TUCK SCHOOL OF BUSINESS AT DAR
o] GLasSMEYER/M \

CENTER FOR
DiGrraL Strat

Social Shopping:
How technology is reshaping the consumer experience in
apparel retailing

This report was written by MBA Research Fellows Aaron Cohn and Juliane Park under the direction of Professor M.
Eric Johnson of the Tuck School of Business at Dartmouth. It was written as a basis for discussion and not to
illustrate effective or ineffective management practices. Version: June 11, 2007.

© 2007 Trustees of Dartmouth College. All rights reserved. For permission to reprint, contact the Center for Digital
Strategies at 603-646-0899.



INTRODUCTION

Over the past few years, social networking web sites, such as MySpace, Facebook, LinkedIn, and
Friendster, have begun to generate more web traffic than the traditional web portals. For
example, according to one research group, in November 2006, MySpace scored more page views
than Yahoo! for the first time.! MySpace averaged 31.5 billion unique page views per month in
20062and views increased by 79% in the month of March 2007, as compared with the previous
year.

Despite this torrid rate of growth, MySpace has thus far failed to translate its popularity into
dollars, generating only $90 million in ad sales, the company’s primary revenue driver, in 2006.
MySpace is just one player in the online social networking marketplace and online ad sales may
be just the first and simplest strategy for monetizing web traffic to these social networking sites.
In fact, in the near future, social networking sites like MySpace may prove to be just one
category in a larger universe of online social interaction applications.

In this paper, we explore several emergent social interaction applications that are beginning to
shape the customer experience in the retail apparel industry. While some of these applications
tie in with existing social networking sites and/or duplicate some of the functionality of these
sites, they are distinct in their ability to join virtual worlds with the real world in real-time and to
directly drive consumer purchase. In the press, these applications are often discussed under the
rubric of “social shopping” or “social retailing.” The latter term was recently trademarked by
digital consulting firm IconNicholson, New York, whose technological innovations in the space
are discussed in detail below.

Whatever the terminology used to describe the phenomenon, these applications have the
potential to solve one of the major problems facing online retailers. As stated by Gordon Gould,
CEO of ThisNext.com, a social shopping web site, “online shopping is more accurately
described as purchasing, because it’s so directed and goal-specific.”® Consumers typically visit
online retailers for the express purpose of making a specific purchase, rather than to engage in
the social shopping activities that typically lead to purchase in physical stores. Social shopping
applications have the potential to re-create the real world shopping experience online, harnessing
the inherently social aspects of bricks-and-mortar shopping excursions to generate demand for
products in real time and drive more typical mall purchasing behavior.

This paper looks at four distinct types of social shopping application in the apparel retail market.
The first type, examples of which are often referred to as “virtual worlds,” allows members to
interact and shop within online re-creations of real physical spaces, such as streets and shopping
malls. The second allows consumers to try on apparel merchandise and share the look with
others without putting the clothes on their bodies or, in some cases, even stepping foot inside a
store. The third type of application includes web communities that facilitate ratings and advice

L “MySpace Gets More Hits Than Yahoo In November.” FinancialWire. 13 Dec 2006.

2 Grover, R. “Cold Cash from a Hot Site: Can MySpace pull in revenue fast enough for Rupert?” Business Week. 9
Apr 2007.

® Tedeschi, B. “Like Shopping? Social Networking? Try Social Shopping.” The New York Times. 11 Sep 2006.



on apparel-related topics, thereby generating sales. Finally, we investigate weblogs that directly
enable or influence apparel purchase.

VIRTUAL WORLDS

Virtual worlds are web sites or online communities that attempt to recreate real-world physical
settings to facilitate enhanced online interactions between individuals. These communities range
from relatively simple extensions of traditional social networking sites to significantly more
complex, three-dimensional virtual environments in which people interact through self-designed,
animated characters or alter egos. Just as these sites vary in their level of technical sophistication,
they also represent a wide array of potential retail applications.

One example of a virtual world that lies on the less sophisticated end of the spectrum is Yub.com,
which is owned by web e-tailer Buy.com and describes itself as “an online mall where people
meet, hang, and get up to 25.00% back for shopping.” The main revenue-generating feature of
the site is a three-story virtual mall designed much like a typical, U.S. suburban shopping mall.
The map of the mall is highlighted with a red outline in Exhibit 1. As of May 13, 2007, the
Yub.com mall offered 6,066,096 products from such well-known retailers as Macy’s, CompUSA,
The Apple Store, PetSmart, Foot Locker, Sephora, Gap, and Saks.*

Clicking on the mall map brings the user — known as a “Yubber” — to an expanded view of Level
1 of the mall, as shown in Exhibit 2. As the Yubber moves his or her mouse over the floor
layout, ads for individual stores on that level of the mall are displayed in the upper right-hand
corner. Yubbers also have the option of exploring the mall in three dimensions, which is beta
functionality that site designers likely added in order to compete with the more sophisticated,
three-dimensional worlds described later in this section. The three-dimensional view of the front
door to the Gap store is shown in Exhibit 3. Regardless of whether the Yubber chooses to use
the two-dimensional or three-dimensional view, clicking on the Gap store takes the user to the
Gap page shown in Exhibit 4.

One key aspect of Yub.com’s value proposition is that Yubbers earn points and monetary
rewards for making purchases from retailers featured on Yub.com. Whenever a Yubber makes a
purchase by clicking through Yub.com to a retailer’s own web site, the Yubber is credited a
specified percentage of his or her purchase in the form of Yub Points. The percentage credited to
the consumer varies by retailer, as shown in Exhibits 1 and 2 beside the retailer names. For
every 1,000 Yub Points that a member earns, Yub credits $10 in real money to the user’s PayPal
account. Meanwhile, Yub.com earns commissions from retailers on any purchases originating
from the site.

This site has a number of features that make it an interesting online social interaction application.
Exhibit 5 shows the actual homepage for a Yubber named “Zara” and serves as an illustration of
the various social shopping capabilities available to site members. These features fall into two
categories: typical social networking functions and purchase drivers. The former category
includes personal profiles, picture uploading capabilities, interest and school affiliations, links to
friends’ Yub.com profiles, the ability to post comments to friends’ homepages, and a section for
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publishing “columns,” which essentially constitute a weblog. These functions are quite similar,
if not identical, to the capabilities available on mainstream social networking sites such as
MySpace and Facebook.

The more interesting functions of Yub.com that make it a true social shopping application are the
social features that drive purchase, two of which are shown on Zara’s homepage. First, users
have the ability to add “raves” to their personal profiles. Raves signal membership in affinity
groups for individual products. Six of Zara’s 68 raves are outlined in red on the left side of
Exhibit 5. Raves may include any type of product, from restaurants, musicians, and movies, to
fashion brands, beverages, and political candidates. Clicking on a rave brings the user to a page
dedicated to the product. For example, the rave page for Starbucks is shown in Exhibit 6. Here,
members may post product reviews, chat about the product, connect with other Yubbers who
enjoy the product, and see what other products these Yubbers enjoy.

The second social interaction feature that drives purchase is outlined in red in the upper right
corner of Exhibit 5. As they shop the Yub.com mall, members may add items from individual
retailers to their “collections” of “stuff,” along with their own product reviews. Other users can
access these product collections and reviews, and can click through to retailers’ web sites to shop
for particular items. The most novel aspect of this functionality is that for every purchase made
based on a Yubber’s recommendation, both the purchaser and the recommender receive 1% of
their purchase back in Yub Points, which, as noted above, may be converted into cash.

We have discussed Yub.com in the context of “virtual worlds” rather than in the Ratings/Advice
section below primarily because of the shopping mall simulation functionality described above.
However, in terms of technical sophistication, Yub.com is more of a hybrid between these two
types of social shopping application. Second Life, on the other hand, is a pure example of the
social shopping phenomenon in a virtual world context.

Second Life is “a 3-D virtual world entirely built and owned by its residents.” In order to join
this world, a new user must download a piece of software, register with the site, and create an
“avatar,” or online persona. All of these steps are free. Next, the software application is
launched and the user sees his or her avatar standing in a world composed of three-dimensional
graphics. Within the Second Life world, avatars may engage in many of the same activities as
their real-life owners. For example, there is a thriving economy in Second Life, all based on
Linden Dollars (L$) (Linden Labs is the company that developed and runs Second Life). There
is a virtual currency exchange called LindeX where real U.S. dollars may be exchanged for
Linden Dollars and vice versa. There are also several third-party exchanges where virtual and
real money may be traded. In addition, various economic statistics are tracked, as shown in
Exhibit 7.

With this economic infrastructure in place, Second Life is an entrepreneur’s paradise. After
converting USD into L$, individuals, through their avatars, may purchase land in Second Life
and build whatever they desire, including structures that are physically impossible in the real
world. By writing code using a built-in scripting language, members can also create objects that
can be sold to other members’ avatars. For example, members may wish to sell or buy clothing
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or jewelry for their avatars, furnishings for their virtual homes built on their virtual land, or
fantastic objects that give avatars new capabilities, such as flying carpets. The creators of
Second Life have even put in place intellectual property laws to ensure that avatars and their
owners get credit for their creations.

