FREE WEBINAR
How content is transforming luxury retail

Learn to acquire and retain luxury buyers with Content Intelligence
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Luxury Fashion Disrupted

The value of data and content for Fashion Luxury
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We work with business and
technology leaders to develop
customer-obsessed strategies
that drive growth.




Luxury Brands Risk Digital Disenfranchisement
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Online Luxury Retail Is Set For Double Digital Growth

B China ($billions)
B us $13.78
W EU7

APAC Will

Global online luxury
sales CAGR = 14%
(2016 to 2021)

Outpace All

$10.25

$6.46
$5.50 $5.48
$3.19

2016 2017 2018 2019 2020 2021

Source: Forrester Data: Luxury Retail Forecast, 2016 to 2021 (Global) [EU 7: UK, France, Germany, Netherlands,, Italy, Spain, Sweden]
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But Digital Influence Does Not Stop Online

Western Europe, 2021

17%
Online sales
By 2021,
45% : ;
Offline retail sales will
sales 38% involve digital

Web-influenced

offline sales touchpoints.

Source: Forrester Data Web-Influenced Retail Sales Forecast, 2016 To 2021 (EU-7
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Luxury Consumers Are Far More Digitally Mature

Than Many Luxury Brands

.
B




Luxury Consumers Are Early Adopters Of Technology

Q)

Pro_gressive Savvy Convenience Settled Reserved
Pioneers Seekers Conformers Survivors Resisters

—————ﬁ

Most empowered Least empowered
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Progressive Savvy Convenience  Settled Reserved
Pioneers Seekers Conformers Survivors Resisters
Luxury Consumers
|1°/o

chine. I - w— W | 1%
Us. I <5 B o .2 e iy

EU 299, 27% 259, 10% 9%
All Consumers &
S
china - I 54 W W veto China
us [ 23% - mus
2] EUS

EU 14%

Base: 4,u00u to 58,000 online adults (18+) Sample Size varies by country. Base: 1,187 to 9,766 online adults who purchase luxury goods in the past three months. Note:
percentages do not total 100 because of rounding. Source: Forrester Data Global Consumer Technographics Online Benchmark Survey (part 1), 2017
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Luxury Consumers Mobile, Digitally Savvy Shoppers

Luxury Consumers

All

/% g Super Shoppers
! (Regularly using multiple devices to

research and buy online)

N
J

Find their Smartphone more convenient
than other devices for getting things done :

£ |

-

Expect companies to make their websites :
mobile-friendly 61%

\

3

Are more confident about my in-store

purchases when | use my smartphone to do
. research on the spot

\
J
N
y

Source: Forrester Data Global Consumer Technographics Online Benchmark Survey (part 1), 2017 and Retail and Travel Survey H1, 2017




Compared to mainstream consumers, luxury consumers are
more engaged with fashion and lifestyle content online

58

News 63

Entertainment

Food & cooking

Travel

I

Health & wellness 50 - All consumers

. Luxury consumers

N
’

Fashion 41

Base: Luxury consumer who bought online in the past 3 months Source: Consumer Technographics Consumer Technographics Global Online Benchmark Survey (Part 1), 2017
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FINANCIAL TIMES

= FASHION-TECH

Chanel'Strikes Farfetch'Deal to Augment
Boutiques

YOOX SpA ( Add to myFT )

Richemont bids to take full control of Yoox
Net-a-Porter

SWISS luxury group looks to shake up intem

\
I SURAONY B COTIITS poone | [ The Telegraph HOME  NEWS  SP
Business

Economy Companies Opinion Openeconomy

Prada Plays Digital Catch-Up in
China

Focusing on digital and forging relationships with KOLs like

"Mr Bags” will prove crucial to Prada regaining ground in
China, aregion which accounts for close to a third of all

Markets Alex Telegraph Conn

A ' Business

Burberry to expand online reach with

d ) (R -

Luxury brands are playing catch up

Making The Best Of A Digital Situation: What Luxury

Brands Can Do To Catch Up Online
9 0 O @ @ 1| Digital Transformation Guide - o

| A, On Marketing, < onaeuTon
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Customer Relationship And Understanding Must Be
Channel-agnostic

----------------------------------------------------------------------

Branded dlgltal touchpomts E E Traditional touchpoints
Social Kiosk Web Mobile Tablet E E Stores Contéct center E
O o0
i c@o O
® o
» Single, enterprise- » Unified and » Holistic view of the
wide view of stock customer-centric customer

and orders organization




Customer Relationship And Understanding Must Be
Channehagnosﬁc
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Rebecca Minkoff Uses RFID And Digital Mirrors To
Assist Customers In-store




Customer Relationship And Understanding Must Be
Channehagnosﬁc
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Memory Of Experience Must Be Kept Between Store
And Digital Touchpoints




WELCOME TO

SNAP. FIND. SHOP.

We've made it really easy to
find exactly what you are
looking for!
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SHOP ALL GIFTS
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Customer Relationship And Understanding Must Be
Channehagnosﬁc
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In Store Experience Is A High Priority

“For your organization/company, what are the main opportunities for improving

the customer experience at your company’s stores?”
(Multiple responses accepted)

Personalizing the customer
experience

72%

Making the store more engaging 59%

Making it easy for customers to 4
. 54%

find products

Ensuring we always have the

0,
products customers want 54%

Making it convenient to purchase 51%

Improving the knowledge

” 44%
of associates

Providing self service technologies

34%
for shoppers

Base: 61 eBusiness and channel strategy professionals
Note: Not all responses are shown.

