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Ask: Ask: Ask: How the customer wants to feel while or after completing the ~ Ask: Ask:
« Tellme about the last time you bought something in fashion for * What made you decide to shop on that day? + What was frustrating or confusing during the process? job * When you're looking for outfit ideas or deciding what to buy, * If you could wave a magic wand, what would have
specific purpose or situation? * Was there a specific event, feeling, or situation that pushed you to * Was there a point where you nearly gave up or got stuck? Ask: do you ever watch videos or follow creators? made that experience smoother?
[7/) + What happened next? Can you walk me through what you did? look? * What do you hate about shopping for clothes online? * How did you want to feel after finding the right item? * What kind of fashion content do you usually find helpful or + Was there something you wish existed to help you
c * What was most important to you when you were shopping? * Do you remember what time of day or week it was? + Did anything stop you from buying something you liked? * What feelings do you get when a shopping experience inspiring — and where do you watch it? make your decision?
[e] = Where did you get your inspiration from? How did you decide on what * Were you reacting to something (e.g. invite, payday, trend)? goes really well? + Have you ever seen a brand or influencer do a live shopping * Have you ever seen content (like a video or live
_I ] to get? What mattered most to you in that moment? / Capture friction, blockers, anxieties — especially around fit, timing, « What makes you feel unsure or anxious when shopping session? What stood out — or what put you of f? session) that helped in a way the site didn't?
173 /" Look for timing, platform, mood, or life moments that start the confidence, and overload. online? * If you're unsure about something, what kind of content * What's one thing a brand could do to make shopping
[5) « If you could summarise what you were really trying to get doneinone  journey. * What kind of content or experience makes you feel more would help you feel more confident to buy it? feel more fun or useful?
=1 sentence, how would you put it? confident in your decision? / Listen for channels, formats, and intent — e.g. TikTok try-
g ons, YouTube hauls, Instagram styling tips, brand lives, creator- ./ Use this to generate content ideas, feature fixes, or live
/ Listen for functional and emotional goals —e.g. “l just needed /" Listen for emotions like: confident, trendy, reassured, in led confidence boosters. shopping formats.
something quick and stylish that would arrive on time.” control, validated, inspired.
(7] @ “/ got invited to a party on Friday and realised | had
When | get invited to a last-minute event, | want to find an outfit quickly, so " " i : " " . M 9 " M a . 0 Next-day delivery filters, live outfit suggestions, countdown  nothing to wear. | didn't have time to go shopping, so | was
o Event (Urgency / 9 . quickly Last-minute party, wedding, or holiday trip Delivery uncertainty, outfit decision paralysis, no time to shop in-store Feelin control, confident, stylish Y Y " 99 othing to n o 90 Shopping.
N - 5 | can feel confident and avoid stress. to delivery cut-off just panic-scrolling trying to find something that looked
Occasion-Based) Y,
16’ decent and would arrive in time.
Q @ Trend-Led ® "I saw this girl wearing cargo skirts on TikTok and I just
When | see a trend on social media, | want to try it out, so | can feel current - . N N N " . I N " wanted that exact look. | didn’t want to waste hours finding
:’ SMh::ng\’?s(si:::;I and express my style. Scrolling TikTok / IG, influencer outfit inspo Hard to find the look, unsure how to style, fear of looking silly Want to feel trendy, included, inspired Creator try-ons, shop-the-look lives, trend explainers each bit, | just wished | could click one link and buy the whole
s P thing.”
8 Emotional \\\ b ored or stressed, | want to browse fun fashion, so | can lift my mood N A ' "Treat yourself” lives, affordable edit, low-pressure shopping ¥ -Sometimes I'm just scrolling late at night after work — not
Browsing (Mood- e el End of day, bored at home, payday Too much choice, guilt about spending, impulsive regret Fun, boost, guilt-free e really looking for anything, just want to feel inspired or treat
Boosting) P 9. ‘myself to something small without going overboard.”
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Flavia is a fashion-conscious shopper who primarily shops online, using platforms like ASOS mywardrabe = o ox e B
and Vinted, especially when preparing for specific events or trips. Her shopping journey is nything (o aention.
often triggered by a moment of need — like packing for her holiday to Brazil — or boredom, e
leading her to browse casually. She doesnit always know exactly what she wants, so she starts iy
with mood-based inspiration from TikTok and Pinterest, valuing content that showcases how
people style outfits, particularly “week in outfits” and holiday hauls. She describes her style as
“a lttle bit alternative" while still wanting to stay up to date with trends. While she prefers
sustainable shopping where possible, convenience and finding the right fit often lead her to Additional
larger retailers. Flavia's main pain points include uncertainty around sizing and visualising how. Context
clothes will look on her, which makes returns a frustrating part of the process. She hasn't
engaged much with live shopping, but she is highly influenced by short, creative styling oaugre intuencersse
content that feels authentic and visually expressive. Her shopping habits are as much about Jooutcomtert S
inspiration and expression as they are about function — she wants to feel comfortable, Lies shouing Short  Hasashor ot wih Tk
confident, and aligned with the vibe of the occasion. shopping. iy ) attention
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After receiving confirmation of her US travel visa, Sara began looking for a dress for her
cousin's upcoming wedding. She turned to Pinterest and Instagram for inspiration, specifically
searching for “wedding guest” looks and browsing content from fashion influencers she
follows. One influencer in particular had posted a fishtail-style dress that Sara loved, but it was
100 expensive. This led her to ASOS, where she searched for similar fishtail dresses that s
matched the look but were more affordable. Over two days, she browsed options, added v ontext pr—
favourites to her basket, and gradually built a shortlist before placing her order. Context o e
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Name: ebonee
getting engaged.
Occupation: Paralegal : o
Interview date:  Siaing s a ma
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* Ebonee is a socially driven shopper who often shops for last-minute events. She's inspired by S S swwowe  TOK oo mwgiom  Also s 155 et Sy | s kel e S vommey o praem® i =) e oot
culture and media (e.q. TV shows like Yellowstone) but struggles to translate that inspiration e [ = feiiisse ‘s looked el e | e reiEs W mocen thinker et e fitorenst ey
into searchable terms. She values feeling stylish and confident, seeking validation from friends i e ASOS. atZara ot IR choices s irene nour e s
before committing to a look. Trust is a key factor in her decision-making — past ba et e aclearer viewo -
experiences with sizing or misleading product imagery (e.g. colour discrepancies) make her — !
cautious. She finds Pinterest unexpectedly useful for discovery, and appreciates honest, i)
relatable content ike live shopping when it shows real fit and detail without the salesy tone. ™ Lo
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Julietis a fashion-sawvy content creator and quality analyst based in Croydon, London, who
integrates fashion deeply into both her personal and professional life. Passionate about styling
and visual storytelling, she uses social media—primarily Instagram, Pinterest, and TikTok—not
just for inspiration but as a tool to curate and create content for her growing online audience.
When shopping, she starts with a strong visual idea of the look she wants, often inspired by a
destination o setting, like her upcoming trip to Egypt. For Juliet, outfits are chosen to
complement the aesthetic of the places she visits, with moodboards and content planning
shaping her shopping journey. She values clarity, control, and creativity in her fashion process,
favouring platforms like ASOS and Zara for their range and familiarity. While she engages
heavily with styling content online, she's cautious of live shopping formats that feel overly
sales-driven, preferring instead to shop on her own terms.

 and transitons.

- Sees brand websites primarily as places to buy rather than sources of nspiration