Beyond the economic characteristics of Second Life, this is also a highly social world. While
navigating the enormous landscape, avatars cross paths, communicate via body language and
instant messaging, and form relationships. As of June 2006, there were approximately 100,000
residents of Second Life.° By February 2007, there were 334,000 regular visitors.” As of May
21, 2007, Second Life had 6.6 million residents with 1.7 million having logged in within the past
sixty days.® In addition to the in-world interactions between these millions of residents, Linden
Labs has also set up or facilitated a number of other mechanisms for members to interact, such as
community forums, blogs, newsletters, and mailing lists. For example, Exhibit 8 shows the
front page for the fashion community, featuring tools for designing avatar fashions and a link to
the “Unofficial Second Life Shopping Blog.” The panel on the left side of Exhibit 8 shows a list
of the community interaction options available to residents. One final item of note is the
“Events” page, accessible from a link on this left-hand panel. This page lists in-world events
being hosted by individual avatars, and includes such activities as a 50’s sock hop at an in-world
club, auctions, poetry readings, concerts, yard sales, and even a genealogy seminar — “Krag
Mariner, (RL: Craig Roberts, CG) will speak on researching Quakers who came from PA at the
Open Air Auditorium on Infolsland.”®

The potential of Second Life as a social shopping application lies at the intersection of the
economic functionality and social aspects of the virtual world. According to Michael K. Wilson,
CEO of Makena Technologies, which runs another virtual world called “There”:

...e-commerce sites, while they have reduced retailers’ brick-and-mortar costs, don’t
address the inherently social nature of shopping, especially for women. But in the mall
of a virtual world, an avatar could try on — and try out in front of virtual friends — real-
world clothing brands or styles her creator typically couldn’t afford or wouldn’t dare to
wear. If she got rave reviews from her pals and became (along with her creator)
comfortable with the idea of wearing a particular outfit, a purchase in the real world
might follow.*

In May 2006, a milestone event occurred in the history of virtual world development when
American Apparel became the first real-world retailer to open a virtual store in Second Life.'!
This American Apparel outlet still exists in Second Life today and provides an excellent example
of social shopping in a virtual world environment. To illustrate, we created our own avatar
(named Huntington Bailey) and sent him to the American Apparel store (Exhibit 9). Once
inside, we, along with our avatar, were able to see virtual clothes hanging on racks as well as

® Hemp, P. “Avatar-based Marketing.” Harvard Business Review. Jun 2006.

" Facenda, V. L. “Retail’s Newest Frontier.” Retail Merchandiser. Feb 2007.
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high-resolution product billboards that one might just as well see in a real American Apparel
store (Exhibit 10). By clicking on one of the billboards, we were given the option to purchase
the displayed item for our avatar using Linden Dollars (Exhibit 11). As shown in the exhibit,
the red track jacket would have cost our avatar L$350, or approximately $1.62 in USD. If we
had exchanged $1.62 in USD for L$ on the LindeX, we could have clothed our avatar in the
American Apparel jacket. Alternatively, when we had our avatar touch the billboard for the
jacket, we were shown the prompt captured in Exhibit 12. Clicking the “Go to page” button
launched a browser window and took us to the page on American Apparel’s actual company web
site for the real-world version of the jacket displayed on the billboard in Second Life (Exhibit
13).

While these capabilities alone suggest interesting possibilities for the future of consumer
retailing, the potential for virtual communities to drive purchase behavior is even more
compelling when other avatars, and their real-world owners, enter the picture. While our avatar
was shopping for track jackets at the American Apparel store, we were joined by two other
individuals, as shown in Exhibit 14. While we did not interact with these other, fashionably
dressed avatars, it is clear that this shopping excursion could easily have become a social
experience. It does not require any stretch of the imagination to conceive of a group of real-
world friends, geographically separated from one another, arranging a time to log in to Second
Life from remote locations to look at, and have their avatars try on, outfits with each other.
Furthermore, with links to real-world retailer web sites embedded in the virtual world, peer input
could drive purchase just as surely as it does during trips to real shopping malls.

American Apparel is just one of several retailers that have begun to explore the marketing and
sales potential of virtual worlds, and Second Life is just one of several such worlds (others
include Entropia Universe and There). Furthermore, showcasing and selling products through
virtual stores are just the tip of the iceberg when considering the marketing activities that could
be facilitated by a virtual world platform. Concept testing, survey research, and brand building
are a few examples. Unfortunately, the many potential marketing applications of virtual worlds
are outside the social shopping focus of this paper, but Paul Hemp, a senior editor at Harvard
Business Review, provides excellent insight on this topic in his HBR article “Avatar-based
Marketing” (June 2006). In any event, as virtual worlds increase in popularity and the shopping
experiences provided by these worlds become ever closer to the real thing, consumers will
increasingly enjoy the social aspects of apparel shopping without ever leaving their homes.

VIRTUAL TRY-ON

While virtual worlds represent a universe of social interaction possibilities of which apparel
shopping is just one small part, there are a number of social shopping applications that are
specifically focused on this activity. For example, several recent technological innovations allow
consumers to virtually try on apparel and accessories and to share their experiences with others.
These technologies range from in-store applications that allow shoppers to connect with their
social networks outside the store while trying on merchandise to online applications that allow
shoppers to try on apparel and share their looks using avatars similar to those in Second Life.



IconNicholson, a New York-based digital consulting agency, is currently at the forefront of this
genre of social shopping application. Founded in 1987, IconNicholson is an international, full-
service firm that assists companies in integrating technology into their strategic business
initiatives. lconNicholson currently has over 2,000 employees in 17 offices around the world,
and has worked with several prominent apparel retailers, including Prada, H&M, and Polo Ralph
Lauren. In a recent interview, Christopher Enright, the company’s Chief Technology Officer,
stated that IconNicholson’s aspiration is to create “cool, new, highly designed, extremely
intuitive, extremely usable, cutting edge” technology for its clients.*?

IconNicholson has recently developed and trademarked an innovative shopping approach called
“Social Retailing.” Social Retailing combines social networking with shopping in bricks-and-
mortar stores so that customers can connect in real time with their friends while they shop. The
Social Retailing concept is exemplified by a “magic mirror” that allows shoppers to virtually try
on garments and share their experience with friends located elsewhere. The mirror, images of
which are provided in Exhibit 15, functions as follows:

1. Avery Denison RFID (“radio frequency identification”) tags are attached to garments in
the store. These RFID tags link to information concerning the garment’s style, color, and
size.

2. The mirror is equipped with a Motorola XR440 reader with Anderson antenna that can
read an RFID tag up to 35 feet away. When a shopper picks up a garment and walks near
the mirror, the reader senses the garment and the mirror is activated. The mirror begins
projecting images and playing music reflecting the “aura” or “theme” of the garment’s
product line (for example, a nautical theme) to attract the shopper’s attention.

3. Once drawn in, the shopper can use the touch screen on the mirror’s left panel to begin
trying on merchandise. The shopper inputs her height and selects garments to try on.

4. Once a garment is selected, it appears in the large central panel of the mirror in the
appropriate size and at the appropriate height. The garment appears as if it is
superimposed on the shopper’s body, which is reflected in the mirror.

5. During this process, the right panel of the mirror displays product information, including
price, sizes available in the store, and suggested complementary products such as
footwear and accessories.

2 Interview with Christopher Enright, CTO of IconNicholson, New York City, 26 Apr 2007.



6. While the shopper is viewing herself in the mirror, she can contact her friends outside the
store to get their opinions. The shopper can point her cell phone at the mirror and use
either a blue tooth or infrared connection to upload her contact list to the mirror. Using
functionality built in to the mirror, the shopper may then send her friends an invitation via
text message, email, or any other combination of notices, to open up a browser to a
password-protected URL. Once they log on, friends can view the try-on session in real-
time video. A camera films the session and streams a full high definition feed to the
store’s web site (Exhibit 16). Friends can interact with the shopper by sending instant
messages that appear embedded in the mirror. Friends can also suggest alternative
garments to try on, and the shopper can immediately try on the suggested garments by
selecting them on the touch screen.

7. The session is also stored on the store’s web site. The shopper and her friends can
therefore subsequently access the session using a unique password.

8. During the session, the shopper’s friends can also view the catalog that has been posted
by the retailer and make Internet purchases of their own.

The mirror enhances the customer experience by allowing shoppers to virtually bring their
friends shopping with them. In this context, the mirror technology is targeted at retailers catering
to youth aged 16-24. According to Tom Nicholson, Chief Executive of IconNicholson, “[t]he
idea of being able to take your whole social network with you when you shop is a concept that
any kid who leaves their house every day with their social network in their phone will understand.
They are already sharing everything with 500 contacts on Friendster, so if five of them happen to
be online, why not ask them whether you look good in green?” 3

A study by IBM Global Business Services released at the National Retail Federation’s 2007
Convention in New York City supports Nicholson’s emphasis on the social nature of teen
shopping, finding that teens and baby boomers have different shopping habits. For baby
boomers, shopping is all about the “end,” while for teens it is about the “means.”** 67% of teens
named friends and peers as the biggest influence on their purchases. The IBM study stated:

It is the social factor that is important, namely sharing the experience with
friends online or in a store...Nearly two-thirds said they use their cell
phones to send text messages to a friend while shopping. Some girls also
report sending a friend photos from their cell phone before making a
purchase in a store. When shopping online, nearly 30% of teens said they
used the “e-mail a friend’ link to gain advice.

