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On November 10, L2 will host its third-annual Innovation
Forum in New York City. Presented with NYU Stern School
of Business, the Forum will address innovation in digital
marketing and implications for prestige brands in a TED-
style event. Speakers include CEOs, Nobel Laureates, and
thought leaders from academia and industry.

November 10, 2011

To register, visit:

Innovation
2011

High-velocity, provocative presentations by
thought leaders from industry and academia

Conversations and panels with industry icons
and influencers

Just-released Digital 1Q Index® research bench-
marking prestige brands in fashion, beauty,
accessories, and retail

Trends, predictions, and best practices based on
a year’s worth of L2 research

Performances by innovators in art, media, music,
and technology

Countdown of the seven most innovative programs
in prestige
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DIGITAL 1Q /INDEX®:

Fashion

Want to know more about your brand’s ranking?
CONTACT US

From live streams of runway shows to an arms race on social media platforms,
brands are seeking the halo of innovation that comes from inspired online
programming. A recent report by Fondazione Altagamma indicates that site
traffic and online buzz in Fashion exceeds all other luxury categories with the
exception of Automobiles." The industry has also been among the first to pilot
marketing initiatives on Foursquare, Tumbilr, and photo-filtering and sharing app
Instagram. Some programs could best be described as bleeding edge, includ-
ing Ralph Lauren’s 4D building fagade and Ermenegildo Zegna’s virtual store on
the iPad.

Trend vs. Commitment

However, most fashion brands still approach digital as a series of pet projects
rather than presenting a coherent multi-platform strategy. Although 94 percent
of brands in the Index have a presence on Facebook, one in five brands still
lacks e-commerce capability. ROIl-proven tactics such as email marketing CRM
and search engine marketing are underutilized, and site navigation is still an
afterthought—30 percent of brands lack basic site search.

1. “Digital Luxury Experience,” Fondazione Altagamma, September 2011.
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Digital is fashion’s new skinny jeans

Two Ways

There are two ways to build shareholder value: increase revenue and/or reduce
costs. Managers tend to focus on the former when presented with new technol-
ogy. Sixty-seven percent of EU consumers and half of American consumers
claim they research luxury purchases online before buying, highlighting digital’s
potential to drive and derive incremental revenue. However, social media’s true
promise may lie in the less romantic notion of significantly reducing the costs of,
and addiction to, offline media.

Brands that establish direct relationships with their customers via social media
platforms have the opportunity to excise the publisher’s tax. Burberry’s specula-
tive investment in Facebook has resulted in more than 8.2 million fans—a more
target rich audience nearly seven times the global circulation of Vogue.

Hubris

Alot has changed in our third annual Luxury Digital IQ Index®. Press-darling

Burberry tops the list, buttressing its social legacy with a site relaunch and
mobile optimization. Index newcomer Kate Spade demonstrates heritage isn't
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Fashion
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everything, coming out of nowhere to nab the number two spot.
And Coach and Gucci held on to their Genius crowns. However,
some industry icons continue to slip further behind. Despite
strong social presences, Chanel and Christian Dior both regis-
tered Average 1Qs, largely a result of their lack of e-commerce
capability outside of beauty. Finally, the biggest losers in this
year’s study are two of icons of fashion: Prada and Hermes,
which have fallen from Gifted in 2009 to Challenged this year.
We believe these brands are victims of their own success, believing
iconic status can be a substitute for innovation and investment
online. This hubris will haunt them, and their shareholders.

Digital 10 = Shareholder Value

Our thesis is that digital competence is inextricably linked to share-
holder value. Key to managing and developing a competence is
an actionable metric. This study attempts to quantify the digital
competence of 49 global fashion brands. Our aim is to provide

a robust tool to diagnose digital strengths and weaknesses and
help brands achieve greater return on incremental investment.

Similar to the medium we are assessing, our methodology is
dynamic and we hope you will reach out to us with comments
that improve our methodology, investigation, and findings. You
can reach me at scott@stern.nyu.edu.

Regards,

o

SCOTT GALLOWAY

Founder, L2
Clinical Professor of Marketing, NYU Stern
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Want to know more about your brand’s ranking?
CONTACT US

DIGITAL BIRTHS AN ICON

Relative Digital 1Q Index® Performance of Select Fashion Brands
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METHODOLOGY DIGITAL IQ CLASSES

Site: 35% IQRange  1Q Class

Effectiveness of brand site 140+ GENIUS

Digital innovation is a point of
differentiation for these brands. Site
experience is searchable, share-
able, and mobile-optimized. Social
media is embedded into marketing
DNA, and campaigns are integrat-
ed across multiple digital platforms.

Technology Aesthetics

Navigation & Product/Site Search Messaging & Interactivity
Social Media Integration

Customer Service & Store Locator

Product Display & Content

E-Commerce & Transaction Orientation

Account Signup & Functionality

Global E-Commerce

Branded Content 110-139 GIFTED
o N
r . . ' .
| J- |\1 Dlg“al Marketlng. 25% ‘Brands‘are experlmgntlng ahd
=n | innovating across site, mobile, and
Search, display, and email marketing efforts social platforms. Digital presence
Search: Traffic, SEM, SEO, Web Authority is consistent with brand image and
Display Advertising & Innovation: Text & Banner Ads, Retargeting, Cross-platform Innovation Initiatives, larger marketing efforts.

Emerging Platforms
Blogs & Other User-Generated Content: Mentions, Sentiment

90-109  AVERAGE

Email: Frequency, Language, Content, Social Media Integration, Promotion

Digital presence is functional yet
Social Media: 25% predictable. Efforts are often siloed
T : : : latf .
Brand presence, community size, content, and engagement on major social media platforms across piatiorms

Facebook: Likes, Growth, Post Frequency, Applications, Responsiveness, Content, Global Presence

Twitter: Followers, Growth, Tweet Frequency, Online Voice 70-89 CHALLENGED
YouTube: Views, Number of Uploads, Subscriber Growth, Content, Interactivity Limited or inconsistent adoption of
Tumblr: Post Frequency, Likes, Re-blogs, Social Media Integration & Shareability mobile and social media platforms.

Site lacks inspiration and commerce
@ Mobile: 15% orientation.

Compatibility, optimization, and marketing on smartphones and other mobile devices
<70  FEEBLE

iOS Applications (iPhone & iPad): Availability, Popularity, Functionality, iPad Differentiation Investment does not match

Mobile Site: Compatibility, Functionality, Transaction

Android: Availability, Popularity, Functionality opportunity.
Innovation: SMS, Geolocal, Other Mobile Marketing Innovation

© L2 2011 5
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Rank Brand

1 BURBERRY

2 KATE SPADE

3 COACH

3 GUCCI

5 DOLCE & GABBANA
5 TORY BURCH

7 RALPH LAUREN

8 HUGO BOSS

9 LOUIS VUITTON

10 MICHAEL KORS

11 DONNA KARAN

12 DIANE VON FURSTENBERG
13  CALVIN KLEIN

13  MARC JACOBS

© L2 2011

Parent Company

Burberry Group PLC

Liz Claiborne Ltd.

Coach, Inc.

PPR - Gucci Group

Dolce & Gabbana
Industria S.p.A.

Tory Burch LLC

Ralph Lauren
Corporation

Hugo Boss AG

LVMH

Michael Kors Inc.

LVMH

Diane von
Furstenberg

PVH Corp.

LVMH

Digital 1Q

144

143

141

141

136

136

135

134

127

126

118

117

116

116

Class

Genius

Genius

Genius

Genius

Gifted

Gifted

Gifted

Gifted

Gifted

Gifted

Gifted

Gifted

Gifted

Gifted

Want to know more about your brand’s ranking?
CONTACT US

PARENT COMPANY:

COMPAGNIE FINANCIER RICHEMONT S.A. PPR - GUCCI GROUP
LABELUX GROUP GMBH OTHER: PUBLICLY TRADED
LVMH OTHER: PRIVATELY OWNED

Description
Digital births an icon: Proof that digital investments translate to shareholder value

Top social media score; Index newcomer did not get memo that heritage is necessary to be
iconic digitally

New York native continues to woo the blogosphere and registers top scores for site experience

Gucci Connects dots and delivers with shoppable video and recent Tumblr launch

Global site relaunch threads needle of edgy and effective

Facebook store leads fashion F-commerce (r)evolution

New York Times iPad app takeover transforms brand into rich media publisher

Top mobile scores and interactive YouTube channel venture differentiate the brand online

Embracing the spirit of travel with Amble app; Leads on Foursquare

(Digital) Destination: Kors. Evolving brand into an online lifestyle

@DKNY provides PR Girl’s Picks on top-notch e-commerce site and digital invitations to
Gossip Girl play-by-play on Twitter

Global Twitter handles conveys local relevance of “Love, Diane”; exclusive wrap dress available
each month for Facebook fans only

From Vogue.com video ads to a Facebook page with international flair, CK is strong across
the board

Animated e-commerce site breaks the mold but falls flat on functionality
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Rank Brand
15 JOHN VARVATOS
16 PAUL SMITH
17 ALEXANDER MCQUEEN
17 JIMMY CHOO
19 CHANEL
20 YVES SAINT LAURENT
21 ERMENEGILDO ZEGNA
22 CHRISTIAN DIOR
23 STUART WEITZMAN
24 CHRISTIAN LOUBOUTIN
25 ARMANI
26 BOTTEGA VENETA
27 0SCAR DE LA RENTA
28 COLE HAAN

© L2 2011

Parent Company

VF Corporation

Paul Smith Ltd.

