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About ZALORA 
Part of Global Fashion Group 

- Largest Fashion e-commerce company in the world 
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Our Reach 

Strong digital and social media presence 

INDONESIA 

Monthly Visits: 12.9M 

Subscribers: 3.5M 

Facebook Fans: 1.3M 

Instagram Fans: 152K 

Twitter: 62K 

PHILIPPINES 

Monthly Visits: 6.8M 

Subscribers: 1.9M 

Facebook Fans: 1.7M 

Instagram Fans: 103K 

Twitter: 27K 

TAIWAN 

Monthly Visits: 1.8M 

Subscribers: 356K 

Facebook Fans: 202K 

Instagram Fans: 8.3K 

 

SINGAPORE 

Monthly Visits: 3.9M 

Subscribers: 1.0M 

Facebook Fans: 174K 

Instagram Fans: 32K 

Twitter: 6.9K 

MALAYSIA 

Monthly Visits: 6.5M 

Subscribers: 1.8M 

Facebook Fans: 1.1M 

Instagram Fans: 206K 

Twitter: 25K 

HONG KONG 

Monthly Visits: 2.8M 

Subscribers: 678K 

Facebook Fans: 160K 

Instagram Fans: 34K 

Twitter: 957 
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Our Assortment 

Portfolio of over 2,000 strong global and local brands 



We are experiencing a visual revolution 



Humans are visual creatures 
•The human brain processes images 60,000 
times faster than text  

•Visual stimuli and emotional responses are 
easily linked in the brain, resulting in 
stronger information retention  

•Posts on Facebook with pictures have an 
87% interaction rate 

•According to Buzzfeed, every minute 
510,000 photos are liked on Instagram. 

•Image dominant social media services 
such as Instagram, Snapchat and Pinterest 
are seeing rapid growth. 

 



Visual Revolution 
•More smart phones and tablets + improved 
download speeds means more image are 
consumed than ever before 

•The internet is visual now. Two billion images are 
shared on social media every day 

•Marketers are increasingly aware of the power of 
the image. According to  survey 88% of marketers 
placed sight as highest among human senses 
most important in influencing human behaviour 

•This massive , technology-driven shift in 
communication is changing the way brands and 
consumers interact with one another 



Consumers and Storytelling 
•We are constantly sending and receiving 
images among friends and family and within 
our wider networks on Facebook, Twitter, 
Instagram etc., and this becomes the dominant 
way of creating, sharing and consuming 
content 

•Tweets with images are retweeted 150% more 
often than text based tweets and there are 93 
million selfies taken each day 

•We now often even choose images over words 
to communicate 

•There is so much information to process every 
minute, and we are generally processing this 
information on smaller screens, which 
inherently lends itself to consuming imagery – 
it’s much quicker to absorb what’s going on.  



The rise of influencers 

•Influencer marketing isn’t new, but it is rapidly 
gaining popularity among brand marketers. They 
are turning to influencers to help combat ad 
avoidance, bring fresh creativity to their 
marketing and gain cachet with young people, 
who place more trust in celebrities and social 
media “stars” than others do. 

•According to November 2015 research by 
Deloitte, 30% of internet users said 
endorsements from online personalities 
influenced their purchase decisions—a figure 
that rose to 49% among teens and 48% among 
younger millennials (ages 19 to 25). 

 



The rise of influencers 
•Additionally, TapInfluence and Altimeter 
Group asked influencers what their 
audience loves about their work, and what 
ultimately keeps them engaged. Most 
influencers surveyed said authenticity was 
key. Indeed, 71.2% of respondents said 
they keep their followers engaged by being 
themselves, by being honest, as well as 
because of their willingness to call it like 
they see it.  

•Authenticity wasn’t the only factor, however. 
Roughly two thirds said they keep their 
audience engaged by addressing the things 
they are interested in. And more than half 
said they do so by interacting, listening and 
responding to their followers. 

 



Challenges 

•Identifying the right influencers 

•Measurement 

•Compliance 



ZALORA’s 5-point rule in choosing 
influencers 

•Style factor 

 -          We need to be associated with stylish individuals 

•Followers/Reach 

 -          Significant number of followers and interactions 

•Content relevance i.e. fashion/beauty related posts 

 -          They should be inclined to post topics on beauty 
and fashion.  

•Sharing frequency 

 -          They must be influencers that regularly post 
something at least every day. If we are seeding them items to 
post, we are helping them create their future posts.  

•Brand interaction i.e. similar brands as ZALORA 

 



Measuring influencer marketing  

•Brand Visibility  

 - For your true ROI, it’s important to ensure your impressions are 
targeted. Influencer marketing allows you to reach the consumers most likely to 
shop your product by selecting bloggers who closely align with your target 
audience. 

•Cost per Engagement 

 - CPE has become a key measure of success for influencer 
collaborations, as it takes into consideration the value of a consumer’s long-term 
interest in the brand, not just their interest in an immediate sale. Engagement 
can include clicks to the website, likes, comments, video views, number of sales, 
repins on Pinterest, retweets on Twitter, and shares on Facebook, among other 
social interactions. 

 



Measuring influencer marketing  

•Content Creation 

 - Generating content is a powerful return on investment, both in terms of savings on in-
house content creation and the sales potential and reach generated by the influencer 
collaboration 

•Moving the Needle 
• Affiliate links – Generating a unique affiliate link for an influencer allows you to track online 

sales made through their social channels and blog posts. Influencers typically receive 
commission from these sales. These links will also provide data around the number of clicks to 
the brand’s website, the number of sales, and the average order value for those sales. 

• Promo codes - Promo codes help you track “down the line” purchases spurred by influencer 
marketing. Custom promo codes allow you to track the impact of your influencer campaign 
beyond immediate sales. 

• Google Analytics - You can see which of your online customers visited your e-commerce site 
from an influencer’s blog or social channel, giving you a reliable assessment of ROI on e-
commerce sales. 

 



Compliance 



 

 

 

A great idea, great talent, and great content 
– and the right distribution, you’ll get a 

measurable product 