Thus, the mirror fills two important needs of the youth audience: the need to socialize and the
need to gain approval from friends. Enright states, “[i]t’s a mirror, yes, but it’s also a window.
It’s a window on the world, a window on relationships.”

3 Singer, N. “If the Mirror Could Talk (It Can).” The New York Times. 18 Mar 2007.
1 Cited in Wilson, M. “Magic Mirror on the Wall.” Chain Store Age. 1 Mar 2007.
15 1bid.



With respect to their target audience, Enright adds that the mirror technology is targeted at
retailers who sell in “high touch situations” where more personalized service is the goal. He
cites bridal fitting as a prime example of such a high touch situation. Using the mirror, brides-to-
be can get advice on their bridal gowns from friends and relatives in distant locations. They can
even pre-schedule a fitting session to ensure that key participants are logged on for the fitting in
real time.

The Social Retailing mirror has not yet been permanently installed by any retailers, but was
piloted for three days in the Nanette Lepore boutique at Bloomingdale’s in New York City in
March of 2007. Enright reports that, within the first hour of trial, friends in 37 countries were
networked into try-on sessions, representing every continent except Antarctica. Enright also
confirms that total sales in the Nanette Lepore boutique tripled during the pilot period. Nanette
Lepore has now ordered a mirror for its Broome Street boutique in New York City, and
Bloomingdale’s has ordered mirrors for its California and Washington, D.C. locations.*

It is clear that the mirror has the potential to enhance the in-store shopping experience and to
potentially broaden the audience outside the store, thereby increasing sales. At the same time,
however, the technology has some limitations that may prevent it from becoming ubiquitous.
First, the use of the mirror is time consuming. It takes several minutes for a single customer to
try on a few items and to have meaningful online conversations with friends at the same time.
During the Bloomingdale’s event, customers were lined up to use the mirror.*” Thus, it is
unclear whether it would be practical for daily in-store use without a more efficient way of
marshalling customers through the process. Second, Enright indicated that, to comply with
privacy requirements, every customer who uses the mirror will be required to sign a waiver prior
to use. This waiver requirement seems time-consuming, cumbersome, and intimidating. It may
deter customers from trying the mirror. Third, the technology is extremely costly. Although
Enright could not provide us with the price charged to a retailer for a basic unit, he explained that
the cost to IconNicholson of only the hardware components (not including any software design
costs, installation, or markup) is over $100,000. Given the difficulty in measuring the
incremental sales gained from installing such technology, retailers may be hesitant to make such
an investment.

Finally, customers may find the mirror to be of limited benefit given that the garment is
superimposed on their mirror images, rather than on their actual bodies. It is difficult for the
customer to see what the garment will actually look like when worn. In this context, Enright
explains that IconNicholson does have the ability to introduce a body scanner into the mirror
system. The scanner could scan one million points on the customer’s body, create a “virtual
you,” and then project an image in the mirror of the actual person trying on the garment. Enright
explains that, when this version of the technology was tested, it was a “miserable failure”
because people did not want to see what they actually look like. Enright feels that, ultimately,
what resonates with the customer is not the accuracy of the mirror’s fit, but the social aspect of
the experience.

18 Rhone, N. “Fashion feedback: Technology streamlines advice from friends, family, fashionistas for savvy
consumers.” The Atlanta Journal — Constitution. 8 May 2007.

7 0’Loughlin, S. “Technology: Bloomingdale’s Puts High-Tech to the ‘Dressing Room’ Test.”
www.brandweek.com. 26 Mar 2007.



Nevertheless, the addition of body scanning technology to the mirror unit could offer great
potential for broadening the benefits provided by the mirror, and possibly for broadening the
mirror’s appeal. In a recent study of consumer interest in commercial applications of body scan
data, researchers at Cornell University found that over 80% of a sample of women 34 to 55 years
of age were interested in the use of body scanning for virtual try-ons.®* Moreover, virtual try-on
applications incorporating body scanning technology were selected as most likely to influence
participants to buy more clothing on the Internet (over 35%) and to help find clothing that looks
good on the body (over 25%).1° As such, incorporating body scanning into the mirror system
could broaden its target audience.

While the mirror facilitates virtual try-on at the retail store, there are also applications that
facilitate virtual try-on from the comfort of home. StyleZone.com is one such application.
StyleZone.com (Exhibit 17) is a web site that, like the mirror, focuses heavily on the social
aspect of shopping, but also allows virtual try-on in a manner that approaches body scanning. At
StyleZone.com, users can create models that approximate their own appearance and virtually try
on apparel and accessories online using the customized model. Users can even design their own
clothing. All images can be shared with others both within and outside the StyleZone
community. The user follows these steps:

1. Model — Choose a base model from options provided (Exhibit 18).

2. Makeover — Adjust the model’s features to customize his/her appearance (Exhibit 19).
The makeover process is extremely detailed. Features that can be customized include:
a. Hairstyle — various options
b. Face — face width, face length, cheekbones, jaw width, chin width, eye angle, eye
height, eye distance, nose length, nose width, lip thickness, mouth width
c. Body Shape — age, height, body type, muscle tone, pregnancy, posture, top
posture, bottom posture, body width
d. Upper Body — bust, waist, hips, underbust, cups, belly, shoulders, neck, shoulder
slope, breast shape, breast position, apex to apex, bra support, push up, sport bra,
pointed bra, back length, upper hips, shoulder position, butt shape,
e. Arms—arm length, biceps, forearm, wrist, palm
f. Legs - outside leg, inner leg, thigh, knee, X/O leg, calf, ankle, foot length, foot
width
g. Expression — lift left/right brow, sad eyebrows, furrow, squint left/right eye, blink,
smirk left/right, sneer left/right, kiss, frown, smile, open lower lip, open mouth
h. Skin tone — various options

3. Closet — Enter the closet and choose designs to try on (Exhibit 20). The user simply
clicks and drags selected designs to his/her model.

4. Design — Design personalized clothing if desired.

18 Loker, S., Susan P. Ashdown, Lora Cowie, and Katherine A. Schoenfelder. “Consumer Interest in Commercial
Applications of Body Scan Data.” Journal of Textile and Apparel, Technology and Management. Summer 2004.
Vol. 4 lIss. 1. pp. 1-13, at page 8.

9 Ibid, page 9.



5. Send — Post a new design or a new look incorporating others’ StyleZone designs (Exhibit
21). Images can also be emailed to friends or posted to MySpace.com (Exhibit 22).
Users can comment on each other’s looks and designs.

Currently, StyleZone.com offers only one real-world, branded product line for try-on — Fox, an
Israeli clothing line. Other items in the closet appear to be amateur designs created by users
within StyleZone (Exhibit 23). The site, or a similar concept, has great potential to be leveraged
by other manufacturers and retailers to market their products and/or to directly enable purchase.
Similar to the in-store mirror concept, StyleZone.com offers online users the opportunity to bring
their social networks with them when shopping and trying on clothes online, with the added
benefit of models that approximate their own appearance.

RATINGS / ADVICE

According to the Pew Internet & American Life project, approximately 33 million U.S. Internet
users had reviewed or ranked someone or something as part of an online rating system as of
November 2005.°° The newest incarnation of online rating web sites infuses highly social
interactions into the rating process and has created a new breed of social shopping. The
headlines on the homepages of some of the leaders in this social shopping space, including
StyleFeeder.com, ThisNext.com, Kaboodle.com, and Stylehive.com, reflect the social aspect of
the experience:

“Never Shop Alone.
Stuff you like. People like you.
(No friends to shop with? No problem! We’ll find you some!)”
www.StyleFeeder.com

“Real Recommendations from Real People”
“Like Shopping? Social Networking? Try Social Shopping”
www.ThisNext.com

“Shopping is more fun with friends
Share recommendations and discover new things from our community”
www.Kaboodle.com

These social shopping sites go beyond traditional user reviews. They function both as an
information resource and as a tool for self expression. That is, they help users to discover and
learn about products, while providing them with a venue to express their own unique style.
Moreover, they bring users together in social communities to share the shopping experience.
According to Michael Carrier, president of Stylehive, “[a]ll of shopping is fundamentally social.
What you buy is based on the people around you and what they like and what they buy.”** These
social shopping sites leverage the highly social nature of shopping to ultimately drive purchase.

