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WHAT WE WANTED TO KNOW

HOW DO LUXURY SHOPPERS USE DIGITAL TO RESEARCH
AND BUY LUXURY PRODUCTS?

HOW CAN BRANDS BEST REACH AND ENGAGE THEM?




HOW DID WE DO IT?

1 TARGET, 4 COUNTRIES, STUDY IN 2 PHASES

WHO? WHERE?

CONSUMERS WHO: 4 COUNTRIES
* Are aged from 25 to 65 years
« Are regular luxury goods buyers (at least 2 purchases
of luxury goods during the last 2 years, within the Q
clothes/accessories and jewellery/watches) 99 Q
« Have high households income

‘ . More than 100 000 EUR/year ‘ ’ More than 80 000 EUR/year

Al
+a » More than 85 000 GBP/year ‘ More than 100 000 JPY/year

- 510 8 % households of the highest income

WHAT? WHEN
1. QUANTITATIVE PHASE 2. QUALITATIVE STAGE « Study fielded between March and April
All countries France, UK and Japan 2016

+ 3 week online community
with 12 members
* 9h of 1:1 interviews

*+ 400 online interviews per
country
* 15 minutes per interview




WHAT DID WE FIND?

WHEN MAKING PURCHASE DECISIONS, LUXURY SHOPPERS USE THE INTERNET MORE THAN ANY OTHER MEDIUM

76% 71%

RESEARCH ONLINE USE A SEARCH
BEFORE BUYING ENGINE IN THEIR
LUXURY ITEMS RESEARCH

MOST STILL BUY IN-STORE, BUT DIGITAL DRIVES THEM TO PURCHASE

AFTER WATCHING AN ONLINE VIDEO

87% 33% 26%

BUY LUXURY ITEMS USE THEIR SMARTPHONE VISIT THE STORE
IN-STORE IN-STORE




WHO ARE THEY?

GENDER OCCUPATION
52% | A 48%

n .

) 2 Working

89%

il

AGE NATURE OF PURCHASE
® 2529
® 30-39 FOR SOMEONE ELSE
® 4049
@ 5059 £ 27%
00-65 FOR MYSELF
|
@ 3%

Across Adults 25+ who made at least 2 luxury purchases in the last 2 years

Base: All luxury goods buyers (n=1,600)




HOW MUCH DO THEY SPEND?

$913 $3,522

ON APPAREL AND ACCESSORIES ON JEWELLERY AND WATCHES
(ON AVERAGE) (ON AVERAGE)

|pveovey

How much did you spend for this purchase?

Base: All luxury goods buyers (n=1,600)



THE INTERNET IS THE LUXURY SHOPPER'S
EVERYDAY COMPANION

WHAT IS THEIR FAVOURITE MEDIA ?

100%
D D INTERNET
‘ 98%
98%
I 85% INTERNET DAILY,
VS.
() ol _ 90% 34% WHO READ MAGAZINES
60% DAILY
_ E—— 92%
‘;—E ] NEWSPAPER
== 50%
—

94%

34%
[l TOTAL USAGE

Il DAILY USAGE

How often do you use each of these medias?

Base : All luxury goods buyers (n=1,600)



LUXURY SHOPPERS LOVE DIGITAL DEVICES

WHAT DEVICES DO THEY USE?

AVERAGE NUMBER

_ 93% OF DEVICES
75%
D NMARITPHCON 93% 4.2
67% LUXURY BUYERS
l AB o7% VS-éNQ%AL
37% POPULATION*

%
0
28%

B LUXURY BUYERS
GENERAL POPULATION*

Which, if any, of the following devices do you currently use?

Base: All luxury goods buyers (n=1,600)
*Source: Connected Consumer Study TNS Infratest 2015




WHILE THE MAJORITY OF LUXURY GOODS
ARE PURCHASED IN-STORE...

WHERE DO PEOPLE BUY LUXURY PRODUCTS?

