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External Environment

Figure /O : Online luxury posted another year of double-digit growth

Giobl o pronl oy goods arkel, 2003-17E € bl © Online market share: 9%
‘/23.5 Online growth in 2017: 24%
i Personal luxury goods market in 2018:

$340 billion

Jewelry growth 20% to 40% by 2020

Source: Deloitte

CAGR, Annual growth,
2013-16: 2016-17E:

+25% +24%

2.2 2.6

Online market share Q/"
2.9 :

2003 04 05 06 07 08 09 10 1 12 13 14 15 16 17E

;m""m’ 37% 31% 29% 18% 12% 21% 29% 29% 33% 27% 22% 40% 13%  24%

Source: Bain & C




Internal Environment

1884 - Sotirio Bulgari founded the brand
The master’s two descendants grew Bulgari throughout the world
2011 - Bulgari joins LVMH group

Bulgari honors tradition, while embracing modern design. It’s about being free,
pioneering, and daring. It's inspired by urban life, adventures, and passion.




— Internal Environment cont.
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Target

HNWTI’s & UHNWT’s

2018 - HNWI population and wealth
grew by 8%, UHNWIs grew 9 %
Asia, North America & Europe

Millenials are "the most important
cohort for jewelry purchases” De Beers.

Dedicated to women who want to fulfill
the aspiration of feeling unique with
charismatic jewelry




. . — Internal Environment cont.
Communications
Upgraded store experience Influencers gnal Experience
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Welcome Engage visitors Diverse Talent Content production Strategy Holistic Approach

Experience Target all senses Authenticity Leverage followers  Intelligence Nimbleness



Digital Experience Cont.

Bulgari © lb

Home About Videos Photos Posts Ever

Featured video

CR A

BVLGARI ©

No matter where you are, let Fiorever RVLE
Discover our new diamond collection

bit ly/Fiorever

Via dei Condotti 10, Rome, Rtaly

lilysayegh themelindabatista dijkhaled 19
more
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FIOREVER  Red Carpet Edtorial  Krer
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& mobde twiter com
« Bulgari @
' Follow
ari @

Bulg

Bulgari, the magnificent Italian Jeweler since 1884

483 7oloy 613.2K ¢

Tweets

Tweets & replies Media Likes

LVMH @ @LvwH 14 v
4th edition of DARE: LVMH is exporting its
Open Innovation and intrapreneurship initiative
to China

— Internal Environment cont.

@Sateri ! ¥
HOME VIDEOS PLAYLISTS COMMUNITY
Bulgari
I € SUBSCRIBE 80,509

Social Media

Fiorever Campaign 2018: Live Larger,
Live in Color

Fiorever Jewelry Collection
Fiorever Campaign
2018: Live Larger,

Fiorever Jewellery
Collection: One Da
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Opportunity

Disruption in the world -
Economic inequalities

Climate change "Consumers will continue to become

New technologies more knowledgeable and push for
ethical products with known

Current Initiati provenance”

Save the Childre De Beers

Raise your hand
Kimberly Proces
Responsible Jew




Blood Diamonds Movie\

—  Opportunity cont.

Human Rights Watch found
that brands (incl. Bulgari)
don’t always know where the
stones are coming from, and
don’t do enough to assess
human rights risks.

Difficulty to precisely track
diamonds despite the
Kimberley process.

R.J.C. does little monitoring to
make sure promises are kept.

Sustainability issues —

Mining causes high amounts of
energy spending, potential for
chemical leaks, large amounts of
earth removed, thus disturbing the
ecosystem.

“ From the mine to the finger, a diamond sees four dozen owners.” Diamond Foundry CEO Martin Roscheisen



Recommendations

Define a new market space & Lab-grown diamonds
Leverage on SUStainabﬂity Low impact on people, land, water & air

Originate from a complex technology &
pioneering manufacturing process

method
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—  Recommendations

For the Future Collection

Bulgari will create a never before seen The new Luxury mindset means that
luxury environment by becoming a pioneer consumers are looking inward, focusing on
in regenerative sourcing strategy. The improvement and wellbeing. It 1s about
implementation of the collection will be a transformation and the greater good rather
way to addresses sustainability & than just the display of wealth.

ethicality.

