


Date Range selector

Last 6 months
3.61M FANS A
19,129 fans added this month (up by 0.5%)
6,638 BRAND POSTS
453 posts this month (down by -76.4%;
z
[=] 26.68M REACH (only for &)
: 2,166,108 reach this month (down by -72.4%)
&
Z 310.46M IMPRESSIONS (only for £8 & Twitter) v
P 29,531,221 Impressions this month (down by -70.0%)
o

2,433,264 SESSIONS (for website performance) A
549,792 sessions in this month (up by 11.8%)

27,123 MENTIONS tfor social listening) v
370 mentions in this month (down by -93.8%)

1,662,937 ENCAGEMENTS
29,240 engagements this month (down by -94.0%)

z

e 251 ENGAGEMENTS PER POST (EPP)

< 65 EPP this month (down by -74.6%)

w 872,680 BOUNCES (far website performance) A
202,023 bounces in this month (up by 12.9%)

5 This month’s fan growth is -69% below m-o-m avyg. v

|~

2 1.13M CONSUMPTIONS

o

1"

< o A

40,927 SHARES/RETWEETS

>

g 25,081 USER POSTS (only for £8 & Twitter)

v

Q 716,734 USER POST ENGAGEMENTS foniy for £8 & Twitter)

[=]

< 229,184 RETURNING USERS (for webisire performance)

Total Fans

Distribuion of fans by markets (Click te deil down)

so MR P[4

[]

13 Markets
2,925,166 fans
1,920 brand posts
744,652 engagements

Distribuion of fans by markets (Click to dri down)

B oboto W ot

1,501 brand posts
877,363 engagements

[

12 Markets
454,361 fans

[] [

9 Markets 2 Markets
9,818 fans 326 fans
111 brand posts 11 brand posts
215 engagements 0 engagements

HYG
110K fanx

B image

Brand posts by content type (Click to dekl dewn)
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Engagement distribution
Favorites 1,579,510
Shares/Retweets ¥ 40,927
Comments/Replies 1 42,292
Thumbs Up 197
Thumbs Down 11
o
19.20% 0.12%
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SELL-OUT ANALYSIS

Financial/Calendar Year Select Year MoM/QoQ
Calendar Year 2019 Month
202,761 €8,566,343 €7,704,084 (€90,001)
QUANTITY SOLD RRP (excl. VAT) INVOICED AMOUNT (incl. VAT) RETURNS AMOUNT (incl. VAT)
7,532 1,827 (€1,412,611) | -1348% €517,755 €7,187,250 (€6,300) (€83,701)
EANs ARTICLES DISCOUNTS VAT INVOICED AMOUNT (excl. VAT) RETURNS VAT AMOUNT RETURNS AMOUNT (excl. VAT)
Select Key Financial Measure Excl / Incl VAT
Quantity Excl. VAT
MACRO

Quantity by Organization Quantity by Regions 2017 2018 2019

Lore ) 2262 oL CRTCHN 12262 275,077 416,623  515% 202,761  -51.3%

27Ky | 5,499 02PN 15,499 Quantity trend

3KOR NI 37,896 Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec
4.REG _ 195,000 04.5EA I 157,104
37%

