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Women's Apparel

) §

Coats & Jackets
Blazers
Suits & Ensembles
Dresses & Skirts
Shirts & Blouses
T-Shirts
Trousers
Jerseys, Sweatshirts &
Pullovers Sports & Swimwear
Night & Underwear
Socks
Tights & Leggings
Clothing Accessories & Other
Clothes

Men's Apparel

L

Coats & Jackets
Blazers
Suits
Shirts
T-Shirts
Trousers
Jerseys, Sweatshirts & Pullovers
Sports & Swimwear
Night & Underwear
Socks
Clothing Accessories & Other
Clothes

Children's Apparel

W

Coats & Jackets

Blazers
Suits & Ensembles
Dresses & Skirts
Shirts & Blouses
T-Shirts
Trousers
Jerseys, Sweatshirts &

Pullovers Sports & Swimwear
Night & Underwear
Socks
Tights & Leggings
Clothing Accessories & Other
Clothes Baby Clothes
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United Siates
China

United Kingdom
Japan

Ingia
Garmany

tah

France

South Korea
Russian
Canada

Brazil

Spain
Alstralia

Netherlands
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mBlazers (women) m Clothing Accessones & Other Clahes {women)
mCoak & Jackets [women) mDresses & Skirts [ womean)

mJerseys, Swedshins & Pulove s (women) MNight & Underwear (women)

mShirs & Blousas (fwomen) m Socks (woman)

m3pons & Swimwea (women) mSuts & Ensambles (women)

mTights & Leggings (women) s Trousers (women )

T-Shirts (womean)
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m Blazers (men)

m Clothing Accessories & Other Clothes (men)
m Coats & Jackets (men)

m Jerseys, Sweatshirts & Pullovers {men)

m Night & Underwear (men)

m Shirts (men)
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m Blazers (children)
m Coals & Jackets (childmen)
m Jerseys, Sweatshirts & Pullovers (children)
m Shirts & Blouses (children)
Sports & Swimwear (children)
m Tights & Legqgings (children)
m T-Shirts (children)

m Baby Clothes

m Clothing Accessories & Other Clothes (children)
m Dresses & Skirts (children)

m Night & Underwear (children)

m Socks (children)

m Suits & Ensembles (children)

m Trousers (children)
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I T 18 sweatshirts for women
"HIREES” 614 jeans for women
‘dresses” a14 oversized hoodie
"SUNgBsses” A1 WOMEeNs Jumpers
"summer dresses' 402 hoodies for women
ing=riz 200 FEESEEST-D‘?F"‘ET‘:

i mens jeans

SUILS 300 2ans

JUMpGUIT 500 mens swestshirts

maxi dresses' 00 sweatshirt
"midi dresses” 300 roode
bikini 270 tshirt

"mens tracksuit' 270 skirt

Source : Google Trends
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Retail Ecommerce Sales in the US, 2019-2025
trillions, % change, and % of total retail sales

$1.648

2019 2020 2021 2022 2023 2024 2025

B Retail ecommerce sales
@ % change @ % of total retail sales

Nole: 2019-2025 CAGR=18.4%, includes producls or services ordered using the
internel, regardless of the method of payment or fulfiliment; excludes travel and
evenl tickels, paymenls such as bill pay, laxes, or money transfers, food services
and drinking place sales, gambling, and other vice goods sales

source: eMarkeler, May 2021
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Women's sweaters, shirts, tops, vests 11359

Women's pants and shorts

i
LI
L

Waornen's accessones

(R3]
o
x

women's aresses 48.31
Women's undergarments 3g82
Women's coats and jackets 3552
Wornen's sleepwear 2375
wWomen's hosiery 1847
Women's swinmwear 13.86
Women's skirts 6.22
Women's uniforms 368
Women's Suits 274
Women's sportcoats, tailored jackets 253

Women's costumes
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shoes

running shoes
office shoes
shoes for women
slippers
shoes for men
womens sliopers

mens sliopers
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girls school shoes

L

boys school shoes
golf shoes

neeas

gold heels

black heds

olack shoes
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20 30 = 50 60
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£0.5
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£0.5
27
271
18.1
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MEIRFE  EEXNIR=AVHENME  BREMA, EHTSEFRELNEAR , Hi&XE~REFREE
RZPAIEE AR,

ns  FE—RNRENEREEFBRERNTE  ERANE. 8. WRIEE. FE—NEE
EEEEIMAII 28 EE: , XESFREIRIEERMERR L, EEEAN , I EBErIRFESRmE T
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AOURIEEHTHREER T , BT & UL | EEafrs FEARESE 5.
HERE EIRER s ER A S tFREZE 1