47%, 66% 39%

Of respondents hadn’t heard about synthetic Of respondents reacted positively to synthetic Of respondents would consider synthetic
diamonds or were unsure what they were diamonds after reading about them. diamonds for engagement rings.

Statistics Source: MVI Marketing, 2017



—  Recommendations

For the Future Collection

Refer to them as “Cultured Diamonds™ instead of Lab grown diamonds for better perception
Accredited supplier Pure Grown Diamonds — micro signed with Bulgari Logo

Collection 1s part of the “Bulgari Initiative” together with Save the Children

Story telling has two pillars: Technology & Ethical approach

“Future Mines Foundation™: 1% from the collection will go into this initiative

The design of the jewelry line will respect Bulgari codes, with a more contemporary twist.

The campaign’s main focus will be Europe & U.S.
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Implementation

Objectives

1 year -
Increase targeted traffic by 20%
Increase total jewelry sales by 30%

3 years -

Stand out from competition as an innovative
and authentic market leader

New initiatives: source sustainable metals,
and full supply chain transparency

- undiscovered marketplace
- Bulgari can shape market
perception

- Sustainability business is
trending

Weaknesses

- image of lab-grown
diamonds as of teday
- balance Bulgari’s image

~ with cultured diamonds




diamonds & dolce vita brand symbols, architecture & volumes future

v

Materials: 18k white gold &
cultured diamonds (0.20ct - 0.75ct)
Price: 4000 USD -7500 USD

Nl
BRACELET

PENDANT

Product: Bold, striking & unique.

EARRlNGH ~ Good for both city wear & events for ]
e y / \ < an expressive and modern women. %
/ \ i ~ Volumes and curves refer to harmony, i /
, P\ . nature and continuity. Sharp edges ;
X BT offer paradox. Futurism with a touch "‘

of romanticism.




PhYSlcal locatl()ns Selected stores in U.S. (N.Y), and in Europe (Rome, London, Paris)

Interactive Exhibition: customized digital screens on the side of creations, skip-able
video on the For the Future collection

Videos help people understand what materials were used, and how cultured-diamonds
are made, and what is the Future Diamond Mines initiative. They can understand how
this collection contributes to a better future

INTERACTIVE SCREENS



PhYSlcal locatl()ns Pop-up exhibitions: Japan and Singapore
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Website

FOR THE FUTURE

Impact shown on the page REF.344492 CLB5489 4
Sold on Luisa Via Roma multi-brand platform
Shop—able on Instagram These Future wave earrings are made of

white gold with pavé diamonds

$5,500

Color w Qty 1w ([ Style vll_lmpact Scale w

B & 29.0 Ibs. of
2 Carbon
ADD TO BA dioxide saving é
- A

® 1916 gal of

BOOK AN APPOINI byl Q

FIND THE NEAREST ST. RE

CONTACT US
X o
DESCRIPTION INSPIRATION E
Inspired by a futuristic vision, where technology helps to live life well. These earrings are an ode to a new wave of

thinking. They are made of 18k white gold. 3 cm in long with cultured diamonds. They are also available in single with
0.75ct. cultured diamond embedded on top.



Press Release

Press release event — Bulgari Hotel Milano
Held for a selected list of magazines, and
newspapers with specific attention to what 1s
the target audience listening and reading
these days.

