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“ There wil l be great 

oppor tunit ies for luxur y 

retai lers to integrate 

display adver t ising 

with mult iple other 

digi tal channels using 

adver t ising ini t iat ives 

that get mobile, web, 

v ideo, and social 

adver t ising work ing 

together in real t ime.”

F O R E W O R D
ANTICIPATING A MULTICHANNEL + MOBILE 2015

We are excited to share the results of WBR ’s luxur y digi tal marketing repor t , 

“Luxur y Retai l ’s Digi tal Moment ,” which prov ides sur vey-based insights into how 

luxur y adver t isers approached digi tal marketing over the last year. 

 

Key f indings include:

- 92% of luxur y retai l respondents increased their digi tal marketing investment in 

2014.

- 77% say increasing brand awareness is a pr imar y goal; 60% say dr iv ing trackable 

conversions is a pr imar y goal.

- 61% used third-par t y vendors for display adver t ising ; 31% used vendors for 

mult ichannel ini t iat ives.

- 59% prior i t ized retargeting. Addit ional pr ior i t ies included real -t ime targeting 

(52%), real -t ime optimizat ion (4 4%), mobile (37%), banners (33%), and v ideo (26%).

- In mobile, 58% of luxur y retai lers were sat is f ied with their mobile ini t iat ives 

in 2014; 63% are building a roadmap to integrate s tore and mobile; 82% have a 

mobile optimized si te. 

 

Based on these results , 2015 is going to br ing on ver y productive digi tal 

marketing and corresponding increased spending , using tac t ics throughout the 

entire marketing funnel from awareness to eCommerce conversions. Expec tat ions 

are greatest for mobile marketing and drive-to-web store ini t iat ives.  There wil l 

be great oppor tunit ies for luxur y retai lers to integrate display adver t ising with 

mult iple other digi tal channels using adver t ising ini t iat ives that get mobile, web, 

v ideo, and social adver t ising work ing together in real t ime. We also expec t mobile 

technologies , such as geolocation, geofencing and in-s tore beacons, to contr ibute 

signi f icantly to mult ichannel ini t iat ives. More than ever, mobile and adver t ising 

technologies are available to help luxur y retai lers engage their most valuable 

prospec ts across ever y digi tal touchpoint .

We wish you the best in these endeavors and inv i te you to get in touch with 

RadiumOne any time for consultat ive guidance.

A ll the best , 

Your friends at RadiumOne
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Customers demand 

more depth, emotion, 

& personali t y  from 

companies. A s a result , 

i t seems ever y brand 

is tr y ing to be a human 

brand,  but few get 

 i t r ight .

E X E C U T I V E  S U M M A R Y

The past ten years have comprised the single most power ful and innovative t ime 

in the his tor y of technolog y. Ever y industr y is being disrupted by technolog y. 

Ever yone and ever y thing is being connected by the mobile and social revolut ion, 

which has placed hundreds of thousands of applicat ions at consumers ’ f inger t ips. 

This has created a sea of data unlike any thing that has ever exis ted. 

In the last two years alone, 90% of the world ’s data has been created. Cloud, 

social , and mobile technologies have transformed business models and consumer 

behavior. Customers are interac t ing with brands more frequently and more 

profoundly ever y day. In order to succeed in this new business environment , 

companies have recognized the need to turn to technologies that are native 

to this new social , mobile, and connected world. To foster loyalt y and grow th, 

companies must grow with their ever-changing customers and f ind the key 

to easi ly adapt to their ever-changing needs. In order to be successful in the 

omnichannel world, companies must be ready to sell , ser v ice market and engage 

with their customers any t ime, any where and on any dev ice.  

Brands have long emphasized touchpoints—the many cr i t ical moments when 

customers interac t with the organizat ion and i ts of fer ings on their way to 

purchase and af ter. But the narrow focus on maximizing sat is fac t ion at those 

moments can create a dis tor ted pic ture, suggesting that customers are happier 

with the company than they ac tually are. I t also diver ts at tention from the 

bigger—and more impor tant—pic ture: the customer ’s end-to-end journey.