® Reda, S. “Scenes from a (Virtual) Mall.” Stores. 1 Nov 2005.
2 Dilworth, D. “Online shopping is something to talk about.” DM News. 30 Mar 2007.
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Users of the sites include consumers, stylists, designers, and retailers. On the sites, users create
their own profiles, in which they may identify products which are of interest to them and may be
of interest to groups of users with similar tastes. StyleFeeder.com has a unique method of
profiling users. When registering on the site, potential users are asked to select photos that
interest them from a wide array of images (Exhibit 24). After this selection is made, an array of
product images is generated which correspond to the user’s interests. The user then selects
particular products of interest from this second array (Exhibit 25). Individual selections are used
to immediately generate a list of “stuff you’ll like” and “people like you” (Exhibit 26).

After creating a profile, users can add products to the sites and post recommendations and ratings.
They can also bookmark their favorite products, create personalized wishlists, and build
databases for their favorite designers and stores. Members can even track the product choices of
users whose style they seek to emulate. The sites also contain blogs and forums for discussion of
particular topics. Users can form groups based on similar interests for forum discussions and to
track product discoveries and reviews. Interests could include such topics as fashion, beauty,
“moms,” and crafts. Group members can share trends and great product finds and seek out
specific information. In this way, users create a social network of online “friends” with similar
interests and tastes from whom they feel they can get reliable information. Moreover, user
profiles and group membership enable users to receive personalized product recommendations
tailored to their particular tastes. In addition, as Gordon Gould, co-founder and CEO of
ThisNext.com points out, a great advantage of these social shopping web sites is that they
provide users with access to recommendations from “experts,” or individuals who are extremely
knowledgeable about particular products or trends.*

Some of these ratings sites also provide users with the opportunity to connect with their extended
social networks. On StyleFeeder.com, for example, users can link their “Style Feed” to their
own blog, web site, Friendster, or MySpace page. The user’s Style Feed can include the user’s
wishlist, particular product ratings, or blogs.

Although no products are actually sold on these sites, they contain links to the featured products
and thereby enable purchase. In addition, the sites contain advertisements and links to online
retailers. The sites earn revenue from a combination of fees from vendors and retailers (based on
click-throughs), display ads, and the sale of proprietary market and trend information gathered
from visitors” comments.”® Kaboodle.com created another revenue source by entering into
agreements with Shopping.com and eBay.com.?* In particular, whenever a user features a
product that is also contained in the Shopping.com database, Kaboodle.com posts the prices at
which the product is sold online at various merchants. If a user clicks through to the merchant’s
site, Kaboodle earns a share of the fee the merchant pays Shopping.com for that click. For
eBay.com, Kaboodle enabled collectors of particular items to receive feeds of relevant eBay
auctions on customized pages of the Kaboodle site.

The majority of the current leaders in this space came online in 2005 and 2006, such that it is
somewhat premature to evaluate their business models. They have, however, experienced great

22 «yyww. Thisnext.com Social Shopping Online.” ABC News Now: Money Matters. 4 Dec 2006.
2% Schneider, K. “Word of Mouth Helps Them Fly Off the Shelves.” The New York Times. 1 Nov 2006.
 Supra, note 3.
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growth thus far. As of April 2007, Stylehive had a membership of over 40,000 users® and as of
September 2006, Kaboodle had 50,000 registered users.”® StyleFeeder was recently named at the
Mashable Social Network Awards as “Hot for 2007.” %" The Mashable Award is delivered by
Mashable Labs and Advantage Consulting Services based on the following criteria: growth and
momentum, design and usability, and uniqueness and innovation. StyleFeeder has become so
popular that it has attracted celebrity participants including Kelly Clarkson and Mary Kate and
Ashley Olsen.

It is clear that these social shopping web sites have great potential to change the online retail
landscape. They represent a significant innovation in that they shift the online focus to the
shopping experience, rather than just the purchase transaction, as described by Gordon Gould:

We think e-commerce is broken because the focus is on purchasing and
not shopping, which are two different things. Truly successful appeals by
retailers to consumers are emotionally driven like those found in peer-
based recommendations.?®

WEBLOGS

Although weblogs are perhaps the most informal social shopping application, they have become
an extremely powerful phenomenon in the fashion industry. Blogs can increase consumer
awareness of products and, ultimately, influence what people think and wear.

Blogs have become so influential that certain prominent bloggers have been dubbed by some in
the fashion industry as the “Net Force.”®® The most significant example of these Net Force
bloggers is Diane Pernet, whose online diary can be found at www.Ashadedviewonfashion.com.
Pernet has become so powerful that the world’s most significant fashion designers have offered
her front row seats at their runway shows.*® Pernet began her career as a photographer and then
became a fashion designer. She designed her own brand in New York for 13 years, in part under
a license with Seibu department store in Tokyo. Pernet now lives in Paris, where she works as a
freelance journalist and creator of short documentary videos covering fashion designers, events,
and shows. Pernet is infamous for her edgy fashion docudramas and gritty, diary-style blogs, as
well as for her use of cutting edge technology.

At Ashadedviewonfashion.com, Pernet diarizes her day to day experiences as a fashion insider.
She recounts experiences at fashion shows and reports on interviews with designers. She also
discusses trends and recommends particular items and boutiques. Bloggers can comment on
Pernet’s entries and engage in conversations with each other. The blog provides aspiring
fashionistas with virtual access to the world of high fashion and creates an instant social network
for chatting about current trends. Although the blog does not directly enable purchase of

% McAllister, R. “StyleHive Brings Collaborative Shopping to the Web.” California Apparel News. 13 Apr 2007.
26
Supra, note 3.
2T “Mashable Names Stylefeeder a Hot Social Shopping Site for 2007.” Business Wire. 9 Jan 2007.
%8 Supra, note 21.
% Gaidatzi, D. “The Net Force is with us. The newly powerful blogger has earned a place in the front row of the
fashion show audience among the celebs, says Dimi Gaidatzi.” Financial Times. 22 Oct 2005.
0 Ibid.
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particular products, Pernet’s choice of designers, products, and boutiques to feature arguably has
a significant impact on bloggers’ purchase behavior. Please see Exhibit 27 for Pernet’s
homepage and a sample blog entry.

The power of Pernet’s blog in creating social shopping networks is evidenced by the fact that
these networks have extended beyond the blog itself. At Myspace.com, avid bloggers have
formed a group called “Diane Pernet Junkies” (see Exhibit 28). Pernet has truly developed a
cult following that comes together to talk, shop, and talk about shopping.

In addition to high profile blogs like Ashadedviewonfashion.com, other less high profile blogs
also bring together bloggers seeking a social shopping experience. Many of these blogs create
online social shopping networks while directly enabling purchase. The “Purse Blog”
(www.purseblog.com), for example, claims to serve “over 5.2 million addicted handbag lovers a
month.” The blog states its mission as follows:

The Purse blog is the blog for designer handbag enthusiasts to manifest
their shallow obsessions. Do not fear, we feel your pain!

In the purse blog, blogmaster “Megs” posts descriptions and images of designer bags, and
bloggers can post comments and recommendations. Bloggers engage in discussions about the
pros and cons of particular products, usage occasions, and pricing. The blogs contain links to the
homepages for the featured products, thus directly enabling purchase. The web site also displays
advertisements for particular brands and online retailers such as eluxury.com, shopbop.com,
zappos.com, and netaporter.com. In addition, the web site provides bloggers with content such
as feature pages identifying the season’s “It” brands. The site also contains a separate “Purse
Forum” where registered users can post comments pertaining to specific topics, including
discussions relating to new trends, particular purse brands, and “deals and steals.” Users can also
showcase their personal handbag collections and buy, sell, or trade bags. Forums also exist for
the discussion of clothing, jewelry, and shoes, as well as for “off topic” discussions about
subjects including television, health and fitness, food, and pets. The forum also administers
contests and giveaways. As of May 2007, the forum contained 2,770,799 posts and included
51,941 registered members. Please refer to Exhibit 29 for screenshots of the
www.purseblog.com homepage, sample blog posts, and views of the purse forum.

Purseblog.com provides purse lovers with an opportunity to find other similarly minded shoppers,
share information, and socialize. Although it provides users with the same type of purchase-
related information as a ratings web site, it has a distinctly social aspect that extends beyond the
ratings sphere. The tone of the site is fun and flirty — the site’s tag line is “Shallow obsessing
strongly encouraged.” Purseblog.com is intended to be more than just an information destination
— it aims to be a fun, social shopping experience for a very particular consumer niche.

CONCLUSION
Social shopping applications have enormous potential to transform the apparel retail landscape.

By embracing the inherently social nature of shopping, particularly for clothing and accessories,
these technologies enhance the customer experience and thereby drive purchase. They satisfy
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consumers’ utilitarian information needs in ways similar to traditional ratings websites or
wishlists, but go beyond the traditional realm by satisfying much more hedonic needs: the need
for approval from peers, the desire for self expression, and the desire for entertainment. Joe
Gagnon, leader of IBM’s retail consulting practice, recognizes the emotional needs of fashion
consumers and the value in leveraging social interactions to influence buying:

In shopping, there’s an interdependent relationship that people have around buying...In
the case of a specialty item, the buyer is looking for knowledge; in fashion, it’s emotional.
With trendy items, the buyer is looking for encouragement, and with a commodity it’s
about the visibility of price. You’re always going to be more effective when you can
leverage a social network to influence buying. The Internet facilitates those
connections.™

Many of the social shopping applications discussed in this paper leverage consumers’ existing
networks to drive purchase, such as IconNicholson’s mirror and StyleFeeder.com’s Style Feeds.
Others, such as the ratings web sites and blogs, allow consumers to expand their social networks
by facilitating contact with strangers who have similar interests and tastes. The growth of these
sub-networks has a viral effect in influencing purchase.