PRESS RELEASE (SNIPPET)

For the Future Collection

EMPOWERING, DARING AND SHARING

Excitement, and making the extra effort has always been part of the Bulgari spirit.
We are market challengers continuously striving to create value. Our new
adventurous story will make industry impacting changes to create a better future.
Bulgari is a jewelry brand, but behind the brand we are people, and we consume too.
We owe it to , our sons, and Y else to make the best
Jjewelry and the most impact we can. We created something truly special out of the
joy that springs forth whenever we willingly enhance other people’s lives and our
environment.

In a unique, technological but Roman fashion we have created very special
diamonds adored jewelries. For the Future collection has a great cause. It will impact

’ diamond mining practices and reinforce the message of empowering, daring, and

sharing.
GEMSTONESAND EXECUTION

Eeculonwnll always be in theh.lndsol'lhebesl)ewelmmdrcprmmsmmy
ige, training, to an
excellent design.
For an entire team of people working in concert to achieve proper execution is both
a challenge and a vital aspect of our collections’ success, but here we would like to
share with you the other equally important side of the equation.
When gemstones arrive to the workshop they are, in one sense, already finished. We
have limited control over how the stone was harvested and where it came from. As
most luxury brands, all we can do is to carefully select our suppliers and then work
with them to ensure we get the best and most ethical stones. However, the diamond
industry has not yet achieved full transparency. When looking for mined diamonds
there can be unforeseen circumstances that affect our stones. There are industry
accreditations to control diamond sourcing, but they are not fully efficient. This is
why we have decided to become a new force in the luxury jewelry sector. By
pumenngupwﬂh reputable sllpplcfwcw:lluuourmﬁnefvwnmﬂm eco-
and ble cultured di

FOR THE FUTURE

We will invest 1% of our profit back in the mined diamond market through our

Future Diamond Mines Foundation. All that we have accomplished through the

years has made it possible to now take full responsibility and make the jewelry

nduslrybcnet foroux-ndthenelgmum For the Future Collection is the
of Bulgari thetics and shared values.

PRESS RELEASE (SNIPPET)

For the Future Collection

EMPOWERING, DARING AND SHARING

Excitement, and making the extra effort has always been part of the Bulgani spirit.
We are market challengers continuously striving to create value. Our new
adventurous story will make industry impacting changes to create a better future.
Bulgari is a jewelry brand, but behind the brand we are people, and we consume too.
We owe it to ourselves, our sons, daughters and everyone ¢lse to make the best
jewelry and the most impact we can. We created something truly special out of the
joy that springs forth whenever we willingly enhance other people’s lives and our
environment.

In a unique, technological but Roman fashion we have created very special
diamonds adored jewelries. For the Future collection has a great cause. It will impact
diamond mining practices and reinforce the message of empowering, daring, and
sharing.

GEMSTONESAND EXECUTION

Execution will always be in the hands of the best jewelers and represents many
clements—knowledge, training, experience, skill, tools—that contribute to an
excellent design.

For an entire team of people working in concert to achieve proper execution is both
a challenge and a vital aspect of our collections” success, but here we would like to
share with you the other equally important side of the equation.

When gemstones arrive to the workshop they are, in one sense, already finished. We
have limited control over how the stone was harvested and where it came from. As
most luxury brands, all we can do is to carefully select our suppliers and then work
with them to ensure we get the best and most ethical stones. However, the diamond
industry has not yet achieved full transparency. When looking for mined diamonds
there can be unforeseen cu'cmmtanca that affect our stones. Therc are industry
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5. crystals in the room clear
out and show the jewelry
2. diamond crystals inside
breaking through

6. on screens embedded in
crystals more information
is viewable

3. scientists working
in the middle

4. slowly a diamond
encapsulates
scientists




Earned Media . .
UGC #bulgariforthefuturedesign

Reposts by celebrities, blogs, and magazines
(WWD, The Viva Luxury Blog & Solitaire etc.)