73% 14% 13%

STORE IN THEIR IN-STORE ABROAD/WHILE ONLINE
COUNTRY OF TRAVELLING
RESIDENCE

Where did you actually purchase your [Brand & Category]?
Base: All luxury goods buyers (n=1,600)




BEFORE BUYING, LUXURY SHOPPERS RELY
HEAVILY ON THE INTERNET

WHAT RESOURCES DO THEY USE TO SEARCH FOR INFORMATION?

O

' 4
88%

RESEARCH ONLINE OR
OFFLINE BEFORE BUYING A
LUXURY ITEM

76%

RESEARCH ONLINE PRIOR
TO THEIR PURCHASE

THEY USE AN AVERAGE OF

4.1

DIFFERENT TYPES OF
RESOURCES BEFORE
MAKING A PURCHASE
DECISION
AND

74%

OF THESE WERE ONLINE
RESOURCES

Which sources of information, if any, did you use to help you out with your

decision when you last purchased [Brand & Category]?

Base: All luxury goods buyers (n = 1,600) 10



ONLINE AND OFFLINE RESOURCES ARE
COMPLEMENTARY

WHAT RESOURCES DO THEY USE TO SEARCH FOR INFORMATION?

e SEARCH ENGINES I /%
[o)
ONLINE IMAGES I %% [ () 0%
ONLINE ONLINE VIDEOS [ 22% () 33%
[o)
INFO. FROM WEBSITE/APP 5 21% “When i'm onling, | look for information
CONSUMER REVIEWS/BLOGS & FORUMS [ ' /" about the brand, it's origins, it's
ARTICLES/PROF. REVIEWS/NEWSLETTER | 7% history.... If the website is crappy and
ONLINEADS [ 12% ‘\ doesn’t work, |f.there is r?othlng
. \ interesting... | leave it and will never go
SOCIAL NETWORKS [l 171% \ in-store”
PRICE OR PRODUCT COMPARISON WEBSITE/APP |l 7% Nicolas (40-49 yo), France
SALESPERSON/PRODUCT IN STORE 44% @® 60%
INFO IN MEDIA 24%
FRIENDS/FAMILY/COLLEAGUES 17%
AD IN NEWSPAPER/MAGAZINE 13%
“I go to the store to reassure myself of
SOMEONE WEARING THE PRODUCT 10% sizes.”
FRIEND/FAMILY MEMBER WEARING THE PRODUCT 9% Audrey (30-39 yo), France
OFFLINE
AD OUTDOOR/CINEMA/SMS 8%
AD ON TV 5%

AD ON THE RADIO 2%

Which sources of information, if any, did you use to help you out with your

decision when you last purchased [Brand & Category]?
Base: All luxury goods buyers (n = 1,600) 11




AND USED ALL THROUGH THE PURCHASE
JOURNEY

WHEN DO THEY USE ONLINE AND OFFLINE RESOURCES?

Learn about Compare Narrow Make a final

products or products or _ o
brands brands down my choice purchase decision

SALESPERSON/ SALESPERSON/ SALESPERSON/
(o) 0, (o) (o)
29% PRODUCT IN STORE 26%  SEARCH ENGINES 28%  PrRODUCTINSTORE ~ 33% PRODUCT IN STORE

SALESPERSON/

24% SEARCHENGINES  24% PRODUCTINSTORE 23% SEARCHENGINES 15%  SEARCH ENGINES

19%  ONLINE IMAGES 18% ONLINE IMAGES 18% ONLINE IMAGES 13% ONLINE IMAGES

Which of these touchpoints were particularly helpful in ...

Base: Luxury goods buyers who looked for information (n=371)




VIDEOS ARE A LINCHPIN IN THE RESEARCH
PROCESS

WHAT RESOURCES DO THEY USE TO SEARCH FOR INFORMATION?

22% (O

WATCH A VIDEO BEFORE

‘ BUYING A LUXURY ITEM

WHY DO THEY USE ONLINE VIDEOS?