There is significant potential for growth in the social shopping sphere given that individuals, and
in particular today’s youth, have become increasingly comfortable with the use of technology.
Moreover, the younger generation’s apparently high level of comfort with sharing personal
information online, as demonstrated by the popularity of social networking sites, supports the
growth of this phenomenon.

Social shopping will likely face some hurdles in its development. For instance, it will be a
challenge for ratings web sites to keep online content from becoming stale given that content is
user generated and that the fashion apparel market is constantly changing. Given the importance
of trend identification for these sites, appropriate culling of outdated user content will be
important. In addition, all of these applications will have to grapple with privacy concerns.
Appropriate waivers and opt-in clauses will need to be used to ensure that users are aware of
privacy risks. With applications such as the mirror, privacy concerns may limit the practicality
of the technology, as discussed earlier. Finally, technological limitations could diminish the
growth potential of social shopping. Many applications, such as Second Life, require downloads
of particular software. Some potential users may not have the hardware required to support such
software, and some users may have trouble navigating the somewhat complicated systems.

We believe that the aforementioned challenges can be overcome with careful execution and
continued technological refinement, and we predict that social shopping will become
increasingly pervasive. Ultimately, social shopping technology promises to reshape the apparel
retailing landscape and fundamentally change the way we shop.

%1 Reda, S. “Scenes from a (Virtual) Mall.” Stores. Nov 2005.
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Exhibit 1 Main shopping page of Yub.com (red outline added)

Total Amount of Cash Back: 50.00 { view balance )

I u b [ ] co m Meet. Hang. Shop.w Aaron logged in | log out | help | account | & wishlist

My Profile | My Stuff | Invite | Shop the Mall | Meet People | Raves | Advice/Deals | Messages b=-1000 Products ‘VI [GO-
Search | The Mal | for | _SEARCH | Your Cash Back:
Sort [name | category | cash]
Hot Deals: Recent Reviews: 1-800-PetMeds -.0:

Cruci solutel T TN 2.0%
£99 Crucial 2GB DDR2 PC2-6400 lle... | purchased this monitor a year ago to e q” -
Save 10% Off Unigue Baby Gifts fro... replace... mare === @ altrec.com 3.0%
Apple Store 1.0%

Battery for your laptap
Save 15% Off Natural Skin Care Pro... My san recently started piana lessons art.com oo

i and quic... more === .
10% Children’s Toys - eBeanstalk.com backcountry.com 4 ()55

Save 10% off Shower Favors: Beau-co... J — It's a big investment given it's price, HMIHH:“ES.E[IH 3.0%

Buy.com 55 off $50 All Stores Coupon butw... more === ¥ pore Mecessities 7.5%
Overstock.com 7% off entire order BEAUTY.COM 7.0%
Mondera's L atest Offers L S{;F’:ztsi'g'mlmUgr‘ioiimrdy Sl BLA ”{c&m 6.0%

Save 10% on Trendy Baby Announcements - bluefly 2.22

»>> yiew more hot deals | [ post a deal | >>> View more reviews BoaTERSWORLD.com 2.0%

Buy.com 10%

bluefly 7 .
— 7.0%
8 | Walkin' for MOPS - by Michael - | wanted to L 75 S collect:blestoda!gn_
share with you this message from... ; - COMPiEA 15
e ‘ o
m Two short films - by Lukas - You must check CosmeticMall.com 5.0%
outthese two shortfilms on ... CI‘UCIB' 4.0%

dELiAsH 35%
DAL ik, 20%
Dellismall Business 2.2
Cdrugstorecom. 7.0%
D 7.0%

€ LUXURY 45%
vﬂgleaves 6.0%

il Foot Locker 5.0%

Recent Columns:

»=>> view more columns | [ publish one |

Recent Pics:
@

>>> yiew more pics | [ upload pics | Hot Products: G 2.0%
The Pod (AP 2.3%
. . Price: ~ $39.96 Hammacher z0%
Raves with Recent Chit-Chat: Points for You: click to find out " homedepot 2.0%
price and points estimated from last feed 2.0%
== Kevyn Aucogin Eyelash Curler * 1. )
¥ Price:~$20.00 homeGid e

[y points for You: cick to find out: HoF oPID 5.0
R S e s e e e InstrumentPro 5.0%

Bare Escentuals Big Tease Ma... &l R
=>> view more rave chit-chat | [ join raves ] 1 1 Price: ~ $15.00 J]. iTunes 2.0%
I Points for You: click to find out wqBB 5.0%

price and points estimated from last fesd Lms PLus 6.0%

=>> view more hot products

EROPZHOME 7 504

*MCOCYS 4.2%
magazlnes 05 0%
Mondera £.0%

4 |]E,.;
NOVlCA 7.0%
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Exhibit 2 Blow-up of Level 1 of the Yub.com mall

Total Amount of Cash Back: 50.00 [ view balance )

I U b . co m Meet. Hang. Shop.rm Aaron logged in | log out | help | account | & wishlist

My Profile | My Stuff | Invite | Shop the Mall | Meet People | Raves | Advice/Deals | Messages 5T ) Products VI [GO-

Search | The Mall v for | |[[SEARCH | g BrROWsE IN2D, [IMALL DIRECTORY

ST
il

ot
. Bare Necessities

Roll your mouse over the
mall to find more values

3

P
2 ¢ ®OTARGET
@, 9‘%:@:2';

|

€ LUXURY

#4.5% cash back

Tees & Tanks
& The Perfect Bras
te Wear With Them.

Palio Doty Tadioc Tana

EF A S

SONY

2.6% cash back
COMING
SOON!

|
)

*MNACYS | E22) [Tunes

4.2%:s" T

6

COMING
SOON! 2.3% cash back

¥ |

6 9 Buy.com

\

" cdrugstorecom. | [# W ot orcomm, L gl
are Mecessities 7.5% cash back
7.5% cash bock e omne | 2.5% back
o CO‘MWG Foot Lﬁl:ker sun"l

6% cash back

SOON! |
5] art.com seauty.com
15% cash back 7.5% cash back
[ Apple Store j —

cash A shoes.com
\ﬁ., 2 » 2% back [ﬁ'eegsgij::ﬂl maga:'g es 10% cash back
10% cash back 25% Geh Back

N ey

COMING
SOON!

~ DAL

Home and Home Office

2%k
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Exhibit 3 Three-dimensional browsing capability

Total Amount of Cash Back: 50.00 { view balance )

I U b. co m Meet. Hang. Shop.r Aaron logged in | log out | help | account | 4 wishlist
My Profile | My Stuff | Invite | Shop the Mall | Meet People | Raves | Advice/Deals | Messages =10 Products vl GO-

Search |The Mal v for | || _SEARCH | [[] BrowsE IN 2D []MALL DIRECTORY

Welcome to the Yub.Mall.3D (beta)!
Flace your mouse on the left to move left, on the right to move right. Turn around using the turn-around button on the bottormn right.

V

\Yub.com Viﬁuﬂl MU” Use your Mouse - to scroll I-Eh'U'IE"
A 0C 0 C 0 C ) -
More Levels Coming Soon Jump to level: I
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Exhibit 4 Main Gap store page on Yub.com (red outlines added)

Yub.com.....o .

My Profile | My Stuff | Invite | Shop the Mall | Meet People | Raves | Advice/Deals | Messages

Total Amount of Cash Back: $0.00 ( view balance )
Aaron logged in | log out | help | account | gy wishlist

2

1wl Products (» I

Search for Products:

|AII Gap's Products

Shop the Mall:

-— you are here

1Ll

____.._ b

-;

[ oo to mall map ] —

The Mall = Gap
Gap

baby accessories
baby bags

baby bath

bkaby bedding
baby belts

- more

Shop on Gap Now and Get 2.30% Cash Back

Or, you can continue to browse Gap's category on Yub using the links on this page. When
you are ready to checkout on Gap, you will still be eligible for the cash back.

Hot Products: Hot Deals:

Ch Chest stripe jersey polo There are no current hot deals for this
i Price: ~ $29.50 merchant. Here are some other hot deals,
jer: Pomts for You: click to find oul though:

P s s $99 Crucial 2GB DDR2 PC2-6400 Me...

Save 10% Off Unigue Baby Gifts fro...

V Gap short-sleeved pigue polo

4  Price: ~ §24.50 Battery for your laptop
\& Points for You: click to fnd out - — o
; N orice 2nd pointz ectimated from last feed Save 15% Off Matural Skin Care Pro...