Customers demand more depth, emotion, & personali t y from companies. A s a 

result , i t seems ever y brand is tr y ing to be a human brand, but few get i t r ight .

While creating digi tal brand awareness and adapting to consumers ’ preferences 

continues to be at the forefront of marketing campaigns for luxur y brands, 

retai lors have begun to realize the l inchpin of the brand experience is deliver y 

consis tenc y across the omnichannel journey. Creating a great customer 

experience is the driv ing force in foster ing customer loyalt y. 

I t was with that in mind that over six t y thought leaders from the world ’s largest 

luxur y brands came together at Luxur y Interac t ive to evaluate current online 

retai l and digi tal oppor tunit ies for luxur y brands and professionals. Professionals 

from companies such as Saks F i f th Avenue, Dav id Yurman, V iceroy Hotel , and 

more contr ibuted to the sur vey ’s results.
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Digital assets have 

become crucial tools  

for brands to tel l  

their s tor ies. 

K E Y  F I N D I N G S

Luxur y consumers are increasingly engaging with digi tal content and purchasing 

products online. With pure online sales of luxur y products doubling over the 

last year, luxur y e-commerce is growing faster than the retai l industr y at large. 

Brands are responding by invest ing in digi tal adver t ising and improving the 

personalizat ion and targeting of their marketing messages.

LUXURY BRANDS ARE INVESTING IN DIGITAL 
AND E-COMMERCE CAPABILITIES TO KEEP UP 
WITH CHANGING CONSUMER BEHAVIOR.

With luxur y consumers doing more product research online and leveraging mobile 

search, search engine marketing has become a primar y concern for luxur y brands. 

Digi tal adver t ising is also ex tremely impor tant , and luxur y brands are turning to 

third-par t y solut ions prov iders to help nav igate the nuances of modern digi tal 

adver t ising , such as programmatic media buying.

SEARCH ENGINE MARKETING AND DIGITAL 
ADVERTISING HAVE BECOME LUXURY  
BRANDS’ TWO MOST IMPORTANT DIGITAL 
MARKETING CATEGORIES. 

While pr int adver t ising and event marketing remain impor tant in luxur y 

retai l , dig i tal assets l ike commercial websites , content microsites , social 

media accounts , digi tal adver t isements , and web publicat ions have 

become crucial tools for brands to tel l their s tor ies. Most luxur y brands 

are leveraging these digi tal spaces to build on their narrat ive, using a 

combination of in-house and third-par t y content . 

LUXURY BRANDS ARE LEVERAGING CONTENT 
AND SOCIAL MEDIA TO MEET AND INFLUENCE 
CONSUMERS IN DIGITAL SPACES.
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73% of sur vey 

respondents asser ted 

that brand awareness 

is a more cr i t ical 

adver t ising goal than 

conversions. 

R E S E A R C H  F I N D I N G S
LUXURY’S DIGITAL ASCENDANCE

With 20% of al l luxur y sales now being inf luenced by digi tal media, luxur y goods 

are in the midst of a transit ion. Luxur y consumers are changing their media 

consumption pat terns, spending more t ime searching for products online and 

placing greater emphasis on the recommendations and rat ings they encounter 

on social media. Thus, al though the market for luxur y products has tradit ionally 

hinged on print , in-s tore adver t ising , and event marketing , the industr y has begun 

to increasingly pr ior i t ize digi tal and social media marketing. Building out these 

digi tal capabil i t ies is especial ly cr i t ical considering that many luxur y customers 

have come to expec t great digi tal experiences. Digi tal is not just a sales 

oppor tunit y ; i t ’s a branding oppor tunit y.  

The renewed emphasis on digi tal marketing has y ielded s trong results for luxur y 

brands, which saw pure online sales double since last year. Sur vey respondents 

reinforced this posit ive trend, with 66% noting that their digi tal conversion 

rates increased over 2013. More than hal f of those sur veyed also saw a r ise 

in customer repeat v isi ts , al though average order value rose for only 47% of 

respondents. For luxur y brands, however, sales and conversion rates are not 

the only key per formance indicators for adver t ising. In fac t , 73% of sur vey 

respondents asser ted that brand awareness is a more cr i t ical adver t ising goal 

than conversions.  