PPR - Gucci Group

Labelux Group GmbH

Chanel S.A.

PPR - Gucci Group

Ermenegildo Zegna
Holditalia S.p.A.

Christian Dior S.A. |
LVMH

Jones Group Inc.

Christian Louboutin

Giorgio Armani S.p.A.

PPR - Gucci Group

Oscar de la Renta Ltd.

Nike, Inc.

Digital 10

113

110

109

109

107

103

102

101

100

929

98

97

96

94

Class

Gifted

Gifted

Average

Average

Average

Average

Average

Average

Average

Average

Average

Average

Average

Average

Want to know more about your brand’s ranking?
CONTACT US

PARENT COMPANY:

COMPAGNIE FINANCIER RICHEMONT S.A. PPR - GUCCI GROUP
LABELUX GROUP GMBH OTHER: PUBLICLY TRADED
LVMH OTHER: PRIVATELY OWNED

Description

Rocks the web with Roots giveaway on Facebook

Rewards fans and followers with exclusive access to backstage news and live updates

Deft with Polyvore, Tumblr, and Vimeo

Crowdsourcing “Your Choo Stories” through microsite, Facebook, and Twitter to celebrate
15th anniversary

Mobile focus compensates for icon’s e-commerce and Twitter absence

Twitter leader signals innovation with a Fashion’s Night Out partnership with “All the Pretty
Birds” blog

We applaud iPad virtual store experimentation and 3D runway

Unprecedented Facebook growth doesn’t compensate for lack of e-commerce

Consistent but safe

Loubi’s personality shines with Instagram

Recent site launch just missed data collection cut-off, but quick review suggests it is a significant
updgrade to previous collezioni of confusion

Fragrance launch boosts Facebook interactivity, but Twitter silence disappoints

The undisputed Tumblr leader needs a mobile strategy to match its social media supremacy

Needs stronger content strategy to infuse online presence with Modern Prep
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Rank Brand
29 FENDI
29 THEORY

29 ROBERTO CAVALLI

32 VALENTINO

33 MULBERRY

34 HERMES

34 SALVATORE FERRAGAMO

36 ALFRED DUNHILL

36 LONGCHAMP

38 BALLY

39 BALENCIAGA

40  VERSACE
M MAX MARA
42 CHLOE

© L2 2011

Parent Company

LVMH

Fast Retailing Co, Ltd.

Roberto Cavalli S.p.A.

Valentino Fashion
Group S.p.A.

Mulberry Group PLC

The Hermes Group

Salvatore
Ferragamo S.p.A.

Compagnie Financiére
Richemont S.A.

S.A. Jean Cassegrain

Labelux Group GmbH

PPR - Gucci Group

Gianni Versace S.p.A.

Max Mara Fashion
Group S.r.l.

Compagnie Financiére
Richemont S.A.

Digital 1Q

92

92

92

91

90

89

89

88

88

85

83

82

80

77

Class

Average

Average

Average

Average

Average

Challenged

Challenged

Challenged

Challenged

Challenged

Challenged

Challenged

Challenged

Challenged

Want to know more about your brand’s ranking?
CONTACT US

PARENT COMPANY:

COMPAGNIE FINANCIER RICHEMONT S.A. PPR - GUCCI GROUP
LABELUX GROUP GMBH OTHER: PUBLICLY TRADED
LVMH OTHER: PRIVATELY OWNED

Description

Peekaboo Twitter, where are you?

Strong site but needs to ignite mobile strategy and social media growth

Mobile absence and poorly managed search unravel this atelier’s stellar social media integration

Visible in all dimensions but lacking Red fire to spark real traction

Twitter newbie and Mix Tape producer is taking initial steps online

Strong Facebook engagement and distinctive online branding stand out from otherwise
uninspired digital offering

Online trunk show and new iPad app signal progress, but brand needs to brush up on
e-commerce tactics

Voice starting to be heard but still not loud enough

Keep on Riding, headed in the right direction

Mobile adoption and stronger search needed

Adopted a rogue Facebook community, revamped site, and Tweeted ... once

Facebook livestreaming and active Twitter handle aren’t enough to offset nonexistent e-commerce

Can't overcome absence on YouTube and Twitter

One of nine brands without e-commerce
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Rank Brand
43 CATHERINE MALANDRINO
44 PRADA
45 TOD'S
46 BADGLEY MISCHKA
a7 ZAC POSEN
48 GIVENCHY
49 MANOLO BLAHNIK
© L2 2011

Parent Company

Catherine Malandrino

Prada Group

Tod’s S.p.A.

Iconix Brand Group,
Inc.

Zac Posen-House of Z
LLC

LVMH

Manolo Blahnik

Digital 1Q

75

73

62

61

52

46

a4

Class

Challenged

Challenged

Feeble

Feeble

Feeble

Feeble

Feeble

Want to know more about your brand’s ranking?

CONTACT US
PARENT COMPANY:
COMPAGNIE FINANCIER RICHEMONT S.A. PPR - GUCCI GROUP
LABELUX GROUP GMBH OTHER: PUBLICLY TRADED
LVMH OTHER: PRIVATELY OWNED

Description

Many elements in place, but brand needs stronger search and social programs to jump-start
buzz

Biggest digital disappointment in luxury

Mobile aptitude does not a digital presence make

We want to see Rommel & Whiskey on mobile too

A site experience that leaves much to be desired

Ready-To-Wear, but not Ready-For-Digital

“Make Your Own Manolo” is only bright spot


http://l2thinktank.com/

DIGITAL 1Q /INDEX®:

Fashion

KEY FINDINGS

Digital 1Q Dispersion

The digital and social media explosion in Fashion has led to a
consolidation in the rankings. This year's Digital 1Q dispersion
follows a normal distribution, with the Average ranks swelling
from 20 percent in 2010 to 35 percent in 2011. Similarly, the
standard deviation across brands tightened significantly, from
39in 2010 to just 25 in 2011, suggesting that it is becoming
increasingly difficult to differentiate.

However, as innovation in the category has increased there is
less correlation between 1Q class and the size of a brand'’s of-
fline business, suggesting digital provides a unique platform for
fashion brands with limited heritage and offline media spend,
such as Kate Spade and Tory Burch, to punch above their
weight class.

© L2 2011 L2ThinkTank.com

Dolce &
Gabbana

Tory Burch
Ralph Lauren
Hugo Boss
Louis Vuitton
Michael Kors

Hermes

Salvatore
Ferragamo

Alfred Dunhill
Longchamp
Bally

Donna Karan

Diane von
Furstenberg

Marc Jacobs
Calvin Klein
John Varvatos
Paul Smith

Balenciaga
Versace
Max Mara
Chloé

Catherine
Malandrino

Prada

Want to know more about your brand’s ranking?

DIGITAL I1Q DISTRIBUTION

% of Brands per Digital 1Q Class

GENIUS

GIFTED

DIGITAL IQ FBurberry
>140  Kate Spade

Coach

Gucci

DIGITAL 10
110-139

AVERAGE

Alexander
McQueen

Jimmy Choo
Chanel

Yves Saint

DIGITALIQ || 4)rent

Ermenegildo
Zegna

Christian Dior
Stuart Weitzman

Christian
Louboutin

CHALLENGED

DIGITAL IQ

[o)
70-89 22%

Tod’s

Badgley
Mischka
FEEBLE Zac Posen

Givenchy
Manolo Blahnik

DIGITAL IQ

9%
<70

CONTACT US

Armani
Bottega Veneta

Oscar de la
Renta

Cole Haan
Fendi

Theory
Roberto Cavalli
Valentino
Mulberry

10
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In the Company of Genius
BURBERRY

Burberry 8
55 ¢ | [Qr Google

facebook Search

Burberry |stike
Clothing

BU R B L Kiiad

E Like £ 9m

Unconventional site
blends content and
commerce for consum-

B wall
[ Info ers across the globe.

