The state of luxury watch
e-commerce



Executive summary.

>40%

Percentage of all luxury
watch brands that are selling
via their wholly-owned e-
commerce channels.

UK/US

The markets in which around
80% of those brands are
offering  direct-to-consumer
services.

Cartier

Louis Vuitton
Dior

Bell & Ross
IWC

Top 5 brands (in the UK)
offering the best e-
commerce experience in
terms of differentiating
features.



Foreword.

Christopher Peterson.
Head of Data & Analytics at DLG

Luxury watch brands are slowly catching up when it comes to
direct-to-consumer e-commerce. But the few of them who are
ahead - Richemont and LVMH - who have decided to speed up
their online strategy, are widening the gap.

More than just selling online, their direct-to-consumer approach
allows them to significantly grow their knowledge on consumers,
grasp fast-changing behaviors, adapt services on a client-centric
basis, and overall master the customer experience, from online to
offline.

The objective of this research is to provide a quantitative
perspective on the state of luxury watch e-commerce and digital
customer experience.



Methodology (Part 1).

* Based on primary research conducted by DLG Data & Analytics team, this report aims to be a neutral and factual review of
the 62 luxury and premium watch brands identified by DLG for its WorldWatchReport Benchmark. For this study, only the

watch segment is taken into account: jewelry and accessories segments have not been included.

* What do we mean by “direct-to-consumer e-commerce”? When buying a watch online, the full commercial transaction is
conducted on the brand’s platform (users are not being redirected to a wholesaler, for instance).

Our study is divided in 2 parts:

1. Wefirst deep-dived into the e-commerce landscape, unveiling surprising facts on market distribution and social shopping,
among other things.

2. Based on anin-depth analysis of 27 criteria, we then established the most differentiating service offerings when it comes
to e-commerce experience (e.g., we take mobile-optimization initiatives as given). It includes topics such as content, on-
demand support, delivery options, exclusivity. This analysis allowed us to establish a ranking of the luxury watch brands
with the most differentiating online features.



Brands analyzed.
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Brands analyzed.
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OF THEM ARE SELLING VIA THEIR WHOLLY-OWNED
E-COMMERCE CHANNELS




Part 1:
E-COMMERCE
LANDSCAPE
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Number of Markets

Market distribution by brand.

Market distribution tends to be quite limited, with roughly 13 shipping destinations.

60

Average shipping
destinations
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Leading the way with 54 markets.

MONTBLANC®

We ship to over 100 countries/regions worldwide

Select

SHOP NOW

Or browse Montblanc on our international website
Ou parcourez Montblan sur notre site international
O navegue por Montblanc en nuestro sitio web internacional
UK CMOTPETH NPoAYKTel Montblanc Ha Howem MeXAYHQPOAHOM caifTe

BT (ETRAPT R A | A

Need assistance? Please call our concierge on +41

(0)44 211 48 15

Log in/Register &

Montblanc launched its own e-
commerce platformin 2011. Being a
multi-category brand has allowed it to
develop a strong online purchasing
experience across the world.

Owner Richemont’s brands could
leverage Montblanc’s experience more
(e.g., multi-currency, payment methods,
logistics network) to facilitate expanding
reach.



The CEO Perspective.

“‘In my opinion, omni-channel is the only answer for our client needs in the future. It has to go beyond e-commerce
and should open a real experience and simplification for our customers. Their needs and demands are getting
more and more differentiated and this will only increase in the next five years. As digital technology grows in
importance and becomes a central part of life, it opens up a whole new world in terms of purchasing experiences -
and this is where we need to continuously adapt to all the changes and circumstances in order to offer the best
shopping experience to our clients.”

Nicolas Baretzki
CEO of Montblanc

In an interview for Luxury Society
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Number of brands

Top markets.

The US and UK emerge as the markets in which most brands are offering direct-to-consumer services.
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Percentage of brands

About 80% of the e-commerce enabled

brands offer direct-to-consumer services
in the UK and the US.

41% of these brands are selling on their
own platforms in China (WeBoutiques - e-
stores on WeChat - are excluded from the
research). In this context, direct offering
enables full control of data and omni-
channel optimization, without having to
depend on third parties. It reinforces trust
and authenticity in a highly counterfeit
market.
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Social shopping.

