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For the first time, TOMMYNOW 
will combine both men’s and women’s 
collections, including HILFIGER EDITION, 
HILFIGER COLLECTION and the third 
TommyXGigi collaborative capsule designed 
with global brand ambassador and 
international supermodel Gigi Hadid.

Following the sell-out success of the 
first two TOMMYNOW shows, the  
Fall 2017 event builds on Tommy Hilfiger’s 
signature “See Now, Buy now” format, 
with all runway looks available across 
an ecosystem of immediately shoppable 
channels in more than 70 countries. 
From traditional retail, wholesale 
and e-commerce, to innovation in 
Augmented Reality, 3D image recognition 
commerce, and the evolution of the 
Artificial Intelligence-powered chatbot, 
TOMMYNOW continues to build on  
its success of converting visibility  

FALL 2017 TOMMYNOW
THE BRAND’S THIRD IN-SEASON RUNWAY SHOW WILL CLOSE LONDON FASHION WEEK ON TUESDAY, 
SEPTEMBER 19, 2017 AT 7:00 P.M. BST AT THE ROUNDHOUSE. INSPIRED BY TOMMY HILFIGER’S LOVE OF ROCK 
AND FASHION, “ROCKCIRCUS” WILL BE A HIGH-ENERGY, MUSIC-FUELLED AND INNOVATIVE EXPERIENCE 
SET IN AN ICONIC CONCERT VENUE THAT IS AT THE CENTER OF LONDON’S ROCK-AND-ROLL HISTORY.
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into commerce, fusing fashion  
and entertainment.

“Season after season, TOMMYNOW 
acts as an innovation incubator, breaking all 
the rules and disrupting the fashion industry 
with new authentic experiences for 
consumers around the world,” said Tommy 
Hilfiger. “As we continue our leadership 
role in democratizing the runway, we are 
driven by our passion to come up with new 
all-inclusive ways to involve and empower 
consumers, male and female, to take part in 
these unique experiences.”



We have a history in experimentation to 
bring the runway closer to consumers 
– from immersive virtual reality 
experiences of TOMMYNOW, to social 
media programs such as InstaMeet. 
TOMMY HILFIGER is the first brand to 
use Augmented Reality (AR) technology 
to bring the catwalk experience to life 
outside of the runway show.

Consumers can seamlessly use the 
new AR commerce function, which is built 
within the TOMMYNOW SNAP app, to 
select, view and immediately shop key Fall 
2017 looks on their own private catwalk: 

AUGMENTED REALITY 
OUR CONSUMER-CENTRIC MINDSET DRIVES US TO CONTINUOUSLY CHALLENGE THE STATUS 
QUO TO STAY AT THE FOREFRONT OF THE INDUSTRY AND TRENDS. AS INDUSTRY PIONEERS, 
WE ARE TESTING NEW WAYS OF BRIDGING EXPERIENCES WITH CONVERSION. 
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1 DOWNLOAD the TOMMYNOW SNAP 
app from the Apple App Store.

2 OPEN the app to choose the AR 
functionality in navigation bar.

3 SELECT women’s or  
men’s collection.

4 PERSONALIZE your catwalk experience 
by selecting key looks to view.

5 POINT the mobile device – iPhone or 
iPad – towards a flat surface and watch  

	 the personalized AR catwalk show.

6 TAP on favorite looks  
to save to faves.

7 CLICK out from wish list to the 
product detail page on tommy.com 

8 SHARE favorite looks on  
social media.
 

Five key looks from Fall 2017  
HILFIGER EDITION and ten key looks 
from HILFIGER COLLECTION and the 
TommyXGigi collaborative capsule 
collection are available to shop. 



For Fall 2017, the app now instantly 
recognizes all TOMMY HILFIGER men’s, 
women’s, kids and accessories global 
collections. The app uses 2D and 3D image 
recognition technology, which allows users 
to snap photos of models walking the 
runway, products in store, ad placements and 
editorial shots. The app recognizes the styles 
and links directly to tommy.com for purchase. 