A0 Friend Activity

. Burberry Body

Acoustic Facebook page continues to
T::j B, EDE, 3 53 lead Fashion’s fan race with
. . more than 8.6 million fans.
like this Recent Burberry Body
sampling campaign drove
additional fan growth.

8,606,383

like this

Create a Page

Get Updates via RSS
Report Page

Share
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In the Company of Genius (_(]hstﬂﬂftﬂm-

BURBERRY
S — burberry
e 393 PHOTOS - 96849 FOLLOWERS
200 Burberry (burbeerry) on Twitter " ;
> | + 3 hitp:/ /twitter.com/#!/burberry & Q- Google

bwitker¥ oo

Bl.ll'berl'y v . About @Burberry
@Burberry Lenden, England 1085 | 125 —r e

Twosts Folowing Folowars Listea

Tweets Favodtes Following Followars Lists

Burberry
Watch the craftsmanship behind the 2 Burberry Prorsum

Womenswear 5/512 collection youtu bafRREYwDXMdY

Burberry
Actor Ryan Gosling wearing 2 Burberry at the 2011 Toronto
International Film Festival pic.twitter. com/N75vbapG

Burberry S
Behind the scenes at the (7 Burberry Beauty natural nude look shoal
pic.twitter.com/D TreWKMC

Burberry Burbern, &
And more fittings today - CB hitp://twitpic.com/41hzz0

Burberry Burbern
Listening to squeeze and the kinks CB

Burberry Burbern

Morning! Hazey but beautiful morning here in London, everything is Burberry’s Instagram

coming together CB account has more than
( 96,000 followers.
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XN kate spade new york al
|4 k| 4+ E g reww facebook comykatespade 5 = Google

kate spade new york + the buzz

In the Company of Genius

KATE SPADE Creating a
digital eco-
system, Kate

eee kate spade | designer dresses and skirts - kate spade carlyle gail dress v MATLING LisT Spade prOVideS

[ > | [+ @ hopjwwwkatespade.com/designer-elothing /designer- dresses -and-skirts kate-spade-carly - ¢ | (Qr Congle i G wa i e Twitter, Tumblr,

1 nto viwm urs
SHOF / BLOG / ABOUT U5 7 STORES Ii]]s]mm] - AL Friend Acthviny and YOUTUbe
- e B e live feeds in
@ e buce a buzzworthy

[0 foén our team

Facebook
custom tab.

D | fwew. TwiTTe . Com f kares

adeny Mg/ fwaw.yol.

More

HEW ARRIVALS shop / CLOTHING [ dresses & skirte [ GAIL DRESS

WA GAIL DRESS 346,734
Hike this

CLOTHING $325.00

view all

new arrivals Sree ground

tops & swealers o (¥ 5| |m| L o

COLoR:

SITE
I QUBE

dresses & skires
pants & shorts
coars & fackers

bridal
i) QUANTITY: | 1
acceessories
AVAILABILITY: sedner size
XLALLEYS please select & size
SHOES
JEWELRY ADD TO BAG 060 Kate spade newyork -

| = > |+ Dlneep: karespadeny tumbir.com/ 0 ¢ ja-
ACCESSORIES —

EMAIL & FRIEND / SHARE / A
LAFTOP & PHONE

CASES i Like | I 6 poople like this, Be the first of
your friends,

BABY ITEMS

¥ Twoet | 0
BEAUTY
EYEWEAR male the wairkdy a Beeez in this spirited shift kate sp ade
PAPER MORE INFO NEW YORK
HOME « 6% viscowe, 25X nylon, 6% spandex

- pante with flocked dots
- center back Zipper

« Lace detail on interior hem
- shife silheaerte

WEDDING BELLES

EXCLUSIVES « size unall measures 36 from high guing of shoulder archives shop facebook twilter !\ollllfk behind the C\llflm
 impo
SALE - e 7 njmet 354 o

FALL CAMPAIGN

Ioom +  To0m =

WESTWARD
COLLECTION [ 1 One of the
WOMEN FOR WOMEN ‘ first luxu ry

COLOR OF THE
MONTH

brands on
the blogging
platform, Kate
Spade deliv-
ers a best-in-
class Tumblr

experience. thank you 1o everyone who came by our fifth avenue shop kst night. we
hope you enjoyed the pop art punch and lip readings by pappy king. we
sure enjoyed having you with us (and watching the thomas erowne affair
in the back of the shop)

A user-centric online shopping
experience receives check-
marks for shareable plug-ins
and earns the top score in
customer service integration.
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\: / 10 OUR
| kate spade new yor

In the Company of Genius
KATE SPADE

k

‘| TAB SHOP |
—_'__‘——-——._
4 II
- = s /a limited-time, exclusive shopping experience Experimenting with
A - T I a ‘ just for the F-commerce by
&, G \ r R . P
™ — + - '. Neiman Mareus Ieveraglng eX|‘st|ng
‘ . partnership with
| Facebook community! We've curated six Neiman Marcus

exclusive looks of kate spade new york
apparel, shown here with select Fall
accessories, that go uptown, downtown, or out
of town. The collection launches to the public
e e | B on August 19, so shop early...

Q\Ef Presenting | —

the kate spade new york collection at Neiman Marcus

: ].lch._'j*rm-

katespadeny

Kate Spade sends
an automatic
trigger email to
customers who

abandon their cart, : - ; SPOTTED: A LOVELY LEOPARD
offering them free S PROWLING INTO THE OPERA
|

. R

Laim )|+ Bdenies s fsariqus con awe; 113501 . X Cooge : . . .
- shipping as an in-

s | A o g centive to complete

the transaction.

kate spade new york i
e e el & * oz
111 el o o kate spade oo e

232 38
@ w @ NEW YORK
it spade new york's Lists (1) Rl . MW ATHIALL  MANSEAGE  CLOTMINS  WALLITE  GMOEE  MWEIST  sfetSOais  faid
D ke spacie naw york's Tips . | &~ .-f @ @ g
ot @006 psst.. o8
oo e @ e . YOU'VE LEFT SOMETHING BEHIND
ey G T we've waved the isems you recently placed in your shopping cart.
) oo

this leopard-print dress is
beautifully amplified with a
bold cardigan and sleek sling-
back heels

s 2 ton o B ko T sty 1 o T 3 - AS A REMINDER
G-y | - SR
E 3 ) ) !" parina . u dazue
. N
New York becomes integral : a o
Disse B k babey €

~ to the brand identity as it
captures the City’S landmarks SEE OUR NEW ARRIVALS
and provides a native’s take ==
with Foursquare tips and
Instagram pics. R

this just in!
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DIGITAL 1Q INPEX®:
L Fashion

KEY FINDINGS

GREATEST YEAR-OVER-YEAR GAIN OR LOSS
2010 vs. 2011 Digital 1Q Percentile Rank

Donna Karan

AVERAGE GIFTED
Site revamp buttressed an already strong social

presence. @DNKY now boasts more than 360,000
followers and has expanded to Tumblr.

Alexander McQueen

CHALLENGED AVERAGE

Untimely death + Royal Wedding + Exhibit at the
Metropolitan Museum of Art = earned media trifecta.
Brand capitalized through Tumblr launch and
social media growth.

Ermenegildo Zegna

CHALLENGED AVERAGE
3D virtual store iPad app launch pushes the limits of

innovation and makes Zegna the only brand in the
Index with an iPad-specific commerce offering.

Christian Dior

VN
7 N
.

AVERAGE AVERAGE

From May to September, Facebook page grew from
700,000 to more than five million with no decrease
in engagement and interaction. E-commerce
launch is necessary to continue ascent.

Salvatore Ferragamo

CHALLENGED CHALLENGED

Online trunk show launch customers to pre-order
collection exclusively online. iPad app signifies
the first step to a mobile strategy.

© L2 2011 L2ThinkTank.com
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Chanel

GIFTED AVERAGE

Mobile site launch isn’t enough to outweigh
lack of e-commerce.

Prada

AVERAGE CHALLENGED

[talian fashion house still lacks an official Facebook
page (although rogue page has 800,000+ fans).

v Standing still pushes Prada further and further behind.
Armani
GIFTED AVERAGE

Confusing site architecture is more glaring as the
pace of innovation in the industry increases. Social media
growth has not kept pace with peer group.

Oscar de la Renta

GIFTED AVERAGE

Brand comes in second overall in social media scoring,
but drops this year because of scant updates to e-commerce
site and lack of mobile presence.