IRETIBAIESEERE ( £5K) EEIEESEAE (=5 )

100%

)

i

' e What products are UK adults most likely to buy digitally
than in a physical store?
| Clohes

Electrical goods 200
Gl
500
Toys
2 5% _
5% Homeware 129,
2007 X018 2019 A020 20021 2022 2023 2024 2025 o
aOnline: Ol 2007 2018 2019 2020 2021 2022 2023 2024 2025

m Online m Offline

Source:Statst SHOPLINE
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smartphone l TV & Hifi household detergents & food & alcoholic drinks bags & furniture &
!_ B S S e ap pliances cleaning products  non-alcoholic accessories household
drinks gﬂgdg,

Source: Slalista S H @ P LI N E



KiEmhFER | iTERFAZE

Reasons US Social Media Users Have Not Made a
Purchase on a Social Media Platform, June 2021
% of respondents

2021 FE—FAEE N F BT RRAE R _Fau@ig MR
Prefer not to give social media platforms my payment information = ﬁiﬁi&?ﬁ- ng“

- AR B TIRSEIAS & 7 ZHMRE |, BEEENERST

Don't know whether products shown, advertised, or promoted on social

it patiorns s emas o TSI (44%). FEITARMHER (43%) LIRFHETE

e = a 0
r'r;fﬂur ﬂ::; ;::l :I:II “i::;]nd media companies more of my personal information r'_.ﬁEg F:I:I EIEE =y E { 3 3 ;"E' ) .

3%

e o HEES SRS HIRRAXEUR TS R ke MERIRIEE | &

Prefer to engage with non-shopping-related content on social media ;E TR]7 £
platforms (e.g., posts from friends or other accounts | follow) HH! EE Ejhﬁz{_‘_ ﬁ

e Facebook #NARIESEHAIEIFS |, (BRBLY 45% B9ERFTR

Was not aware that this Is a capabllity on some soclal platforms

= {1 BRERZE S,

It takes too many steps to complete a purchase
e R R LIAFIRAIRSEHR | MR R REERAFHE)
5% HEEETARNMETR,

Source: Insider Intelhgence, “LIS Digital Trust Survey, " Q2 2021
2rma2o2 Inside ripteligence.com

Source: eMarheter SHOPLINE

FPrefer to interact directly with the retailer or merchant

by
‘
ol
—

Other




T3 MEITFIS

BRAHTZS) | BRSEEIH A FE YR , BXERIRE | ZmEEER
EEELREGS=RHERA.

ERNEREN &  BellEBREEEEWEL, Z HAF AR ZHNz CNETAE—EToiime. A2RE. ExSEaiiEs
x38. Z B\ FARSESR. BoilEsaR A EEFSENHER.

Factors that Influence US Internet Users to e . ) St R AR SR g e

Purchase a Product Through Social Media Ads, 2021 £ 6 B , —¥AE=EE Z HXBEEREMARA ST MNEEERA RIS EZERFRR.

July 2021

% of respondents

leniiadel US Internet Users Who Agree Social Media
Networks Are Important Information Sources for

Shopping Decisions, by Generation, June 2021
% of respondents in each group

Gen Z (1998-2006) 50%

Customer testimonial

Millennials (1980-1997)

28%

Believe in the brand's values and mission Gen X (1965-1979) 29%
23%

Influencer promotion/validation 12% Baby boomers (1946-1964)

18%

Total 25%

Sm{r-:'e.' Smartlyio, “The Social Advertiser’s Guide 2027; How Consumers Will Shop This
R Note: oges 15+; among those who answered "strongly agree " or "somewhat agree”
ek T —— Source: GfK, "FutureBuy 2021: US Market Findings Highlights," July 13, 2021

268080 eMarketer | Insiderintelligence
Source: eMarketer § ﬁ énp Ll N E




RREZMEY) , BRRANME

US Social Buyers, by Age, 2021
% of social network users in each group

1417 41.5%

18-24

25-34 48.7%

35-44 44.3%

45-54 39.2%

55-64 37.5%

65+

Total 44.0%

MNote: ages 14+, social network users who have made at least one purchase via any social
channel (such as Facebook, Instagram, Pinterest, Line, WeChat, VK, and others), including
links and transactions on the platform itself, during the calendar year; includes online, mobile,
ond toblet purchases