41% 31% 36% 37%

Learn about Compare Narrow

WELCERINE]
products or products or _ o
brands brands down my choice purchase decision

@ 43% () 37%

vwriich sources of information, if any, did you use to help you out with your decision when you last purchased
[Brand & Category]? Base: All luxury goods shoppers (n=1600)

When researching your purchase did you seek out videos of the brand/product on any of these platforms ? 13
Base: Luxury goods buyers who watched online videos to get informed (n=



VIDEOS ARE A KEY SOURCE OF INFORMATION
FOR LUXURY SHOPPERS

WHAT TYPE OF CONTENT DO THEY WATCH ON ONLINE VIDEOS?

36» 35D 32h 28%

PRODUCT VIDEO ADS THE BRAND/ COMPANY TUTORIALS
INFORMATION INFORMATION
@ /3% @ 5% () 32%

() 31%

“On TV all you can watch is what they provide. On YouTube | can find whatever | want, instantly....

There are things you can understand specifically because it's in the 3D format of a video.”
Bata-san (30-39 yo), Japan

When researching your purchase did you seek out photos or videos of the
brand/product on any of these platforms ?

Base: Luxury goods buyers who watched online videos to get informed 14



YOUTUBE, A CENTRAL SOURCE FOR LUXURY
SHOPPERS

WHERE DO THEY WATCH ONLINE VIDEOS?

BRAND WEBSITE/APP 290%
Bl 23
Y FORUMS OR BLOGS WEBSITE/APP 16%
[l Tube
NEWS, LUXURY OR FASHION MAGAZINE SITE/APP 15%
49%
o tumblr. 4%
4%
ANOTHER WEBSITE/APP 4%

When researching your purchase did you seek out videos of the brand/product on

any of these platforms ? 15
Base: Luxury goods buyers who watched online videos to get informed (n=353)



VIDEOS LEAD TO ACTION

WHAT DO THEY DO AFTER WATCHING VIDEOS?

= |||||I_|_!é
“N RE 1

30% 26% 20%

SEARCH FOR MORE VISIT A STORE
INFORMATION

PURCHASE

A RELEVANT PRODUCT
@ 32%

p
“Videos are certainly a key influencing factor for

whether | buy the product.”
Ben (40-49 yo), UK

Back to online video: What did you do after having watched video(s) - if any?
Base :Luxury goods buyers who watched online videos to get informed (n=353)



IMAGES ENHANCE THE SHOPPING EXPERIENCE

WHAT RESOURCES DO THEY USE TO SEARCH FOR
INFORMATION?

49% (e

LOOK AT ONLINE IMAGES
BEFORE BUYING A
LUXURY ITEM

| e g

“| often start to look for images. It's my daughter
who showed me how to do it. She told me: "When
you look at something, type “images.”
Laurence (60-65 yo), France

WHERE DO THEY LOOK FOR ONLINE IMAGES?

47%

BRAND WEBSITE

36%

GOOGLE SEARCH

20%

FACEBOOK

18%

NEWS, LUXURY OR FASHION
MAGAZINE SITE/APP

11%

INSTAGRAM

Which sources of information, if any, did you use to help you out with your decision when

you last purchased [Brand & Category]? Base: All luxury goods buyers (n = 1,600)

Did you seek out photos of the brand/product on any of these platforms ? Base: Luxury 17
goods buyers who watched online images to get informed (n=784



MOBILE IS USED AT EACH STEP OF THE
PURCHASE PROCESS

WHICH DEVICES DO THEY USE IN THEIR RESEARCH PROCESS?

49% () 64%

USE THEIR
SMARTPHONE
BEFORE BUYING A
LUXURY ITEM

WHY DO THEY USE THEIR SMARTPHONE?

31% 34% 28% 22%

Learn about Compare NEYS o

WELCERINE]
products or products or _ o
brands brands down my choice purchase decision

@ 4% @ 34%

What % of total time spent researching was on smartphone ? When in store, what did

you use your smartphone for (if you did) ? Base: All luxury goods buyers (n=1,600)
Which of the following —if any- did your smartphone help with ? Base: Smartphone 18
users who did some online research and used their smartphone in this purpose (n=831)




IN-STORE, MOBILE IS THE NEW SHOPPING
ASSISTANT

WHERE DO THEY USE THEIR SMARTPHONE?

