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CONSUMER PRIORITIES



THE FUTURE CONSUMER: BEHAVIOUR CHANGES
PRIORITIES 2018: ECO-EFFICIENCY

Today you

are wearing

80 plastic bottles
and you look
really cool!

Don’t turn your
back on the world.
Natural resources
are not endless.

N

WG
2015 Nielsen Global Corporate Sustainability Report:
S.E. Asia (80%), Asia Pacific (76%) LATAM (71%), Europe (51%), North America (44%) | 64% N.A.
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E-Commerce: Zady | Ethica | Green Point of View
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PRIORITIES 2018: ECO-EFFICIENCY

Cut & Twist
by UNMADE White Label

Merino jumper

s

£200 4
Colour Options Details 3
@ q L (] q
Arctic Turquoise & Electric Blue
Undo Resat
Size Guide i
Female v Medium v

SAVE FOR LATER?

BUY

MADE IN
LONDON s

Delivery estimate — will arrive in January

Unmade.com
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“I'r S estlmated 'rhat 10% of all the cIo’rhes made in the
world go s'rrough'r fo Iandflll - 'rhol'r s msome.

A R

Ben Alun-Jones, Knyttan
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KEEP ONLY THOSE THINGS THAT SPEAK
TO YOUR HEART. THEN TAKE THE PLUNGE
AND DISCARD'ALL THE REST.

9
- MARIE KONDD, 1
THE LIFE-CHANGING MAGIC OF TIDYING UP \ v

The Kondo Effect
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Prime Source Forum 2016 | Pascal Brun, H&M: energy saving, water efficiency, labour rights
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“Expect dramatic regulatory

change in key sourcing |
markets from China to e
Africa... Companies will be '
forced into global initiatives...
take approach to engage top
management for a strategic
change.”

e WIS

e F“\uu % WGSN

Prime Source Forum 2016 | Tino Zeiske, Metro Group (Germany)
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CX ) Sustainable
Apparel Coalition (0 meveeraceess ) (YR

The Coalition Our Members The Higg Index Collaboration & Impact Get in Touch In the Media

Brands & Retailers Manufacturers Academic, Affiliates, Government, and NGOs

ANN INC. ’belk KOHLS *MACYS

APPARELCOALITION.ORG | HIGG INDEX | MEMBERS: 70 (66) USA | 20 (17) GERMANY
12 HONG KONG | 8 UK | 4 CHINA | VIETNAM | BRAZIL | BANGLADESH | TURKEY
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Planned Green Construction Activity Over the Next 3 Years

Global Average B8 Percentage of Respondents by Country

65% 59%

New Commercial 1 a1% 47% 9% 330 ;
Construction - 0
. . 46%
(e.g., office, retail,
hotel)
' US

: Mexico : Brazil : Colombia : Germany : UK
| | | | | |

WGEN

Dodge Data & Analytics: World Green Building Trends
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1219 PM

Nebedy Denim

DISCO L
BRAND RATINGS & )

Y O U R H A N D Nobody provides fair and ethical conditions for its
3 Australian workers

\ . / Ratings

l’\ Labour

\ @ \ Environment
A R\

WGSN

goodonyou.org.au
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layerdesign.com/projects/worldbeing
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RECYCLE %@
YOUR

TEXTILES

Cheap Monday
-

Recycling with

us is easy.

Bring any textiles

Recycle your orc(;unr e.mplyt:e&?y

unwanted clothes at store and get a
H&M and get 10% thank-you-treat.

30% off*

Cheap Monday & Other Stories Marks & Spencer

Sustainability Messaging - London 2016
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Heart The Planet!
100% ORGANIC COTTON

Read more about ouf sustainability woek ot manki.com

ORGANIC COTTON

GBMonki canes. Feart the planct! DE Monki bas Herz. Liebe den Planeten!

ES Monki cuida .k . ;Ama el planeta! FI Monki vilietss, Rakkaudesta

R \l?m wec Moaki: Aimez la planéee 1 1T Mooki

4! NL Monki cares. Love the planet! PL Monki

& w;‘mq ylmln;‘ RO Monki Ne pagi? fubeste planers!
Yt dig Hiarta plancten! CN Mok O :

WMok XTELEY, S Agic| T erum;l:&ﬁff:-.