14 brands (52%) offer social shopping on both Facebook and Instagram.

60%

50%

40%
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Percentage of Brands

20%

10%

Both None Instagram only Facebook only

0%

N.B. For multi-category brands, this would be if they offer shopping in any of their categories.
Social shopping definition: brands offer a clear shopping area on their respective accounts within either Facebook or Instagram.

“Social shopping” is increasingly
common-place as brands push to create
more seamless consumer journey among
very engaged audiences.

Baume & Mercier, Bell & Ross, Bremont,
Cartier, Chopard, Dior, Jaeger-LeCoultre,
Louis Vuitton, Maurice Lacroix,
Montblanc, Piaget, Ralph Lauren, TAG
Heuer and Tiffany do both Facebook and
Instagram.

Although broadly more popular, some
brands are still slow to catch-up on
offering shopping capabilities on
Instagram.
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Social shopping.

8 non e-commerce enabled brands offer social shopping on Facebook or Instagram.
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Carl F. Bucherer, Girard-Perregaux, Hublot,
Jacob & Co., Raymond Weil, TechnoMarine,
Vacheron Constantin and Vulcain are offering
social shopping capabilities on Facebook or
Instagram even though they are not e-
commerce enabled.

Their posts are redirected to call to actions on
their brand websites.

The disconnect between shopping and
immediate purchasing exposes potential
friction within the consumer journey.



Key takeaways.

v" Over 40% of luxury watch brands are presently offering direct-to-consumer e-commerce, and not only relying on
third parties or wholesalers. Of the brands that are yet to be e-commerce enabled, 50% are Fine Watchmaking.

v' E-commerce for luxury watch brands remains tightly consolidated and “close to home” with half of brands only
venturing into Western Europe and the United States. Very few examples of shipping within BRIC countries are
surfacing.

v" Despite the complex ecosystem, 4 in 10 brands have decided to charge into the frontier of offering direct-to-
consumer purchasing directly within China to reap the full benefits of what such a venture entails (e.g., greater data
autonomy, more oversight of the omni-consumer journey).

v Social shopping is de rigueur, and even developing among non e-commerce brands. The challenge remains on de-
fragmenting the consumer journey, with the release of full purchasing on Instagram to shape the way forward.



Part 2:
E-COMMERCE
SERVICES



Methodology (Part 2).

Meeting basic consumer expectations when it comes to e-commerce and user experience should be a given. The question is:

How can a luxury watch brand take the customer experience to the next level?
To answer that, we listed and explored 27 features considered as differentiating in the online retail industry.

We then looked closely into the e-commerce enabled luxury watch brands identified in Part 1 to find out which ones were
offering the most seamless e-commerce experience on their owned channels.

The UK, market number 2 in which most of the luxury watch brands are offering direct-to-consumer services, is used as a point
of reference given its ability to leverage local EU parameters (until Brexit, at least), as well as its high penetration of e-

commerce shoppers.



27 criteria.

1. Product 2. Product 3. Product

4. Consumer

Discovery Localization

Tailoring Service

1.1 Product-level videos 2.1 Pre-ordering capabilities 3.1 Customization 4.1 Chat function enabled

1.2 User-generated content 2.2 Order by phone 3.2 Engraving/personalization 4.2 Chatbots explicit offered
1.3 Ratings & reviews 2.3 Back-in-stock notification 4.3 Call-back function on chat
1.4 Videos at collection-level 2.4 In-store inventory check

2.5 Stock-level notification

6. Omni- 7. Feedback 8. App

Channel
5.1 Payment by eWallet 6.1 Ship to store 7.1 Feedback surveys offered 8.1 Apps offered 9.1 Delivery options
5.2 Payment by digital currency 6.2 Ship from store 8.2 Shoppability of apps 9.2 Nominated delivery (i.e., ability
5.3 Payment from others (e.g. 6.3 Returnto store choose exact day and time of
crowdsourcing) delivery) 22

5.4 Gift-card offering 9.3 Engagement club
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Pick-up in store.

This omni-channel feature is on the rise, but not yet common-place.

AL *  60% of the studied brands offer the
capability of picking-up an item at the

ADDRESSES & DELIVERY boutique.

*  Only 45% of them allow the customer to
return an item at the boutique if it has
been purchased online.