Users can now also select looks from 
user-generated #Popular content appearing 
in the app’s feed, create mood boards of 
favorite looks for specific occasions, and 
view regularly-updated video content 
created around the TOMMYNOW runway 
show. Additionally, the app will introduce 
‘Find Similar’, a new function proposing 
alternative styles, should one item no 
longer be available. The unique new AR 
commerce experience functionality also 
lives within TOMMYNOW SNAP. 

TOMMYNOW SNAP
BUILDING ON ITS INCREDIBLE SUCCESS SINCE LAUNCHING LAST SEASON, THE 3D IMAGE RECOGNITION 
COMMERCE APP TOMMYNOW SNAP HAS EVOLVED INTO A 360 DEGREES CONSUMER EXPERIENCE, AND 
WILL BE AVAILABLE IN 12 MARKETS, INCLUDING THE U.S., U.K., GERMANY, SPAIN, FRANCE AND RUSSIA.

TOMMYNOW SNAP WORKS SEAMLESSLY

1 DOWNLOAD the app from the  
Apple App Store.

2 OPEN the app to start  
camera view.

3 SNAP photos of models on  
the runway, products in store,  

	 ad campaigns, or editorials.

4 SELECT an image to generate a list of 
identified products featured in the image.

5 CLICK on items to purchase instantly 
through tommy.com

It is also possible to upload and shop 
from images in the user’s photos.
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On average, users return to Facebook 
Messenger to ask for styling advice three 
or more times, spending four minutes 
interacting with the chatbot, and 25% are 
returning users. 

For Fall 2017, TOMMYNOW is 
combining men’s and women’s collections 
for the first time. The chatbot therefore 
naturally evolved to launch TMY.BOY, 
which creates look recommendations for 
HILFIGER EDITION based on consumer 
preference and event occasion.

TMY.GRL + TMY.BOY
WITH MORE THAN 100,000 MESSAGES EXCHANGED WITH CONSUMERS SINCE EVOLVING INTO A  
ONE-OF-A-KIND ARTIFICIAL INTELLIGENCE-POWERED VIRTUAL STYLIST, TMY.GRL CONTINUES TO BRING 
NEW LEVELS OF ACCESSIBILITY, ENGAGEMENT AND PERSONALIZATION TO OUR GLOBAL AUDIENCE.
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SHOPPABLE LIVESTREAM
TOMMYNOW IS THE ULTIMATE EXPRESSION OF THE “SEE NOW, BUY NOW” MODEL. TO CONTINUE 
TO DELIVER ON THE BRAND’S PROMISE OF INSTANT GRATIFICATION COMMERCE FOR CONSUMERS 
GLOBALLY, TOMMY HILFIGER WILL ONCE AGAIN MAKE EVERY RUNWAY LOOK IMMEDIATELY AVAILABLE 
VIA A SHOPPABLE LIVESTREAM ON SEPTEMBER 19TH.
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Once the runway show kicks off, 
consumers around the world will be  
able to purchase styles from the Fall 2017 
HILFIGER EDITION, HILFIGER COLLECTION 
and TommyXGigi collection the moment 
they hit the catwalk via the livestream 
broadcast on tommy.com.

As each look premiers, viewers  
can add it to their wish list using the  
“Save This Look” button without 
interrupting the livestream, or pause to 
immediately purchase their favorite  
styles through tommy.com.

The post-show OnDemand video  
of the runway show on tommy.com will 
also be shoppable.



INSTAGRAM + STORIES+ LIVE
With over 4.9 million followers, 

the @TommyHilfiger Instagram channel 
offers a curated expression of our latest 
collections, collaborations and celebrity 
street-style moments. Through Instagram 
Stories and Instagram Live, fans have 
access to exclusive, on-the-scene coverage 
from events and shoots, including VIP and 
backstage interviews, sneak-peeks,  
and takeovers by our favorite influencers 
and ambassadors. 

Since the launch of TOMMYNOW 
in Fall 2016, the @TommyHilfiger feed is 
fully and immediately shoppable for those 
must-have pieces. This season, followers 
can view the TOMMYNOW (non-
shoppable) livestream through Instagram 
Live, while Instagram Stories come to life 
with behind-the-scenes moments from 
ROCKCIRCUS throughout the day.

