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By T RICIA CARR

French fashion house Christian Dior redesigned its Web site to show the lifestyle behind
the brand via images and videos that will likely increase time spent on the site, but the
label did not add ecommerce capabilities beyond beauty products.

The label retooled its homepage to present the latest imagery associated with each
collection as users move their cursors over the site. Dior is also pushing interactive
content such as videos and photo galleries in each of the browsing subsections of the site,
but some content is slow to load and ecommerce is still limited to fragrance, makeup and
skincare.

"The new site provides a rich, beautiful, elegant experience with the type of multimedia
content and imagery you would expect from a brand like Dior," said Scott Delea,
managing partner at Inflexion Interactive, Hoboken, NJ.

"The site relies heavily on video and imagery to create a more immersive brand
experience while minimizing, if not blatantly hiding, calls to purchase product," he said.
"The homepage uses an innovative blend of imagery and navigation to create a movie-
like experience which is pleasantly startling and effective."
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Mr. Delea is not associated with Dior, but agreed to comment as an industry expert.

Dior did not respond before press deadline.

New day, new site
Dior invited its Facebook and Twitter followers June 9 to the new Dior.com.

The homepage of Dior’s Web site now shows the five sections of the site in one line
across the middle of the page. These include DiorMag, The House of Dior, Fashion and
Accessories, Fragrance and Beauty and Jewelry and Timepieces.

Homepage 

When users hold their cursors over a section, the background displays the newest image
associated with that section and the subsections appear below.

For example, hovering over the Woman section shows the Lady Dior advertising
campaign featuring French actress and brand ambassador Marion Cotillard (see story).

Woman image 

The Fragrance and Beauty and Jewelry and Timepieces sections also show top news
articles associated with those collections. Users can click on any subsection to be
redirected.

Dior seems to have fine-tuned the browsing in its product sections, but did not update the
site to include commerce for items besides fragrance, makeup and skincare.

The main page of each section contains interactive content. For example, when users
click to the Woman section, they can view the fall/winter 2012 collection video called
“Secret Garden – Versailles" (see story).
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Secret Garden video 

Also, the fragrance section directs consumers to the “Dior Addict Frequency” Facebook
app that pushes the new collection (see story).

When users are browsing items from collections, there is a collapsible bar at the bottom
of the screen that shows all of the items. Users can scroll left to right to view all items or
click on one to view details.

Browsing 

Browsing done best
Luxury brands seem to redesign their Web sites to upgrade the experience for consumers.

Dior’s slight changes were probably made to focus more on social video, runway videos
and the concept behind each collection, since the label has been pushing these
components via social media lately.

Many luxury brands are retooling their Web sites with a focus on interacting with
consumers, which might increase time spent on the site.

For example, retailer Barneys New York created a social setting on its ecommerce site
where consumers can make shopping lists, share favorites and shop user-recommended
products, a move likely to distinguish the retailer from its competitors (see story).

In addition, Spanish fashion house Balenciaga aimed at fashion- and tech-savvy
consumers last year with a newly-redesigned Web site that contains new editorial and
photo content (see story).
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The goal of the Dior site redesign seems to be to increase ease of browsing and offer
more branded content to its fans.

By not using Flash, the site can be viewed correctly on an iPad.

“It would be impossible to visit this site and not become more educated and impressed
with the brand," Mr. Delea said. "I expect site visitors will spend a lot more time watching
videos and browsing which will create a more lasting brand impact.

However, some video content is slow to load and brand loyalists may be looking for
more in terms of links to purchase.

"The site provides a great experience for someone interested in browsing, but a very poor
experience for someone who already knows what they want and is looking to purchase,
which may frustrate some customers," Mr. Delea said.

"The site pushes the envelope in many ways, but as a result, they have launched before the
site has been fully tested," he said. "The site is still buggy with some videos not loading
and broken links including the link to their store.

“A site is only beautiful if it works and this site still needs some bugs worked out before it
properly reflects the Dior brand."

Final Take
Tricia Carr, editorial assistant on Luxury Daily, New York  
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