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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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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
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-
—
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)



THE FUTURE CONSUMER: BEHAVIOUR CHANGES
PRIORITIES 2018: TRANSPARENCY

(I
el

L
.‘@g. =
© , 7
== = /@; = @’ S S v
¢ © ) E
] iz
(&) =
KN € LR
A ———=X 2= S
S S = e ==
EEAVA: ) =< e ==""""@ E" @
e @J - ———f®@1 - 'Eg, ' =
———.T‘x = == e
EANAsES. - & < :
= = == (@ g s
= = @‘ ¥ @
,. e
€ @ @ =T —t: @

WGSN

Bitcoin.org | Investors: MasterCard, NY Life | Growth: Brazil, India, Venezuela, Zimbabwe, Greece
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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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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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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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