Lodfimre ntasery!

H&M is the world’s bi t
user of organic cotton, which
requires less water and no
chemicals to produce.

ORGANIC MATERIALS

H&M MonkKi

Sustainability Messaging - London 2016

RECYCLED POLYESTER

Regular polyester isﬁde
from oil, which is a limited '
natural resource. Qur
recycled polyester is made
from old PET bottles.

£2250

JICGINGS

RESPONSIBLY
SOURCED COTTON.
STYLISH SHADES.
SUPER STRETCH.
=

= SUPIMA COTTON is a rare material that
than 1% of the world's cotton

= It has thinner. longer fibres than regular cotton and is
renowned for its soft texture and beautiful (uster:
material is kind o your sin so you can
peace of mind
the fine ity texture
COTTON for yoursstf,

RECYCLED MATERIALS -

N

Uniglo
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I IT°S MELTED,
IT’S RUINED!

Cannes Lions 2016 | Claudia Gonzalez, United Nations
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N\

“l don’t know any person erfect. If you are honest,
odds are I'll like you better despite any imperfections. And dishonesty
is much riskier, now that just about everything is discoverable.”

N &

Sandy Thompson, Young & Rubicam
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Everlane




THE FUTURE CONSUMER: BEHAVIOUR CHANGES
PRIORITIES 2018: TRANSPARENCY

.w_' 4

' ——
N ‘7‘-
1 !
-

W
"

Wired Retail Conference 2015 | provenance.org

-
—
ad v
T
\ |
‘
'

-



THE FUTURE CONSUMER: BEHAVIOUR CHANGES
PRIORITIES 2018: TRANSPARENCY

CERTIFICATION ACCESS TODAY

THE FUTURE

With blockchains data can be accessed and verified by all actors, rather than solely by the original certifier.

WGSN
Blockchain.com | Investors: Virgin (Richard Branson)
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Bitcoin.org | Investors: MasterCard, NY Life | Growth: Brazil, India, Venezuela, Zimbabwe, Greece
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y

WGSN

Bitpay.com | Credit Cards: 3% charge average vs Bitpay: 1% flat charge
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Some 70% of US shoppers use their mobile phones in-store.
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The number of consumers globally that say they 'always look out for
special deals and offers' rose to 71% in 2015, from 66% in 2014.

WRC | David Roth, CEO, WPP’s The Store
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100% PREMIUM
LINEN SHIRT

Made with 100% French linen

that has been a part of
international textile traditions
for thousands of years, these
shirts broadcast a timeless
sophistication.

/ £2 9. 90

In 2015, 47% of retailers
put price transparency in its top 3

pricing pressures, compared with just
= 24% in 2014.

WRC | Brian Kilcourse, Managing Partner, Retail System Research
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100% PREMIUM
LINEN SHIRT

Made with 100% French linen

that has been a part of
international textile traditions
for thousands of years, these
shirts broadcast a timeless
sophistication.

/ £ 2 9- 90 Cost transparency could lead to

44% increase in sales.
" Harvard Business School

Lifting the Veil: The Benefits of Cost Transparency, by Bhavya Mohan, Ryan W. Buell &Leslie K. John
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-, 3

I MATERIALS: 571.57

OLIVER CABELL

—T fi- LABOR: $69.95 D s

TOTAL COST

TRANSIT: 57.29 $157.73

L o

o s
©k DUTIES: $8.92

olivercabell.com
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l

Cohn & Wolfe | 63% would choose an authentic brand, 59% tend to recommend them

¥

WGSN
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Lane Bryant | & Other Stories | Nike | Aerie by American Eagle
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| want the shirt Taylor Swift is

wearing on the 1989 album cover

~ Our search will be swift @

operator.com | Troy Scott, Head of Client Experience
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It's a key driver for
1= UNI trust and belief

™ s between brands
and consumers...

“It's very hard for
brands to get away
with not being

Authenticity is the
only way to scale,
' because brands
' will change and
evolve, but values
will stay the same.”

