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Immersive 
Vogue 

Experience 
Case Study :To showcase how immersive consumer engagement can drive brand 
awareness of merchant services. 
Merchant services embedded in this Vogue Business experience include HSBC 
and Mastercard. Demonstrating engaged users discovered these brands amongst 
others.



From a user / customer 
perspective upon browsing in the 
last seven days engagement 
times vary  from 12 -6.57 
minutes. 60% of traffic came 
from mobile where the average 
thumb scroll is three seconds. 
The replication of in-store charm 
and characteristics of a luxury 
shopping experience causing 
prolonged user times.

From the numbers we can see 
that users do stay in to immerse 

themselves as the 360 
experience. It is invitational,  

this creates a sense that it has 
been customised for the 

individual shopper/user.15.2% 
of user returned for a second 
look with an average time of 

6.57 minutes.

You could say that the 
“by-product” of browsing longer 

and the whole experience of 
360 content is that they will 

stumble upon new products or 
even purchase products they 

did not intend to purchase when 
entering the site.
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● 89.3% of users from direct sources and 10.7% are 
from social media platforms.

Traffic Acquisition

● 15.20% of users were new and 84.80% were 
interested enough to return to the site. This may 

indicate elements of curiosity and that 360 
provides the user with an immersive experience.

● Avg. time on a page was 6 min 57 sec

● Mobile   60.71%
● Desktop   39.3%
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● Considering the are organic searches, the 
numbers are very good with typical fluctuation 

patterns but levels out one the 5th day.
● At 29.51%, Bounce rate is excellent. It falls  

below the number that is considered the rule of 
thumb for measuring a good bounce rate which is 

around 26% - 40%.



audience
Ireland & UK

North America

Germany & rest of Europe
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23.21%

67.85%

5.36%

23.21%



From the user  data we can see 
that each one of the 55 hotspots 
got traction. The iconic VOGUE 
Magazine covers commanded  
the longest dwell time with every 
single visitor clicking on each 
cover, Average dwell time per 
cover 5 seconds

Every video embedded in the 
experience was watched until 

the end. Video completion rates 
normally vary from 30% 
upwards. Proving that 

immersive experiences working 
by invitation for a pleasurable 

experience for the user as there 
are no ads to skip.

We can see that the most 
popular departments in the 

virtual store are the jewellery 
department, mens watches  and 

the perfume section. High 
quality video is embedded here, 
appealing to users interested in 

the product.
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From a user / customer 
perspective upon browsing in the 
last seven days engagement 
times vary  from 9 -6.57 minutes. 
60% of traffic came from mobile 
where the average thumb scroll 
is three seconds. The in-store 
charm and characteristics of a 
luxury shopping experience 
causing prolonged user times.

From the numbers we can see 
that users do stay in to immerse 

themselves as the 360 
experience, this creates a 

sense that it has been 
customised for the individual 
shopper/user.15.2% of user 

returned for a second look with 
an average time of 6.57 

minutes.

You could say that the 
“by-product” of browsing longer 

and the whole experience of 
360 content is that they will 

stumble upon new products or 
even purchase products they 

did not intend to purchase when 
entering the site.
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Thank You
Please contact us if you would like to 
know more about our experiential 
projects.