FACEBOOK+ MESSENGER
Boasting more than 11.5 million 

followers, TOMMY HILFIGER Facebook is 
the perfect hub to explore fresh campaign 
launches, local promotions, brand news 
and event information. 

As of this season, shopping through 
Facebook Messenger becomes even more 
personalized and user-centric with the 
launch of TMY.BOY, an A.I.-powered 
virtual stylist chatbot that offers styling 
advice and HILFIGER EDITION collection 
suggestions based on the specific user’s 
style preference, occasions and staples 
pieces. TMY.BOY joins the already very 
successful TMY.GRL, which offers similar 
advice for HILFIGER COLLECTION and 
TommyXGigi.

With dedicated Facebook Live 
streams from shows and events, Facebook 
continues to open up the world of 
TOMMYNOW to fans across the globe 
through innovative experiences.

PINTEREST
Pin. Curate. Shop. We share 

every piece from our TOMMY HILFIGER 
collections on Pinterest. This includes 
dedicated TommyXGigi, HILFIGER 
COLLECTION and HILFIGER EDITION 
boards, with full look imagery, styling 
advice, products and street-style moments 
from around the world.

SNAPCHAT
An off-the-cuff and unfiltered 

glimpse into the TOMMY HILFIGER world 
– from runway shows and influencer 
takeovers, to exclusive content teasers. 
This season, TOMMYNOW guests can 
personalize and share their experience 
using exclusive branded filters.

SOCIAL COMMERCE & SOCIAL MEDIA
EVERY FALL 2017 RUNWAY LOOK WILL BE IMMEDIATELY SHOPPABLE THROUGH FACEBOOK, 
INSTAGRAM, SNAPCHAT, TWITTER, AND PINTEREST. A “CLICK-TO-BUY” FUNCTION WILL APPEAR  
FOR ALL CONTENT CAPTURED LIVE AT TOMMYNOW OR DISTRIBUTED POST-EVENT.

TWITTER
Non-stop and up-to-date, the  

@TommyHilfiger Twitter account serves 
more than 1.3 million fans with constant 
inspiration. Whether collection-focused 
or event-related, this is the perfect space 
to see whom we are working with and 
what we are up to. This season, we 
are bringing the runway even closer to 
Twitter fans with a dedicated livestream 
page, #TOMMYNOW trending topic and 
custom emoji. 

YOUTUBE
The premier stop for all  

TOMMY HILFIGER video content,  
including campaign stories, event highlights 
and collaboration with influencers. 
Previous show recaps and ‘best of’ are 
available to all viewers to recreate the 
TOMMYNOW experience.
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TOMMY HILFIGER’s vision for the 
future of retail is to offer consumers 
a groundbreaking, immersive in-store 
experience that combines three  
core elements: 

Traditional Retail: Consumers can 
touch and try the product. 

Digital Interaction: Connecting 
online and offline to show consumers 
more products than could ever fit in a 
standard retail footprint.

Social Environment: Inspired by 
Tommy’s first store People’s Place, where 
people came together to enjoy exciting 
and engaging experiences. 

TOMMY HILFIGER STORE-OF-THE-FUTURE
THE ROLE OF OUR CHANNELS IS CHANGING AND THE FUTURE OF RETAILING IS SHIFTING.  
RETURN ON INVESTMENT IS NO LONGER MEASURED BY SALES PER SQUARE FOOT, BUT SURPRISE  
AND EXCITEMENTS PER SQUARE FOOT. 
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The recently redesigned TOMMY HILFIGER 
flagship Store-of-the-Future on Regent 
Street in London builds on this vision, 
featuring:

Smart Fitting Rooms: Smart 
mirrors recognize items brought in via 
RFID tracking, suggest inspiring looks, and 
allow consumers to request styles to the 
fitting room. 

Digital Denim Fit Guides: Help 
consumers find and select their perfect 
denim fit.

Digital Visual Merchandising 
Fixtures: Immediate access to entire 
collections and more color options than 
could fit in a store.

Mix & Match Screens: Inspire 
consumers by dressing a virtual model 
with their own creations.

TommyXYou: Inspiring consumers to 
express their own twist by personalizing 
products bought in-store.