John C Jay, President of Global Creative, Fast Retailing
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WGSN

2014: $4.1 bn funding on-demand apps (+514% YOY) | 2015: 198 venture investors vs 20 in 2010
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“34% of all US online
retail purchases
happen on mobile.”

Shoptalk 2016 | Jonathan Alferness, VP of Product Management, Google
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WGSN

movile.com | 15 Offices: Brazil, Mexico, Colombia, Argentina, US | $55 m in funding
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eMarketer | 2018 LATAM: 219.9 million smartphones
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SR TN | 5

' Last Christmas 2015,
e 32%of consumers used
| . click-and-collect;
69% of those shoppers
adding to their purchase
once in store. |

International Council of Shopping Centers
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UBER

rush.uber.com | Walmart | Nordstrom | Cole Haan
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SAME DAY DELIVQ‘!\
the new delivery stan

A :'I‘II. ‘

WGSN

deliv.co | 800% growth 15t Semester 2015 | Macy'’s | Bloomingdale’s | Crate&Barrel | Express
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www.starship.xyz | Ahti Heinla, CEO | Last Mile Delivery Cost: £3/£7 > £1| 30 min delivery
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Boston Consultmg Group

estimates that robots will complete
¥ around 25% of all tasks in the

manuch’rurmg sector by 2025

y 4._‘\1‘\
Sk
B

www.starship.xyz | Ahti Heinla, CEO | Last Mile Delivery Cost: £3/£7 > £1| 30 min delivery
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Trunk Club
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PRIORITIES 2018: LIFE ON DEMAND

How much do you usually spend on these items?

Most of the items you'll see on Thread are tailored to you:
your preferences, tastes. sizes, existing wardrobe,
and impertantly, your budget.

£ EEF EFEE

You can adjust your budget individually:

Coats & Jackets:

@ £08
Blazers:
o £85
Suits:
[ ] £145

Knitwear & Sweaters:

®

Shirts:

®

T-shirts & Polos:

) £22

thread.com | math & style
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Ipsos Retail Performance | Q1-15 vs Q1-16: +61.4% conversation rate vs -4% footfall
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WGSN

71% of UK shoppers believe they know more about a retailer’s products and services
than their store associates
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DALY GRIND

#460.75

o o
A
o

=B

*460.75

tulip.io | Saks | Kate Spate | Coach | ToysRus
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True Religion
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Intelligence Group | 14-34 y.o. survey: 60% think gender lines have been blurred
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PRIORITIES 2018: NO LABELS

65% of men over the age of 65 say o .
that they are 'completely masculine’, < é '
while only 28% of men aged 30-44

and 30% of men aged 18-29 say the

same. ‘
¥ . ™
‘ @
\ o
N ¢
. g
—4 &«
\:—. a ¢ P
| 2 \

YouGov | The Decline of Traditional Masculinity
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PRIORITIES 2018: NO LABELS

$12015 512016

Tops 1,652 38% Tops 3 {7 20
Shirts 1,497 34% Shirts 1,803 25%
Underwear 344 8% Undervear 475 A%
Shorts 1492 4% Shorts 309 4%
Knitwear 177 4% Swim 183 ¢ 1
Trousers/Pants 160 4% Trousers/Pants 172 204
Swim 103 2% Knitwear 167 20
:ig o ﬁar 7 2% nesst 154 2%
Jackets 76 2% Jackets 100 1%
Tailoring 32 1% Tailoring 50 1%
Jeans 14 0% Jeans 24 0%
Sleepwear 11 0% Sleepwear 20 0%
Coats 11 0% Coats o 0%
1 — 1
4,345 100% 7,123 100%

WGSN Instock | 164% increase in pink vs 144% increase all colours
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Genderless Brands | Knitwear & Denim | NattoFranco | Daimorf
Gucci | Fendi | Youasme Measyou | Unmade | Ader Error | Senyor Pablo | Heich es Heich | Anderson Bell
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Genderless Brands | Knitwear & Denim | Moses Gauntlett Cheng
69 Worldwide | Bethnals | Wood Wood | Phlemens | Bianca Chandon | Lilful | Yeezy | Shan Huq | Vejas
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By 2020 more than 40% of the American workforce will be freelancers,
contractors or temporary employees (60 m). The online staffing exchange
is expected to reach $5b in annual spend in 2018. WGSN