A l though the digi t izat ion of luxur y brand marketing is s t i l l in i t s ear l ier s tages, 

brands have taken some impor tant s teps for ward. Most luxur y retai lers are 

now placing emphasis on fol lowing the customer ’s path to purchase, with more 

than 40% making that understanding a pr ior i t y. In addit ion, luxur y marketers 

are improving the personalizat ion and targeting of their campaigns, leveraging 

customer data to deliver more valuable messaging. Third-par t y solut ions 

prov iders have played a cr i t ical role in the development of these digi tal 

capabil i t ies , especial ly search engine marketing , email marketing , and  

display adver t ising. 
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Over the past 12 

months, nearly two-

thirds of luxur y 

brand marketers 

saw conversion rates 

increase, al though 

less than hal f saw an 

increase in average 

order value. 

LUXURY’S DIGITAL ASCENDANCE

Overall , pure e-commerce sales for luxur y goods doubled to 4% of al l sales , 

al though i t is est imated that approximately 20% of al l luxur y revenue is inf luenced 

by digi tal media.

Conversion Rates

Customer Repeat 
Visits

Average Order 
Value

Return Rate

	 10%	 24%	 66%

	 11%	 31%	 58%

	 20%	 33%	 47%

	 17%	 46%	 37%

	  Decreased	  Stayed The Same		   Increased

Increase Brand 

Awareness

Drive Trackable

Conversions

Increase Website

Traffic

Support a product

release/launch

Sustain in-market

presence

Drive Foot Traffic

	 73%	 62%	 49%	 33%	 20%	 18%

LUXURY’S DIGITAL ASCENDANCE

Brand awareness  

is the top adver t ising 

prior i t y, with 

conversions coming  

in second.. 

7



Luxury Retail’s Digital Moment | 8

42% of respondents 

place a heav y emphasis 

on track ing their 

customers ’ paths to 

purchase.

HOW MUCH FOCUS DO YOU PUT ON FOLLOWING 
THE CUSTOMERS’ PATH TO PURCHASE? 

HOW WOULD YOU DESCRIBE THE 
PERSONALIZATION AND TARGETING OF YOUR 
CURRENT MARKETING ACTIVITIES? 

The majori t y of 

respondents repor ted 

that their marketing 

ac t iv i t ies are only 

somewhat personalized 

and targeted.

 	14%	 Little focus

 	12%	 Not Sure

 	32%	 Some focus

 42%	 A lot of focus

 	59%	 Somewhat    	
targeted and 
personalized

 	27% Not targeted 
and personalized

 	10% Very Targeted 
and personalized

 	4% Not sure
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Respondents were 

evenly spli t on 

the impor tance of 

marketing automation, 

indicat ing that i t is not 

a cr i t ical pr ior i t y for  

al l brands. 

HOW IMPORTANT IS MARKETING AUTOMATION IN 
YOUR CURRENT DIGITAL MARKETING PROGRAM? 

Given the increasing popular i t y of digi tal ini t iat ives l ike programmatic media 

buying , i t is no surprise that most luxur y brands are using third-par t y solut ions 

prov iders for display adver t ising.

IN WHICH OF THE FOLLOWING AREAS ARE YOU 
UTILIZING A THIRD-PARTY VENDOR? 

SEM, email , and display 

adver t ising are the 

most common areas in 

which businesses are 

ut i l iz ing third- 

par t y vendors.

 	10%	 Not important

 	26%	 Somewhat important

 	16%	 Not sure

 	30%	 Important

 	18%	 Very important

SEM

Email

Display Advertising

SEO

CRM Systems
Content Management/

eCommerce Platform

Web Analytics/Data Management

Affiliate Marketing

Digital Video

Responsive Design

Social Engagement

Mobile (Apps)

Omni-Channel Initiatives

Usability/Testing/User Experience

Geotargeting

Global Solutions

Website Traffic Conversion

Personalization/Website

63%

61%

61%

51%

47%

45%

41%

33%

33%

29%

28%

28%

28%

28%

24%

22%

20%

20%
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Improving marketing 

personalizat ion and 

increasing brand 

awareness are the top 

two repor ted digi tal 

marketing prior i t ies 

 for 2015.