10% Children's Toys - eBeanstalk.com
Save 10% off Shower Favors: Beau-co..
=== view more hot deals | [ post a deal |

E| La Lap shoulder bodysuit (white...
b Price: ~ $9.50
b Pomts for You: C.IICl'L to fnd oul

==> yiew more hot products

Recent Reviews: Recent Adds:

L ]
E| | really like the shirt. It feels
great and lo... mare ===

ﬂ E | buy these for my boyfriend

every time they g... more ===

}_{ Great jeans that are classic
¥ and comfortable.... more ===
. . .
( Comes in avariety of colors. |
'| love the stret... more ===

=23 View mMore reviews

il li

Featured Gap Products:

El Sequined cap sleeve shrug (apricot) - Women Shop Summer Sweaters
Price: $38.00 (ectimated as of 11/10/2005; click to store for price update)
Yub Points For You: 87, 2.30% of the purchase price

{basad on the price sbove; 100 Points = $1.00) - Sz Detsils

Shop Gap and Get 2. 30% Cash Back on Your Order

1 Add to Your Stuff 35 Add to Shopping List 17" Add to Wishlist

Gap tiered keyhole dress (floral)
Price: $?8.UU (estimated 3= of 11/1 tor
Yub Points For You: 179, 2.30% of the purchase price

{based on the price above; 100 Points = $1.00) - See Details

& for pri pdate)

Shop Gap and Get 2.30% Cash Back on Your Order
1z Add to Your Stuff 535 Add to Shopping List T Add to Wishlist
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Product-related
affinity groups

zara (a.k.a. zara123)

] senp messace [ NUDGE

Eview DIALOGUE [Z] VIEW SIMILARITIES
[l rorwarD [E] Leave A TioBIT
] suBSCRIBE [F] ADD AS FRIEND

View More Pics {158
Lastlogin: May 21, 2007 917 P

9 products
112 friends
& columns

zara's Basic Info
headline:

“its just...for the firsttime i feel.. WICKED"
at a glance:

Femals, 22 years old
pittsburgh, PA

yubtag: zara123
hometown: HINDUSTAN YASARRR
member since: May 7, 2004
marital status: swingers
ethnicity: indian
orientation: straight
body-type: body builder
children: proud parent
education: high school
height: 50"

weight: 12345 Ibs
income: =5250,000
interests:

being lazy, being
, and just. ya know .stuff oh
ing

eating, sleeping, dancing,

stu shi

zara's Schools

high school:

Exhibit 5 Individual’s homepage on Yub.com (red outlines added)
YU b. com Meet. Hang. Shop.m

Aaron logged in | log out | help | account | 4 v

Total Amount of Cash Back: $0.00 ( view bala

nce )

My Profile | My Stuff | Invite | Shop the Mall | Meet People | Raves | Advice/Deals | Messages T People (v I

@ |

Latest Stuff from zara's Collection

Avenue Q: The Musical

Avenue

Price: §13.48 (=

s zara has 9 products [ see all of them ]

) zara has 68 raves [see all ofthemn ]

zara's Overview
my shopping tips:

you can never have to many pairs of cute shoes ;)

zara's Latest Column
pix

FPHOTOS.YAHOO.COMIZARAHUSAINI...
maore coming soon

i zara has 8 column entries [ see all of them ]

zara's Latest Pics

i zara has 158 pics [ see all ofthem ]

zara's Friends

Elizabeth

George Doug

i zara has 112 friends [ see all ofthem ]

zara's Recent Activity: (max_ 5; public items only)
zara posted a fidbi to Christian’s profile, Apr 16, 02:39 PM
zara received a tidbit from maira, Mar 21, 09:33 PM

zara received a fidoit from Reese, Mar 21, 09:33 PM

zara added some raves, Oct 14, 01:44 PM

zara added some ra ct 6, 07:.07 PM

 Subscribe to zara to quickly access her recent activity via the "Subscriptions” tab

zara's Tidbits

Post To: Post

Jara aPic Browse...
Submit! %m;e zara and her netwark v

Displaying 11to 5 of 59 Tidbits [next] 3

Post By:

ilove polka dot flip flops

Post Date: Mar 18 2006, 2:09pm

maira
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H 1] ”
Exhibit 6 Yub.com “rave” page for Starbucks
Total Amount of Cash Back: $0.00 { view balance }
I u b Y co m Meet. Hang. Shop.rw Aaron logged in | log out | help | account | &g wishlist
My Profile | My Stuff | Invite | Shop the Mall | Meet People | Raves | Advice/Deals | Messages LR Y Raves VI [6'0-

Starbucks Coffee: Chit-Chat about Starbucks Coffee:
[ ADD RAVE

| FORWARD Create New Topic |

favorite starbucks item?

146 3591
[ Goto page: 1. 13 14 15] Jared
“putting the venti into your lattes ™ Seasonal Starbucks 14 702
[ Goto page: 12] Harry
httpfwww.yub.comiraves/?ravelD=4085 _
| Hate Starbucks!! But | Love their
Frappucinas! Oh the MNate &} 237
Info for Starbucks Coffee: Contradictions!
name: S LT, Starbucks and New York 5 1 553
rave since: May 10, 2004 [ Goto page: 12] =als

Still Here? Here's Mare:

web address:

http:iwww starbucks.com

description:

Starbucks purchases and roasts high-quality
whole bean coffees and sells them along with
fresh, rich-brewed, Italian style espresso
beverages, avariety of pastries and ) N Keith
confections, and coffee-related accessories David L
and equipment — primarily through its

company-operated retail stores.

Fans of Starbucks Coffee:

- )

B-Rated

e stanley .
Qinshi Vanessa

Benjamin

i1 Starbucks Coffee has 837 fans [ see all of them |

Fans Who Rave About Starbucks Coffee Also Rave About:

g yt? FEIENEZ
o
Ty - Coogle

Fans Who Rave About Starbucks Coffee Also Rave About In Drinks:

ol
DU ﬁ‘:&“lrg' S~
ONUTS|  Red Bull
T(.-.—..i =
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Exhibit 7 Graphs showing economic statistics in Second Life

US % Exchanged on Lindex (in Millions)
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Exhibit 8 Community features in Second Life

\"’ GECOND ] -
. @ LI FE forld. Your Imagination.

WHAT 15 SECOND LIFE? BLoGc SuPPORT

CoOMMUMNITY

SHOWCASE Business & EpucaTion  DEVELOPERS

COMMUNITY

Community: Fashion

L=

Farums
Events

Volunteer

Official Linden Blog

. Start Your
o Fashion Career Now

Re=zident Sites

Newsletter

Land Informaticn
» Land Pricing & Use F
= Land Auctions
= Land Store

Linden Dollar Exchange
» Buy L%

s Sell Ls

Wanna become a fashion designer in Second Life? Check out
these useful resources to get started:

@ Learn how to use these templates! (pdf) O N DA D

» Market Data

= Transaction History

* Fees

* Billing and Trading Limits Download Individual Templates :&@

Entire texture collection in one download! (10MB)
Download Individual Textures : &7

Refer-A-Friend
Partners

; SUPPORT
“E]Jl‘ll'lll:IEllj_'T
Paolice Blotter

Knowledge Base

Entire template collection in one download! (7MB) DO DA

) @

Ginny Talamasca's "Diary of a Digital Dressmaker” (pdf) CECIIENT

@

elcome, Huntington Bailey!
My Account | Log out

- Resident Links - _v|

|Search Second Life

Second Style Magazine

The best of Secand Life clothing,
hair, skins, accessories, and

mare.
.._-ﬁ‘%a.q

Fashionista Blog

fashionista

[l Clothes, and shoes, and hain oh ry!

Linden Life Styles

The Unofficial Second Life
Shopping Blog

LinDEN
LIFESTYLES
Visit more Second Life

fashion sites at:
zee more at del.icio.us »

Fashion Victim
{Owner: Swirly Cyclone)

Lacoste hosts Second Life...
MMORPG News 04.09.07

Linden Lifestyles - The...

Iceberg Qutpost -
Featuring...
(Owner: Paulee Perenti)
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Exhibit 9 Storefront of American Apparel outlet in Second Life

¥ Second Life
File  Edit v World Tools Help

Bonfire Modified aprox 3
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Exhibit 10 Inside the American Apparel store in Second Life

¥ Second Life
File  Edit v World Tools Help I i F Mat merica parel 24 PMPDT 48

BN

5455 2001
California Fleece Track Jacket Fine Jersey Short Sleeve T-Shirt '

1<

!. |
Sz |

1
%

Friends ¥ Search i Mimi=MED Inventony

24



Exhibit 11 Purchasing American Apparel clothing for our avatar in Second Life

¥ Second Life
File  Edit View World

Plirchase

Mini=Map Inventony

You need more currency:

Buying this costs L% 350
e " Buy L% for approx, USS 1.62

You currenthy have |'1_|.
fou are buying L% 250

Your balance will be |'{ S0

Confirming this purchase only buys the currency.
You'll need to try the operation again.