Temporary Interactive Windows: 
Slot-machine-like game on a digital screen 
in store windows running during high 
traffic hours from September 8th to 
19th. Prizes include: Two tickets to attend 
TOMMYNOW; a Bluetooth-connected 
beanie; free coffee at People’s Place;  
free customization on items bought  
in-store; free tote bag to customize; and 
an exclusive bomber jacket.

LEED Certification: We are 
guided by a vision to drive innovation 
through sustainability practices, in order 
to increase operational efficiency while 
reducing environmental impact. The 
store has been designed to achieve LEED 
(Leadership in Energy and Environmental 
Design) Gold certification, incorporating 
measures to increase energy efficiency, 
reduce water consumption and divert 
waste from landfill, amongst others.



GLOBAL
Abdel El Hamri
SVP Global Communications  
and Marketing, The Americas 
T +1 212 548 1728 
abdel.elhamri@tommy.com

Baptiste Blanc
Senior Global  
Communications Director 
T +31 20 589 5409 
baptiste.blanc@tommy.com

Kimberley Witcomb 
Global Communications Director 
T +31 20 589 5714 
kimberley.witcomb@tommy.com

EUROPE – MIDDLE EAST – 
AFRICA
Tommy Hilfiger
Stadhouderskade 6 
1054 ES Amsterdam 
The Netherlands

Jeroen Vermeer
Senior Global  
Communications Manager 
T +31 88 588 9236 
jeroen.vermeer@tommy.com

Roos Smits-Blits
Global Communications Manager 
T +31 20 589 5575 
roos.smits-blits@tommy.com

THE AMERICAS
Tommy Hilfiger
601 West 26th Street, Floor 17 
New York, NY10001

Pearl Lee
VP Communications 
T +1 212 548 1589 
pearllee@tommy.com

Alicia Loehle
Public Relations Director 
T +1 212 548 1622 
alicialoehle@tommy.com

Megan DiCiurcio
VP of Entertainment Public 
Relations 
T +1 212 548 1697 
mdiciurcio@tommy.com

LATIN AMERICA
Tommy Hilfiger
MetroBank Tower, Floor 14 
Punta Pacifica,  
Punta Coronado St. 
Panama City, Panama

Lisa Bressler
Director of Marketing & 
Communications, Latin America 
T +1 212 548 1365 
lbressler@tommy.com

Aaron Romero
Head of Marketing and 
Communications, Latin America  
and the Caribbean 
T +507 206 0581 
aaromero@aswgr.com

Josue Diaz
Public Relations & 
Communications, 
Latin America 
T +507 206 0555 ext. 2116 
jdiaz@aswgr.com

ASIA PACIFIC
Tommy Hilfiger 
Suites 1802-1806A 
18/F Exchange Tower 
33 Wang Chiu Road, Kowloon 
Hong Kong

Eric Reed
SVP Brand Management,  
Asia Pacific 
T +852 3906 8502 
eric.reed@tommy.com

Adrian Wong
Senior Communications 
Manager, Asia Pacific 
T +852 3906 8503 
adrian.wong@tommy.com 

Cami Cruickshank
Communications Manager,  
Asia Pacific 
T +852 9701 2309 
cami.cruickshank@tommy.com

AUSTRALIA
Tommy Hilfiger
3-7 McPherson Street 
Banksmeadow, NSW 2019 

Dianne Taylor
T +61 419 417 591 
dianne.taylor@pvhba.com

Jane Farrugia
T +61 439 493 545 
jane.farrugia@pvhba.com

AUSTRIA 
Network PR
Hallerstrasse 76 
20146 Hamburg

Anna Raschen
T +49 404 503 060 
a.raschen@network-pr.de

BELGIUM
Unlimited PR
Godefriduskaai 20B
2000 Antwerp

Zenna Vanderstukken
T +32 3230 3092 
zenna@upr.be

BRAZIL
Tommy Hilfiger
Rua Coronel Luis Barroso,  
151 – Santo Amaro 
São Paulo – SP, Brazil 04750-030

Luciana Nascimento
T +55 11 2186 9000 ext. 9383 
luciana.nascimento@inbrands.com.br