Hyphenated-careers
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Pivotte | QuickSilver
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|

Beta Brand | +One Footwear
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“ 'rhmk terms Iabellmg the s'ryle of clothmg are needed but a whoIe
separate term just based off sizes? When you walk m'ro a store, you will
hever see section Iabeled strcugh'r or standard' S|ze

S ST T

meismith.com | Ayanna Wu Celestin, Founder
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« 60.9% of plus-size consumers prefer to shop a retailer's core offer
. rather than a specific plus-size sub-brand.
~ + Approximately 2/3 said they wanted to see plus sizes in the same

-

o LR IS

section as other sizes. =
60% reported feeling embarrassed having to shop for clothes in a |

separate store or department.

P : =y R T T B T e S R i PR Rl TR - T i R e B P N
s S e S e R S e DTS AN STl ST SR e e R % Y

Verdict (UK)
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Teens buying plus-size:
from 16% in 2010

to 34% in 2016

NPD Group (US)

t

UK: expected growth of 23.8%, up to £6.4bn , between 2015 and 2019
US: sales of apparel size 14+ rose from 17.4 bn in 2013 t0 20.4 bn in 2016 (17%) | All apparel: 7%
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Plus-Size Brands
PLY | Universal Standard | Beth Ditto | Eloquii | Melissa McCarthy Seven7 | Torrid | BooHoo | Asos Curve
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CUSTOMIZE
YOUR CONVERSE

SNEAKERS

ET STARTED AT THE CONVERSE INK BAR

In 2015, 45% of shoppers spent money
on personalising a product or
experience. Consumers are happy to
pay up to 150% more for custom items.

MASEL
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s an appealng design

Mintel
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f
WE'VE GONE FROM MASS MARKETS TO MARKET
SEGMENTS TO MARKET NICHES TO MICRO NICHES TO

MARKETS OF ONE.
J)

- KELLY MOONEY, CEO, RESOURCE/AMMIRATI



CONSUMER
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THE FUTURE CONSUMER: BEHAVIOUR CHANGES
ACTIVATION MARKETING

In the US, Activation Mqué'ring accéunt for nearly
60% of advertisers’ budget.
Projected value of $740 bn by 2020.

P

Nike, Milan Design Week 2016
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IMMERSIVE MARKETING

Tommy Hilfiger, NYC | Kevin Kelly, Wired
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CORPORATE AMNESIA

: !
30% of Companies lose +15% Millenial workers within a year.
The median tenure for a Millenial employee is 2 years
(7 years for Baby Boomers).
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SUCCESS METRICS 2030

O years’ time. §
Success metrics will be customer experience per square metre, /
active participation, social interaction, and staged product ratings.

PV \ L ;- T O wa W S ‘"‘*‘ SRS
1 o+ R .-' - - P y M
3" a€ | Y Tai W ARS WGSN

WGSN Vision 2030 | Dr Marc Schumacher, Managing Director, Liganova (Retail Design Firm)
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WEARABLE TECHNOLOGY
-

Today, 6% of adults own a piece of
wearable technology.

It took 18 months for tablets to grow
from 5% to 25%.

You Gov

Project Jacquard (Google + Levi’s)
Burak Cakmak, Dean of the School of Fashion at Parsons - Fashion Summit 2015



THE FUTURE CONSUMER: BEHAVIOUR CHANGES

1% RETAIL

» TSR | E— B

PAYING |
CUSTOMERS |
»0ONLY«

Retailers need to focus on which

‘ customer they were serving and
| target the sales per customer, and
identify their most profitable
customers and offer them a better
experience.

NRF Big Show 2016 | Charlie Mayfield, Chairman of John Lewis
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CONVERSATIONAL COMMERCE + BOTS
3

Key Pieces for the New Season

These versatile, key pieces are
perfect for the new season as the
weather gets warmer! | have
included some fun printed pieces
and nice soft shades to lighten
your colour palette for
Spring/Summer.

