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This is the next installment in our monthly series of reports
that will provide a larger-picture understanding of trends
within the beauty and fashion industries. We have created
these reports to help you build effective influencer market-
ing strategies and boost your brand's ROI.

Utilizing Tribe's proprietary data analytics, we will track
which brands and products are generating the most valu-
able earned media over time, visibly outperforming the
competition on a variety of social channels.

The data for this study was collected by Tribe Dynamics,
and drawn from the top 50,000 influencers in the beauty,

fashion, and lifestyle spaces. The brands and products
included in each month's study are those that we have de-
termined the most popular, informed by publicly available
information on brand annual revenues, and reviews from
consumers and third-party retailers.

DOWNLOAD REPORTS AT TRIBEDYNAMICS.COM/INSIGHTS

TRIBE DYNAMICS



*Please note, the brands included in our La Mode Monthly Cosmetics reports are
those offering primarily color cosmetics products within the larger beauty industry.

In an effort to ensure that we are always providing the most insightful data and
analysis to help you better understand the latest digital trends, we've made im-
provements to our measurement of earned media performance. This report in-
cludes these adjustments, with slight variations to the value of specific forms of
content. As we continue to advance our own understanding of earned media and
learn about the industry, we will update our analytics to reflect new knowledge and
innovations.
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THE TOP 10

EARNED MEDIA VALUE LEADER BOARD
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For the month of April
the following |10 Skincare
brands were the most
socially influential,
generating the most
valuable earned media.
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THETOP 10 - EARNED MEDIA VALUE LEADER BOARD

1. NEUTROGENA  $1,894,748 EMV
THE NUMBER OF POSTS:

Blog posts 2. CLINIQUE  $1,827700 EMV
YouTube videos
Tweets 3. THE BODY SHOP  $1,790,292 EMV

Facebook posts

Instagram posts . ESTEE LAUDER  $1,230,373 EMV

Pinterest posts

ENGAGEMENT RATE BY: = CLARINS $1,158,224 EMV

Blog views

) ) « DOVE $1,084,968 EMV
Video content views

Twitter actions

« BURT'S BEES $921,535 EMV
Facebook likes, comments, shares

Instagram likes and comments
« CAUDALIE $787538 EMV
Pinterest likes, comments, shares

© 00 N OO O A

= KIEHLS $774,565 EMV

10. soAP & GLORY $769,697 EMV

NEUTROGENA
CLINIQUE

THE BODY SHOP
ESTEE LAUDER
CLARINS

DOVE

BURT’S BEES

CAUDALIE MASS MARKET PRESTIGE
KIEHL'S $5,591 543 $6,548,097

SOAP & GLORY 1 505%
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THE TOP 10 - EARNED MEDIA VALUE LEADER BOARD

By contrast to cosmetic brands, there has traditionally been a smaller dis-
crepancy in earned media performance between prestige and mass market
skincare brands. April's La Mode Top 10 Skincare, however, substantiated a

similar trend within the vertical.

However, although the 152% lead prestige cosmetics brands carried over
mass cosmetics in April is still a long way off, similar patterns in earned media
performance by segment are beginning to emerge in Skincare. Despite the
impact of digital innovator Neutrogena, the 152% lead prestige brands car-
ried over mass market represents a noteworthy shift in the dynamics between
the two segments. Not only was the fluctuation significant, it happened at
an exceptional rate considering the 3% and 29% leads that mass enjoyed in

March and February, respectively.

The disparity between mass market and prestige raises compelling questions
about whether one segment’s brands have more successfully adapted their
strategies to new wave marketing trends that pivot around holistic lifestyle
connections. How do the strategies and patterns of success differ between
brands in these two camps -- not only in terms of EMV, but also in style and
purpose as they relate to authenticity of messaging, and activating target

influencers?
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THE TOP 10

EARNED MEDIA VALUE
PERFORMANCE BY CHANNEL
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The following data
reflects the approximate
value of the content
created about each brand
by social channel during
the month of April, as

measured by Earned
Media Value.
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THETOP10-EMV BY SOCIAL CHANNEL

BLOG

Caudatie || $77,790
Soap & Glory $64,220
YOUTUBE
Soap & Glory _ $610,888
Neutrogena _ $544,022
carins [ $424,074
kien's [ $350,873
Caudalie _ $287,520
Dove [ $268,861
Burt's Bees $69,835
TWITTER
The Body Shop _ $41,500
kien's [ $35,400
Soap & Glory _ $24,500
Caudatie [N $20,200
Estee Lauder - $17,200
Clinique $11,000
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MULTITASKING PRODUCTS AND LIFESTYLE ASSOCIATION DRIVE
CLINIQUE'S YOUTUBE PRESENCE