BULGARIA
United Partners
120 Kiril i Metodii Str. 
Sofia, Bulgaria

Kristiana Ognyanova 
T +359 2832 3344 
kristiana.ognyanova@united-
partners.com

CANADA
rock-it promotions 
460 Richmond St. West,  
Suite 400 
Toronto, ON, M5V 1Y1

Kate Makinson
T +1 416 656 0707 ext. 105 
katemakinson@rockitpromo.com

Meredith Gillies
T +1 416 656 0707 ext. 116 
meredith@rockitpromo.com

CHINA
Tommy Hilfiger 
No. 234, Wu Yi Road 
Changning District 
Shanghai 200050

Stella Jin
T +86 21 2213 9898 8119 
stellajin@tommy.com

Alina Huang
T +86 2122 1398 9881 21 
alinahuang@tommy.com

DENMARK
PRD ApS 
Vimmelskaftet 41A, 2 
DK1161 Copenhagen

Henrik Juhl
T +45 3389 2020 
hju@prdagency.com

FINLAND
Marsaana Communications Oy
Erottajankatu 9 B 5 
00130 Helsinki

Tytti Varila 
T +358 925 226 200 
tytti@marsaana.com

FRANCE
Tommy Hilfiger France
137 rue du Faubourg Saint-
Honoré 
75008 Paris

Valerie d’Olce
T +33 158 441 902 
valerie.d’olce@tommy.com

GCC/MIDDLE EAST
Z7 Communications FZ-LLC
The Loft 3, Entrance A,  
Office 403 
Dubai, United Arab Emirates

Ciara O’Shea
T +971 564 085 733 
ciara@z7communications.com

GERMANY
Network PR
Hallerstrasse 76 
20146 Hamburg

Anna Raschen
T +49 404 503 060 
a.raschen@network-pr.de

GREECE
YES. Positive Communication
208 Kifisias Avenue 
152 31 Halandri 
Athens

Gina Dragona
T +30 210 253 2686 
gdragona@yespositive.com

HONG KONG
Dickson Communications 
Limited
4/F, East Ocean Centre 
98 Granville Road 
Tsim Sha Tsui East 
Kowloon, Hong Kong

Carrol Cheng
T +852 2301 0234 
carrol_cheng@dickson.com.hk

INDIA
Tommy Hilfiger
Nº 4, Brunton 1st Cross Road 
Bangalore 560025

Kaustav Dey
T +91 974 399 9882 
kaustav.dey@th-india.com

INDONESIA
Tommy Hilfiger
Suites 1802-1806A 
18/F exchange Tower 
33 Wang Chiu Road, Kowloon 
Hong Kong

Adrian Wong
T +852 3906 8503 
adrian.wong@tommy.com

IRELAND
Burrell Marketing & Publicity
5 Pembroke Lane 
Off Pembroke Street 
Dublin 2

Niamh White
T +353 1676 1711 
niamh@burrell.ie

ISRAEL
SHALMOR Communication
1 Ben-Gurion St. 
2 B.S.R. building 
Bnei Brak

Ravid Flexer 
T +972 5459 77944 
ravidf@iranigroup.co.il 

ITALY
Tommy Hilfiger Italy
Via Podgora 2 
20122 Milan

Valentina Villa
T +39 0229 5448 40 
valentina.villa@tommy.com

JAPAN
Tommy Hilfiger Japan
3F, 8-7 Daikanyama-cho  
Shibuya-ku, Tokyo 
150-0034 Japan 

Naoyuki Nohata
T +80 4088 6183 
naoyuki.nohata@tommy-jp.com

Miho Azuma
T +81 354 578 508 
mihoazuma@tommy.com

KOREA
Tommy Hilfiger
Hyundai G&F 
195 Gangdong-Daero, 
Gangdong-Gu

Youngeun Ham
T +82 2 6078 2646 
yeham@hyundaihmall.com

MALAYSIA
Dickson Communications 
Limited 
4/F, East Ocean Centre 
98 Granville Road 
Tsim Sha Tsui East 
Kowloon, Hong Kong

