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COMMERCE & BRAND ENGAGEMENT
Brand and product websites VIP treatment is key for brand advocacy Mobile is their primary device for
Index hlghGSt for brand dlscovery % of Fashionistas who say the following would motivate them to advocate a brand Onllne commerce behaV|0rS

% of Fashionistas who say they discover new brands/products/services via...
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@ Brand/product websites 41% 1.65 month (25% more likely)
Vlogs up 42% for brand discovery since Top 5 luxury brands with fashionistas Willing to interact with brands,

2015, consumer reviews down 25% especially on social media

% of Fashionistas who have purchased an item from these brands in the last 1-2 years
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watched a vlog last more likely to more likely to
month; 92% more discover brands via discover brands —_— 79% more likely to 1in 5 upload
likely to discover posts/reviews from via endorsements share a brand’s post photos/videos to
brands via vlogs expert bloggers by celebrities 30% 29% 29% 27% 27% on social networks brand’s social pages
DEVICE
Fashionistas also follow tech trends and Device ownership
are interested in fltness-tracklng tech Time spent online daily via (hrs:mm) Smartphone PC/laptop Tablet Smart TV Games console
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81% more likely Own an average of 1.7x more 41% are using - S
to say owning the 4 devices (1 more likely to own a health and fitness 4:02 a45' 3:55 427
latest tech is very than average) smartwatch apps (41% are) 98% 88% 55% 52% 31%
important to them A 00’ — minutes over global average IDX 1.04 IDX1.13 IDX 1.39 IDX 1.41 IDX 1.39
SOCIAL
Willing to share personal content, and Snapchat indexes highest for 16-34 Fashionistas
ShOW an aﬂ:lnlty for SOCIaI commerce % of Fashionistas who have visited/used the following in the past month 16-34 Fashionistas are:
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An average of 3 hours a day 3in 4 are Social Sharers™ 9799 9192 7987 7679 7377 6266 6062 5053 4150 4749
spent on social networks (1.5x more likely to be so) 1.5x more likely to 52% more likely to
be using Instagram be using Pinterest
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49% more likely to use 1.9x more likely to follow by social media ‘buy’ buttons
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WHO IS A FASHIONISTA?

e e o oy We've defined fashionistas as people who: have a strong interest in fashion and

ACCUStomed tO On'dema nd entertalnment, AVId mObIIe and tradltlonal style, have purchased clothes in the last month and agree they like to keep up
with the latest fashions.

a nd p re pa red to pay fo r a Ccess I v CO nsu m e rs This definition yielded 11,545 fashionistas from 40 countries. Respondents in
Ghana, Morocco, Kenya and Nigeria who answered the mobile version of the
survey were not asked this question.

° ° g *Click here for a full definition of this Attitudinal Segment

1 .4x 1 In 3 3 In 1 O 23% 1 .3x Equa"y Ilkely.to_ **Click here for a full definition of this Social Media Segment

watch subscription

more ||ke!y to have. paid have paid for a mc?VIe/ say they regularly wa.tch television live more likely to watch a TV serwces.(e.g. Netflix) RO R VSN

for a music streaming TV streaming service binge watch TV as it's broadcasted channel’s on-demand on mobile as they research among 111,899 internet users aged 16-64. Among this cohort there

q . . o . o . were 11,545 Fashionistas. Note that China is excluded from percentages
service in the past month in the past month shows on their mobile service on their TV areonTV relating to specific/named social networks and apps.
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