Clinique experienced a surge in April EMV thanks to burgeoning awareness for its brand
on YouTube. Endorsements were not motivated by a single product or theme; rather,
Clinique products were popular inclusions within both product review and spring haul
videos. High-engagement videos Clinique highlighted a developing trend in the con-
tent being created on the channel. Increasingly, there is a merging of cosmetics, skin-
care, fashion, wellness within these videos, as vloggers include a wide range of prod-
ucts spanning a growing number of verticals. For the month, some of the most-viewed
videos were those that incorporated products, style suggestions, themes from each of

these in conversations reflecting a realistic balance of interests.

The distinction between exclusively skincare or cosmetics brands is ebbing, as brands
like Clinique adopt value propositions bent on multitasking products. With the launch of
skin health-conscious primers and nutrient-enriched lipsticks, many skincare brands are

purposefully sharing messages that re-cast them as “beauty” brands.

While differentiation may be more a challenge for these brands, the videos showcasing
these new multitasking products are compelling because vloggers show exactly where
each product fits into her daily routine, start to finish, and how they work together to

service longer lasting makeup and healthy skin.

Q carolinehirons ‘ FOLLOW ‘

1,127 likes

carolinehirons Annnnnnnd we're back!
Poxy iPhone camera replaced with Canon
G7X WiFill YAY!!

A little Tata cleanser, Clinique Mild
Clarifying Lotion, Tom Ford Essence
(loving), Dennis Gross eye, Ms Somerville
Deep Tissue Repair and Mr Ford Intensive
Moisturiser. My skin needed this today!
And if you're in the market for a new
camera the G7X is BRILLIANT. And yes |
paid for it. All of it. Bitches. LOL f&iies!

all 52 comment

itsjudytime.tv
"o

missmouthwash Wondering what the 019

difference is between essences and
serums are. Any other skincare freekazoids
out there who can explain this please?
hello_fafa YAY!!! @ Not onlyam|
obsessed with these types of posts by you
(continuously reference back to your

Instagram while shopping - dangerous!) but
you're also using the camera I've been
contemplating getting. SOLD.

miche?7 | brouaht the Cliniaue mild

My Clear Skin Routine and Holy Grail Skincare Products - itsjudytime

itsjudytime
| 0 subsorive [EECTEIN
+ addio

& Share  oee Mare

238173
o 050 Bl
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BURT'S BEES" STRATEGY SHOWS PERKS AND PITFALLS OF
SPONSORSHIP

Burt's Bee's was an active participant in its own earned media growth in April.
The brand’s #28daychallenge created a compelling call to action for engage-

ment around the release of the brand’s Renewal Face Care line.

Partnering with a handful of bloggers, the brand sponsored these women'’s
participation in the 28 Day Challenge, using the Renewal line each day to
work in harmony with the skin’s natural regeneration cycle that takes place
every 28 days. Influencers encouraged their followers to join them in taking
the challenge, who in admiration of the influencer’s commitment shared these

original posts amongst friends.

There’s no doubting the substantial engagement rates these post received;
7 of the 10 most valuable posts mentioning Burt’s Bees promoted the 28
Day Challenge. The brand’s EMV growth across the board proves that the
initiative successfully sparked conversations amongst target influencers and
their communities. The challenge was directly responsible for helping Burt's
Bees snag the leading spot on Pinterest and third on Instagram, generating

approximately $45.3 in EMV for the month.

wLike |6 || « Visit site aSend || €7 Share

S

my newesh addiclion com

®wlike | 13 || w4 Visit site

4Send || [ Share

,

REFINING
cleanser

Found on mynawestaddiction.com

Burt's Bees 28 Day Challenge
* My Newest Addiction

Found on halrsprayandhighheels.net

Burt's Bees 28-Day Challenge
Hairspray and Highhee's

TRIBE DYNAMICS



That being said, the long term impact of the 28 Day Challenge for Burt's Bees
may be more suspect. Sponsored campaigns like this one, despite immediate
spikes in content creation, are not necessarily conducive to sustainable con-
versations and connections with influencers. Burt's Bee's lead in sponsored
EMV for April, approximately $308K, suggests that sponsorship has played a

central role in the brand’s digital strategy.

There are a number of factors limiting the value add of sponsorship as it re-
lates to both influencer and consumer perceptions of the brand. The sheer
implications of asking and paying an influencer to post about a product sets
the tone for the relationship between the brand and the individual. Once they
have fulfilled their responsibility, there’s nothing substantive keeping them
attached to the product or brand. Without a more meaningful connection,
there’s far less of a chance that the influencer will post about the brand in the

future without a monetary incentive.