> 2,ADDRESSES & DELIVERY

* Offering this kind of option allows the

e brand to fully leverage on omni-channel.

ship 1o your address pick up in a boutique

Conditions of Sale  +

'eed Help?  +44 20 31 07 1833




Videos on product pages.

Interactive content help trigger the purchase..

Van Cleel & Arpels

*  45% of the analyzed brands provide video
content for at least some of their product

pages.

*  Whileitis more common to run videos on
the homepage, supporting a product by a
piece of interactive content is still niche. It
could, however, support the purchase
intent.

p 0447143

Poetic Compilcations® coflection, Lady Arpeis™ Planétarium watch
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Market gap: missed features.

WHAT OUR CUSTOMERS SAY

They may seem nice-to-have features, but
they actually are those that can make a
difference.

X Call-back function on Chat

X Ratings & reviews

X Digital currency payment

X Gift cards offered for purchase

* Trustpilot

L 8 & & ¢

RECENTLY VIEWED

MANUFACTURER'S WARRANTY w

TAG HEUER
AQUARACER
WAK2110.BA0830

BOX: YES PAPERS: YES
LESS THAN AYEAR (2018)

£1,685

CRAIG, REVIEWED 3 YEARS AGO, BOUGHT A TAG HEUER AQUARACER WAK2110.8A0830
EFFICIENT SERVICE AND EXCELLENT WATCH

Kieran Narain made the whole process of trading in my old watch and aquiring a new one very simple and efficient. Good
communication throughout. Watch is 1 year old and cannot fault the condition. Very happy with Watchfinder and would not
hesitate to purchase again next time.

CUSTOMER CARE

About REEDS
Bitcoin Currency
Bitcoin Halp
Businesses

No Conflict Diamonds

California Transparency in
Supply Chains Act (SB
567)

Care Plans
Careers

Contact Us

HODINKEE

GIFT CARD

Bitcoin Now Accepted at REEDS Jewelers
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Bitcoin Favorites

You can now use bitcoin to buy fine jeweiry and watch
REEDS Jewelers locations and online at REEDS .com
REEDS.com for those of you looking to diversify your |

Since 1946, REEDS Jewalers has been trusted by ger
detail, and lasting quality and style, we want you to fee
65+ retail stores across the United States. All REEDS
apply to purchases made with bitcoin
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Product localization.

Triggering the “research online, purchase offline” sentiment.

X * Almost 3 out of 10 brands are offering
AVAILABILITYIN BOUNIQUES details on the availability of a desired

item in their local boutique.

Boutiques

* Most of the brands are growing conscious
0 DIOR - LONDON NEW BOND STREET of the “research online, purchase offline”
Limited stock sentiment, offering useful functions that

o ——— will support their omni-channel strategy.

\/ 8 wls 2ue London
) +44 207 355 5930 \
Open : Today until 18:00 -+

Services : Personalized advice

Find out more

m
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Product notification.

Montblanc and Bell & Ross provide transparency on the availability of a highly-desired item.

MONTBLANC*

Chronograph Annual Calendar

£8,500.00 includes

VAT

exciuding shipping

Only 15% of brands reviewed offered the
capability of being notified when an item
is back in stock.

Only 5% of brands are even providing
clear indications that an item is soon to
be unavailable due to limited stock.
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Untraditional payment methods.

Cartier is not offering eWallet
Bremont is the only brand capabilities, but interestingly the

fFari o brand offers Chinese payment
offering eWallet capabilities. methods in the UK stores.

2 =

™ > ALIPAY

& Pay
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Richemont brands are leading.

Multi-category brands on top; some outsiders are showing innovative capabilities.

Y,

LOUIS VUITTON

2

Caurtier

Dior

3

4

O 00 ~N & U

Bell (&)Ross

SSSSSSSSSSSS

«JAEGER-LECOULTRE>

VCEA

Van Cleef & Arpels

PANERAI

MONT"
BLANC



Cartier.

Owned by Swiss Richemont Group, Cartier ranks number
1 when it comes to cumulating differentiating features
on its e-commerce platform.

The brand offers the top 3 features: pick-up instore,
apps, and videos on product pages. Among the most
innovative features, Cartier also offers the Chat function
and shares its product stock availability. Those functions
are, on average, offered by approximately 40% of the e-
commerce enabled brands.