D I G I TA L  M A R K E T I N G  

P R I O R I T I E S  +  

S P E N D I N G  T R E N D S

Luxur y customers have become accustomed to personal shopping experiences, 

exclusive products and experiences, and s t y l ish imager y. The challenge for luxur y 

brands has been to migrate these experiences into the digi tal world without 

losing the core brand identi t y. Af ter al l , luxur y retai lers are keenly aware of the 

power of digi tal marketing to inf luence brand perception. Accordingly, sur vey 

respondents indicated that personalizat ion and brand awareness are their top 

digi tal marketing prior i t ies for the coming year. 

A s luxur y retai lers have placed greater emphasis on e-commerce and digi tal 

marketing , corporate budgets and prior i t ies have shi f ted accordingly. However, 

some brands are moving much more quick ly than others: while 30% of sur vey 

respondents are spending less than 5% of their marketing budget on e-commerce 

ini t iat ives , a similar number (29%) have devoted more than 10% to e-commerce. 

Despite the dispari t y in budgetar y spending , investment in digi tal ini t iat ives has 

increased almost across the board, with the greatest shares of digi tal marketing 

spend going toward search and digi tal adver t ising. F inally, with luxur y shoppers 

spending more t ime on social media, brands are commit t ing more resources to 

promoted posts and v ideos, especial ly on Facebook.

Despite the plethora of digi tal capabil i t ies available to luxur y brands, perhaps the 

most cr i t ical and widely-ut i l ized has been digi tal adver t ising. Made simpler and 

more s treamlined through automated media buying sof tware, digi tal adver t ising 

helps marketers ser ve a var iet y of goals. Luxur y brands, however, wil l be focusing 

their ad format spend on three main prior i t ies: retargeting , real -t ime targeting , 

and real -t ime optimizat ion.  
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WHAT ARE YOUR TOP DIGITAL MARKETING 
PROJECTS OR PRIORITIES FOR 2015?  

 	15%	 Personalization
 	15%	 Brand Awareness
 	11%	 Social Media
 	11%	 Mobile & M-Commerce
 	11%	 Conversions
 	11%	 Content
 	8%	 Omnichannel
 	4%	 Automation

 	2%	 Web traffic
 	2%	 Spend optimization
 	2%	 Promotions
 	2%	 PR
 	2%	 Logistics
 	2%	 Emergent markets
 	2%	 CRM

Nearly a third of the 

brands sur veyed spend 

less than 5% of their 

marketing budget on 

e-commerce ini t iat ives.

WHAT PERCENT OF THE MARKETING BUDGET 
AT YOUR COMPANY IS SPENT ON E-COMMERCE 
INITIATIVES? 

 	30%	 0-5%

 	29%	 5-10%

 	29%	 More than 10%

 	12%	 We are an eCommerce-only 
	 retailer
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Respondents 

over whelmingly 

af f irmed that their 

investment in digi tal 

ini t iat ives has 

increased over the last 

12 months.

HAS YOUR INVESTMENT IN DIGITAL 
INITIATIVES INCREASED OR DECREASED IN 
THE LAST 12 MONTHS? 

Search is a top prior i t y in par t because customers are conducting searches in a 

wide var iet y of contexts. Currently, more than hal f of luxur y shoppers ’ searches 

are done on mobile dev ices. 

WHAT PERCENT OF YOUR DIGITAL MARKETING 
BUDGET DO YOU SPEND IN THE FOLLOWING 
AREAS? 

Search tends to be 

the largest budgetar y 

investment for luxur y 

brands, with adver t ising 

coming in second.

