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Conosciamo i nostri clienti?

1% 27 %

Delle aziende dicono Dei clienti dicono

che le loro aziende
preferite capiscono
I loro bisogni

che hanno o sono
vicini ad avere una
vista olistica dei loro

clienti

Source: The Consumer Conversation — eConsultancy Report, Vanson Broune
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Are lItalian Fashion Brands

With the aid of 10 fashion brands knowledge,
IBM experts analysts and consultant skills use the

voice of the customer as key metric to
evaluate them and extract aCtionable insights
to improve their Strategies

Customer Activated Enterprises?

English

Language
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Social Media Maturity Assessment

i .
Today Italian fashion brands record an high maturity level in channel management and processes.
This convenient situation offers to brands the opportunity to have solid grounds to start the digital transformation. This transformation confirms the
will to increase social investments: in fact Italian fashion brands declared to increase up to 20% of digital marketing budget in 2-3 years, respect
the current average of 5%. Fashion brands structure social activities to promote their brands and products. Their future goals show a growing

interest in using social media to augment effectiveness in purchase or after sales relationship with customer.

(values are related to survey results and elaborated with weighted scoring) (values are related to survey results and elaborated with weighted scoring)

Channels

Management Awareness

Sales
Influencers Monitoring

Post Sales

Internal Other

Champions Processes

=®=|ndustry Average

M Todav WA 2-3 vears

*Source : 10 interviews results. Interviews were divided in 2 part: the first one dedicated to understand their acutal and future vision of the social landscape; the second one to measure their
social media maturity benchmarked with the competition analized.
Scale: from 1 to 5 where 1 is the minimum and 5 is the maximum




[]

Social Media Vision [
[

Brands’ future goals are reflected to the internal functions that will obtain more benefits from social in the next years.
In particular Stores and Marketing will be clearly functions more involved in the digital transformation.

Along the social Media path their bigger growths are related to the importance of e-commerce, focusing on buy and drive to store moment, and to
move closer to their advocates.

(values are related to survey results and elaborated with weighted scoring) (values are related to survey results and elaborated with weighted scoring)

Supply Cha:: Advocacy —

i
Legal Buy [T
Production -
Customer Care Consideration
Product & Style
HR
Stores | Awareness
Marketing | —————
0, 1,3 2,5 3,8
0, 1, 2, 3, 4,

M Today ™A 2-3 years M Oggi WA 2-3 years

Desire

*Source : 10 interviews results. Interviews were divided in 2 part: the first one dedicated to understand their acutal and future vision of the social landscape; the second one to measure their
social media maturity benchmarked with the competition analized.
Scale: from 1 to 5 where 1 is the minimum and 5 is the maximum
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Social media relationship with the store experience [x
C

The IBMiX team develops the following social media path to show which are moments of truth or pain points
during the whole customer store experience: social media are one of the channels to leverage on, to enhance

brand & product awareness, customer advocacy and at the same time, in connection with physical store,
augment the customer consideration to buy.
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Augment brand and product * Augment positive sentiment - e produczlz;?:lll‘t;res searand + Affect brand promotion
knowledge through different  Augment client recognition and -

el e el « File clients wishes through eamed media
channels identification in brand values - Show trustable suggestions

*In terms of frequency and effectiveness
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IBM Analysis Model |}
[

During the research we have collected 668.851 unstructured documents through digital channels and shaped them
into a model based on the our structured path to highlight business insights to accelerate the transformation.

AWARENESS DESIRE CONSIDERATION ADVOCACY

Share of Voice .
Topic Distribution Brand Perception Engagement

Sentiment
. . Value Distribution Tot. Fan base
Topic Sentiment

ONPS

*Brands Name:Prada, Gucci, Dolce&Gabbana, Armani, Diesel, Bulgari, Versace, Fendi, Etro, Valentino, Ferragamo, Cavalli, Tod’s, LiuJo,
MaxMara, Zegna, Bottega Veneta, Yamamay, Moncler, Cucinelli
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The social selling ceremony .'x

#1 Nourish their dreams and make them real

#2 Reach your off-beaten path

#3 Being positive is not good enough
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Awareness
Share of Voice .