Hermes
GIFTED CHALLENGED

Playful site continues to deliver on brand translation,
but technology and functionality have become dated as
peers have innovated.
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y DIGITAL 1Q DISPERSION BY OWNERSHIP
Organizations with More than One Brand Represented in Index
Red, White, & Digital 170
Ten of the top 15 brands call the U.S. home, up from six a year
ago. On average, brands with U.S. headquarters boast a higher "
=
Digital 1Q than their European counterparts. Brands headquar- s
S
tered in luxury’s capital, France, trail the pack, registering an - Dg)g‘y
isparity
average 1Q of just 92. Louis Vuitton is the lone French repre- 58 Burberry
. Kate Spade Di it
sentative in the top 15. Further dissection reveals that brands of s - Gucct Coach sgy
French origin actually generate more site traffic, but lag across Ralph Lauren Dolce & Gabbana
] ) . ) ) . ] Hugo Boss Disparity Tory Burch
almost every other dimension, including site functionality and 81
transaction orientation, social media programming, use of digi- E g Lovis Vuittan Michael Kors
tal marketing tactics, and mobile compatibility. @
@ Calvin Klein : a%?giaKggr; Disparity @~ Diane von Furstenberg
AVERAGE 1Q BY COUNTRY 1o - I 24 .
el ° :\\/:gairziir - Jimmy Ghoo ®— Paul Smith
107 AVG 1Q ® — Chanel
United States Great Britain Italy France = o wessin 105 v
d Laurent Stuart AVG 1Q ®  Christian ® — Ermenegildo Zegna
NN 22 2 ®  ezman 100 Dior AVG 1Q @ Christian Louboutin
< @ Bottega Veneta 97 avaia & Armani
— 2 NS B ol Haan ®  OscardelaRenta Disparity
108 99 98 @ B §
®— Mulberry
o !
- g:lr\gt?re Ferragamo o ] S‘L:Lerﬁ\l
% (3 Bally AVG 1Q
g o Balenciaga ®  \lersace 83
- . % ® — \ax Mara )
L2
Digital 1Q by Ownership 5 I
® — Prada Malandrino
. - . 70
Similar to the findings in the 2010 Luxury report, there appears
to be limited sharing of digital best practices across brands
e  Tod's
within the same organization. In reverse of last year’s results, ®" Badgley Mischka
the five PPR brands inched ahead of the six from LVMH. Two
of LVMH'’s brands, Donna Karan and Christian Dior, made sig- % [ IR
{-t]
nificant gains, but Index newcomer Givenchy brought down the * o Givenchy I
anolo Blahnil
organization’s IQ. Richemont’s two fashion brands, Alfred Dun-
hill and Chloé, continue to trail. Among independent brands,
the average |1Q of publicly traded companies outpaced that of 30 , , , , , ,
private organizations, suggesting the importance (i.e. pressure) s &;s & \0\"\2\ S&é S o
markets place on innovation. NS N SY NP SR ¥
N A7 W S SN
& N % < NN ST
& o® » @ RO &0
& @ A% & ®
Q & &S
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Selling Is Knowing

Although e-commerce for luxury goods is expected to have a
compound annual growth rate of 20 percent through 2015,
almost 20 percent of the brands in the study still do not sell
online. Furthermore, less than two thirds of the brands without
e-commerce provide links to third-party online retailers. Brands
that are e-commerce enabled average 19 percent more visits
per user.

Few brands meld the commerce and brand experience. Calvin
Klein and Coach were the only brands to provide user reviews
and product ratings at the time of data collection,? and only six
percent of fashion brands offer live chat capability. On average,
fashion brands that are e-commerce enabled sell in 20 coun-
tries, with the U.S. being the most popular followed by Western
European nations, China, and Japan.

E-COMMERCE

% of Brands Selling Online in the Following Regions:
(June-August 2011)
100% [

78%
75% [

51%

50% - 41%
31%
25% - 20%.--20% - 18% - 18%
2% 84 g
O% 1 1 1 1 1 1 1 1 1 1
. . N\ Q > Q A\ e s
SRR S O P RN S S
& & & & &

2. “Digital Luxury Experience,” Fondazione Altagamma, September 2011.
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CUSTOMER SERVICE
% of Brand Sites With and Without the Following Features:

(August 2011)

29% 71% = WITH
= WITHOUT

Site Search

49% 51%

List Third-Party Retailers in Store Locator

57% /E\ 43%

List Available Collections & Services in Store

63% E g 37%
Provide Directions to Store

r\ 6%

chat §

'Iu’
Live Chat

F -

Product Ratings & Reviews

|
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v
Share and Share Alike

Fifty-seven percent of affluent consumers report that informa-
tion gathered on social media influences their luxury pur-

PRODUCT SHARING
% of Brands With and Without the Following Functionality on Product Pages:

chases.? However, just more than half of fashion brands have (August 2011)

implemented sharing features on their product pages. Brands

utilizing product social sharing registered more than double the —WITH
traffic growth, year on year, than those that failed to incorporate 4% E 59% — WITHOUT

sharing functionality. Email Product to Friend

iohn Varvatos Official Ste: Shop Online - Vertical Zip Leather Jacket

|| 4 e e jonmanasos com Vecal T Leathes_Jacket (o) 26ne 261 p/ 2476 ml G| [ar

N
43% L < 57%
p

[oha vareatcs Tweet Product
;{am Zip Leather Jacket
$1,695.00

ul T 47% 53%

Facebook Share / Recommend API

73% u 27%

Social Bookmarking

78% ﬁ 22%
Retumn Policy

Contact Customer Service Facebook “Like” API

Bookmark & Share X

[ Facebook I Twitter 90% 10%
Email = Print

5 Reddit Bl stumbleUpon Add This / Share This Plugin
Favorites ] Gmail
Blogger (L) Linkedin All products on the John Varvatos

3 Tumblr [ More... (335) site are sharable across multiple

What's this?  Seftings Privacy Choices [ social media platforms

3. “The Fashionable Affluent,” Unity Marketing, September 2011.
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Traffic Patterns

Social media accounted for more than 14 percent of the traffic
going to and coming from fashion brand sites. Eighty-nine
percent of this traffic was from Facebook. A linear regression
reveals that there is a 0.59 correlation between the amount of
traffic brands generate from and to social media platforms and
Digital 1Q, suggesting the importance of a multiplatform digital
presence. Still, there are significant missed opportunities to link
to social platforms to/from the brand site.

© L2 2011
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SOCIAL MEDIA INTEGRATION
% of Brands That Link to the Following Platforms From Brand Site:

(August 2011)

27% 73% = YES
= NO

Facebook Page

39% E 61%

Twitter Account

65% 35%

Blog / Tumblr

You

69% 31%
Tube

YouTube Channel

82% “ 18%

Mobile Applications

92% 8%

Mobile Website
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Sold on Social

Social media adoption in Fashion has exploded since L2 re-
leased its first Digital IQ Index®_in 2009. Even more impressive
than the penetration on the big three platforms is the velocity

of community growth. From 2010 to 2011 the Facebook com-
munities of fashion brands grew an average of 256 percent (or
2,271 new fans/day), while Twitter followers grew 469 percent
(824 new followers/day), suggesting a network effect—as brand

communities get bigger, they grow faster.

Brands’ use of Facebook advertising, sponsored tweets, and
other paid tactics to acquire fans and followers has also in-
creased dramatically, particularly as both platforms have refined
their ad products. The cost of CPC advertising on Facebook
has skyrocketed 74 percent since 2010. While up 25 percent
year on year, brand channels on YouTube remain the least
utilized social media platform.

Although some Fashion brands have been successful on
YouTube, live-streaming their runway shows, it is repurposed
broadcast media and/or celebrity-driven long form video that
attracts views. Half of the most-viewed videos in fashion do not
sit on an official brand channel.