Carrol Cheng 
T +852 2301 0234 
carrol_cheng@dickson.com.hk

MEXICO
Tommy Hilfiger
Boulevard Manuel Ávila 
Camacho No.5 
Torre C, Piso 22, 
Col. Fraccionamiento  
Lomas de Sotelo 
Naucalpan de Juárez,  
Estado de México, 
CP. 53390

Daniela Zamudio
T +52 (55) 3000 5100 Ext. 5314 
dzamudio@grupoaxo.com

THE NETHERLANDS
Iconic Studios
Prinsengracht 384-bg 
1016 JB Amsterdam

Omyra Samadi 
T +31 20 370 2880 
omyra@iconicstudios.nl

NORWAY 
PRD ApS 
Vimmelskaftet 41A, 2 
DK1161 Copenhagen 

Henrik Juhl
T +45 3389 2020 
hju@prdagency.com

PHILIPPINES
Stores Specialists, Inc.
3rd Floor, Accelerando Bldg. 
395 Sen Gil Puyat Ave. 
Makati City, Philippines, 1200

Flerika Vei Villagracia
T +63 9275 4252 52 
fpvillagracia@rgoc.com.ph

POLAND
Prêt-à-Porter PR
Mokotowska 51/53 lok. 38 
00-542 Warsaw

Petra Kosorić–Kiełczewska 
T +48 228 280 062
petra@pretaporter-pr.com

PORTUGAL
Global Press
Av. da Liberdade, 220-2º 
1250-147 Lisbon

Catarina Fazenda
T +351 213 944 020 
cf@global-press.com

ROMANIA 
SHAKE Advertising
Str. Stockholm Nr. 9A 
District 1, Bucharest

Diana Pop
T +40 729 218 162 
diana.doni@shakeadvertising.ro

RUSSIA 
PRCo Russia 
14 Stoleshnikov Lane 
107031 Moscow 

Angelina Pasechnik
T +7 495 995 5905 
moscowfashion1@prco.com

SINGAPORE
Dickson Communications 
Limited 
4/F, East Ocean Centre 
98 Granville Road 
Tsim Sha Tsui East 
Kowloon, Hong Kong 

Carrol Cheng 
T +852 2301 0234 
carrol_cheng@dickson.com.hk

SPAIN
Finally
Conde de Xiquena 4-2º 
28004 Madrid

Hugo Aragón
T +34 915 215 028 
haragon@finallypress.com

SWEDEN 
A World Beneath
Brunnsgatan 13 
111 38 Stockholm

Martin Bundock
T +46 8675 0060 
martin@awb.se

SWITZERLAND
Network PR
Hallerstrasse 76 
20146 Hamburg

Anna Raschen
T +49 404 503 060 
a.raschen@network-pr.de

TAIWAN
Dickson Communications 
Limited 
4/F, East Ocean Centre 
98 Granville Road 
Tsim Sha Tsui East 
Kowloon, Hong Kong

Carrol Cheng
T +852 2301 0234 
carrol_cheng@dickson.com.hk

THAILAND
Tommy Hilfiger
999/9 The Offices at 
CentralWorld Building 
19th Floor,  
Unit No ML 1907-1908, 
Rama 1 Road, Patumwan, 
Bangkok 10330

Pornchuen Ngampromphan 
T +66 2646 1388 
pornchuen@rsh.co.th

TURKEY
Tommy Hilfiger Turkey
Rumelihisarı Mah. Yıldırım  
Oğuz Göker Cad. 
Orkide Sok. No:1  
Mayadrom Ofis Park 
34335 Akatlar/ Istanbul

Anita Koncabahar
T +90 2123 714 129 
anita.koncabahar@tommy.com

UK
Tommy Hilfiger UK
Linen Hall, 1st Floor 
162-168 Regent Street 
London, W1B 5TB

Sophie Homes 
T +44 2031 4409 59 
sophie.homes@tommy.com

VIETNAM
ACFC Office
6/F Saigon Royal 
91 Pasteur St., District 1 
Ho Chi Minh City, Vietnam

Tran Thi Minh Ha
T +84 908 859 438 
ha.tran@acfc.com.vn
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