Quantity by Regions

china Wl 2,262 9% 33%  as%

Hong Kong I 5.499 36% 57% 9%
62% 49% 51% 43%
indonesia | I, 77,752 33% 7%

Malaysia NN, /¢, 274
philippines NG 23,627
south Korea | N N 27,596

2015 I
2015
2010 I
2015
2010

2015

201 I 3
2010 I 3

2015 N
2019

2013 [

~ ~ ~ ~ ~ ~ ~ ~ ~ ~ ~ ~
5 5 5 5 5 5 5 5 = 5 5 =]
Thailand I 7.421 & & < & & 5 < < < < < <
DISTRIBUTORS
DISTRIBUTORS COUNTRIES CITIES STORES o P
Count of Stores Quantity Q
oc I oo N 79,322 (39.12%) (<]
4 I - vico I 77,752 (38.36%)
7 Il voonizco | 37,596 (18.69%)
1] esasea 5499 (2.71%) Q
3 0 BsShanghai 2,262 (1.12%) Q
© 2019 Mapbox © OpenStreetMap
Count of Stores by Total Quantity sold Quantity by Store ~ customer_name store_name Trend Sunway Pyramid
Trendz Sunway Pyramid renaz
Sunway | Malaysia
<100 I > 7
100-500 N |5 o °
. '
5,891 Quantity trend
500-1k I > |
QUANTITY
1S N 0 | 15K Jen e Ver ner May | dun | Jul | Aug | Sep | Oct | Nov | Dec
5 - €295]72
RRP (Excl. VAT)
£
Count of Stores by Total Invoicing 10K (€1 6,943) 2
DISCOUNTS | -6.53% - g £
| Z ° 2
<10k 49 5% g £ 2 g e 2 g g 2 £ & <
10k-50k I S 5K €278,292 b 7 & & 5 . 3 - Q ] :
s oo I— i T T NN NN
100k-200k I 13 - £3,669 N ®© 9N @ N @ N ® g N Q9N @ N QN ©Q N ©Q N QN QN ®
= , N2 2522353835335 8353835883858533853835793
oK v S 5 ocgocoocsocsogogcosogsogggoggeggsasgggggsas
>200k N7 RETURNS (Excl. VAT) § § R 8§ I JF U/ JVIIVQUQEIIJIIIIIIQIQR/IR

BUSINESS INTELLIGENCE AT TOTEM

DATA VISUALIZATION
AND DASHBOARDS

Totem works with a range of
brands globally on business
intelligence solutions.

Qur clients range across industries;
from retail/fashion to beauty, from
travel to finance.

Business intelligence and data
visualization projects for our clients
address critical issues including;
sales performance, marketing RO,
and soclal media optimization.

www.talktototem.com

TOTEM


http://www.talktototem.com

BUSINESS INTELLIGENCE AT TOTEM

RETAIL (FASHION, RETAIL (BEAUTY, TRAVEL (HOTELS,
FOOTWEAR) FASHION) HOSPITALITY)

APAC: 70,000 Posts APAC: 80,000 Posts Global: 500,000+ Engagements



BUSINESS INTELLIGENCE AT TOTEM

TOTEM

Food & Drink tel ( Hotel (Exterior) ( ‘S City (Experience)

ORGANIZING POSTS
8Y THEME, TOPIC ...
AND INTEREST
GROUPS.

Guest Experience (No Face) Guest Experience (Face) Employees Festivals (Quotes) Promotions

TOTEM



BUSINESS INTELLIGENCE AT TOTEM

FILTERING BY
CHANNEL ,

FO

RMATS

,LAND PAID VS

ORGANIC.

TOTEM



BUSINESS INTELLIGENCE AT TOTEM

AND BY LOCATION,
GEOGRAPHY, DATE/
TIME.

- - TOTEM



1. Instagram vs Facebook

2. Winning Formulas
3. Quality vs Quantity

4. Paid Social i1s Critical

5. Local as a Frontier for Growth
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INSTAGRAM IS

BEATING FACEBOOK

t



Instagram is winning
over Facebook as the
key channel for most
consumer categories ...
especially for luxury
brands who need to

develop strong
engagement.

Instagram drives brand - consideration, affinity -
which are the key factors when supporting retail,
fashion, beauty, travel categories.




ols

Summing Uup engagement
across all properties/cities,
Instagram accounted for two-
thirds of all engagement.
INnstagram’s engagement
averages are /8.6% higher than
those on Facebook.

511,861 Engagements

f

162,229 (32%)

1,633,775

44,748

105,996

349,632 (68%)

3,749,856

INSTAGRAM IS WINNING
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Themes/Topics that connect with audiences.

@ Brand Identity

> /0%

FINDING THE RIGHT FORMULA WITH SOCIAL

CHANNELS

INSTAGRAM

INnstagram should be focused on top-
of-funnel and keeping feed clear of
bottom -of-funnel content.

TOTEM



CONVERSION

Topics/themes with lead to action

@ Experience

@ Consideration

FINDING THE RIGHT FORMULA WITH SOCIAL

CHANN

FACEBOOK

LS

Facebook is the key channel for
bottom-of-funnel contents.
Promotions should be designed to
share ..and supported with paid
(boosted) ads.