The share of voice estimates the number of conversations of users. It's a quantitative measure of the volume of
conversations around the divided per digital sources.

7%

Twitter is the most important
channel for Italian fashion
brands, driving the conversation.

29%
® Tweets " Blogs ®Boards ®MNews ®Reviews

1"




PERCEIVED




The average engagement rate
is calculated on each shared
content of brand on different social
channels, owned by the brand,
during the last 7 days (for
YouTube 30 days).

The engagement rate gives
evidence of the connection
intensity with users.

The total fan base is the number
of fans or followers collected on
social channels owned by the
brand.

ENGAGED WITH

FEW

ENGAGED WITH
MANY

[]
Consideration

Average Engagement Rate

¢

-2000000

IN TOUCH WITH FEW
31250

J>

0 8250000

IN TOUCH WITH MANY

13375000
Total number of fan

Size of Bubble indicates the total number of average productivity on social channels

18500000
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Advocacy "x
B

The sentiment highlights the emotion behind users comments related to the brand and measures the tone of the
conversation as positive, negative, neutral or ambivalent.

The ONPS (Online Net Promoter Score) identifies highly positive (promoters) and highly negative (detractors) user
comments and builds a score to measure if the brand will recommended by users

63% 31%

neutral

positive

(Promoters - ) — 2 2%

Total User Comments

4%

negative
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Who is its followers on Twitter?

[]

Advocacy " ‘
9

The Brand has to keep talking about
product but in a more emotional way
to engage in the conversation users.

rWho is the Brand on Twitter?

Brand is recognized as clear and transparent.
The communication misses emotion and feelings, seeming

too institutional and distant from users.
Brand is ambassador of the expression’s freedom and
enjoys the diversity, but is perceived as conservator.

Fans communicate the willing to be different, to know more

about the others but keeping the coherence.
Followers are very emotional, communicating their feelings.

They are hedonistic people and ambassador of the Fashion

market.




A social media story '|x

SKIRT CELEBRITY TV SHOW

008® oy
A

Generate 1 Skirt in special edition
milion blog 25% more expensive:

post in 10 min guaranteed sell out

PRE-ORDER ONLY - LIMITED QUANTI
@ EXCLUSIVE OFFER

R ) (oo ) (O

MODUCT 8 DESIGN.

SOCIAL COMMAND
CENTER

() |
SOCIAL COMMAND CENTER PRODUCT E DESIGN
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| vantaggi del "Cognitive Business”

Deeper human
engagement.

Cognitive
processes
and operations.

Elevated
expertise.

Powered
by Watson

Intelligent
exploration
and discovery.

Cognitive
products and
services.




Investment Advisor

Cliente > Michele Destino Personality Sunburst Chart

Informazioni personali

)
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Riassunto Personalita Prodotti Suggeriti Gestore

Scaltro, diretto e tranquillo. Fantasioso, dispone di immaginazione. & Smoatn g
Non strutturato, non passa molto tempo ad organizzare le attivita gs,,jg;?%;
della vita quotidiana. oy ou,
< L o%,:e/;%;’(r;%)

ey s )%
Riservato, non lascia che gli altri entrino nel suo privato. <« ‘_Ei;g .‘j’o@%‘jfro%j 7
Cerca esperienze che gli diano un senso di prestigio ed esclusivita. 38 s’o%% "

“e S %)

g 9%

Considera il raggiungimento del successo come strumento per poter % 7

sviluppare i propri desideri. Cerca opportunita per migliorare se :
stesso e dimostrare che & una persona capace. it
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Investment Advisor