© L2 2011
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SOCIAL MEDIA ADOPTION
% of Brands Present on the Following Social Media Platforms:
(September 2009, 2010, 2011)

= 2011

= 2010

94% = 2009

86% 84%
797% g 78%
£
o
S
a
o
o
<<
= 51%
3
=
=
o
o
w
26%
24%
17% 18% 18%

8%

Facebook Twitter YouTube Foursquare Instagram Tumblr
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FACEBOOK FAN RACE
Top 10 Fashion Brands: Likes
(September 2010 vs. September 2011)
0
Burberry 8,201 ’573} g’igﬂf‘ @YSL
. | 9019
Gucci ‘ ‘ 5,279,889] gf,],tf’ @Burberry
- | agan
Christian Dior _&' 4,890 798] g’fﬁf & @dkny
Chanel d 214& MarcJacobsintl
| 1 4,46;,480} Growh @
Ralph Lauren d 307% : MichaelKors
p : N/ 3,934 340} Srowt @
| o
Dolce & Gabbana —5 3,270,960 } 258% @Coach
. . . . 0,
Louis Vuiton |y 7 33,142,940} g‘},%“ @DVF
Coach |7 137% inkle
: 2, 312 544} Growth @Ca VInKien
Calvin Klein d } 207% # LIKES IN: @dolcegabbana
: 1,679,549 Growth B = SEPT 2011
- ‘ = SEPT. 2010
Armani d’ 1,676 837} Falil @gucei
| | i | |
Q N N N N N
@ x ) E) KN
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BEST IN TWEET
Top 10 Fashion Brands: Followers
(September 2010 vs. September 2011)
0
sooon | 155
511 100] J;r(f’vﬁ,?"
“ 1 097%
357,621 Growh
765%
— 309, 133 } rowh
0,
— 287 687} g;i:v;;?%
} 0,
— 285,555] e
2319
—’ 273,999 } ZG?,JWt/ﬁ
0,
—P 171 5ng gﬁfﬁﬁ’
‘ 780% # FOLLOWERS IN:
150 604} Growth I = SEPT. 2011
3 ‘ = SEPT. 2010
. 0, H
[ 133, 770} 22%"
| | | | | I
N
S & & & & &
O ® e © o &
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Alexander McQueen:
“McQueen’s Plato’s Atlantis”

Armani:
Cristiano Ronaldo in
“Housekeeping”

Burberry:
“Burberry Brights”

Marc Jacobs:
“Lady Gaga Live at Marc
Jacobs After-Party”

Christian Dior:
“Miss Dior Cherie
Commercial”

Louis Vuitton:
“Pharrell Williams for
Louis Vuitton”

Chanel:
“BLEU DE CHANEL

Prada:
“Katie Fogarty trips at Prada
Spring Summer 2009”

Chanel:
“The new CHANEL N° 5”

Dolce & Gabbana Underwear:
“David Gandy”

© L2 2011
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You

TOP 10 YOUTUBE VIDEOS
ACROSS BRANDED & NON-BRANDED CHANNELS

(August 2011)

(» 3,402,655

VIDEOQ ON:
@ 2,848,959 = BRAND CHANNEL

= NON-BRAND CHANNEL
(» 1,833,587
(» 1,656,695
(» 1,313,560
(» 1,247,514
(» 1,155,953
(» 1,104,005

(> 1,044,504

(» 1,044,191

@/.
7.
40
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Facehook: Overachievers & Underachievers

Comparing a brand’s number of Facebook “likes” to the num-
ber of global monthly organic searches for its brand name on
Google (a proxy for brand equity online) identifies Facebook
overachievers and underachievers.

As was the case in 2010, Burberry leads all overachievers on
Facebook. Until recently the brand did not respond to fans

or allow fans to post on its wall. However, Burberry has seen
engagement rates (percentage of brand fans interacting with
brand posts) almost double since the Prestige 100®: Facebook
IQ was released in June 2011. Overachievers Jimmy Choo

and Chloé are two smaller brands punching above their weight
class and deserve accolades for the size of their Facebook
communities.

Seventy-seven percent of brands underachieved, suggesting

that fashion brands overachieving on the platform are sucking
the oxygen out of the room and possibly developing an insur-
mountable lead.

© L2 2011
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OVERACHIEVERS & UNDERACHIEVERS
Actual Facebook Fans vs. Predicted Facebook Fans
Based on Google Monthly Global Search Volume (Linear Regression)
(August 2011)
L 343%
308%
165%
156%
L 94%
82% go%
69% o
S o
S & &
o Q A @ D
® o FTSFTe &
6\§Q%\Qé,§\QQ9§’%§&\QQ°
2% S T
@QQ\@"@\ 00'35\\6‘2’ mé}é(\
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L & NN ¥ o
N *\\‘z.%

.88,
88% -89% .90% -91% -91% -91% 92% -93% .959% -99%
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Size vs. Engagement

With brands in the Index averaging 1,048,277 likes, energy is
beginning to shift from the race to acquire fans to the pursuit of
conversions, engagement and loyalty.

Christian Dior has demonstrated the most impressive numbers
on the Facebook platform. In mid-May the brand had over
700,000 likes on its Facebook page; by mid-September its
Facebook community had exploded to five million. Even more
impressive, the brand has maintained a high level of engage-
ment on its Facebook page. Dior is the only brand to achieve
the elusive “Tribe” status on Facebook, with an average interac-
tion rate of 0.14 percent.

© L2 2011

LEVEL OF ENGAGEMENT

Want to know more about your brand’s ranking?
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FACEBOOK COMMUNITY SIZE vs. ENGAGEMENT RATES
U.S. & Global Facebook ‘Likes,” Excluding Pages With < 1000 Fans
(N=45, August 2011)
@
FAMILIES Roberto Cavalli TRIBES
Alexander McQueen
[ J
)
Christian Louboutin
®
Jimmy Choo Christian Dior
°
[}
Burberry
KEY:
® = “TRIBES” BRANDS:
Brands with Large Facebook
Communities and High
Engagement
= BRANDS NARROWING ON
“TRIBES” CATEGORIZATION
[
COHORTS CROWDS

SIZE OF COMMUNITY

Note: Horizontal axis (Size of Community) is graphed on a logarithmic scale.
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Mobile De-Optimized

Although 40 percent of affluent consumers access the Internet
daily through a smartphone,* only 18 percent of brands main-
tain an m-commerce site. The percentage of fashion brands
with m-commerce for the iPhone actually declined year on year.
Ermenegildo Zegna'’s Virtual Store iPad app, launched in June,
is the only commerce-enabled offering created specifically for
the iPad. Many of the mobile applications in the fashion space
are legacy investments in the iPhone platform and continue to
lack utility or stickiness. Mobile site development is on a similar
trajectory, and the majority of mobile sites in fashion lack retail
locators, customer service, and site search.

MOBILE SITE FUNCTIONALITY

% of Brands With or Without the Following Features:
(June-August 2011)

A

76% “ ﬂ 24%
Retail Location Finder
82% E 18%
E-Commerce Enabled
86% m 14%
Customer Service Number and/or Tab
88% 12%

=

Mobile Site Search

4. eMarketer, April 13, 2011.

© L2 2011

Want to know more about your brand’s ranking?

CONTACT US
MOBILE ADOPTION RATES ACROSS PLATFORMS
% of Brands on the Following Mobile Platforms
(2010 vs. 2011)
Portion 1 Mobile Site [ Portion
M-Commerce M-Commerce
Enabled: 5% 1 Enabled: 18%
2010 2011
iPad I Portion
M-Commerce
10% Enabled: 2%
24%
2010 2011
Portion 1 iPhone I Portion
M-Commerce M-Commerce
Enabled: 5% Enabled: 2%
2010 2011
Android
0%
2010 2011
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' foursquare : Louis V

| = | | =+ Einttps: fiouriquare.com/loulsvuition_hg Foursguare Labs, ine. & | ( Q= G

Christine in New York, NY | Notfications {EJ] | Apps | Help | Settings | Log Out

Geo-Dislocation

. . Mo History | suts | Friends I
Nine of the 49 brands in the study have Foursquare accounts, up
from four in 2010. It is not surprising that those brands active on . 4
the platform experience three times more check-ins to their New }‘ Where will life take you with LOUIS VUITTOM on FOURSQUARE?
York City locations. Although some brands, including geolocal
leader Louis Vuitton, which launched its Amble app buttress the Louis's Lists (3) vowss @ ouowiows |

Foursquare platform, check-in volume and overall followers con-
tinue to underwhelm. Foursquare reports more than three million
check-ins daily on the platform, but the nine brands in the study
with accounts average just 25,000 followers.

Louis's Tips

Louis Yuition Island Maison

Tha vary first Louis Vuitton Istand Maison and the fiest Maison in Southoast
Asia. Hare, find the bipgest Louis Vuition Bookstors in the world, an axclusive
Trawel Room, and an art exhibition space.

Red Dot Design Museum
TU ] The langeat conemporary doaign musoum in Asia, Bo sure 16 pick up & Dosign

Joumary and chack out the routes proposed of the area to ses Singapors through
the eyes of a designer,

Pangaca
Tho newsst hotspot 10 open ot Marina Bay, this club boasts inorodible views

Take the Art of Travel of the next level

The Art of Travel means knowing the
secnt howies of each new place you

find yoursel, Follow Louis Vuition for tips

on our iavorite hotapots and classic
dotails that make the diference aound
the world. 1t's sure 1o gat you Amibling
around town B a true Lovis Vistion
Iresider in no time.

Othor destinations for everything Louis
Viitton includs

#louisvuition_hg

Louis Yuitton on Facebook

Louis Vuition Videos on YouTube
Leuls Vuitton Oficlal Website

and & baautilul interior. Party like & rockstar with bottle sevice and ba treated
ko royalty.