TOTEM



STRATEGIC ALLOCATION OF POSTS

BRAND

(Product)

DENTIFY

Demonstrate quality of
brand & key themes

Show off, demonstrate

details about products
and promotions. and brand assets.

(brand personality)

CONVERT/RETAIN
FUNCTIONAL

IOVNI
HLMOdS

Connect with audiences
based on their interests
with things they love

Support audiences to
achieve goals
(re: hobby/passion)

o19

\ CALORIES

(passions/events).

NSPIRE

AUDIENCES

(Interests)



STRATEGIC ALLOCATION OF POSTS

BRAND

(Product)

DENTIFY

Demonstrate quality of
brand & key themes

Show off, demonstrate
details about products
and promotions. and brand assets.

(brand personality)
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IOVNI
HLMOASD

Connect with audiences
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STRATEGIC ALLOCATION OF POSTS

BRAND

(Product)

DENTIFY

Demonstrate quality of
brand & key themes

Show off, demonstrate
details about products
and promotions. and brand assets.

(brand personality)

CONVERT/RETAIN
FUNCTIONAL

IOVNI
HLMOASD

Connect with audiences
based on their interests

Support audiences to
achieve goals
(re: hobby/passion) with things they love

(passions/events).

NSPIRE

AUDIENCES

(Interests)
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N BRANDS MUST FIND

% WINNING FORMULAS

t






WHAT REALLY MOVES PEOPLE

= INSIGHTS ..A POINT O

CONSISTENTLY ...IN GREAT DEPTH.




WINNING FORMULAS

THIS IS A
WINNING
FORMULA.




WINNING FORMULAS

THIS IS A
WINNING
FORMULA.




WINNING FORMULAS




WINNING FORMULAS




WHAT DOES A WINNING
FORMULA IN YOUR
CATEGORY LOOK LIKE?

rning. can only measure what is already present.
Whereas, what will truly WIN is a unique formula.



WINNING FORMULAS

HOTELS
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WINNING FORMULAS

BEAUTY




WINNING FORMULAS

FASHION




MOST BRANDS SIMPLY
HAVE TOO MANY
COMPETING CONTENT
THEMES/TOPICS.

Most brands use all-too-logical planning tactics to manage social media presence.
They look at what competitors are doing and put in place the same/similar
contents and schedule them in the same/similar ways.



WINNING FORMULAS

TOO MANY
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GROUP SOCIAL POSTS INTO CLUSTERS,
SCHEDULE IN THEMATIC BURSTS.

Clustering posts (of a similar theme/style/topic) and posting in quick succession, can vield a two-fold
increase in fan growth/retention. Audiences who are initially attracted to a brand account (based on a
topic) are more likely to follow if they see groups of similar posts already present on the account.

Totem Media ARPAC Social Study 2018, (x. SO.000 social posts)



WINNING FORMULAS







WINNING FORMULAS

nike ¢ (BIZ -

758 posts 94.6m followers 54 following

@NIKE

nike

If you have a body, you are an athlete. #justdoit
nike.com

Followed by canadiandolphinswimciub and stinky_poopy

Wake Up ... Allie Tiger Mal Alex Andressa Caroline

gl POSTS IGTV TAGGED




WINNING FORMULAS

nike ¢ (BIZ -

758 posts 94.6m followers 54 following

@NIKE

nike

If you have a body, you are an athlete. #justdoit
nike.com

Followed by canadiandolphinswimciub and stinky_poopy

Wake Up ... Allie Tiger Mal Alex Andressa Caroline

gl POSTS IGTV TAGGED




ﬁ ﬁ QUALITY VS QUANTITY o
3 % - BOTH CAN WORK
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QUALITY VS QUANTITY

RELATIONSHIP BETWEEN VOLUME OF POSTS AND ENGAGEMENTS GENERATED

Paid/Organic content

(All) v
500 . LANEIGE
1 8 8 O O ESTi:;’ELAUDER
_ 400 J ]
[a W
(a
=
i
8. JHISEIDO
g
@ 300 Avg.=283 Avg.=283
@
=
Q
(@)}
T
()]
i 200 |
g» CLINIQUE
< ’
3,960 |: |ﬁ 21,960
’ A )
0

|Avg.= 91
0 10 20 30 40 50 60 70 80 90 100 110 120 130

Count of Posts

The most effective content is the one that generates the highest average number of engagements per post.