Plrchase Eance|
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Exhibit 12 Making a real-world purchase in the virtual American Apparel store in Second Life

¥ Second Life E@@

File  Edit Wiew World Tools Help 7 #& t 8:11PMPDT &

Friends 5 ot Seardl i ( Inventony

Gotolpag
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Exhibit 13 The result of clicking the “Go to page” button in Second Life in the previous exhibit

tore - Windows Internet Explorer

A T |‘I‘ http: /fstore.americanapparel.net/5455. html v| hedlES | ‘ L

File Edit View Favorites Tools Help

W [‘l‘ California Fleece Track Jacket - Jackets - American Ap... I l @ - B g;q v ik Page v Q) Tools =

United State

A : Change Region
Verealy Intsgrotot Manutocting  Amierican Apparel® Store

Home / Men / Jackets / California Fleece Track Jacket ﬁ Shopping Bag
Search: 5455
-
(=] California Fleece
Men Track Jacket
New Styles One of our bast sellers, featuring contrast

i vhite piping and zipper.

= 100% California Fleeca cotton, combed
for softness and comfort

- Reinforced collsr to maintain shaps
through repeated washings

« Stratchy, comfortably fitted double-
stitched cuffs and hem

« Kangaroo pocket

Long Sleeves

Collared Shirts

Tank Tops

Jackets

Hoodies, Sweatshirts
Shorts, Pants, Underwear
Sleepwear, Loungewear

Accessories View a woman in this unisex style.

Organics This style available in 2XL.
2XL and 3XL Styles
sae & severe )
Women
Ordering Information:
Kads Available Colors: Colar:
kelly Green / White +
Babies . Black / White l Mavy / White Size (Size Chart):
— o [ Couisuel  [homesae 9]
Accessori B oeonswnie | 530 Chooss Size k-
ity: Price:
Cranberry / Kelly Green / Q ¥
. White l White $44.00
B red/ white B Forest / white
old  white ] | Asohalt/ white T ERISVAth-..

fre . On all orders

shipping

ms . over $50.
E-Mall Newsletter :

5443 2001 4415
California Fine lerssy  Baby Rib
Tz byE e Fleece Track Short Sleeve Men's Brief
1-838-747-0070 Pont T Shint
11:30am - 8pm ET
Consumer orders only
Product Features Customer Service Palicies
Sizes Contact Us Shipping
Fabrics FAQ Returns
Stors Locations Privacy

@ 2007 American Apparel. Al Rights Reserved.

Done [ € mternet 0% v
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Exhibit 14 Shopping with other avatars at the American Apparel store in Second Life

¥ Second Life

File  Edit WView World Tools Help /0 #%

Search E Mini=Map: Inventony
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Exhibit 15 IconNicholson’s Social Retailing mirror technology*®?

% Second photograph taken from Supra, note 13.
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Exhibit 16 High-definition camera for IconNicholson mirror
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Exhibit 17 StyleZone.com homepage

STYLEZONE%% TR | SN ER R | BRIl 1edn S

On Search | | in !Z-. i

Welcome ExcedrinBear! " Download
go to your homepage >=> ® free StyleStudio

UNITED COLORS
OF BENETTON.

W
Jriumph
70 T AVE corse... .
Tour eutfit= By Libush ¥ < By avigai...
1072 Try Ons R 47 Try Ons B 225 Try Ons M
Designs

Your quide to fashion

Top tags ! Hottest brands

amalys AVG bdc bla

bu black Black

And White blue ’

Brazil cd COOl Cool brea it Fr o i : Go to Fox homepage

Prints cute y = VR By ahari

divababe dress .

elinor402 qofia  Fashion blog

green Helush hot :

jeans Karolina

kerush ;

madon Nna Mila Postad by Karolina | Comments: Y./ Pastad by SoparStyle | Comments:
285 Fair e

Rocks nice pants

Hottest Users

Posted by Claudi= | Comments: 12 = Posted by svigail | Comments: 261
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Exhibit 18 First step in creating a model at StyleZone.com

Want others to try on your clothes? Learn h : Tell a friends | Typs smail Adress Herz 0 z=nd Preview

Hi Excedrin... - @

See your SlyleZone Page

S
©
@

.-..' Search in StyleZone in |Des|gners E‘om Tags
i\

;;%’ — " .4 Undress
m‘ 4 Sizes
; 4 Last Dress
|Makeover|| Closet - Design Toidesian
Choose folder. Click on your desired fashion victim: Mood 51

e Preview

o & & ’ ‘ N |
Tina David Debby
(4 i ©
& 1 -

My model is..

Toss out
-

About My Model

Created:

LD

Undress

& Back to StyleStudio’s tour Model

32



Exhibit 19 Second step in creating a model at StyleZone.com

~ Wantothers to fry on your clothes? Learn how Tell a friends |Tj.;:f email Adress Here OSEWJ Preview

ffruyodiy Hi Excedrin... v
. image| '} Seeyour StyleZone Page

4 Friends

Comments

m Search in StyleZone in | Designers E‘oGG Tags

[
I8

E Skin Tone . — .
Basic [ Highlights

] ﬂ‘ ] " D
IR _f" \:ﬁ'm“[

ﬁ Back to StyleStudio’s tour
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Exhibit 20 Clothing a model at StyleZone.com

Want oihers to try on your clathes? Learn how Tell a friends | Tyt ore © s=nd Preview
Hi Excedrin... .

See your StyleZone Page
Friends

Comments

E‘ o Go : Tags

=

m Search in StyleZone in | Designers =

| Design Send
Choose folder: Drag and drop the designs you like on to your model:
| | | | | |
U Desi e S S e
! sers 1g_rts~?.~“/ i;—“/ i _}/ i '5'/ !.’/ \..;:;/
G 'a | e .~ L) 1 ri
My Design
~ | |}
ﬁ New shelf
rank . iinasid s 2
Happy U0 ki Wil Turkey PAT
G New s i \_J_,__,,_.-—’ E_,,_.(I—-" L -
g | A i ’ " e | rd s
ith GFR 1218 1387
Caet g
144
Tried on By, 2 Sies (@ X5 [ 5| m [®
Toss out
= Tags: | AddTags
By: dilay T

| Add comments

_fﬁ StyleZone ic much more fun when your friende are around. =
iy

i
"e
Invite your friends now! S

ﬁ Back to StyleStudio’s tour
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By: dilay

Undress

4:Bizes:—5-

4 Last Dress

Undress
Model




Exhibit 21 User designs at StyleZone.com

‘.. 0.
STYLE ONEM% SR R el

Online Fashion Community Search | | in [oemares

j({ﬁ SterZone S CTEALIONS see o tagracs
25igNs ﬁ Outﬂts

gy (S Coolest J
\ \
é:« &
Madonna b madonnz 2

madanna T BRAZIL GO!!

i
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Exhibit 22 Emailing StyleZone.com designs to friends

.
4 Tell a friends | Type smail A

L .. L D send Preview
Hi Excedrin... .

See your StyleZone Page @
Friends %

m Search in StyleZone | in ;“Deswgners E °GU 3 Tags

By: ExcedrinBear

4 Sizes §
Start Model ' 'Makeover Send by email @ Show the site e
I To-design
Design Options What would yo! 44 <4 & Describe your creation and publish it on StyleZone
m Hew design Erom: ‘FxcedrnBear Background
- )
g Fabric { - To E-mail:
E Print n Subject:  Hello from Sty‘le‘Zone
o 7! [ Wate about it:
g Seams H{ERRY SO L New Picture

Tailored pants =~ Hd

a—,
Tosi out r's Enlarge to Publish

* @- LD
. =N

m StyleZone is much more fun when your friends are around.
= Invite your friends now! "2

[

M packto sylestudio’s tour
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Exhibit 23 Top designers at StyleZone.com

Having a problem with StyleZone? Need help? We’ re always listening @

Click here to tell us what's on your mind.

Hi ExcedrinBe... | Log out | Download
S Designers | Outfits | Designs | Artworks | Tags | Events e
T = Friznds
OnLine Fashion Communng SEE”Eh ‘ml_zz;'z'z "|° Tell a friend

StyleZone's Top Designers

Search for desi [ ] 8 Go! §

sklight Lot divababe ¥

(Hes  mmie

Green

o

elicor... Hilary LOWERU... alinoranz

Mg Yy SLTE Fall-

serdar

A : BEREED
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Exhibit 24 Step 1 of StyleFeeder.com registration

:ﬂ StyleFeeder

Signup » Dive in» Start your StyleFeed » Done

Click the pictures that

match your interests.

Pick as many as you
want!

Tell us what

you like

We'll show you
cool stuff!
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Exhibit 25 Step 2 of StyleFeeder.com registration

}g StyleFeeder

Dive in » Start your StyleFeed » Done

Start your | Your picks
StyleFeed [
Choose the items you like J
to build a shareable T
StyleFeed and get !h___
connected with other
=

StyleFeeders! r
@
\.’.

skip this step »
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Exhibit 26 Step 3 of StyleFeeder.com registration

:El StyleFeeder

Here's where the magic starts...