 	92%	 Increased

 	8%	 Decreased

Affiliates

Mobile 

Social 

Content 

Email 

Advertising

Search

3%            14%	  					      83% 

3%                        20%	  					      77% 

      8%                            20%	  				     72% 

     7%                                 25%	  				    68% 

      8%                                                                  42%	  			     50% 

                    17%                                                                  43%	  		   40% 

                     18%	  					     82% 
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78% of respondents are 

spending on promoted 

Facebook posts , while 

50% are sponsoring 

YouTube v ideos.

IN WHICH OF THE FOLLOWING SOCIAL MEDIA 
INITIATIVES ARE YOU INVESTING? 

WHAT ARE YOUR PRIORITIES FOR AD  
FORMAT SPEND? 

Retargeting ,  

real -t ime targeting , and 

real -t ime optimizat ion 

are the top three 

prior i t ies for ad 

 format spending.

Promoted Facebook 
Posts

Sponsored YouTube 
Videos

Promoted Tweets Promoted Pinterest 
Pins

Sponsored Instagram

	 78%	 50%	 39%	 33%	 31%

Retargeting

Real-time targeting

Real-time optimization

Mobile

Banners

Price

Video

Rich Media

Mobile Web

Track Users Across Screens

In-app

57%

52%

46%

37%

35%

28%

25%

22%

20%

11%

11%
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Almost two-thirds 

of respondents are 

ac t ively work ing to 

integrate in-s tore 

experiences  

with mobile.

T H E  M O B I L E 

O P P O R T U N I T Y  I N  L U X U R Y

ARE YOU BUILDING A ROADMAP TO INTEGRATE 
STORE AND MOBILE

The mobile revolut ion has had a profound impact on the luxur y categor y, 

with three out of four luxur y shoppers repor ted to own a smar tphone. These 

connected customers present a power ful engagement oppor tunit y for luxur y 

retai lers , whose brands are more embedded than ever in consumers ’ dai ly l i ves. 

Luxur y shoppers are increasingly using mobile dev ices to search for products and 

s tores while on the go, so while luxur y mobile commerce may not be growing as 

quick ly as m-commerce is in other retai l categories , mobile has become a crucial 

tool to help dr ive s tore traf f ic . 

The mobile revolut ion has had a profound impact on the luxur y categor y, 

with three out of four luxur y shoppers repor ted to own a smar tphone. These 

connected customers present a power ful engagement oppor tunit y for luxur y 

retai lers , whose brands are more embedded than ever in consumers ’ dai ly l i ves. 

Luxur y shoppers are increasingly using mobile dev ices to search for products and 

s tores while on the go, so while luxur y mobile commerce may not be growing as 

quick ly as m-commerce is in other retai l categories , mobile has become a crucial 

tool to help dr ive s tore traf f ic .  

A lmost two-thirds 

of respondents are 

ac t ively work ing to 

integrate in-s tore 

experiences  

with mobile.

 	64%	 Yes

 	36%	 No
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Mobile-optimized 

websites are the top 

mobile capabil i t ies 

luxur y brands wil l be 

pursuing over the  

next year.

WITH REGARDS TO YOUR MOBILE STRATEGY, 
WHICH OF THE FOLLOWING DO YOU HAVE 
IN PLACE?

ARE YOU SATISFIED WITH THE RESULTS OF 
YOUR MOBILE INITIATIVES TO DATE? 

62% of respondents 

are sat is f ied with the 

results of their  

mobile ini t iat ives

Mobile optimized web site

Mobile optimized email

Mobile application

Tablet

80%

 
65%

39%

37%

 	62%	 Yes

 	38%	 No
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Nearly two-thirds of 

the brands sur veyed 

are using some 

combination of in-

house and third-par t y 

content , with only 29% 

creating al l content  

in-house.

C R E AT I N G  A  D I G I TA L 

N A R R AT I V E  T H R O U G H 

C O N T E N T  &  S O C I A L  M E D I A

HOW ARE YOU CREATING CONTENT? 