Cliente > Michele Destino Raccomandazioni Messaggio

o ) sul prodotto raccomandato
Informazioni personali
La miglior scelta: Poiché appare come persona
1898 Post analizzati Select Utilities Portfolio cauta, suggerisco un fondo
obbligazionario mercato Utilities
Cliente da 2 mesi
- zuonr T miD T LONG T
Connections 523 D Nawe 70 DATE 'f"é‘.I'J.?:" e ExPeNse (BETM  maTING  Assers [T
o OSUPX 19.93 8 268 10.9 0.82 031 4 83.75
1 OLTMIFX 0.809 4 1.51 213 3.04 048 033 4 3180 83.72
2 OREIFX 1.085 " 6.9 9.83 7.46 0.84 0.35 4 2660 83.69
3 OCLTTBFX 0.571 8 213 253 0 049 04 3 730 83.65
Riassunto Personalita Gestore 4 OTAUFX 1,637 9 243 14.4 105 0.76 041 4 995 83.59
5 0OSGPX 431 7 -17.2 -25.9 3.67 0.92 044 3 1080 83.53
6 OGBFX 4711 8 135 6.94 8.1 1.02 0.63 3 601 83.45
Le raccomandazioni sui fondi si basano sul profilo di rischio e sui tratti 7 oS 028 3 s14 s 749 08 08 4 w0 @
distintivi della personalita. Gli studi hanno indicato che la preferenza s 0B 20 6 155 108 792 058 067 s 100 8626
di rischio di un individuo & correlata ad alcuni attributi di personalita 10 oprx PR 8 105 73 o o0s 4 0 sais
come Cautela e Stablllté 9 OSDIFX 13612 10 136 12 7.68 077 0.69 4 2680 83.03
1" OSTPX 5.138 1 15.4 8.62 8.37 0.85 0.7 3 416 829
Ad ogni fondo & associato un profilo di rischio e i tratti di personalita 2 oscsx  sws 10 a1 a1 s o o s o e

piu adatti.
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II{":H
(11N
20 | LU ||



Investment Advisor

Mi piacerebbe scegliere il migliore in base ai seguenti criteri:
®massimizza Year To Date, (Omassimizza Short Term (1 Yr), ®massimizza Mid Term (3 Yr), ®massimizza Long Term (10 Yr),

®massimizza Personality match + Aggiungi

¥ Year To Date
0,0 - 30,0

v Short Term (1 Yr)
10,0 - 50,0

¥ Mid Term (3 Yr)
10,0 - 40,0

¥ Long Term (10 Yr)
10,00 - 16,00

¥ Personality match
50,0 - 90,0

Oﬁ

Personality
atch

min: 51,0 -> max: 83,8

Year To Date

min: 2,6 -> max: 28,3

Mid Term (3
Yr)

min: 14,1 -> max: 31,2

1Yr)

min: 14,1 -> max: 40,1

Le opzioni migliori sono quelle
opzioni che non hanno opzioni
concorrenti in tutti i criteri di
decisione.

7 OSUPX

7 OSCSPX
7 OSPPX

I OSATPX

7 OSHCPX
7 OSBPX

7 OSTPX

I OSSACSPX
I OSCPX

Escluse automaticamente

(101/110)




Investment Advisor

Cliente > Michele Destino Momento migliore per Canale di contatto
o ) contattarlo raccomandato
Informazioni personali

Martedi pomeriggio Social media
1898 Post Analizzati
Cliente da 2 mesi
Connections 523

Strategia di

Ingaggio

Michele appare molto cauto, meglio quindi fornirgli
maggior dettagli sui prodotti proposti, cosi da aiutarlo

Riassunto Personalita Prodotti Suggeriti m a capire i benefici attesi.

Impiega tempo a fidarsi, ma una volta acquisita la
fiducia tende a essere fedele: & consigliato investire
tempo per metterlo a proprio agio.

Investment advisor € in grado di raccomandare il miglior

gestore focalizzandosi sulla costruzione di un rapporto a

lungo termine. Utilizzando i caratteri distintivi delle

personal!tg C_er(_:hera nel p(_)rta_fog_llo promotori una Risultera scettico se gli si offre una previsione molto

personalita simile per gestire il cliente. ottimistica, per cui fornire una visione equilibrata dei
risultati attesi e dei rischi
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Investment Advisor

Best Match for Michele Destino

Michele Destino Claudia Ferrara
Curious @0»— Cautious
Easy Going - Organized
Reserved —@» Outgoing
Confident —o® Sensitive
Analytical S Compassionate

Maria Cristina Boé ”';lii
fHsssel]



BUSINESS DECISION MAKING UWill Newer ©3e THE SAME

Our relationship with Twitter enables us to help you better understand the pulse of the planet
and understand market trends to improve business decision-making.
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Join the conversation y in lara_ermacora
m

Blog, YouTube, Twitter and Facebook

ichele_destino