StyleFeeder learns what you like (you've already started!). R
Then we show you people and products that you're going Slgn up here

It's a better way to shop. It's that simple. Fassword: |:|
- Confirm password:
People like you I

= = : B Email: [—
e L T
- - (What's this?) r

Stuff you'll like

Get your widget!

o Put your StyleFeed on
i SterFeeder MySpace, Facebook,

Friendster, Freewebs and
more! It's a great way to
share the stuff you find
with your friends.

v
m We care about your privacy. Our policy.
Site privacy stateme
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Exhibit 27 Diane Pernet’s homepage and sample blog entry

WEDNESDAY, 23 MAY 2007

YOU WEAR IT WELL GOES TO LOOP IN BARCELONA

DIANE,
SHADED
VIEW

(o],
‘FASHION

ARCHIVES

the world's first film festival for
fashion, beauty & style

January 2007

December 2006

« Nicolas et Cécilia en Prada... | Main | DINO DINCO : VIDEQ CLIP OF THE FH MENS ROOM GALLERY INAUGURAL EXHIBITION »

'WEDNESDAY, 16 MAY 2007 _ .

BELOVED BOUDICCA IN B-GUIDED [l subscrive in a reaer

DIANE,. ..
4 A :
SHADED
Vl%"{l\{ | still get the feeling that Boudicca is a too well kept secret. For those of you that do not know the collection, | post the piece that | wrote
s FAS HION about them for B-Guided. If the clothes look this good on the dolls, imagine them in movement.

W LEHADEEY IWONFASHION.COM

Dear Shaded Viewers,

In fact you can google my site for Boudicca and see a few of them live from my showroom visit.

ARCHIVES

May 2007

boudicca

September

August 2006




Exhibit 28 MySpace group devoted to Diane Pernet

ups.myspace.com/fansofdianepernet - Microsoft Internet Explorer

File Edit Vview Favorites Tools Help

y A ) . N
eBack M > | |£] @ _lj /_JSearch . Faveritss €‘} J = p« ﬂ £ @ :’3
Address |@ http:/fgroups. myspace, com/index. cfm?fuseaction=groups.groupProfilefgrouplD = 1025364 15 &My Token =55f4b735-28 2f-4 23-ba05-22f5fe6 53457

W9 v [Searh [»| & & A ‘ED v| B a0L.com [N YellowPages ~ ¢ Maps ~ [@Shopping ~ [ Quotes ~ 2% Weather ~ i Movies ~ [B]White Pages ~ 42 Travel ~ ‘(i City ™
Google = diane pernet viceoS & & B v % bookmarkse Bl 17blocked | " Check v 'y Autolink w o Send tow 40 [E], diane [E] pernet () Settings=
-

w

Go | Links ¥

Now with Sound!

| My
Google

Home Browse Search Invite Film Mail Blog Favorites Forum Groups Events Videos Music Comedy Classifieds

Group URL: http://groups.myspace.com/fansofdianepernet « Back to Groups Directory

IANE PERNET JUNKIES

%

Category: Other Join Group
Type: Public Membership [help] Post Topic
Founded: Mar 26, 2006
Location:: london,
- UK
Members: 113
Group Leader:
LEGENDARY-LEVI -DU
BOIS- |
» View Group Photos
Fans and Lovers of Diane Pernet, if your not one yet you will be soon!
www.ashadedviewonfashion.com
DIANE PERNET JUNKIES (113 mbers)
valeria Tangelia ANNACADABRA
 Internet
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Exhibit 29 Purse Blog homepage, blog posts, and Purse Forum

Mulberry Hobo Bag
via Net-A-Porter

P search

PURSE

Shallow Obsessing Strongly Encouraged

The iz the blog for
designer handbag
enthusiasts to manifest their
obsessions. Do not

, we feel your pain

Join up with thousands of other
equally minded individuals at the

Serving over 5.2 Million
addicted handbag lovers a
month!

Sponsored Links

Ads by Google
Bag
Purse Handbag
Designer Handbag
ltalian Handbags
Dizcount Handbao |

HANDBAGS

Borow

Borrow W Borow e Bovrow o Borow e

8 _ ROW NOWI
® @

Borow

Hermes in Venice, Italy

Filed under

Glam.com

Proudly part of:

READERS  CHOICE

2006
Glam Bestin Fashion

Glam
NETWORK

Feed your Newsreaders

| XML |

Il delicio us g
[+ ENRSEECH
3 & ousgoror |
netv
Bl W MY MSN
Bloglines
Google Reader
(£ "Roo o PR |

MARC by Marc Jacobs Pleated Handbag

Filed under:

While we all have different budgets, in the world of designer handbags, a handbag under
$700 seems overly reasonable to me. I am sitting here praising this leather bag so much and
still a little in shock and awe that it is indeed Marc Jacobs, from the cheaper line, MARC.
Typically from MARC we see cotton bags and linen with flowers and just easy to throw arcund
{ok many time atrocities that are cheap nonetheless). But this new line is on point. First there
was the cute , now there is the MARC by Marc Jacobs Pleated Handbag
which is not only cute but even sophisticated. Touted the Delancey e, this handbag radiated
lush chocolate leather with simple and slight pleating at the top along with gold tone hardware.
The shoulder strap is detachable which leaves the option of just using the buckled top handles.
The lining is nothing special, but that is fine by me seeing that Chloe Paddington’s merely sport
cotten lining also. Measuring 19°H % 21 1/2°W x 5°D, this is a cheap and chic bag that iz a
viable work bag option. Pre order at
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Exhibit 29 (continued)

Register

= Herbol with color tnis vibrant,
fﬁe’.’gﬁ,‘o, . what willyou _
i ‘get away with?
FlemelionTheColor com) e d Out Newh <
= User
% The Purse Forum The Ffsﬁ.if'élﬂgimﬁm'ﬁﬂﬁlemh hiame Al

Eoundstion Password : - Login

Welcome to the The Purse Forum.

Welcome to The Purse Forum, the Internet's #1 community for handbag lovers and shoulder fashion fetishists! Over 50,000 members have contributed over 2.6 million posts in
over 120,000 threads about the hottest 'it' bags of the seasons, they've evaluated eBay sellers and other online stores and discussed many more topics...

You currently are not logged in and are viewing the Purse Forum as a guest. This enables you to read most of our content. If you would like to actively participate in current
threads or create your own, view or post pictures, vote in polls, privately interact with any of our members or use all the other features of this site, you will need to register for
free with a valid email address and a user name of choice. Join our fast growing community today!

CLICK HERE TO REGISTER

The Front Desk

Forum Last Post Threads

<L

R [ iows & Annviincements ) Private Messaging disabled... 5 5
Important information for the members of the Purse Forum. by vlad Apr 19th, 2007 03:07 AM @
The Newcomer's Lounge

& New to tPF? This is where you can introduce yourself to the family, ask questions and drop off suggestions on L Hit

= how to improve our forum. i Ideqres Today 08:01 PM B 1,077 18,752

8 Freguently Asked Questions

Bags, Bags, Bags
Ewerything your bag loving heart desires

Forum Last Post Threads

‘I Handbags & Purses
! What we fancy, what we yearn for.
Note: Please make sure the brand you want to discuss is not covered in our designer forums.

|_ Do You Like This In Silver?

by tano expert Today 07:53 PM @ 2508 ki

Your Bag Showcase =
|_. SunnyFreckles small, but...

&

The place to show off your handbag collection! Flease review the rules before posting. 730 45,996
" : v £

Must be registered and logged to view. by Sunnyfreckles Today 08:00 PM B
% Deals & Steals |\ Victoria Secret Semi-Annual... 5.234 38,329
|2 Forum for special promos and hot fashion deals. Not a personal FS or trade forum. Affiliate links not tolerated. by BalenciagaPlaneT Today 07:51 M @ 4 4
ﬁ eBay Forum L ebay alternatives? 2 360 34,061
¥ Forum for discussion on eBay auctioning, Paypal issues and related topics. by Lorena Today 07:43 PM 3 " ‘

Blog Entries \_ Burberry Denim Diaper Bag ag32 13,408
¥ Comment on our blog entries on the Purse Blog here. New thread posting is disabled. by aliw Today 07:52 PM I3 ‘

Designer Forums
Dedicated forums for outstanding handbags designers and brands, ordered alphabetically.

Forum Last Post
% Balenciaga |_ My vert d'eau city caused...
= Forum devoted to Balenciaga handbags and accessories. by bellenuit Today 08:00 PM 3 SR A7
Bottega Veneta
% Forum devoted to Bottega Veneta handbags and accessories. L Opinions Needed 404 8,262
" by pursemania Today 07:30 PM 3 4
E/ SHOP BOTTEGA VENETA
.% Burberry |" what do vou guys think?2? 297 4,282
|2 Forum devoted to Burberry handbags and accessories. by VallevOppressed Today 07:12 FM @ 4
Chanel
.% Forum devoted to Chanel handbags and accessories. L What is a C_hanel irl like?... 8,132 158,323
by handbag addict Today 07:57 PM 3

B Chanel Reference Library
B Chanel Shopping

Chloé

Forum devoted to Chloé handbags and accessories. .
% | Celebrities and their Chloé's!
f £ SHOP CHLOE by LV Mandy Today 07:57 PM &3
B Chloe Reference Library

3,661 67,543
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