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Dior's  PC and mobile s ites  were the fas tes t-loading among those luxury online des tinations  monitored in second-quarter 2017 by Catchpoint. Dior
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By Dennis Callaghan

It is  no secret that affluent consumers want a luxury experience to accompany the actual products they seek.

As the sale of luxury goods continues its shift to digital, having a fast Webpage load time the time it takes for enough
page elements to load for an end user to begin interacting with the page is a critical customer experience mandate.
With this in mind, the following is our second-quarter 2017 luxury site performance analysis.

Luxury desktop sites
The five strongest performers on desktop in Q2 were Dior, Porsche, Patek Philippe, Chanel and Audi, in that order.
Each had Webpage load times of 2.6 seconds or faster.

In Q2, the average Webpage load time for the 25 desktop sites in our analysis was 3.82 seconds slower than the 3.57
seconds recorded in Q1.

In our last analysis, we referenced a study by Exane BNP Paribas Researchers, which graded 32 leading luxury sites
on the basis of 18 different criteria, spanning the categories of reach, customer experience and engagement.

One key finding in that study was that in spite of an ongoing, obvious distinction between the leaders and the rest,
the gap between the two groups seemed to be narrowing.

When we conducted our Q4 2016 to Q1 2017 quarter-over-quarter comparison, our observations aligned with this
study we saw many companies whose average speeds were four seconds or slower in Q4 2016, improved into the
three-second range in Q1 2017.

However, in Q2 the opposite seems to be happening, with the most significant trend being companies who had been
in the two-second range in Q1, now sliding into the three-second range.

The number of companies delivering Webpage load times of four seconds or more has stayed roughly the same.

One primary reason may be that the average total downloaded bytes 4.13MB in Q2 has increased by about 10

https://www.luxurydaily.com/category/news/research/
https://www.luxurydaily.com/luxury-marketers-q2-2017-web-performance-analysis/
http://www.catchpoint.com
https://pubads.g.doubleclick.net/gampad/jump?iu=/60923973/mid-article-micro-bar&sz=234x60&c=85099116&tile=1
https://www.businessoffashion.com/articles/fashion-tech/luxury-challengers-burberry-digital-crown


percent, along with the average number of third-party hosts, which was slightly higher in Q2.

The average number of downloaded items in Q2 was slightly lower than Q1, though the average image size was
roughly the same. Of all types of Web content, heavy images can often have an especially negative effect on site
speed.

We recently conducted a separate analysis that found a direct correlation between the sheer number of third-party
hosts incorporated into a site and overall site performance.

When measured individually, most hosts deliver speedy response times. It is  the combining of many external hosts
on a Web page, and the back-and-forth interactions they each require, which can create a slowdown.

While keeping sites as lightweight as possible is a key strategy that organizations can adopt to improve performance,
we are finding that the number of third-party hosts per page can have an equal or greater effect, particularly in
industries such as retail that rely heavily on external ad and marketing hosts.

In fact, this quarter we saw several instances where heavier sites delivered better performance than lighter sites, due
to having fewer hosts.

One example is Prada, which was by far the heaviest desktop home page at nearly 17MB.

However, Prada kept its number of hosts very low, which helps the brand offset, to some degree, the negative-
performance effect of the heavy page, delivering stronger speed than several lighter sites.

Audi and Patek Philippe also demonstrated this trend both were significantly heavier than average, but had relatively
low numbers of hosts and items, which helped them deliver above-average speeds.

Conversely, Cartier had a high number of hosts, but a relatively low page weight, which allowed the jeweler to slightly
beat the average speed.

The two lowest performing sites had the third-biggest and second-biggest number of hosts and items, but were much
closer both in the 3MB-4MB range to the average total downloaded bytes than Prada.

Perhaps the most interesting example this quarter was top performer Dior, whose total downloaded bytes may have
been slightly lower than average, but whose numbers of hosts and items were quite high.

The secret is in Dior's page design, which strategically loads content essential to user interaction before non-critical
and third-party host content. This minimizes the potential negative effect on user perception.

Luxury mobile sites
The five strongest Q2 performers on mobile were, in this order, Dior, Porsche, Patek Philippe, Audi and Chanel the
same five as in desktop, although Chanel and Audi were reversed in order.

In Q2, the average Webpage load time for the 24 mobile sites in our analysis was 3.7 seconds, a slight degradation
from the Q1 average of 3.58 seconds.

In our Q1 analysis, we noted that the trend of companies' speed metrics clustering closer to the top when compared
to Q4 2016 was not as apparent in mobile as it was in desktop.

But like desktop, a comparison of Q1 to Q2 reveals a slowing trend, with the majority of movers slowing from the
two-second category, down to the three-second category.

Given that two-seconds or less is a well-defined performance expectation in mobile and we are talking only one
added second here this trend may not yet be cause for alarm, but it is  something to watch.

The average total downloaded bytes per page in Q2 was 3.68, representing a 15 percent weight increase over Q1.
The average number of hosts per page actually decreased slightly from Q1 to Q2, while the average number of items
rose, along with the average image bytes.

Prada's mobile site, like its desktop, was significantly heavier than the industry average, but the Italian brand
mitigated the negative-performance effect by keeping its number of hosts and items low.



Prada's  mobile s ite homepage. Image credit: Prada

Burberry seems to have deployed an opposite strategy it has a high number of hosts and items but the brand keeps its
page weight extremely light.

As in desktop, Dior was the top performer, due in large part to its being the lightest site on the index, as well as a low
host and item count.

Porsche (#2) had a lightweight page and the second lowest number of hosts and the lowest number of items, while
Patek Philippe (#3) had a heavier-than-average page, but the lowest number of hosts and the fourth-lowest number of
items in the index.

The two bottom performers had the two largest numbers of hosts and items, although as in desktop, their average
total downloaded bytes hovered around the average.

WE CONTINUE to see a clear correlation between desktop page weight and speed, but the number of third-party
hosts seems to be yielding an increasingly significant effect.

In mobile, heavier pages and, more specifically, the total number of image bytes, seems to be the biggest
determinant of site performance.

Perhaps the greatest risk that luxury retailers face in both the desktop and mobile realms is trying to incorporate so
much feature-rich content and functionality that they ultimately do themselves a disservice from a performance
perspective.

The bottom line: sites cannot be both heavy and excessively loaded with third-party hosts and images. Sites that veer
to either end of this spectrum must compensate on the other side, and even then, they are likely to require additional
steps to avoid performance degradations.
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