Source: eMarketer, May 2021

266467 eMarketer | Insiderlntelligence cam

Source: eMarketer
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ERECH , Z HAEERESAFTIIFEEWFWERNESH , B8
EREHUA— R 7 IXEATAEN LT, i1R2RELARTE S
TELEIY,

Z BRI TEER | 1AL, WEFRE. Bilts
(REAREABATANRESN. SHFEEHSIF R HaIERZ=AY
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B8 Wunderman Thompson siffy—IniAs: | 5. FEFI=RE
88% RIS EE A A0 Rt Nz AL At ERY RV SEEE,
86% HIEEEIEAATEVMZERFERASIETH SIS EAEIER,

RIEEEIRISEE | 2 BioSIREWRIPRIZE 2K Z HItFEARX
LETARER | BEEEBEEEAHER VA RIL 2 /L.

Z HRNEIELUFETERENEENRENRE—XSEEIEN
SRR RE.

Importance of Sustainability When US Internet
Users Shop for Beauty, Clothes, and Travel
Experiences, by Generation, March 2021

% of respondents in each group

Leading Personal Concerns of Gen Z* Adults
Worldwide, Feb 2021

% of respondents

Clhimalte change/protecting the envirocmnmeni

§
g|

GenZ 1.4%.28% .
Healthcare/disease prevention
L
Millennials 0.8% | Crime/personal safety
- I -
Education, skills, and training
i I '+
Gen X 48% )
i : Sexual harassment
b L0
L i s tion with busi liti
EHb}F - 4.2% 1 53?. arruption siness or politics -
I 34,656 T4% Diversity/equality of opportunity/discrimination based on personal

B Very important M Unimportant

52
I%

14%
M Important M Very unimportant Income inequality/distribution of wealth
| Neither important nor unimportant Don't know [ I3
Econamic growth
MNote: numbers may not add up to 100% due to rounding _ 119,

source: Compased and MaCher, "Sustalinability & Consumerism: U5, Consumer Behaviors
ond Preferences,” May 6, 2021

266512 eMarkater | Insiderintelligence.com

Source:eMarketer

Mol respomdenis were osked (o pick their top 3 "o 19962003
Lowwrcer Deloitte, “The Deloitte Global 2027 Mileanio!l and Gen £ Survey: A call for
aoourdbily ond oction,” June 15, 2027
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Al EEEREZEE (D20) REEEEMAFLESR,
¥=FR4&E D2C 52h# Warby Parker #1 Allbirds L BT A B0

EAVEFIE ARG TIERAE,

hEEthfi JFNEL D D2C MBI REEYT ', K&

T SFOFTRAOL

NEFEIEK | BT EBHEERAEFERERLR.
oMbt "ToHA" | TRESHEE—RANEERS |

BB S FESISAESRA LTI AR |
S EKIEEEEEINEEME.

XA

E—REATAR/RIBNEIRES] 2025 FAEREERIETTH
100% EI[E, EIEEEMaATHIRAESE | BN Gigaton

MB—ERD , BN R AR HERL.

Source: eMarketer

Factors that Have Influenced Where Adults in the
US and Europe Buy Fashion and Clothing, Sep 2020

% of respondents

ustainability/environmental impact
Working conditions

Diversity and inclusivity (e.g., brand/retailer personnel; choice of models and
influencers)

QO

"Slacktivism" (superficial activism but not "walking the walk' /practicing
what they preach)

Note: ages 18+
Source. Trustpilot and London Research, "Why Ethical Fashion Brands Are Future-Froof"
conducted by Toluna, Nov 1, 2020

264693 eMerketer | Insiderintelligence.com
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I EEREREREITERES.
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A+92% A+24% A+1167% v-16% A+100%

Ombré/tie-dye Florals Placement graphics Painted/painterly Buttery

{EFrOH{E RS nE |, KTl HENESEMRERE , MWS/S21 8

f?ﬁimﬁmg&ﬁ%ﬁﬁ 7 30% IR . 2% HEHOS S/S 22 3 19%. e S S At ] RERE 1% Hidt:

EEE, EIRL Oz b e oy e #noughties nostalgia ( EHECFIE ) FEATEDREL | iEEhEN #SEREE EF—F | BEECt
T Ea | ERTIAAIS MmN SN |, RB#pop punk B #visualvoids RHEEETEN EEOATE TN | (SESENEE
B, FTEAFFHRI. EERI TRk, SRR SRR HSNERE.

