


—
Why is the 
industry 
in flux…?
—

Reach & Frequency
They’re over served and over targeted

Fragmented Search Landscape
Google Search traffic has plateaued; search 
moving to YouTube & TikTok

Stuck On Social
Consumers are not able to leave platforms
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—
Performance 
marketing
isn’t performing
—
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—
Ad frequency 
creates burnout 
—
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—
Brand frequency 
creates relevance 
—
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—
Culture 
is relevance
—
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—
Culture is 
the new KPI
—
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Print
75M
READERS

X
102M

Instagram

Facebook
131M
FANS

214M
FOLLOWERS

FOLLOWERS

IRL
500+ 

EVENTS

Web
214M 

UNIQUES

Video
24B+
VIEWS / +27%

Pinterest
16M FOLLOWERS

TikTok
597M
ENGAGEMENTS

Audio
77M

DOWNLOADS 
Source: Audio: Megaphone/Podtrac, Global podcasts, Apr 2023 - Mar 2024, Global downloads; 
Video: Adobe, YouTube Analytics, DFP, Partner Data, Facebook Insights, Twitter Analytics, Instagram 
Analytics, Snapchat Insights, TikTok; Apr 2023 - Mar 2024; Print: MRI-Simmons Fall 2023 and various 
international sources; Digital: Google Analytics, March 2024 monthly average; Social: ListenFirst, 
Global, social fans as of Mar 2024; TikTok: total engagements, Apr 2023 - Mar 2024. 

1B CONSUMERS 
80+ PLATFORMS

37 BRANDS 
32 MARKETS 
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COMMERCIALEDITORIAL

Condé Nast 
Creative
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Audience 
Insights

Motivation and the incentive

Cultural
Relevance
Editorial foresight

Category 
Trends

A macro theme and formats 

Our Strategic Formula
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NEW RULES OF ENGAGEMENT
SHAPED BY GEN Z EXPECTATIONS

GLOBAL INFLUENCE = CULTURAL RELEVANCE

SOCIAL
ENGAGEMENT

ISN’T 
LINEAR

CONTENT 
DRIVES 

AUTHENTICITY 
& TRUST
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E-COMMERCE 
PURCHASE 

≠
BRAND TRUST



FINDING PRODUCTS 
ONLINE THROUGH

 SEARCH ENGINES
SOCIAL MEDIA
RETAIL SITES

 

30%

1 IN 2 PREFER TO 
CHECK-OUT 

IN-STORE

SHARING THE 
EXPERIENCE ONLINE 

& SOCIAL MEDIA 

TIME SPENT FINDING 
INSPIRATION

24%
TIME SPENT 
RESEARCHING

24%
TIME SPENT PURCHASING

24%
TIME SPENT 
POST-SALE

When brands can breakthrough

Source: Vogue Business, “Unlocking Gen Z’s Luxury Spending Power in 2023”
Rakuten and Vogue Business Survey of Vogue and GQ Readers
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Gen Z luxury 
spend is growing 
3x faster than 
other generations



For Gen Z, consumption today is 
an infinite loop of inspiration, 
exploration, community and loyalty.

Source: 2023 Archrival Gen Z Study on VogueBusiness.com



51% of Gen Zs believe social 
media influencers create new 
trends (vs. 36% of millennials). 

Source: 2023 Archrival Gen Z Study on VogueBusiness.com



21% of Gen Zs and millennials 
credited celebrities with creating 
new trends, compared to 15% 
who said brands do.

Source: 2023 Archrival Gen Z Study on VogueBusiness.com



Talent drives 2.5 x
more engagement

Source: Parse.ly Jan-Aug 2022 U.S.; Benchmarks vs. site avg. top 10K articles; engaged minutes; CN Gen Z Social Consumer Journey 2022; ListenFirst 2022 YTD



Talent trusts 
Condé Nast



Trust creates 
access



New, Now and Next



At the same time, 
nostalgia has a hold on 
Gen-Z consumers
More than ever, thoughtful, considered and surprising casting is key 
when engaging Gen-Z and can super-charge branded storytelling.
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Case Study:
eBay x Vogue





Condé Nast’s 
Gen Z engagers 
are the pioneers 
of second-hand 
luxury 

- 64%
Find the idea of wearing pre-owned 
luxury/designer products appealing (127i)

- 49%
Agree that pre-owned luxury/designer 
products are as valuable as brand new (161i)

- 64%
Agree wearing pre-owned luxury & designer 
products is as stylish as wearing brand new (151i)

Source: Condé Nast Luxury Study 2024, GWI Core Q2 2023; GWI Luxury 202324

- 87%
Are aware (132i), would consider (115i) or 
have purchased  (117i) second-hand luxury
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                           is a multi-dimensional, global 
fashion-as-entertainment experience that reimagines the 

magazine as a live-streamed runway show.