Quality should come first, but
volume can be a useful strategy on
social. Average engagement X
volume yields larger total
engagement.



HIGH QUALITY VIDEOS OUTPERFORM ALL OTHER
FORMATS ON SOCIAL.

>

Video - it done correctly - is (by far) the highest performing format, outperforming text and images by
as much as 20x. This insight holds true across all social channels; Facebook, Instagram, Weibo, WeChat...

Totem Media APAC Social Study 2018, (x. SO.000 social posts)



QUALITY VS QUANTITY




BEST QUALITY IMAGES OUTPERFORM AVERAGE
QUALITY VIDEOS.

Quality drives engagement more than any other factor. While video is a powerful format,
content quality is more important than format.

This is particularly true on Instagram globally and with WeChat in China.

fotem Media ARPAC Social Study 20I18. (x. 80,000 social posts)



AND, TEXT DONE WELL
CAN STILL YIELD GREAT
RESULTS. PICK A FORMAT
YOU CAN DO WELL.



@HUMANSOFNY

@ Liked by ryanfilbert and
385,944 others

SEPTEMBER 24

9 humansofny & « Follow

humansofny & “My best friend
moved to New York a few days ago to
study for her PhD. She was like
seventy percent of my social life.
We've known each other since we
were seventeen. We went to debating
competitions together. We became
feminists together. We helped each
other’s thinking along. We used to
walk for hours, talking about things
we didn’t even have names for yet.
We were too young to be limited by
other people’s definitions. We hadn't
learned enough yet. So there was a
lot of: ‘Do you ever feel this way?’,
and ‘Am | crazy, or is this happening?’
We were just figuring it all out. We
also learned to talk about our feelings
—but in a logical way. Once you have

QUALITY COUNTS

tools to break down emotions into little bits and pieces, you realize: ‘Oh,

i< B e e e e e e “==-" that's why I'm doing this. That's why |
NN % @ Q 1 can't cry in front of people. That's
‘ J why | always feel the need to prove

myself. So we really grew up
together. We took our first baby steps
into being more aware of the world—

and how it limits our thinking. But
honestly, we spent most of our time

Add a comment...

just hysterically laughing. We both
have this absurd, inappropriate sense
of humor. And we'd just build on each
other for hours. I'm just really lucky to
have such a close friend. | know it's a
rare thing. And we're already plotting
our reunion. If | work at my job for
another two or three years, I'll qualify
for a transfer—and they have offices
in New York.” (Amsterdam, The
Netherlands)
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4) [PAID SOCIAL IS NOW °
ESSENTIAL

%







GROWTH
CONTENT

Launch new content

Apply ad budget

Add to new channels

QUALITY VS QUANTITY



PAID SOCIAL CAN HELP INCREASE
ORGANIC REACH

Social managers typically monitor organic performance first and then boost top performing
oosts. While this is a valuable approach, we also found the opposite works well too.

Brands that used paid social first - and then followed up with un-paid posts, were able to
iINCrease organic reach by 50% ..when posts were coupled closely together.

fotem Media ARPAC Social Study 2018, (x. 8O.000 social posts)



QUALITY VS QUANTITY

PAID
CONTENT

/

Launch new content w/ Follow-up Content
Budget (Posts)
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LOCALIZED CONTENT MAKES A DIFFERENCE
WITH AUDIENCES.

70

Adding local relevance to social content and product images increases engagement and reach. Where a post
was specifically designed for a country/locale, there was an average increase in social performance of 8%. In
cases where local production quality matched global, the increases were much greater.

Totem Media APAC Social Study 2018, (x. SO.000 social posts)



BUT MOST BRANDS DO
NOT CREATE ENOUGH
QUALITY, LOCAL
CONTENT.

And brands that do create/post local content are often using sub-par quality for local
markets. So, while poor-to-average local contents see a modest (8%) increase in
performance, the best quality local contents see increases of 20-30%+.



LOCAL, REALTIME CONTENT

1M
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LOCAL, REALTIME CONTENT

BRAND
CONTENT

Local Event, Follow-up Content
Festival, Trend (Posts)



TOTEM

Chris Baker, Managing Director
Emall; chris@totemmedia.co
www.talktototem.com
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