From a brand-building perspec tive, digi tal marketing has created a r ich new 

medium through which luxur y retai lers can tel l their s tor ies. Brands are tak ing 

advantage, using commercial websites , content microsites , social media accounts , 

digi tal adver t isements , and web publicat ions to di f ferentiate themselves. While 

this digi tal narrat ive can be ex tremely power ful , creating i t requires a wide 

var iet y of mult imedia and writ ten content , which can be a major investment. In 

the present s tudy, 65% of respondents are using some combination of in-house 

and third-par t y content , indicat ing that i t is common prac t ice for retai lers to tap 

internal and ex ternal resources to develop content .

Because social media of fers such an expansive audience and the abil i t y for 

people to share the pieces they engage with, i t has emerged as a pr imar y outlet 

for brand-created content . However, broadcasting content over social media does 

come with some inherent r isks , which is why 4 4% of respondents are vet t ing their 

content through their legal depar tments. F inally, while nearly al l luxur y retai lers 

are ut i l iz ing social media in one way or another, social media messaging plat forms 

have not yet caught on. In fac t , less than hal f of our respondents have already 

deployed social media messaging s trategies

 	29%	 In-house

 	6%	 Third Party

 	65%	 Both
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Of those brands 

that are producing 

the majori t y of their 

content in-house, 79% 

have digi tal  

creative teams.

IF YOU ARE PRODUCING THE MAJORITY OF 
YOUR CONTENT IN-HOUSE, WHO OVERSEES 
THESE INITIATIVES? 

Digital Creative Team PR Social Media Manager Community Manager

	 79%	 35%	 35%	 14%

The majori t y of 

respondents are not 

currently interested in 

ut i l iz ing social media 

messaging plat forms.

ARE YOU LOOKING TO INTEGRATE SOCIAL 
MEDIA-MESSAGING PLATFORMS  
(SUCH AS WECHAT)? 

 	45%	 Yes

 	55%	 No
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Just over hal f (56%) of 

respondents are vet t ing 

their content and social 

ini t iat ives through their 

legal depar tments.

ARE YOU VETTING YOUR CONTENT AND 
SOCIAL INITIATIVES THROUGH YOUR LEGAL 
DEPARTMENT?

Respondents are 

spli t on social media 

track ing , with 45% 

ac t ively track ing the 

path to purchase on 

social media and 40% 

not track ing i t .

ARE YOU TRACKING THE PATH TO PURCHASE 
ON ANY OF YOUR SOCIAL MEDIA PLATFORMS?

 	56%	 Yes

 	44%	 No

 	45%	 Yes

 	40%	 No

 	15%	 Not applicable

18
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lThe majori t y of 

respondents are not 

currently interested in 

ut i l iz ing social media 

messaging plat forms.

K E Y  R E C O M M E N D AT I O N S

Online-only luxur y sales wil l continue to grow, and at great pace. Brands must 

be equipped with the r ight tools to win over digi tal customers, create seamless 

shopping experiences, and ensure great customer ser v ice af ter the purchase. 

LUXURY RETAILERS MUST CONTINUE TO BUILD 
OUT E-COMMERCE CAPABILITIES, PLACING 
SPECIAL EMPHASIS ON AN UNDERSTANDING OF 
THE CUSTOMER’S PATH TO PURCHASE 

The ubiquit y of mobile dev ices has given retai lers unprecedented access to 

consumers. Luxur y retai lers need to take advantage of mobile oppor tunit ies by 

optimizing websites for mobile, integrat ing mobile into the showroom experience, 

and deliver ing targeted, contextual messages through mobile plat forms.

LUXURY BRANDS NEED TO TAKE ADVANTAGE 
OF THE MOBILE OPPORTUNITY. 

While content creation can be a cumbersome process requir ing many 

resources, i t is an exceedingly impor tant form of engagement. Similar ly, 

dig i tal adver t ising has become highly sophis t icated, g iv ing brands the 

power to deliver compell ing ads to the r ight consumers at the r ight t imes 

BRANDS SHOULD CONTINUE TO CREATE THEIR 
NARRATIVE THROUGH ONLINE CONTENT AND 
DIGITAL ADVERTISING.
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A P P E N D I C E S

For this repor t , Worldwide Business Research conducted in-person and online 

sur veys of 52 luxur y brand executives representing a var iet y of industr ies. Sur vey 

par t icipants included decision-makers and executives with responsibi l i t y for 

their f irms ’ digi tal marketing and e-commerce s trategies. In-person sur veys and 

inter v iews were conducted on-si te at the 2014 Luxur y Interac t ive Conference. 