3 3 O/ “When i'm in-store and | found something, |
(o] () 47% always have my iPhone with me. | can go on
USE THEIR ™ the website to make sure it is the right item... In-
SMARTPHONE IN A store, | check all the product information,
LUXURY STORE materials, where it has been manufactured....”

Nicolas (40-49yo), France

WHY DO THEY USE THEIR SMARTPHONE IN-STORE?

33% 30% 25% 24%

TO COMPARE TO LOOK AT TO READ REVIEWS OR TO CHECK PRODUCT
PRICE ONLINE IMAGES FEATURES AVAILABILITY
@ 48% @ 39%

When in store, what did you use your smartphone for (if you did) ? Base: All luxury

goods buyers (n=1,600)
When in store, what did you use your smartphone for (if you did) ? Base: Luxury goods 19
buyers who use their smartphone when in-store (n=533)




SMARTPHONE IS ESSENTIAL WHEN ON THE GO

WHAT TYPE OF INFORMATION ARE THEY LOOKING FOR?

“Checking prices, comparing prices. And if there’s
something | want, say a YSL bag ... I'll go to a café
™., orhotel in Hawaii, a place with a wi-fi and look for
store locations. Also checking colors available.
And then | go to the store and buy from what they

have there.”
Bata-san (30-39 yo), Japan

Product
information

Stores location

“| use very much my iPhone to go online. | can
.. take it everywhere. When i'm in a waiting room. As |
travel often - plane, trains, taxis...- the smartphone is
convenient, you can take it anywhere.”
Laurence (60-65 yo), France

availability




ALL IN ALL, ONLINE AND OFFLINE WORK
TOGETHER AND LEAD TO PURCHASE

WHERE DO THEY RESEARCH AND PURCHASE?

RESEARCH
ACTIVITY

}

PURCHASE
LOCATION

PART OF THE
PURCHASE

ONLINE AND
OFFLINE

IIIII/\

53%

e

C;IEF-L-INE ONLINE

8%

¥\

ONLINE

4%

ONLINE OFHLINE IMPULSIVE
PURCHASES

EH S (H

OFFLINE ONLINE OFFLINE

11% 0% 12% 12%

For 76% of luxury purchases, an online research or purchase is made

Which sources of information, if any, did you use to help you out with your

decision when you last purchased [Brand & Category]? where did you actually
purchase your [Brand & Category]?

21



BUYING ONLINE IS CONVENIENT

WHY DO LUXURY SHOPPERS BUY ONLINE?

CAN BE DONE ANYTIME, ANYWHERE 40%

“I was practically sure to
33% \ buy on the internet
because it's fast, less
expensive and on my

FIND GOOD DEALS

LESS STRESS THAN GOING IN-STORE 31% time...”
Laurence (60-65 yo), France
CHOOSE FROM MORE PRODUCTS 29%
FIND LIMITED EDITIONS 14% ! )
A |
LESS INTIMIDATING THAN IN-STORE 12% ‘

OTHERS 4%

Amongst the following sentences, which one(s) motivated you to purchase

this [Brand & Category] on the internet? amongst the fol- lowing sentences,
which one(s) personally kept you from purchasing this [Brand & Categorylon 22
the internet? Base: Luxury goods online buyers (n=201




FIRST HAND EXPERIENCE IS THE MAIN DRIVER
FOR IN-STORE PURCHASES

WHY DO LUXURY SHOPPERS BUY OFFLINE?

PREFERED TO SEE/TOUCH THE PRODUCT _ 65% i —
RISK OF COUNTERFEIT ITEMS - 22% L - !