WS- TR
. KoREamsnE
wove ENNERENA
ExOn - AaE
AOSRRATOWR
(@) o B0 R o R o
Whilas shopging on Haji Lana, dont miss this cute and trandy boutique curated
by shapping blog dasi Jownslasl\asaruweawaydnnkmsa'\d

sty vehile upstains is a theift haven If this page is inapgecpriate, lot us know

diffarant vareties, ita & grean thumb's dream! Bring & blanket and stay for the
conoers in Palm Valley

Singapore Botanic Gardens
Whila hawa make sure 10 viait the National Orchids Garden. With hundrads of

The amall plates haes are maant 16 be taken in many courses and shard by the
tabée. The soft shall crab tempura is 8 must try. After dinner, hop over to the
Lounge for  beauti cookbail list,

. BARCELONA View all 130 of Louis's Tips =
sk, 0
umfws I Louis Vuitton Milan
b4
Q REOER Louls Vultion 1
Triennale di Milana
Byt L =____ Scarazzini 1

Louis Vuitton has the largest
Foursquare following at 151,000
and has registered a 489 percent
growth year-on-year

Capturing and sharing memories
while interacting with other
Amblers, some of whom are
celebrities offering information on
their favorite global spots
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Tumble Forward

Eight brands in the Index are on Tumblr, including early adopt-
ers Kate Spade, Oscar de la Renta, and Donna Karan. Analyt-
ics are limited, but many fashion brands on the platform have
anecdotally commented on the high engagement rates relative
to other social media platforms, and Tumblr has been proac-
tive in its outreach to many of the fashion bloggers the brands
court. Across the brands in the Index, Alexander McQueen and
Oscar de la Renta lead in terms of number of reblogs, averag-
ing 520 and 313 per post respectively

AVERAGE TUMBLR POSTS PER WEEK
(August 2011)

G800 O0€
[ttt ERtht

Dolce & Gabbana

Kate Spade
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AVERAGE NOTES PER POST
(August 2011)

Alexander McQueen 52§0
Oscar de la Renta
Tory Burch

Kate Spade
Donna Karan
Marc Jacobs

Gucci

Dolce & Gabbana

ﬂ 1.9 0.4 0.3 0.2
gt g4 «© U

Donna Karan Tory Burch Gucci Marc Jacobs
and

Alexander McQueen

Oscar de la Renta
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4 2 B

. . INSTAGRAM FOLLOWERS
. ?
Instagram: The Next Big Thing? September 2011)
Photo-sharing and filtering app Instagram has taken the fashion —
world by storm. Most fashion brands use Instagram to provide a Burberry . 84,314
sneak peak into runway shows, photo shoots, and other events. —
Available exclusively for the iPhone, Instagram reports almost 10 Kate Spade . 44,708
million users.® More than 20 percent of the brands in the Index are B
. . . ) Marc Jacobs . 20,889
using the app, with Burberry leading the way with almost 85,000 fol-
lowers (nearly one percent of all Instagram users follow the brand).
Oscar de la Renta . 7,167
IF INSTAGRAM: NUMBER OF PHOTOS Gucci . 4,724
A (September 2011) |
Michael Kors @ 3,004
Dolce & Gabbana . 3,415
Versace 305
Theory |1 114
Louis Vuitton | 40
Christian Louboutin | 24
Donna Karan | 22
| | | |
\ \ \ N
S S S S
W S S
Burberry
T
_ iy e
Oscar de la Renta Marc Jacobs  Dolce & Gabbana Louis Vuitton Christian Donna Karan Gucci Michael Kors  Theory  Versace
Louboutin
5. “Fiery Hot Startup Instagram Hits Version 2.0, Nears 10 Million Users,” Ellis Hamburger, September 20, 2011.

© L2 2011 28


http://l2thinktank.com/
http://www.businessinsider.com/instagram-version-2-0-update-2011-9#ixzz1Z5wtIxSw
http://web.stagram.com/n/katespadeny
http://web.stagram.com/n/burberry/
http://web.stagram.com/n/louis_vuitton/
http://web.stagram.com/n/marcjacobsintl/
http://web.stagram.com/n/versace_official/
http://web.stagram.com/n/michaelkors/
http://instagr.am/p/NAVS7/
http://web.stagram.com/n/gucci/
http://web.stagram.com/n/donnakarandkny/
http://web.stagram.com/n/christianlouboutin/
http://web.stagram.com/n/oscarprgirl/

DIGITAL 1Q /INDEX®:

Fashion

vy

LONGCHAMP 3

P A R I S

F-COMMERCE TRENDSETTERS

Experimentation with Facebook commerce (F-commerce) is

From customization to commerce

still nascent in Fashion. Although more than 80 percent of

the brands are e-commerce enabled, just three offer partial
F-commerce with checkout on the brand site. Furthermore,
only 24 percent of brands link to specific products through wall
posts or custom tabs. No brand is hosting commerce entirely
contained within the Facebook platform.

Tory Burch'’s Facebook store provides a fan-exclusive shop-
ping experience, where users can browse a wide selection of
inventory, add products to their shopping cart, and complete
the transaction on the designer’s web page. Dian von Fursten-
berg extends her limited-edition wrap-of-the-month program

by offering a Facebook-exclusive dress available only to fans.
Longchamp’s Le Pliage® application allows fans in nearly 20
countries to customize their own bag on Facebook. As with Tory
Burch, the user is directed to the brand’s site for checkout.

F-COMMERCE SOPHISTICATION
% of Brands Employing the Following Tools on Facebook:

(August 2011)

Link to Product Page in Wall Post
and/or Custom Tabs
Full F-Commerce

0%
®

4%
F-Commerce,
No Checkout

FACEBOOK COMMERCE INNOVATION
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ey Focthasiscom a1 0T FRI9S34858 Eme o

N ‘ « DVF - Diane von Furstenberg (<18

facubosis com) LT (= T

. e | PAGE

and
Longchamp - Le Pliage . -lGA”"

Tary Burch Shop am Facabask (1)

4 &[4 ] |52 Fttp:/ fapps. Fatebook com toryburch_shop

/19 Tory Burch - The Tory Burch Facebook Shop —
Free Shipping! |« uke

Rewarding fans
with exclusivity

E tetions
The Tory Burch Faceba. .

Fhe this

235,536 EXCLUSIVELY FOR OUR FANS

1,071

e, TORY BURCH

Best-in-class
experience
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GUEST
BLOGGER #9

July 2011

PHILADELPHLA IS KNOWMN FOR MORE THAN
A FEW GREAT THINGS (AFTER ALL. WHO
DOESN'T APPRECIATE BROTHERLY LOVE
OR A GREAT CHEESE STEAKT), AND ITS
NOTABLE RECENTLY AS HOME TO
STYLE BLOGGER KIMBERLY PESCH

COACH

Guest bloggers are asked

to contribute to site content
on a regular basis, while
shoppable links connect
recommendations with online
commerce

COURTING BLOGGERS

Coach and Donna Karan have been at the forefront of invest-

ing in relationships with bloggers. Legacy programs, including
Holiday Blog-A-Day (December 2009) and the Poppy Project

(August 2010), demonstrate Coach’s long-standing partnership T RSING FASHOSTA RS |
with these digital influencers. Ongoing projects include monthly Eﬂgﬁﬁgﬁ"gﬁgﬁﬁt

BLOGGER INSTALLMENT,
KIMBERLY TAKES THE NEW

appearances by guest bloggers on the brand’s site and leverag- CHELSEA COUECTION
ing these style journalists during product launches, such as the

Coach, Inc. s aconen
n mt

BCoACH s von. M7 4 mee 2308
Tass  Timery  Feee Lo

AND BACK AGAIN.

recent 1973 Duffle Bag reintroduction. In conjunction with Fash- TR e
ion’s Night Out in September, Coach commissioned seven top o e SOOI
fashion bloggers to style themselves with the bag, later featured sworsows glamourai (@ intothegloss (manrepeller twitpic.com/Gilinuj
in a limited edition broadsheet at the FNO event and online. T
NYC (i theglamourai of our Duffle Project just arrived looking

Donna Karan elicited the support of top fashion bloggers to Coach celebrated its featured bloggers, beautiful with her duffie! #FNO twitpic.com/6i0fr

. , " N . . . the main attraction at the brand’s
extend the shelf life of its 2009 “Cozy” cardigan, which has its Fashion’s Night Out event in New York, by

own award-winning mobile app. In December 2010, the brand promoting them on social media platforms

hosted a Cozy Style-Off in its flagship store, challenging blog-

gers to create novel looks using the diversified sweater. The

looks were published on the DKNY Facebook page, where fans DKNY
and the bloggers’ followers could vote for their favorite look. S

Styled my @DKNY Cozy for work at LVCC tonight.
#dknycozylv #magiciv (Taken with instagram)