Source: Forrester’s Q2 2016 Global eBusiness And Channel Strategy Professional Online Survey
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But Personalisation Is Currently More Focused On
Online Modules

“What parts of the experience are you personalizing?”
(Multiple responses accepted)

Content on the website 75%

Promotions/product offers 55%

Product recommendations 49%

Reminders and alerts 44°%

Content on the mobile app experience 32%

28%

Screen layout

Base: 70 to 115 digital experience delivery decision makers
Source: Forrester's Q1 2016 Digital Experience Delivery Online Survey
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More Touchpoints All Needing Consistent Experience

8 & ENGAGE DISCOVER @

« Brand presences on social » Targeted social media presence
» Campaign and product launch D

networks
partnerships

EXPLORE D

* Touchpoint and location- * App anq social o
agnostic customer service messaging by store
associates —
* Inventory visibility and e
accessibility ® .l==\-

L | | ]
A\ | /4

» Click-and-collect

ﬁ BUY |
D « In-store appointments Qi
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Channels Are For TV, Not For Customers

Customers Expect Rich, Relevant, Continually
Updated Content Everywhere

Individualization Is The New North Star



FORRESTER

‘ Michelle Beeson
+44 207 323 7677
mbeeson@forrester.com

1hank you

FORRESTER.COM
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CONTENT INTELUGENCE IMPACTS
FOR LUXURY BRANDS

Real cases




Contentintelligence.net
PP IPR INTRO

From Content Intelligence for Dummies

CONTENT INTELLIGENCE IMPACTS FOR LUXURY BRANDS




Contentintelligence.net

content, data, people

CONTENT INTELLIGENCE PROCESS

CENTRALIZE PURSUE BRAND COLLECT 157
- CONTENT CONSTISTENCY _ - ---__ PARTY DATA
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CONTENT INTELLIGENCE IMPACTS FOR LUXURY BRANDS




Contentintelligence.net

content. data. people

CONTENT INTELLIGENCE IMPACTS

@ PI1TI IMMAGINE VALENTINO V 07iESE

PROCESS MANAGEMENT BRAND PERSONALIZED
EFFICIENCY CONSISTENCY COMMUNICATION

CONTENT INTELLIGENCE IMPACTS FOR LUXURY BRANDS




Contentintelligence.net
ol ok PROCESS MANAGEMENT EFFICENCY
0 PITTI IMMAGINE

BEFORE CONTENT INTELLIGENCE

MULTIPLE UPLOAD PHASE APPROVAL PHASE DELIVERY PHASE
CONTENT TYPES

CONTENT INTELLIGENCE IMPACTS FOR LUXURY BRANDS




Contentintelligence.net
Ltn PROCESS MANAGEMENT EFFICENCY

Q PITTI IMMAGINE

CONTENT INTELLIGENCE IMPACTS FOR LUXURY BRANDS




Contentintelligence.net
R S il PROCESS MANAGEMENT EFFICENCY

0 PITTI IMMAGINE KPI
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+35% time
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CONTENT INTELLIGENCE IMPACTS FOR LUXURY BRANDS




Contentintelligence.net

content, datq, {)(’.‘CEI)’(?

BRAND CONSISTENCY

VALENTINO

BEFORE CONTENT INTELLIGENCE

Valentino communicates across dozens of channels, but each one was basically a silo.

BOUTIQUES SOCIAL INTRANET

S Eg§gE &8 E

CONTENT INTELLIGENCE IMPACTS FOR LUXURY BRANDS




Contentintelligence.net

content, dm(], :)OOD|(}

BRAND CONSISTENCY

VALENTINO

WITH CONTENT INTELLIGENCE

Valentino centralized its content, integrating the enrichment phase and the delivery across all channels.

BOUTIQUES
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CONTENT INTELLIGENCE IMPACTS FOR LUXURY BRANDS




Contentintelligence.net

content, datq, ()’f?()f)l(’j‘

BRAND CONSISTENCY

VALENTINO

90% time saved on updating a single asset

iannels: from minutes t

CONTENT INTELLIGENCE IMPACTS FOR LUXURY BRANDS
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R PERSONALIZED COMMUNICATION

content, datqa, pe«

Y vairESE.

BEFORE CONTENT INTELLIGENCE

Dainese based its Marketing Automation activities on 3rd party data, not being able to always have a
succesful and personalized relationship with its customers.

USER 1 USER 3

USER 2

CONTENT INTELLIGENCE IMPACTS FOR LUXURY BRANDS
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content, datq, ()’f?()f)l(’j‘

PERSONALIZED COMMUNICATION

YV vairESE.

WITH CONTENT INTELLIGENCE

With Content Intelligence they collect data directly from their content, so they know each customer’s interests

CONTENT INTELLIGENCE IMPACTS FOR LUXURY BRANDS
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YV oairese KPI

CONTENT INTELLIGENCE IMPACTS FOR LUXURY BRANDS




THANK YOUI!

(a\ Michelle Beeson - Analyst for FORRESTER
@ Antonio Comelli - Content Intelligence Manager ot O THRON



