BALENCIAGA




SUMMARY

1. OUR STORY AND MISSION

2. OUR JOURNEY

3. OUR CLIENT CENTRIC MINDSET

4. ONLINE DISTRIBUTION

BALENCIAGA




OUR STORY AND MISSION

BALENCIAGA IS ONE

OF THE OLDEST ENDURING
FASHION HOUSES IN
EXISTENCE, FOUNDED BY
CRISTOBAL BALENCIAGA IN

1917.
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OUR STORY AND MISSION

BALENCIAGA

BALENCIAGA
courune

1917

First boutique in San
Sebastian, Spain

1937

Maison Balenciaga
at 10 avenue
George V, Paris

1947

Cristébal Balenciaga
1st fragrance
“Le Dix”

1968

Last Balenciaga
Haute Couture
collection

1997

Nicolas Ghesquiére,
Artistic Director
of Balenciaga

2001: PPR acquires
Balenciaga

2012

Alexander Wang,
Artistic Director
of Balenciaga

2015

Demna Gvasalia,
Artistic Director
of Balenciaga




OUR STORY AND MISSION

SINCE 2015, ARTISTIC
DIRECTOR DEMNA

GVASALIA HAS CONTINU-
ED BALENCIAGA
TRADITION OF FORWARD
THINKING AND
_UNPARALLELED DESIGN.
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BALENCIAGA

OUR STORY AND MISSION
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OUR STORY AND MISSION

[l
AMBITION I n

CREATION -
INNOVATION I
LEADERSHIP .
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OUR JOURNEY

HANDBAGS RETAIL +
ONLINE

— FIGURES —

103 STORES YEAR END 2015

WHOLESALE

IN 2015
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OUR JOURNEY

MEDIA RUNAWAY

And Just Like That, Balenciaga Is Back:

Talking to artistic director Demna Gvasalia about his provocative first collection for one of fashion’s most influential brands.

By CATHY HORYN
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OUR JOURNEY

BALENCIAGA AMONG THE MOST SEARCHED BRANDS SINCE 2017

tnmeat

1 GUCCI Guccl

The No.1 searched for brand on Lyst added 8 million people to its
Instagram following in 2017, driving impressive consumer
engagement through highly desirable yet accessible products.

BALENCIAGA
White-hot and gaining momentum, Demna Gvsalia’s understanding

of the style codes that appeal to Gen-Z and Millennial consumers
continues to distinguish him from his peers.

n N Al A
VETEMENTS
The brand's collaboration strategy has qrow_n consumer awareness,
while maintaining product scarcity and limiting runway shows keeps
demand high for its fleamarket-chic product.

ANTITNT
VALENTINO

Pierpaolo Piccioli’s significance as a creative visionary and aesthetic
leader in his own right is rising, while the house continues to reap the
commercial benefits of its rockstud product line.

B T r Al
OFF-WHITE
Though Virgil Abloh is far from the new kid on the block, Off-White's
ascent into the upper echelons of consumer awareness has
vindicated his polarising aesthetic output

Al AINTY 7
( GIVENCHY
) Lo%o-slides sustained consumer interest while the brand experienced
a change in creative leadership. Clare Waight Keller's proven track
record with accessories is likely to broaden commercial appeal further.
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7 MONCLER
With its puffer jackets now ubiquitous in European and American
cities, the outerwear brand is widely distributed and worn by
moneyed tourists and the hip-hop community alike.

ald b T & : K
8 STONE ISLAND
Drake's decision to extensively wear Stone Island on stage during
his world tour, as well as leaked images of its collaboration
with Skepta, have continued to drive consumer demand

9 BALMAIN

Olivier Rousteing's collaboration with Victoria's Secret pushed
Balmain into the ranking for the first time in Q4, as the brand
continues to build out its customer base and product lines.
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10 YEEZY
Although the rapper largely retired from the public eye in 2017,

Kanye West's Yeezy collaboration with Adidas remains in the
ranking and is now a significant sneaker player in its own right
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Lyst index 2017 Lyst index Q4 2018 Lyst index Q1 2019
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OUR JOURNEY

HERO PRODUCTS

' B/ ENCIAGA

VILLE TOP HANDLE BAG TRIPLE S
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OUR JOURNEY

MY FOCUS

CLIENTS

ENERATION
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OUR JOURNEY

MY FOCUS
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OUR JOURNEY

MY FOCUS

E Wt rate: {Ir i / Total Posts / Followers) *100, Q1 2019 |
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MY FOCUS
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OUR JOURNEY

MY FOCUS
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OUR JOURNEY

— NORTH AMERICA
14% in store
22% online

FY 2018
Figures based on client country of residence

BALENCIAGA

CLIENTS DEMOGRAPHICS

—— EMEA
17% in store

49% online JAPAN

29% in store
~15% online
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—— FIGURES ——

RETAIL CLIENTS
e 68% under 35

* 63% women vs. 37%
men

ONLINE CLIENTS

* 5.5% online database
purchasing in store

Purchasing on 3 tools:
Desktop (37% AC and
38% orders), mobile (58%
AC and 58% orders) and
tablet (5% AC and 4%
orders)

71% under 35

47% women vs. 48%
men (5% NA)




A NEW CLIENT CENTRIC MINDSET

3 STRATEGIC PILLARS

CLIENT
JOURNEY

CREATION DIGITAL

BALENCIAGA




A NEW CLIENT CENTRIC MINDSET

CLIENT JOURNEY

1. IN-STORE CLIENT JOURNEY

2. RETENTION CLIENT JOURNEY

3. OMNICHANNEL CLIENT JOURNEY
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ONLINE DISTRIBUTION

1. BALENCIAGA.COM

2. E - CONCESSIONS

3. E-TAILERS

BALENCIAGA




ONLINE DISTRIBUTION

BALENCIAGA.COM

&« C {d 8 htips//www.balenciaga.com/fr/femme/tout-pret-a-porter#{"ytosQuery":"true"
i Applications Favoris gérés

BALENCIAGA

FEMME ) PRET-A-PORTER ) VOIR TOUT

CAGR: 87%

2016 2017 2018
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ONLINE DISTRIBUTION

BALENCIAGA

E-CONCESSIONS

c. 50 % of TOTAL ONLINE SALES for 2018

NET-A-PORTER

FARFETCH

NET-A-PORTER &
FARFETCH
C. 50%

FY 2018
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ONLINE DISTRIBUTION

CAPSULE COLLABORATIONS: NET-A-PORTER 2018
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ONLINE DISTRIBUTION




ONLINE DISTRIBUTION

E-TAILERS

MATCHES
FASHION.COM

VIY THERESA
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ONLINE DISTRIBUTION

CHINA SPECIFIC ECOSYSTEM

Balenciaga EF19 75! | ;31

afits: PEER

WECHAT
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WECHAT MINI DOUYIN TIKTOK
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ONLINE DISTRIBUTION

BALENCIAGA

CHINESE APPS: ATYPICAL PURCHASE JOURNEY

1. SOURCE OF — 2. INSPIRATION / REVIEW ——> 3. PRICE
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6. SHARE REVIEWS <—— 5. PAYMENT
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A NEW LUXURY DIGITAL ECOSYSTEM

CLIENT
JOURNEY

CREATION DIGITAL
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