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The upscale brands™ consider
digital more important for
understanding their clientele.

Varketing
Sudget

Allocating scarce resources
in upscale brands
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Lw‘cury and premium-positioned brands
spé\@d more on digital marketing than
mass or generalist brands.

O
Expected to
increase digital
marketing 7 1 O/
budget somewhat O
or significantly in luxury
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The more upscale the positioning, the
more likely the brand and its C-suite
are active on soctal media.

C-sutte are personally active
on external social media:

307%

generalist

premium

eadership Is more

supportive of digital

activities for upscale
brands

017

(35% of all the others)

While the Internet is, by Its
roots and In its application,

intrinsically the great leveler.

the digital opportunity for
brands will depend on a
number of key ftactors,
Including the sector.
company culture and
iInvolvement of leadership.

"Digital transformation is a
process of change involving
the configuration of the entire

this Digital Transformation

survey using Survata. Survey
organization to use new protocol: The survey was
digital tools, devices and conducted online with
platforms effectively and

efficiently.

pre-recruited profiles in the
first week of November 2014.

There were 303 respondents,

all from the US.

[/The Role of Leadership_-

(versus 51% for all others)

A Test & Learn
culture is significantly
more encouraged In

the upscale brands
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Insights™ for companies looking to drive
their luxury business with new digital

tools, platforms and devices

Digital is
important /very
important to
understand our
customer:

premium

2074

generalist

of luxury companies and
467% of premium-positioned
companies spend over 30%
of their marketing budget
on digital marketing (vs only
21% of all others).
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INn 2015, the more upscale the
positioning the more likely the
iNncrease Iin digital marketing
spend will be higher.

14% of high-end brands
expect to increase
significantly their digital
marketing spend versus
just 2% for all others.
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Brand is active or very active (in color)
on soctal media:

O 70%
luxury p'remmm
PN Q 38%

127
mass

genemhst

C-suite participate actively on
enterprise social networks:

19%

generalist

347%
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The results of this survey indicate that upscale
brands find and/or seek to create value via digital
tools, devices and platforms.

If luxury brands remain, for the most part, laggards
in terms of true digital transformation, there is an
evident recognition by upscale brands of the
strategic need and opportunity to use digital to
enhance the customer relationship and, more
broadly, to drive the business.

“Luxury & premium positioned
= 125 of the respondents
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