Source: WGSN §/S 22 TET ST SH @PL'NE
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DTCE# w7 Direct To Customer , it ”Eiiﬁtﬁ] BB R EAISHRE,
T EFEEMAHEE PIE R, HER.
mDTCREEHR— ATt , &£/, 8 ,

HEMERAITEISEEbPEERIE,

fﬁ Ejl:l ohe |, Toms

IEDXFDTCANEEEAANAT LAggRFEIAT |, EiR—FF
18 , IFREEHTE BB LABIEAYNB LR+ EEE

AR5 EERY™ M.

Source: eMarketer

TEHFPERT ,

[REEL

20225 ED2CEFRFSHEIIARI1512{Z5%5T | FEUiEK16.9%,
87X D2C RWERF—FH NS FTERLENR] 2.5% , BXEmEBE S

RYEZEE RIGHEEFFRRINANE & TEITIL,

Direct-to-Consumer (D2C) Ecommerce Sales
Us, 2019-2023

$17498

$151.20

$129.31

2019 2020 2021 2022 2023

@ billions @ % change

Source: eMarketer, February 2021
eMarketer | Insiderintelligence.com
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DTCH1%1 EHSHRFPMEE

BEMpEDARRESZ FEMSHEFE | BCRRZNERETE TWTRIE , 218
EESZE. AP RIS ESRERETnEE | S EMAEERS FFIZ L.
mDTCREEABEBRMATCEI™Y) , ERNHREERE. A . BE2EEEINHEEREZ AT
TR MBI SIHRE T =R,

Chubbies FEHNBAEMBHEAFEIERT 2011 FEIDEISHEHERE |, F2RERTEIAAI DTC m
MRRYffzE | WA 4000 B3,

Chubbies BlfiE , FENITIELE. BES [ARIERRNRE]  BERESHTHET 7

B=ENE [REe] BERINIEREER.

FEREIENEL |, Chubbies EERJLURAIPALLASIR | XMEXSHFETEN , (BIXFEBIREHE

RO ME | FEEERIRSRTT S EEE—%.

ATIRFTEREENE SRR ESERE—2iRE, flnsE—=8
[Thighber Monday| &z . £ 12 /NIIHA |, (HEESAWDERSWENTTERFLD.

F5 , Chubbies REAFREEIHREXE  BERHSHHZMEFEERAFERRER. &
2 , Chubbies RUHERFIAI , fEAMNRIBEESSE | BiE Facebook FHE 170 28
A2z,

Source : G SHOPLINE
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#1387 E R IR REFR I

EESh , DTCREER T 2EMuE EEEEU Rt XEHETREHRTITIe. I
HWRTREEESR9KOLSN , IF£iEIITikTok, Youtube, Facebook&itazig
EHTESURREREIRYE | SBHUETRENIRBATAR |, (EHEREAA,
FAPRNAF NN ZMEHRKOLEHR, BEXUTERs , FE  FRATERRDTORZ USRS REFRIRSD A FTEUE (2022528168 |
BETHEHRZFE LRRTRERANTE,

Ftt A2 T IR tp N 7 DTCRIE 5B EE BolEERE.
TikTok&#rfYhashtag#tiktokmademebuyit BRIE &3 7 6 1{ZX5E R 44.26%
thashtag = BAIT 3 IR AP G RFHEL, i

. 19.76%

38% 0.87% 12%
#ESimilar web  “2022FHH<BERAIDTCSRNE" HREFR | 1B plid C. - 7 1

; " oy E
shopcider.com BURERELIE T 6,068%. i oy & - :,,,_: :

0 Cider RYRUAERZmTHLASME.,
2021 5 |, Zamh#E 16% (3 ) NKRHEmMERELZRE , T8 4% AT
AV EE,
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Top 10 US Retail Categories, by Share of Social
Actions*, July 1-31, 2021
% of total

3. Sporting goods & equipment
10.3%

&, Restaurants & bars

- L4%

5. Toys & games

2

6. Home & garden

B

7. Furniture, appliances, & equipment
Bz

8. Art & collectibles

.2.1%

9. Music, movies, & videos

.2.1%

10. Online retail

B 3%

MNote: includes Facebook, Instagram, and Twitter, *octions include all content and post-level
reactions, comments, shores, retweets, ikes, and disitkes
Source! Shareablea, Aug 79, 2021

DEFERLT eMarketer | Insiderinteligence.com

Source: eMarketer

FEEFEEFP |, REFNEINMEAASRIR ERETSEK , 5202157 B
Facebook. Instagram #1 Twitter EFFEILFFIRIANZRE ( IFIEHISZE )
AR AT 53.3%, BEREFRIMABSARMNIESEHFRE " | o3lHXE4T
477989 11.5% #1 10.3%.,

ZEHCHITFE—RRNAESEAR |, #GR A IR R RIREE.