26 Source: TikTok, lifetime views to search term, pulled November 2023. Search term: “Vogue World London”. Comparisons to: “Wimbledon 2023, “Grammys Awards 
2023”, and “Cannes Film Festival 2023”

As The Biggest Fashion 
Moments Of The Year Unite To 

Drive Unprecedented Impact

4X
B I G G E R   T H A N   T H E   

2 0 2 3  G R A M M Y S  

2X 1.3X
B I G G E R   T H A N   

W I M B L E D O N   2 0 2 3
B I G G E R   T H A N   
C A N N E S  F I L M  

F E S T I V A L  2 0 2 3

Driving Unprecedented Engagement
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Twiggy Wisdom 
Kaye

Rita Ora
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https://docs.google.com/file/d/1CRuKZFpxsZp_ctIcntCFIyqBKOgBfAJ5/preview


Print spreads



4
CUSTOM VIDEOS 

WITH TALENT

7
PRINT SPREADS 

ACROSS BRITISH & 
AMERICAN VOGUE

9
CUSTOM 
IMAGE 
ASSETS

1
RED CARPET MOMENT 

WITH INTEGRATION 
AT VOGUE WORLD
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171%
VOGUE WORLD 

LIVESTREAM 
SPONSORSHIP GOAL

3.6m
VOGUE ORGANIC 

VIEWS ON 
IG + YOUTUBE

+5%
SEARCH 

LIFT

2x
OUR STANDARD 

BENCHMARK = CLICK 
THROUGH RATES
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VOGUE ARCHIVAL
 IMAGE CURATION

Source images to inform all 
eBay AG creative elements 

of campaign.

with eBay Consistently in the Spotlight
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Act VIAct II

CUSTOM PRINT 
CAMPAIGN

Twiggy, Rita Ora & Wisdom 
Kaye recreate iconic Vogue 

images with eBay AG 
merchandise in 7-page 

custom unit.
 (US & UK)

Act III Act V

CUSTOM BEHIND THE 
MOMENT EPISODE

Featuring Twiggy 
reminiscing about her 
original VOGUE photo 

shoot & recreated image 
for eBay AG

Act IV

RED CARPET ARRIVALS 
& LIVESTREAM

Talent walk Vogue World’s 
celebrity Red Carpet 

together wearing eBay AG

INSIDE THEATRE ROYAL 
DRURY LANE

eBay AG integrated 
throughout the theatre 

experience for IRL guests

CUSTOM CUTAWAY
Showcasing talent on the 
streets of London while 
spotlighting eBay AG 

merchandise; featured in 
Livestream

(US & UK)

MEDIA 
AMPLIFICATION & 
EVENT REPORTING 

Vogue World Campaign

Act I

TALENT CURATION
Identify talent  to 

personify the original 
VOGUE Image and bring 

it to life today. 
Essential factor in 

campaign success.
EVENT PROMOTION



92.2 Million 
Vogue World Video
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LIVE + NON-LIVE VIDEO VIEWS
Views across all Vogue World related video, including livestream. All Vogue World Videos on 
YouTube and O&O had eBay rotational pre-roll and mid-roll ads

Livestream views, both live and replays, included eBay branded cutaway and rotational 
pre-roll and mid-roll ads

11.3 Million 
LIVESTREAM + REPLAY VIEWS
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● Access to the Vogue Archive’s & Casting Expertise

● 7-page Custom Creative in October Vogue US & 
Vogue UK Issues

● Behind The Moment Custom Video Package

● Red Carpet Livestream

● Custom Branded Cutaway featured during Vogue 
World Livestream

● High-Impact Media Driving the Conversation

VOGUE WORLD

Partnership @ a Glance

167M+
Paid Media Impressions

41M+
Total Campaign Video 

Views

+9.2%
Lift in Brand Favorability

+10.2%
Lift in Brand 

Trustworthiness
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Undisputed Truths
● Unparalleled Talent 
● Universality  

● Ubiquity  

● Unreplicable  

● Unified  



We Win on Ideas, 
We Renew 
on Execution
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PARIS
23 June 2024 - 9PM 

Arriving in Paris on International Olympic Day

Introducing



Key Takeaways 
● Culture is the new KPI 
● Gen Z’s community is global
● Casting for new, next, and nostalgic
● Post-campaign, determine your undisputed truths
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Veronica Valdes
Global Director, Creative Strategy
Condé Nast Commercial Creative
veronica.valdes@condenast.com 

mailto:veronica.valdes@condenast.com