Bloggers are eager to share
Most recently, the brand joined forces with bloggers to capture their looks and opinions

their Cozy creations. Using the Pose mobile application and | s
Instagram, the photos were then shared on Facebook, Tumbilr, / tumblr.
and Twitter under the #DKNYCozyLV hashtag. LR IR 15 -

NIKI BLASINA

I'ashion Blogger
www.ahautemess.ca

a haute mess

e tram mat! & st

] [+ IEbetp: fwwww e com taggeddhmpeotybe

In April 2011, DKNY partnered : s
with Style Republic Magazine S
and tapped into its pool of B L-"E;:j:é‘“
influential style mavens = hbte et
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oh Lauren

« |+ Edhup:/ feww.facebook.com/RalphLaurensk=app_207690932595561 | £
B
' facebook (5]

Cross-Platform: Ralph Lauren - What's New | <) Like

RALPH LAUREN Driving 4MM fans
to participate in the
iPad experience II)L
BRAND-TURNED-PUBLISHER AP EREER RGLTTALTS
In September, Ralph Lauren became the first brand to buy the

FALL FASHION PREVIEN

entire advertising inventory of the New York Times iPad app.
The sponsorship included rich media ad displays and provided

app users with access to five content sections typically held
SAVE THE DATE

behind the publisher’s pay wall. The in-demand app has reg- /
istered more than 2.5 million downloads and boasts 850,000 i '%/v{zy 2072

A, wrway Show

unique monthly users,® providing Ralph Lauren with a platform L
to deliver content, including RL Magazine and a live stream of

the brand’s runway show. !

EXCLUSIVELY oN THE

Mobile ads continue to outperform, achieving 0.61 percent NYTimes APP

B wa
click-through rates, compared with 0.07 percent for standard ° e "
banner display ads on desktops and laptops.” Ads on iOS & i
i i B penim & Supply
platforms receive double the engagement of other mobile : LA SPRING 2012 COLLECTION - LIVE ON SEPTEMBER 15
platforms. B e B o ity
Fragrance

S i i Ehe Xew York Times S —

Obama Moves Jobs Speech After Skirmish  § = o o ke s
With Bochner Dieputy M, Was Arrested Bedorr Rraigna

Branded content in

the form of an online
magazine blurs the lines
between advertising
and publishing

LRI LANREYN

Syrian Official in Hama Russia Recognines Libys
sigs b Prosest Rl ders
Blowdsbed Meet

6. “NYT Sells Its First Sole-Sponsorship Of iPad App To Ralph Lauren,” David Kaplan, Paidcontent.org,
August 31, 2011.

7. “Mobile Ad Click-Through Rate Twice As High for iPhone, iPad Users,” Marissa McNaughton,
The Relatime Report, July 8, 2011.
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Vogue’s Fashion’s Night
Out Style Setter Contest

POLYVORE GLAM

Twenty-two percent of the brands have an account on Polyvore, on Polyvore

although only five of the 11 are active. Recent Polyvore Ca | e 45| 61+ e ot i v o eSS - °
initiatives include Alexander McQueen’s contribution to Vogue's B A B ,'\"coucm,po,m.;m
Fashion's Night Out Style Setter Contest. Participants were i e e F""Sff:‘”
encouraged to create a collage inspired by FNO. Judges ?iﬁ. ' Wﬂ M@QUEEN "

included Vogue creative director Grace Coddington and ﬂw s ‘. ;:::“,“ 7 =53 )
celebrities like Blake Lively and Alexander Wang. Contest i Wﬁ A (' 9._.- M-
winners received a trip to New York for a photo shoot and a E & o

tour of the Vogue offices, complete with a visit to the coveted = ; ',

Vogue fashion closet.? Already active on Polyvore, McQueen m = E-' )

received more than 2,800 views of the brand’s specially M TR
created FNO set. Ademansar ictasan .1 Faywors PHHO Syiema Chassage.

Brands have also been leveraging the platform to promote
their own contests. Last winter, Michael Kors challenged e e & -

BB o posyvore o gham,_up,_yous,_holéay_with, centest shawhds 227424

the 10 million monthly Polyvore users® to create the ultimate POLYVORE sk e {chu By Boni: i |
holiday look. Paired with a YouTube video, the contest received ham Kors Ghaliange

more than 280,000 impressions, 46,391 likes and a total of )
2,921 created sets. Overall, the designer boasts 1.4 million

Glam up your Holiday

with Michael Kors! MICHAEL KORS
S 1 chance Michael Kors challenges

spring Ployvore uses to create

the ultimate holiday look

impressions on this platform. Top-notch analytics on Polyvore
allow brands to measure the success of their programs.

Michael Kors - The Official Page m“f‘_'f"_ (LIS v fowe _deeee
Congratulations nikkeeb, winner of our Palyvore Holiday challenge! Check e
out her totally GLAM Holiday set here! 1st

kors glam - Folyvore

www.polyvore.com

A fashion look from December 2010 featuring Michael
Kors dresses, MICHAEL Michael Kors blazers and
MICHAEL Michael Kors sandals. Browse and shop
CH.I-EL KORS related looks.

€71 Like - Comment - Share - December 20, 2010 at 12:50pm

| gl
MICHAEL KORS

A 2,521 anaries

8. “ENO and Polyvore: Ready, Set, Make a Set—and Win.”

Y l " | r" o u gy N
9. “Polyvore Is Now Profitable And It’s Demolishing Style.com.” Alyson Shontell, Business Insider, ' L : p ) - N
June 10, 2011. el 0k B & y

9. http://www.polyvore.com/cgi/contest.show?id=227424&type=stats
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LIVE STREAMS

The practice of live-streaming runway shows continued to gain
momentum this season, and more than 50 collections could be
seen online during New York Fashion Week, with countless more
shows from London, Paris, and Milan.

Oscar de la Renta added a new dimension to the experience by
incorporating real-time crowd-sourcing into its Spring 2012 show.
Fashion show attendees and home viewers were encouraged,
through Facebook, Twitter, and Tumblr, to take photos and
upload them to odlrlive.tumblr.com with the #odlrlive hashtag.

A mosaic of these pictures served as the background leading
up to and throughout the live stream, providing unique vantage
points for viewing the show. More than 2,600 tweets featured
the #odlrlive hashtag, and the brand instantly saw boosts in its
number of Facebook fans and Twitter and Instagram followers.
Oscar de la Renta was one of the first Fashion brands on Tumblr
and continues to work the platform to cost-effectively provide
interactive experiences for its fans.

Burberry opted to use the Twitter platform for its Fashion Week
agora. In addition to live streaming on Facebook and YouTube,
the brand tweeted runway looks from its S/S12 show seconds
before they debuted on the catwalk. Guest tweeters took over
Burberry’s Twitter accounts across the globe and the brand
trended worldwide.

&) Trendsmap

a0 SN s Eamtarng VLS, o A s
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-
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# fotom SOmmTNGE 815 e

The tweeted looks could be
seen live in a special image
gallery, receiving 50,000 views
within 30 minutes of the show
according to Mashable

ul Burberry shared a link.

wiy
|

Live on Facebook
facebook.burberry.com

Teday 4pm Lendon Time

TS VAT

I:I Like - Comment - Share - September 19 at 11:04am

BURBERRY

The live show could be accessed
through Facebook, YouTube,

and the brand’s website, as well
as viewed at more than 40 retail
locations worldwide

Burberry’s Tweetwalk
ascended to number
two on Twitter’s global
trending charts

ig ﬂ‘»(j.r.nc:llr::u [ ——

Burberry Prorsum Womenswear 5512 Show -

OSCM de €ol

OscarPRGirl continues to drive
the brand’s digital innovation
nabbing the number one spot
for best Tumblr in the study

I

3 [ttt o 91 Barnry e it Twter, bne

¥y !
CBURBERRY -

ACOUNTIE

Extending the
ambience,
fans could

also download
the runway
soundtrack from
iTunes
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DOLCE : GABBANA

DIGITAL WORLD

Dolce & Gabbana relaunched its site July 13, 2011 and its
Mandarin version on August 8 (8/8)—lucky in China. Boasting
free shipping to 33 countries, shopping in seven languages, and
extensive inventory from its men’s and women'’s collections, the
brand site strikes the right balance of commerce and content.

The brand experience is extended across multiple mobile and
social media platforms. The brand registers in the Facebook top
10 with more than 3.2 million fans, and now has nearly 160,000
Twitter followers, a vibrant Tumblr blog, a Russian Twitter handle,
and Chinese social media presence. Dolce & Gabbana's
Facebook page pays homage to its 20-plus web, social, and
mobile initiatives. The D&G Fashion Channel mobile app, which
integrates content from Facebook, Twitter, and the brand’s online

fashion magazine, Swide, has more than 2,600 ratings in the U.S.

iTunes store.