ﬂ Sit back, take a look, read my style notes, and let me
know your thoughts on each piece :)

“So this is a little bit of a b “So | bought this at the “Mules are going to be
wildcard as | know...” weekend and | have everywhere this season...”
been..."

(A

M&S COLLECTION AUTOGRAPH

Denim Jumpsuit BEST OF BRITISH FOR M&S COLLECTION Stain Away™ Suede Block Heel...
£45.0( Cotton Rich Breton Striped Long... )£

Marks & Spencer: Try Tuesday | H&M, Sephora, Spring | Facebook Messenger App
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BIG DATA

Investing in big data yields a 6%
average initial increase in profits,
and ROl increases to 9% for
investments spanning five years.

REWARDS | | |
(i | R | ~ o —

HARVEY NICHO 1‘ = =

NO CARD REQUIRED X ' 'WE GIVE YOU X]

Show your ID to earn poinls

Your fast track pass to WEESalo SILVER ‘

complimentary servicesyrexclusi FREE / 4 BENEFITS

( \ )
e REWARDS BY I A 1 POINT
perks and stylzsh pm’vzleges HARVEY NICHOLS "ﬂlaj,sljcjwm 4 50 PTS /10 BENEFITS FOR_?EVF.R'
LATINUM £l SPENT

/' 5,000 PTS / 16 BENEFITS IN:STORE &'Q_NUNE‘:

LACK

7 0,000 PTS / 16 BENEFITS

McKinsey & Company
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BEACON TECHNOLOGY

44% of airlines will

= use beacon
{geacon Pvacy technology by 2018,
R up from the 9% of
prvec) airlines actively
Lot &P ean using beacons in

eee0y BELL =z

2015

imity)
giyetooth (ProXM

WGSN

SITA, Air Transport Technology Firm | Barneys New York, True Religion, Harvey Nichols, M&S
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)

S UNDER ARMOUR
CONNECTEDFITNESS.

The definitive health and fitness network dedicated to helping you lead
a healthier life. Track, analyze, and share your fitness activity with the
world's first social network for athletes and fitness enthusiasts.

il i i Wil | ! A \I‘[; .’\’_- !
e T it it ) =~

Think about the life of the consumer. Learn from today’s tech start-ups.

WGSN

WRC 2016 | BS Nagesh, Vice Chairman, Shoppers Stop (India) | Under Armour App: 160 m users
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HYPHENATED RETAIL
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AlpStories, Zagreb, Croatia
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FLUID RETAIL

- e

S B i P
“In the digital world, nothing is ﬁ
ever finished - it’s constantly ’

>

changing. Why doesn’t retail work

that way?”

MR-
™

Fitch.com | Alasdair Lennox, Executive Creative Director, Fitch
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FLUID RETAIL

A <------ NEW STORE PROTOTYPE

EXPERIENCE

..........

1 2 3 - 5 6 7 YEARS

FITCH

WGSN

Fitch.com | Alasdair Lennox, Executive Creative Director, Fitch
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INNOVATION LABS

“We're used to a rhythm in retail where projects usually last 6 months.
Imagine reducing that to 6 hours. That’s what we’re trying to do in our |
Explorium: we're experimenting with rapid prototyping, teaching |
ourselves how to move fast, like a start-up.”

§

Explorium Lab | Spencer Fung, CEO, Li & Fung | Kohl’s | Macy'’s
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VOICE RECOGNITION

in 2013, Siri understood 55% of what users said.
By autumn 2015, Siri understood 95% of

inquiries.