Paid Media ,
Oftline: Vogue, Elle, Harper’s Bazaar 2 QR code

inside to show video
Online: (Glossy) ads & vid. out-stream
Social Media: v. in-stream, promoted & native ads

Owned Media

#bulgariforthefuturedesign poll
Teaser campaign:30 sec videos w/ emotional appeal
Behind the scenes videos: incl. video w/ CEO
Sequencing campaign, then IGTV for full campaign
Influencer content

€3 Event s & blogstyle posts, share relevant links & videos

3 video content
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better future!
First look: Bulgari unveils its new jewelry collect “For
the Future”
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Embassador Marketing with Emma Watson For the Future Collection - Emma Watson

Advocate of human rights and sustainability

pure, sincere, feminine PURPOSE:

For the Future Campaign will promote our new cultured diamond collection
launching in International Mines Day 4 April 2020. The purpose of this collection is
to introduce a new type of diamond collection into the luxury market space and with
it donate a percentage from its profit to support the improvement of conditions in
diamond mines through our Future Mines Initiative.

#luxuryforthefuturetalk with Bulgari & LVMH CEO
Development of new technologies

Luxury Initiatives to contribute a positive impact on society
Values and transparency

BVLGARI

For the Future Collection - Emma Watson

PURPOSE:
For the Future Campaign will promote our new cultured diamond collection
launching in International Mines Day 4 April 2020. The purpose of this collection is
to introduce a new type of di d ion into the luxury market space and with
it donate a percentage from its profit to support the improvement of conditions in
diamond mines through our Future Mines Initiative.

jewelry and the most impact we can. We created something truly special out of the
Jjoy that springs forth whenever we willingly enhance other people’s lives and our

i . Our cultured di Is speak of our values. For the Future reinforces
the attitudes of empowering, daring, and sharing.

! We owe it to ourselves, our sons, daughters and everyone else to make the best

REQUIREMENTS:

Emma Watson: voice alignment with brand’s message, creative involvement,
appearances, visits, shoots, social media engagement, luxury related content
publishing with Bulgari's approval

Bulgari: Photo, video shoots organized, compensation, travel, hotel, catering
provided

APPEARANCES/VISITS:
*the exact program and specifics will be sent in August 1 2019

2019 Sept 30: Bulgari would like to invite Emma to our labs where she could see the
creation of the Bulgari laser engraved cultured diamonds. Here it will be explained
the technological acumen needed to create these diamonds. 2019 Nov 15: Process of
making For the Future Jewelry Collection in Valenza.

2020 Jan 1- 2: For the Future Photo-shoot and video campaign shoot in Milan.

2020 Apr 4: Launch Party in New York

2020 Apr 30: Luxury for the Future talk in Paris

2020 July 1: Emma’s visit to our diamond mines and see the improvement done in
this sector due to the Future Diamond Mines initiative.

POSTINGS ON OWN SOCIAL MEDIA PLATFORMS:
*content to be drafted in February 2020

2020 April 4: Live video at the launching event

2020 April — Sept: Monthly min 2 appearance in Bulgari Jewelry and posts.
2020 April 30: Luxury for the Future Talk short recap video

2020 July 1: Live video of the Future Diamond Mines initiative visit

We owe it to ourselves, our sons, daughters and everyone else to make the best
Jjewelry and the most impact we can. We created something truly special out of the
Jjoy that springs forth whenever we willingly enhance other people’s lives and our
environment. Our cultured diamonds speak of our values. For the Future reinforces
the attitudes of empowering, daring, and sharing.

REQUIREMENTS:

Emma Watson: voice alignment with brand’s message, creative involvement,
appearances, visits, shoots, social media engagement, luxury related content
publishing with Bulgari's approval

Bulgari: Photo, video shoots organized, compensation, travel, hotel, catering
provided

APPEARANCES/VISITS:
*the exact program and specifics will be sent in August 1 2019

2019 Sept 30: Bulgari would like to invite Emma to our labs where she could see the
creation of the Bulgari laser engraved cultured diamonds. Here it will be explained
the technological acumen needed to create these diamonds. 2019 Nov 15: Process of
making For the Future Jewelry Collection in Valenza.

