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Blockchain i1n Luxury -
The Sudden Wealth
Effect

* An estimated 2,8% of global luxury
revenues are presumed to be “blockchain”
revenues with the world's largest luxury
brands, excl. cars.

* Between 1,2 - 3,1 with the leading
players LVMH, Kering, OTB, Prada,
Hermes and Richemont

* 65% from Asia
* Yet, Luxury brands excepting crypto are
still rare, some examples:

* Guccl & Balenciaga (select US
locations)

e Off-White and Farfetch

* Ralph Lauren, Philipp Plein (concept
stores only)

* Tag Heuer, Hublot
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BLOCKCHAIN
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We, the Aura Blockchain Consortium, are a non-profit association of luxury
brands investing in technologies to enhance the customer experience and build a
virtuous future for luxury.

We strive to make block
available to all luxury brands.

and related technologies easy and

We strive to provide tools to assist in creating transparency and trust for all

hald,

L s and stak Iders.

We strive to improve the buying, owning, selling, reselling and recycling
experience of luxury goods.
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Blockchalin for Supply Chailn
Transparency &
Sustalnabillity

Promise Reality

* Traceability across entire * Adoption barriers

i oPly _Chgen * High costs

 Tmmutable records

Input data quality
* Il h L OB SOUrc1ing

Njey 3} S
* Insights into environmental
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Ownership

Promise

* Digital certificates,
validating authenticity

* NFTs to prove ownership and
track product lifecycle

* Circular economy and resale
market

Proof of Authenticity and
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* Lack of understanding, or
simply do not care 1in
combination with educational
challenge

* Counterfeiting extends beyond
blockchain solutions






One way to
think about 1t

* Risk mitigated

approach?

* Commoditized

technology

e Just a modern twist to

an old story

* No competitive

advantage expected
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Cost vs. Benefit

Consumer Adoption

Sustainability Paradox

Fragmentation of Standards

Garbage In, Garbage Out

Hype vs. Real Impact: overpromising technology
NEFT in Luxury; risky bet or bold sgEp
Counterfeit Prevention; overstatedieffecmiveness
TeChiToWwST Vars..swlie at - tiehn

Regulatory and Legal Uncertainty







1. Barrier to commit;
get the basics right

1. Clear ROI und Cost-Benefit Analysis Vin ey
2. Economic feasibillity and accessibility J ivedos

3. Industry-wide Standards &
Interoperability

4. Enhanced Data Privacy and Security

5. Regulatory Clarity and Compliance
Frameworks

6. Technological Scalability and Usability
7. Sustainability Alignment




2. Be relevant

1. Clear value proposition,
with a substantial benefit
over existing solutions

2. Usability and superb User
Experience to the people
that matter

3. Cultural and Social
Acceptance across cohorts

4. Market Demand and Timing



3. Get 'us!

Impact OUR'KPIS, not yours!
Care what we care about!
' Be relevant, to the people who matter!
Show longevity4 Nek” vVolat i liisesn!
Help us understand it!

Think about OUR. WHY!
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