Amazon’s Echo: 3m units sold (estimated) since launch in 2014
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SEE NOW, BUY NOW

wc1SN CATWALK GALLE RY Women » Autumn/Winter 2016 » All Cities »

LONDON

Autumn/Winter 2016

BURBERRY PRORSUM

WOMEN + MEN ..‘.‘.-"
== View Complete Collection '...:_::

ok
i

¥ Download Collection

[ Print Collection

8g Details
N/ Collections Designers A-Z @,
H M w8 v Bon d o BN
| 15 | 14 12 10 band 09
Burberry Topshop Tim Coppens x Ralph Lauren Opening Rebecca Tom Ford Tommy Hilfiger
Prorsum Unique Under Armour Ceremony Minkoff

N

Burberry, Tom Ford, Rebecca Minkoff, Vetements, Opening Ceremony, Tommy Hilfiger, Thakoon
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SEE NOW, BUY NOW

RETAIL

DROPS AUTUMMN TRANSITIOMAL AUTUMN MID AUTUMN WINTER HOLIDAY & PARTYWEAR WINTER TRAMSITIONAL
VISION ~ ~
TRENDS DESIGH MATTERS EARTHED EARTHED NOCTURKE NOCTURME INFUSIOM

18-0135 TCX

- 18-1451 TCX
KNITTED UTILITY S
e hes . fabrics of utility styles are replac th jerseys, offering & > A
’ ‘

<cha = < e UT d i — Ciallo ©VT

o Market : Women, Young Women
. Drop : Autumn Transitions

18-4340 TCX

16-0815 TCX

A/W 2017/18 Fashion Forecast



THE FUTURE CONSUMER: BEHAVIOUR CHANGES

GLOBAL POWERS OF RETAIL 2016

FAST FASHION / MASS MARKET ACTIVEWEAR
Ascena Retail Group:

Ann Taylor, Academy Sports + Outdoors
Forever 21 Sports Direct International (UK)
Primark Belle International Holdings (HK)

Fast Retailing:
E Land World (South Korea)

DEPARTAMENT STORES LUXURY
Coppel Prada Group
Lojas Americanas (Brazil) LVMH
Chongqing (China) Ralph Lauren
Central (Thailand) Hermés

Woolworths Holdings (South Africa)
Falabella (Chile)

WGSN
Deloitte
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KEY TAKE AWAYS

- We are living in fluid times empowered by technology
and communication; we can’t just be fast, we have to
learn to be fluid.

« In a changing environment, standards will have to
change.

« 2017 will bring ground breaking changes that will be
maturing by 2018.

« In 2018 consumers will value more than ever:

sustainability, transparency, immediacy, and the

WGSN

freedom to be themselves.
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Fashion / Lifestyle & Interiors / Instock / Styletrial / Mindset / Futures

wgsn.com




wgsn.com




ess the “wisdom of the erowd” to help you assess the market pot
your product as seen by you cu

----------

Fashion / Lifestyle & Interiors / Instock / Stylema{ / Mindset ﬁmnes
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WGSN | FUTURES

wgsnfutures.com

NYC | November 10, 2016



WGSN/INSIDER FEATURED / FASHION / LIFESTYLE

How To Drive Engagement
On Sina Weibo, China’s
Alternative To Twitter

gHER TANE

0 591 <8 nn v

3 photos L

BY WGSN INSIDER

With a close to a quarter million followers on
Sina Weibo guest blogger Monki Yuki shares three
tips for effectively building a following.

wgsn.com/blogs

/ STRATEGY / BULLETIN Q

Three models discuss the
term ‘plus size’ and
fashion’s relationship with
it

2 photos

BY LOURDES LINARES

Our WGSN West coast editor sat down with three
key players in the plus industry and asked the
question of the moment: ‘How do you feel being
referred to as Plus-Size in 20162



Google

México

2 Mexicos McKinsey

Google Search I'm Feeling Lucky

Google.com.mx offered in: Espafiol (Latincamérica)




A two-speed economy ...

0/

Productivity has grown 5 . 8 0 a year in large modern firms
6 50/ i i i i

but has fallen & 0a year in traditional firms

o/

Small traditional firms were 28 0 as productive
i 8 O/ i

as large modern ones in 1999, O in 2009

... slows down growth

O . 8 % average rate of

productivity growth from 1990 to 2012
Wages in traditional firms fell
2.4%
= 0a year from 1999 to 2009
McKinsey 0
& Com pany Manufacturing in Mexico is 24 A)

as productive as in the United States, even
though top plants exceed the US average
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THANK YOU!

Saul.LopezSilva@wgsn.com

TEL: +1212 2012820
CEL: +1 917 214 8171




