-store technologies



Gen-Z shaping the future of fashion

Genderless 
collections

Not styles, but "cores" Second-hand 
shopping



● Automation and AI in internal processes.

● Demand forecasting & traceability tools.

● Virtual fitting rooms & Recommender systems.

● AI upgrading the online shopping experience.

Technology driven e-commerce



● Importance of Hyper-personalization.

● Tailoring the content by using data.

Improving experience for todayʼs 
online customer 



 

Specialised filters

Personalised items 
+10% revenue/session 
+2.5% CTR

+2.5% revenue/session 
+0.3% CTR

(Hyper)personalisation in GLAMI



Steps towards hyper-personalisation

Collection

of the first-party data.

Analysis

of collected data using 
AI models.

Delivery 

personalisation to 
every customer. 



● Personalisation can only work with consumersʼ data.

● Dilemma: how to use data Vs data privacy.

→   Collect data from user? Offer a “reason why”.

Challenge: collecting consumer data







Boosting first-party data collection

↣  Easy and fast quiz for visitors

↣  Hyper-personalized homepage 

↣  +20% Revenue per user 

↣  2.5x uplift in customer value





Lower Cost of Sale 
On your spend.

Where 
fashion 
meets 
technology



¡Muchas Gracias!
Harry Spinthakis

Country Manager

harry.spinthakis@glami.es

www.glami.group
Ujezd 450/40

118 00 Praha

Czech Republic


