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WINNING IN LUXURY ECOMMERCE TODAY

Online luxury is now 20 years old and the idea of  
buying expensive products via eCommerce has been 

totally normalised.  
 

The market is crowded and the competition is high. 
Yet most luxury brands and etailers look the same, 

using similar design principles, created decades ago. 

In today’s eCommerce landscape, product is always 
one click away. Differentiation is key: a unique brand 
proposition and exceptional service can provide that 

much-needed edge.  

Success stories from recent years come from  
the luxury players who demonstrate that they 

understand the shift in consumer behaviour and  
new cultural values. 

In this report, we identify the 5 guiding principles for 
winning in luxury eCommerce today.



1. Product photography  
 delivers a point of view

Great product is not enough to stand out in today’s luxury market online.   

In the past decade, we have seen an evolution of website content: from the early days of online 
lookbooks & siloed blogs, to blending content & commerce and - now - commerce infused 
with brand DNA. 

“One of the mistakes many multi-brand retailers made was putting all of their money into 
performance marketing instead of brand building, counting on Google to give them their 
audience rather than cultivating an audience that’s sticky or meaningful.” - Matthew Woolsey, 
former Managing Director, Yoox Net-a-Porter Group
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3D  CG I  PRODUCT  P HOTOGR A P HY  

Innovative and technologically-advanced brands  
such as Alexander Wang and Rimowa are harnessing 
the power of 3D & CGI to take product photography 
to the next level. The innovative approach mirrors  
the advanced technical specification of products  

and showcases key features and details in a whole 
new light.

BUCH ER ER  F INE  J EWE L L ER Y 

Spring has developed a suite of lifestyle-led product 
photography and films for the leading Swiss watch & 

jewellery retailer, each conveying a feeling of the 
woman’s world: her taste, mood, lifestyle, and the 

jewellery that expresses her unique style.  



2. Brand storytelling 
through design
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CHALAYAN 

Spring worked with the designer to create a new 

eCommerce flagship for the brand. We translated 

Chalayan’s unique aesthetic to the site, through the 

concept of ‘Playful Minimalism’. This informed the 

art direction, own-able signatures such as the 

digital font, and a seamless and clean site 

experience.

YEEZY  SUPPLY  

Yeezy Supply has totally evolved the typical 

catalogue grid ‘impersonal’ eCom style. The 

innovative new website is centred around 

‘beautiful simplicity’ with stipulations for no black 

and white, no straight lines, nothing in a box 

design and utilising the ‘rich colour palette of a 

Monet painting’.

Best-in-class luxury brands and etailers drive desire by making design and product 
photography central to the online experience. 

When product is always one click away, having an elevated and ownable design approach can 
be a means of standing out: demonstrating an eye for product curation and, ultimately, helping 
to drive conversion.



3. Navigation optimised  
to drive discovery and  

aid conversion

A well-considered approach to navigation can help propel the eCommerce journey in a way 
that is seamless and intuitive: providing the right mix of product storytelling, brand inspiration 
and technical specification, while ensuring it’s always easy and appealing for the consumer to 
convert. 

For categories such as fashion, consider contextual selling features such as ‘Style with’ and 
‘Others also bought’ components. Utilising a sticky ‘Add to bag’ button on relevant product 
detail pages can help to drive conversion.
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ACNE STUD IO S  

Acne Studios has a no-fuss approach to their 
navigation. The header navigation is clear, clean and 

straightforward, with items grouped in simple 
columns for easy navigation. The use of breadcrumbs 
in the rest of the journey allows the user to navigate 
with ease and understand where they are at all times.

PORSCHE 

Porsche have created a comparison tool helping 
consumers to clearly understand the range of 

available specifications and product differences. This 
allows them to make a more informed purchase, 

tailored to their needs. 



4. Service that stands out
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GU CCI  L I VE  &  AR  TRY  ON 

Gucci are embracing next-generation technology 

to ensure that online shoppers can experience the 

same high-touch service they would in-store. Gucci 

Live offers consumers one-on-one video 

consultations with Gucci experts. Its AR try-on tool, 

available via the Gucci app and Snapchat, invites 

consumers to ‘try on’ a pair of the brand’s iconic 

sneakers with a seamless path to purchase.

NET-A-PORTER “E IP ”  SERV ICE  

Net-a-Porter continue to innovate, ensuring their 

signature EIP service remains the benchmark for 

online luxury. They offer a same-day delivery 

service in London, New York, Hong Kong. With 

over 22+ languages spoken, the team have 

adopted the use messaging apps as 70% of their 

EIPs indicate a preference for WeChat/WhatsApp 

communication over email. 

From the convenience of 90 minutes delivery slots to a high-touch online concierge feel -   
consumers want to experience luxury online, not just buy it.   

Fuelled by the desire for instant gratification, today’s luxury online shoppers have come to 
expect personalised service 24/7, with the option to communicate with sales associates via 
their own preferred channels. 

Brands and retailers who can offer this bespoke service stand to reap the commercial rewards: 
technology provider Hero reports that customers who interact with live consultation services 
are 14x more likely to convert and spend up to 70% more.



5. eCommerce through  
the omnichannel journey

The future of the luxury business it is not about eCommerce versus retail.  
 
These days, it is not uncommon for a consumer to discover a product on Instagram, converse 
with a sales associate over WhatsApp/WeChat and then go into their local boutique to 
purchase the item. As a result, the lines between eCommerce and retail are increasingly blurred.  

Many of the latest innovations in eCommerce actively seek to bridge this physical/digital divide: 
from experiential eCommerce experiences to live-streaming, which elevates online shopping to 
a form of entertainment.
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HUB LOT  3 D  V IR TU AL  BOUT I QU E  

Hublot have created a virtual boutique that 
complements the role and presence of its physical 

boutiques around the world. By remotely offering its 
customers 3D-facilitated access to its products, 

knowledge, and know-how, Hublot is successfully 
creating a new standard of customer service while 

strengthening the connection with its audience. 

THRE ADS ST YL I N G 

Threads Styling has coined the term “conversational 
shopping” in luxury, turning a personal shopping 
service into a multi-billion shopping business, all 
through WhatsApp and WeChat. No website is 
needed: instead their dedicated team of stylists 
engage with clients by offering a high-touch and 

bespoke styling service and facilitating orders directly 
through mobile chat platforms.
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5 guiding principles for winning in 
luxury eCommerce today

1 

Product photography delivers a point of view

2 

Brand storytelling through design

3 

Navigation optimised to drive discovery and aid conversion

4 

Service that stands out

5 

eCommerce through the omnichannel journey
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This report showcases the rich spectrum of innovation 
and technical and creative advancements that are 

driving success in online luxury today. 

When defining their strategy, brands and retailers 
should always keep their brand and audience in mind: 
embracing innovation, creating content & elevating 

creative in a way that is true to brand and relevant to 
the end consumer.
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Spring are uniquely placed to identify, 
concept and deliver innovative  

& luxurious eCommerce experiences, 
content & destinations

If you’d like to discuss how Spring can help you,  
please reach out to us at 

Anna.Gereg@springstudios.com