Responses were collec ted in October of 2014.

APPENDIX A: METHODOLOGY  

APPENDIX B: DEMOGRAPHIC INFORMATION

 	21%	 Greater than 
	 150 million

 	14%	 Between  
	 150 – 50 million

 	65%	 Less than  
	 50 million

 	60%	 Marketing

 8%	 PR

 	32%	 e-commerce

 	59%	 Yes

 	41%	 No

20



Luxury Retail’s Digital Moment | 21

“ The cal iber of the 

brands here is really 

phenomenal. I t ’s 

great to see a mix 

of ver y high- level 

theor y with prac t ical 

applicat ion. You need 

both to get value out 

of a conference, but 

you also get a look at 

what new tools are out 

there and what the 

best brands are doing 

to truly mobil ize their 

e-commerce and social 

media s trategies.  

I have nothing but good 

things to say.”

- Felicia Yukich, 

Manager, Social 

Media Marketing, 

A B O U T  L U X U R Y 

I N T E R A C T I V E

Now in i t s 9th year, Luxur y Interac t ive is the premier luxur y branding & digi tal 

marketing summit . Ever y year, 300 luxur y executives from some of the world ’s 

top luxur y brands come together to network and examine the newest trends, 

challenges, and oppor tunit ies in the digi tal luxur y space. Omnichannel expansion, 

e-commerce optimizat ion, and optimized content creation and execution are 

just a few of the core themes Luxur y Interac t ive focuses on. From champagne 

roundtables to in-depth sessions, at tendees learn from luxur y executives 

spanning a var iet y of industr ies. 

Want to hear more from the innovators shaping the digi tal luxur y space?

See what they wil l be discussing at Luxur y Interac t ive 2015!

FIND OUT MORE

W O R L D W I D E  B U S I N E S S 

R E S E A R C H

WBR is the world ’s most dynamic large-scale conference company and par t of the PLS 

group, one of the world ’s leading prov iders of s trategic business intel l igence with 

16 of f ices worldwide. Ever y year, over 10,000 senior executives from For tune 1,000 

companies at tend over 100 of our annual conferences – a true “ Who’s Who” of today ’s 

corporate world. With a deep commitment to building last ing relat ionships and 

deliver ing quali t y content and network ing , WBR inspires your career.  
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http://luxury.wbresearch.com/
https://twitter.com/luxinteractive
https://www.linkedin.com/groups/Luxury-Interactive-Premier-Luxury-Branding-1176517/about
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RadiumOne 

55 Second St . 18th F loor  

San Francisco, 94105

sales@radiumone.com

A B O U T  R A D I U M O N E

RadiumOne builds sof tware that automates media buying , making big data 

ac t ionable for brand marketers. RadiumOne uses programmatic adver t ising to 

connect brands to their next customers by incorporating valuable f irs t-par t y data 

about behaviors , ac t ions and interests demonstrated by consumers across web 

and mobile touch points. 

Headquar tered in San Francisco, RadiumOne has of f ices across Nor th America, 

Europe and A sia-Paci f ic . To learn more about RadiumOne,  

please v isi t ht tp: //radiumone.com.

W H AT  D O  YO U  T H I N K ?

RATE THIS CONTENT AND  
HELP US IMPROVE

I t is our goal to produce relevant , valuable content to help inform 

your s trategic business decisions, so we would love to know what you 

thought of this repor t . Your feedback goes direc t ly to our content 

team and helps us to improve. 

TELL US HERE

You can also submit here: sur veymonkey.com/s/ JT VB7FB

An organizat ion ’s abili t y to learn, and translate that learning into ac t ion 

rapidly, is the ult imate competit ive advantage.” - Jack Welch
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https://www.surveymonkey.com/r/?sm=ja6WrmkocB%2bf9Vneytz3sw%3d%3d
http://radiumone.com/