LACK OF CONTACT WITH SALESPEOPLE - 16%

ITEMS WERE TOO COSTLY TO BUY ONLINE - 139 "'I.prefer to buy in-person because | like to set up
° visits where | can see and feel the products | am
ABSENCE OF LUXURY EXPERIENCE ONLINE - 11% interested in.”
Roy (50-59 yo), United Kingdom

CANNOT BE BOUGHT ONLINE - 9%
UNSAFE ONLINE PAYMENT . 6%

LACK OF ONLINE SHOPPING EXPERIENCE l 4%

“In general | prefer buying in-store because the hospitality is
(usually) always very agreeable and polite. Plus we leave with

our item wrapped in a nice package!”
OTHER 0
l 4% Christine (50-59 yo), France

NO E-COMMERCE WEBSITE FOR THE BRAND l 4%

Amongst the following sentences, which one(s) motivated you to purchase

this [Brand & Category] on the internet? amongst the fol- lowing
sentences, which one(s) personally kept you from purchasing this [Brand & 23
Categorv] on the internet? Base:Luxury goods offline buvers (n=1375




DIGITAL TRANSFORMS POST-PURCHASE
INTERACTION WITH LUXURY BRANDS

WHAT DO THEY DO ONLINE AFTER PURCHASE ?

SEARCH FOR MORE INFORMATION ABOUT THE BRAND 26%

3 6 % LOOK FOR INFORMATION ABOUT PRODUCT MAINTENANCE

LOOK FOR COMPLEMENTARY PRODUCTS
INTERACT ONLINE WITH

THE LUXURY BRAND SHARE/FORWARD INFORMATION ABOUT THE BRAND
AFTER PURCHASE

25%

18%

17%

BECOME FRIEND/FOLLOWER/LIKED A BRAND ONLINE 17%

() 3% POSTED REVIEWS/COMMENTS 16%

SUBSCRIBE TO A NEWSLETTER 16%

“There are some people who put WATCH VIDEOS (OTHER THAN TUTORIALS) ABOUT THE BRAND
up their own private videos.

They say "|00k, | bought a WATCHED TUTORIALS
watch” and they're showing
it. When | watch their video and
see how happy they are, OTHER I 2%
sometimes it communicates to

me how good the product is”
UltraSeven (40-49 yo), Japan

15%

13%

CREATE CONTENT ABOUT THE BRAND

What did do you online after the purchase? Base: Luxury buyers (n=1600)

What did do you online after the purchase - If done ? Base: Luxury goods buyers who 24
performed an online action post purchase (n=576)



WHAT ARE THE EXPECTATIONS OF LUXURY

SHOPPERS?

O
A

REAL TIME

PERSONALISATION




THE LUXURY STORE, IN REAL TIME AND AT
HOME

“I think it would be great if we can talk to the store clerk
™. when shopping online face-to-face. | would appreciate it if a
clerk can answer all of my questions and make me feel

reassured about my purchase.”
Chocolat (50-59 yo), Japan

~— “| want to see fashion shows up close, like the Paris
Collection. Maybe a way for me to put ‘Likes’ in as well.”

REAL Tl ME Bata-san (30-39 yo), Japan




A CUSTOM-MADE EXPERIENCE: ANYWHERE,
ANYTIME

/
“I quite like the idea of being able to select from a huge range
of brands and items with a click or two, and have the right
sizes and proportion to my height (I'm only 5ft tall) -

Carim (40-49 yo), United Kingdom

L
/
“After selecting 4-5 pieces of clothing on a website to try on, |

can order for a ‘try me car’ to come to my door in one hour. |

can try the pieces inside the vehicle and purchase there.”
Takeko (50-59 yo), Japan

.

PERSONALISATION




WHAT THIS MEANS FOR MARKETERS

BUILD AND DEVELOP ENGAGING ONLINE
CONTENT

Create engaging online brand experiences. Visual
content like videos and images are key in the luxury
shopper journey.

ADOPT A MULTI-SCREEN APPROACH

Wealthy shoppers rely on multiple devices. They
should have a good online experience no matter
which screen they are using.

LINK OFFLINE AND ONLINE MARKETING
EFFORTS IS A MUST

Use digital as an extension of high-en in-store services.
Stores should encourage customers to visit their website
and the website should invite customers to visit stores.

RETHINK YOUR ATTRIBUTION STRATEGY

Digital marketing can lift brand metrics as well as offline
sales. Evaluate it's effectiveness accordingly.




THANK YOU

Contacts:

mayssa@google.com

Googler