As the first luxury brand to have a mobile website (2004), the first
to live stream a fashion show (2005), and the first to live stream
a fashion show via mobile (2009), Dolce & Gabbana continues
to extend its track record of digital innovation.

© L2 2011

Want to know more about your brand’s ranking?
CONTACT US

000 Dolee&Cabbana Official Site - Fall Winver 2011 Collection

4 k|| F DG hop waw.deicegabbana.com/# e ja- g ]

DOLCE s GABBANA

ey AARIANA COLINK FOLLOW US O

feasit vy~

SHOP WOMAN [
SHOP MAN

SHOP WOMAN

SHOP MAN i
COLLECTION WOMAN " L
COLLECTION MAN

Doice & Cabbana
s v FaceDosk com DolceCabbana 3 ¢ jar o

Dolce & Gabbana =u

SOCIAL NETWORK

twitter twitter

RU

TWITTER TWITTER RUSSIA

w

VIMEO VKONTAKTE

YOU TUBE

Twitter, Facebook, and
YouTube live streams
decorate the brand’s landing
page and exemplify Dolce

& Gabbana’s relentless
dedication to cross-platform
integration

W Fom

KAIXIN 001
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SCOTT GALLOWAY
Clinical Professor of Marketing, NYU Stern
Founder, L2

Scott is a Clinical Associate Professor at the NYU Stern School of
Business where he teaches brand strategy and luxury marketing
and is the founder of L2, a think tank for prestige brands. Scott is
also the founder of Firebrand Partners, an operational activist firm
that has invested more than $1 billion in U.S. consumer and me-
dia companies. In 1997, he founded Red Envelope, an Internet-
based branded consumer gift retailer. In 1992, Scott founded
Prophet, a brand strategy consultancy that employs more than
120 professionals in the United States, Europe, and Asia. Scott
was elected to the World Economic Forum’s “Global Leaders of
Tomorrow,” which recognizes 100 individuals under the age of 40
“whose accomplishments have had impact on a global level.”

Scott has served on the boards of directors of Eddie Bauer
(Nasdag: EBHI), The New York Times Company (NYSE: NYT),
Gateway Computer, eco-America, and UC Berkeley's Haas School
of Business. He received a B.A. from UCLA and an M.B.A. from
UC Berkeley.

MAUREEN MULLEN
L2

Maureen leads L2’s Research and Advisory Practice where she
helped developed the Digital IQ Index®. She has benchmarked
digital marketing, e-commerce, and social media efforts of more
than 300 brands across Luxury, Specialty Retail, Beauty, and the
Public Sector. Maureen also has led digital strategy consult-

ing engagements for a variety of Fortune 1000 clients. Before
joining L2, Maureen was with Triage Consulting Group and led
managed-care payment review and payment benchmarking
projects for hospitals, including UCLA Medical Center, UCSF,
and HCA. Maureen has a B.A. in Human Biology from Stanford
University and an M.B.A. from NYU Stern.

DANIELLA CAPLAN
L2

Daniella is a Research and Advisory Associate at L2 where she
leads several Digital IQ Index® reports. Starting her career as a
marketing communications manager for a leading global defense
contractor, she directed the company'’s creative programs and the
rebranding of newly acquired divisions. She was later hired to lead
public relations for the Israeli Consulate in Boston and guided the
local implementation of the country’s nation-branding efforts while
spearheading the consulate’s social media integration. Daniella
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received a B.A. in Politics with International Studies from Warwick
University (U.K.) and an M.S. in Integrated Marketing from NYU.

R. DANIELLE BAILEY
L2

Danielle began her career at The Home Depot, Inc. where she
led a variety of internal consulting engagements focused on
supply chain, merchandising, and in-store process improvement.
She went on to manage the implementation of award-winning
mobile initiatives for several large media clients, including The
New York Times Company, NBC Universal, Disney/ABC, Maxim
magazine, and Zagat. While at L2 she has benchmarked the digi-
tal competence of brands spanning the Specialty Retail, Public
Sector, Pharma, Wine & Spirits, Travel, and Financial Services
industries. Danielle has a B.S. in Systems Engineering from the
University of Virginia and an M.B.A. from NYU Stern.

CHRISTINE PATTON
Creative Director, L2

Christine is a brand and marketing consultant with more than

15 years of experience creating brand identities and marketing
communications for aspirational and luxury brands. As creative
director of L2, she leads the translation of the L2 brand across
all touchpoints, with a particular focus on the visual packag-

ing of L2's research.She began her career at Cosi, where she
developed the brand and oversaw its evolution from concept
through growth to 100 restaurants. Since then she has provided
creative direction for a wide array of clients, including the launch
of Kidville and CosmoGIRL! magazine. Christine received a B.A.
in Economics and Journalism from the University of Connecticut
and an M.B.A from NYU Stern.

JESSICA BRAGA
L2

Jessica, a freelance art director, specializes in identity, iconog-
raphy, event graphics, and invitations. She began her career

in fashion, designing textiles and prints at Elie Tahari’s design
studio in New York City. She then focused on the Elie Tahari brand
aesthetic and consistency in design across its many developing
disciplines. She went on to become the art director of a small,
prestigious design firm in Chelsea, where she focused on event
graphics, digital and print collateral, and brand aesthetics for
companies both large and small. Jessica has a B.F.A. in Graphic
Design and an A.A.S. in lllustration from Rochester Institute of
Technology.

Want to know more about your brand’s ranking?
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CINDY GALLOP
Brand Translation Expert
Founder & CEO, If We Ran the World

Cindy Gallop’s background is brand building, marketing, and
advertising—she started up the U.S. office of ad agency Bartle
Bogle Hegarty in New York in 1998 and in 2003 was named Ad-
vertising Woman of the Year. She is the founder and CEO of www.
If\WeRanTheWorld.com, a web-meets-world platform designed

to turn good intentions into action one microaction at a time,
which launched in beta with a demo at TED 2010, and of www.
makelovenotporn.com, launched at TED 2009. She acts as board
adviser to a number of tech startups and consults, specifically for
brands and clients who want to change the game in their particu-
lar sector. She describes her consultancy approach as ‘I like to
blow shit up. I am the Michael Bay of business.”

Cindy works with luxury brands to radically innovate, transform,
reinvent, and redesign business strategy, brand positioning, and
marketing/communications programs, including conceptualizing
new brands/products from scratch. She has a reputation as

a compelling and inspirational speaker appearing at confer-
ences and events around the world on a variety of topics, and
recently published Make Love Not Porn: Technology’s Hardcore
Impact on Human Behavior, one of TED’s new line of TEDBooks
launched this year with Amazon. You can follow her on Twitter @
cindygallop.

MIRA MEDNIK
L2

Before joining L2, Mira completed her M.B.A. in Madrid at IE
Business School. She began her career modeling at New York
Model Management while finishing her B.A. in History from Boston
University. She left modeling to join former hedge fund The Galleon
Group where she began as research coordinator to the health-
care team, building earnings calendars, editing stock reports and
studying valuation models. She later went on to work under the
Chief Risk Officer constructing a risk/performance framework for
the firm. In addition to interning at L2 she has spent time interning
at New York-based Fashion designer Yigal Azrouel and Paris
fashion house Martin Margiela.

Thanks to Julia Cole and Ashish Mookim for their data collection
efforts while L2 summer research analysts.
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L2 is a think tank for digital innovation.

We are a membership organization that brings together thought leadership
from academia and industry to drive digital marketing innovation.

RESEARCH

Digital 1Q Index®: The definitive benchmark for online competence, Digital IQ Index® reports score
brands against peers on more than 350 quantitative and qualitative data points, diagnosing their
digital strengths and weaknesses.

EVENTS

Forums: Big-picture thinking and game-changing innovations meet education and entertainment.
The largest gatherings of prestige executives in North America.

300+ attendees

Clinics: Executive education in a classroom setting with a balance of theory, tactics, and
case studies.
60-120 attendees

Working Lunches: Members-only lunches led by digital thought leaders and academics.
Topic immersion in a relaxed environment that encourages open discussion.
12-24 attendees

MBA Mashups: Access and introduction to digital marketing talent from top MBA schools.

CONSULTING
Advisory Services: L2 works with brands to garner greater return on investment in digital initiatives.

Advisory work includes Digital Roadmaps, Social Media Strategy, and Site Optimization engagements.

MEMBERSHIP
For membership info and inquiries: membership@L2ThinkTank.com

UPCOMING 2011 EVENTS

10.14.11 SHANGHAI

11.10.11 L2 Forum

11.21.11

UPCOMING 2011 RESEARCH

European Luxury:
* Boutiques
* Specialty Retail
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