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Despite marketers’ recent emphasis on social media platform Instagram, its sister network Facebook is actually the
top digital channel to discover new brands.

According to Criteo’s new “Why We Buy” survey, brand Web sites were the second most popular discovery channel
and were cited by 46 percent of respondents compared to Facebook’s 49 percent. Online advertisements are another
important way consumers find new products, according to almost half of respondents.
“Our survey data indicates that online ads help 48 percent of consumers discover new products, while driving them
to Web sites with more information,” said Jaysen Gillespie, vice president and head of analytics and data science at
Criteo, Los Angeles. “Marketers know that their brands’ data need to be connected across devices and leveraged
into highly personalized advertisements.”
Criteo surveyed more than 1,000 U.S. consumers in February 2019 for its brand loyalty survey.
Discovery and loyalty
Google’s YouT ube rounded out the top three digital channels, coming in after Facebook and brand sites, and was
mentioned by 40 percent of consumers.
While almost half of shoppers found new brands through Facebook, only 27 percent of respondents said they
discovered new brands through Instagram. More than a third, 36 percent, cited email marketing as a way they found
new companies.
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Despite the increasing investment by marketers in online influencers, only 15 percent of respondents said they were
responsible for any discovery. T witter and Snapchat fared even worse, at 14 and 12 percent, respectively.
Almost three-quarters of consumers are willing to try a new brand in a major shopping category, including 72
percent of apparel shoppers. As the concept of brand loyalty has evolved, premium direct-to-consumer labels such
as Everlane and Glossier have flourished.
Luxury brands have the least to worry about when it comes to shoppers who hop from brand to brand.
Less than half, 46 percent, of shoppers looking to purchase jewelry or luxury goods are likely to try new brands.
Generally, shoppers want the best quality at the best price available, but that is not the only consideration for
consumers.
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While only 13 percent return to a brand solely because it is considered a luxury label, 49 percent are drawn to
product selection and 40 percent are influenced by quality customer service. T hirty-one percent also patronize
brands that offer something shoppers cannot find elsewhere, emphasizing the importance of exclusivity and
uniqueness.
“Value isn’t low-price leadership – it’s getting the best total experience for the price,” Mr. Gillespie said. “Luxury
brands should lean into the desires of consumers that are not as price sensitive: truly relevant communications; a
compelling, upscale retail experience and customer service that goes above and beyond.”
Value impact
Criteo’s survey also supports the notion that consumers are becoming more ethics-oriented. Over a third, 35 percent,
of respondents say they are more likely to shop a brand with similar values after an initial purchase.
While luxury brands often stayed out of politics, fashion label Balenciaga has recently waded into partisan
discourse and charitable fashion with runway collections inspired by Bernie Sanders and the World Food
Programme
Balenciaga feels it has a responsibility to use its position and popularity as a platform for causes it cares about,
according to the label’s CEO. As a panel during T he New York T imes International Luxury Conference on Nov. 13
discussed, luxury brands are wading into political and cause-based discourse, which could be a potentially risky

move, but up-and-coming generations of consumers are looking at a brand’s values as much as its craftsmanship or
heritage (see story).
While luxury labels are among the fashion industry’s frontrunners in sustainability, these companies are facing
challenges to achieve additional progress and impact.
A report from the Boston Consulting Group and the Global Fashion Agenda finds that luxury brands improved their
sustainability performance in the past year. Despite improvements in the overall fashion industry’s sustainability, the
report notes that there is still room for improvement (see story).
“One out of six shoppers stopped shopping if a brand’s values weren’t aligned with their personal beliefs, while 51
percent stated their purchasing decisions are affected by a brand’s value,” Criteo’s Mr. Gillespie said. “T he days
when marketers could ignore values are long gone.”
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