Valuing e-commerce as an experience, Cartier can
leverage learnings from its strong and mature jewelry
segment.

ADD TO SHOPPING BAG

TO ORDER BY PHONE CALL
+44 (0)20 3927 8212

FIND IN A BOUTIQUE

CONTACT AMBASSADOR

BOOK AN APPOINTMENT

f P w



Louis Vuitton.

Complimentary delivery or collect in stores

« Owned by luxury conglomerate LVMH, Louis Vuitton ranks

number 2. Q FIND YOUR NEAREST STORE

* The brand offers the top 3 features: pick-up in store
(including order by phone capabilities), apps, and videos D CALL US AT +44 20 7998 6286
on product pages.

@ OUR ADVISORS ARE CURRENTLY NOT

* However, what really makes the difference is the fact that AVAILABLE TO CHAT

it is often one of the few brands to offer shopping
capabilities within the app from a consumer experience

perspective. > DETAILED FEATURES

* Relying on a strong experience with other categories
within the brand (accessories, fashion), Louis Vuitton
allows the ability to order items in store and ship to
home. It is also part of the few that implemented the
function to check product availability within a store. > EXCHANGE & RETURN POLICIES

> DELIVERY DETAILS

> PAYMENT INFORMATION

* From pick-up to returning in-store, the brand s > CLIENT SERVICE
recognized for its broader omni-channel services.



Dior.

AVAILABILITY IN BOUTIQUES

* Owned by luxury conglomerate LVMH, Dior ranks number
3.

* In addition to the top 3 features - pick-up in store, apps, Boutiques

and videos on product pages, the brand shows a strong
leadership position when it comes to production
localization: it offers all the features observed.

c DIOR - LONDON NEW BOND STREET
Limited stock

160-162 new bond street
wls 2ue London
+44 207 355 5930

» Dior is also one of the only brands offering stock-level
notices, along with pre-ordering and reservation [
capabilities.

« Delivery is the area where the brand stands out against Open :Todayuntl 19:00 -

Louis Vuitton and Cartier. Services : Personalized advice

Find out more




BR 01-92 HERITAGE
: CHF 4,300
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Bell & Ross.

* Bell & Ross ranks number 4 in terms of unique online
services offering, overtaking some of the most iconic e i s
Richemont and LVMH brands. - l

* Like the other top ranking brands, it offers the top 3
features: pick-up instore (including order by phone onE
capabilities), apps, and videos on product pages. JaE s

* Additionally, it is often one of the few brands - if not the o
only - to offer truly differentiating features from a
consumer experience perspective. —

« Venturing into the realm of enabling cross-consumer
conversation, it is, for instance, the only brand offering
user-generated content within the product page.

* The brand is one of the few that include the ability to sign
up to gain immediate VIP access and out-of-stock
notifications.




Key takeaways.

v'Brands that have risen to the top have a higher affiliation with other mature e-
commerce product categories (i.e., beauty, accessories, and jewelry) and are
applying those learnings, creating a sense of urgency for the broader industry as
the bar rises.

v'The omni-channel experience is a key point of consistency across e-commerce
enabled brands, from pick-up in-store to returning in-store. While the consumers
do not see the potential barriers between bricks-and-mortar and e-commerce,
brands need to provide them with the most seamless experience.



Key takeaways.

v'Commercially, product localization will be the next experiential battlefield with
less than 40% of brands enabling capability of isolating a product of interest in a
local boutique.

v'Brands are still reticent in eliciting feedback from consumers: this function is key
in identifying experience drivers that matter in order to prioritize investments.
Additionally, the expression is a gesture on the level of brand openness and
authenticity.

v'This phenomenon is also reflected in the nascence of product user-generated
content and ratings & reviews, where brands are still keeping ownership of the
product experience.



DL
G

DLG (Digital Luxury Group) is the digital
partner of forward-thinking luxury brands.

With offices in Geneva and Shanghai, DLG
blends luxury savoir-faire, industry insights,
and digital expertise to provide results-
driven digital marketing strategies and
services.



FOR MORE INFORMATION

Dino Auciello

Head of Marketing & Communication

dauciello@digital-luxury.com