2020 Jan 1- 2: For the Future Photo-shoot and video campaign shoot in Milan.

2020 Apr 4: Launch Party in New York

2020 Apr 30: Luxury for the Future talk in Paris

200 Inlv 1° Emma’e vicit to oanr diamond minece and cee the imnravement done in

¥\



BVLGARI

empowering
daring
sharing

For the Future

The first cultured diamond collection




Marketing Mix Cont.

>

Bulgari will provide material for
its employees and sales team to

understand the story of the Future
Collection

Vocabulary used reflects the
vocabulary used in the campaign.

Q

They use CRM to interact
and analyze their clients:
Focus should be on building
this within the new online
sales platform on Instagram

Track sales

Typical Bulgari hospitality, and a
relaxed but luxe environment

Special attention to
complimentary material:
Packaging is limited for this
collection made of recycled
materials




Calendar

FEB MAR APR  MAY JUN JUL  AUG SEP 0OCT NOV  DEC JAN

UPDATES ON WEBSITE DOWNLOADABLE BROCHURE FROM APR
APR 4

BEHIND

THE
SCENES PROMOTED FACEBOOK & INSTAGRAM ADS APR- SEP

APR-
MAY SEQUENCING STEP BY STEP CAMPAIGN CONTENT (PHOTOS, VIIDEO) ON SOCIAL MEDIA & WEBSITE

DESIGN
POLL NOV

1-NOV 14

EMAIL TO CLIENTS &
INVITATION TO CHECK IT IN

STORE MARCH 27 POP WP
SINGAPORE POP UP
_ + | TOKYO SHOP IN SELECTED STORES US & EUROPE, & SHOPPABLE ON INSTAGRAM

JUNE

VOUGE NATIVE ADS & VIDEO OUTSTREAM OCT - JAN

INT.
APR

COLLABORATION WITH LUISA VIA ROMA — START IN APR

AMBASSADOR APPEARANCES IN BULGARI JEWELLERY

2 POST BY LIVE CONTENT
AMBASSASDOR | DURING LAUNCH

©002»a0wO00

EFUTURETALK
FEATURED BY
AMB. APR 30

& INFLUENCERS

BEFORE LAUNCH|  INFLUENCERS




Budgeting & Projections

o | B

$1,570,00
0 Online
8.07% Marketing
’ $7,683,500
39.49%

Total Campaign Cost: $ 19.5 m1




Launching event - $6.5 million

Program
. . o $1,285,000 Extras Site
Public Relations- $7.2 million 19.77%  $280,000 $1,160,000 >
Catering 4.31% 17.85%
' A $200,000 E—
Press Release
5220563/00 e Miscellaneous 20

. gy $700,000

$500,000 10.77%

6.94%

Publicity
51530:62600 24.23%

Launch event Online Marketing - $7.7million  Website modifications  Brochure

$6,500,000 Facebook $6:000 $1,000
Teaser 1.17% Behind the scenes
$30,000° $300,000
e 0.39% —3'_ 3.90%
Cam photoshoot .
Native Ads P‘U\m Youtube O fﬂln (&
$1,200,000 $500,000 $120,000 °
g (2
15.62% 6.51% 117% 1.56% Marketlng -

' Snapchat $ 1 . 5 milliOIl
$36,000
0.47%

Billboards
$170,000
11%

Online

Marketing - g
113 Influencers/ Ambassador a%

$7.7 million g

52.06%



Conclusion
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Will those who loved the brand for its mined diamonds still purchase when they hear that
there 1s a different collection?

What about those attracted to the ethical cause of the collection? Will they accept that
there are mined diamonds too of questionable ethicality?



For the Future

The first cultured diamond collection




“ Once merely indicative of a shared status, or taste - today diamonds
can convey shared values. For the Future Collection by Bulgari
reinforces the values of empowering, daring, and sharing”