US Internet Users Who Agree Social Media
Networks Are Important Information Sources for
Shopping Decisions, by Generation, June 2021

% of respondents in each group

T
Millennials (1980-1997)

T R -~

B 129 Baby boomers (1946-1964)
T -

Note: ages 15+; among those who answerad “strongly agree” or "somewhat agree”
Source: GIK, "FutureBuy 2021: US Market Findings Highlights,” July 13, 2021

268080 aMarketer | Insiderintelligence com
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WEHH‘[E . *iﬁgl A".E".'iﬁ' 2020 £ , 36.0% MIXEEHARMER TikTok HITRILEH , o LEIEK 33%,
i e — H—EFIE 2021 FELFE 42.0% , FS4kE FA BN 2025 EFRNMLESR , BH

TikTok 4448/ 5 Facebook ERINEEHEERAENE.
BrIgVHAZEHETHEG , 3F Instagram il Facebook ERFIH NN EEARPEN T

i 75% NEEEHARES TS BKOLLLASHHRT TikTok,

mesaoh L 2021 SR 5 NS AL FoitEl 2022 &£, BEEESE AREIER TikTok , MAE YouTube, Twitter 5 Snapchat,
SRS HIERBEMBIIA TikTok EHE%E , EEATKTokIINERESWE , FILLS
Instagram § Facebook FHMF S ERENEES  LOFSEHNUE,

US Marketers Who Use Influencer Marketing,

2020-2025

% of total marketers Social Platforms Used by US Marketers for
Influencer Marketing, 2020-2025

% of total marketers

B6.0%

B&6.7%

23.6% 25 4% 25.0%: 25.5%

2020 2021 2022 2023 2024 2025 2020 2021 2022 2023 2024 2025
B Instagram [ Facebook M YouTube WM TikTok [ Twitter Snapchat

Note: companies with 100+ employees; includes both pakd and unpaid (Le. compensalion in

the form of free product or trips) brand-influencer partnerships .;'.I'-:r!'u:mmpa-mins with 104+ employees: includes both paid ang wnpaid (e, compansalion in
Saurce: eMarketer, Deac 2021 the form of free product o frips) Brand-inffuencer partnershios

Source: elarketer, Dec 2027
272339 sMarkater | Insiderintailigence com S

FTET40 aMarkeotor | Insslorindetigonce com

Source: eMarketer SHQPLINE
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RERMESHEER U ISREAR. flf0Casper, Allbirds iIXHERIFNEADICAREE , SlIRNRMEEE
BEEEEES.

LAAllbirds 79f5] , BFPJil S ERASERERINES | (isEHmE R EEEH
Amhé , FATE— T BRANBEMImMEES | ARSI EERsW BB IFER
B. MR, ESGHFEANTEmEREE , BT "8F" MSFETESAllbirdsBfFn]iFas
REESFIN |, EBEHS | SRR E T LALESERIAF.

2019448 |, Allbirdsplif ¥ —ZxEiE , RERE iR, Allbirds 1tH , MWFFRIREM
MR ERSREIETREREEET L | 2HTINE— | —ERNE™4% 10 T=aYs
HEp, EHEIHEIX 10 FRRYER , Allbirds 84— |, Fia 10 =51 , REHSRI250
BREEETHERPAES LA,

E70RED] , —ARANiEEE RENE 7 AllbirdsBIXFESENIT | BIFTIRESIESHINE | SMRES
Wk "MREL" BURER.

Source : fiEETE

DTC 5143

A
ERKNENUEH

[FRT , AllbirdsEYsB—FmF 55 , BEMIINVEEFT | =F278
B, EFEFHN T 308, Allbirds O R—BEER | RESRM
IAX , (BEF AR KRIGEX.

EBRE , RMDE , fIEREXRELRE | fl Adidas XEAFAE
Allbirds T2 BfFRIE , IREFIERE , IXHEERE Allbirds 3T=REMmAE
HUEIERENERE , —BIRBNTHRIE . Allbirds BERATHE , IXHMRIL
THEREXAEERE,
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FERAERE%ED , BauBax M 29 HEZIFEPHRT 560 HFET , A Kickstarter % H
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BLANKET POCHET

: I
H'\.

Y, CHARGER POCKET
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ARE, $PREOLS. iPad O% , (RElO4%, RES. £, HHMERELIX 25 N IHEE,
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