This feeds into reasons why a consumer may be less motivated to make a
purchase or follow a brand once they realize the content is sponsored. All of
the 7 valuable posts mentioning the 28 Day Challenge were sponsored. Each
post shared a link to the influencer’s blog, where the content was almost iden-
tical with word-for-word similarities, no doubt phrases the brand had asked
influencers to incorporate like: “l am doing a 28 Day Challenge with Burt's
Bees Renewal Face Care line and you should totally join in... natural skincare
products that renew and firm...in 28 days you'll see firmer, smoother, healthi-
er-looking skin.” Additionally, each blog post began with some version of the
same hook, sharing “the little known factoid” that skin renews itself every 28

days.

Standing alone, these posts lack the same authenticity of organic content
whose heartfelt endorsements not only convince consumers to purchase a
product but drives excitement around the brand. Although the guaranteed
content creation is attractive, sponsored content often reads more like an
advertisement than a genuine backing. Brands also risk a negative response
from readers who feel played by the barely-noticeable “sponsored” label that

is easy to miss beside the entirety of the post.
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Burt's Bees' underperformance on YouTube could in fact be a side effect of
its reliance on sponsorship. Perhaps the same bloggers targeted for the 28
Day Challenge were less inclined to endorse the Renewal line in personal
“Product Favorites” videos that make up the better portion of the high-en-
gagement content created on the channel, and lay the groundwork for the

trust consumers develop for the bloggers they follow.

Was Burt's Bees’ 28 Day Challenge a success? The sponsored posts drove sig-
nificant engagement for the brand supported brand awareness more broadly.
However, the brand experienced a slight decline between March and April in
its overall EMV. The best measure of whether the initiative worked would be
to see six months from now whether the brand'’s relationships make an assess-
ment six months down the line and to see whether the strenghthfollow the

brand’s relationships with these bloggers over the next six months.
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THETOP10-EMV BY SOCIAL CHANNEL

FACEBOOK
Estee Lauder _ $58,715
Caudalie _ $45,940
Kient's [ $27,995
Soap & Glory $8,820
INSTAGRAM
Burt's Bees _ $240,610
Clarins _ $215,945
The Body Shop [ $146,595
Kieht's [ $112,460
pove [ $104,170
Estee Lauder - $55,695
Clinique - $54,675
Soap & Glory $53,500
PINTEREST
caudalic [ $26,700
ooe [ 23170
clinique [ $15,430
Estee Lauder - $10,380
Soap & Glory $7,770
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CAUDALIE BENEFITS FROM SEPHORA'S CONTENT CREATION
ON INSTAGRAM

Similar to patterns we’ve seen in the past with monthly growth, Sephora dra-
matically contributed to the brand’s overall Instagram EMV in April. As part
of an ongoing social series, Sephora featured a set of brands by highlighting
their founders’ inspiring stories. Incorporating the hashtag, #MadeWithLove,

Sephora’s initiative gave its brand and partners a human relatability.

The Instagram post devoted to Caudalie’s founder Mathilde Thomas, pic-
tured against the backdrop of a sprawling vineyard with the tagline “Beauty
Grows”, was far more implicative of the brand’s personality and told a more

compelling story than a typical product-oriented post.

Not only did Caudalie benefit from exposure to the retailer's 3.4M follow-
ers, it's association with the brands also featured established informative
points-of-difference for Sephora fans. Caudalie’s association with brands
like Drybar, Hourglass Cosmetics, Josie Maran, and Bite Beauty influences
consumer perceptions on two levels. At the product level, consumers are
more likely to purchase these products together based on a subconscious
association. On a higher more abstract level, consumer understandings of
Caudalie’s identity will reflect the recognized characteristics shared by these

brands as up-and-coming youthful innovators.

19.7k likes

sephora Every time we learn something
new about @mathildethomas, we want to
raise a glass in honor of her coolness ® .
Here are 10 fun facts about the @caudalie
founder, according to her:
10 met my husband Bertrand in
University. We first crossed paths while he
was riding his red motorbike and | was
riding a green bike to class.
ZO ride a Brompton folding bike to and
from work every day. Not only is it eco-
friendly, it's a wonderful way 1o start the day
in New York or Paris.

very year during the grape harvest in
Bordeaux, | do a 3-day grape cleanse.

very morning with my breakfast, |
have a cup of orange blossom tea from
Ladurée called Mathilde.

he first makeup product | ever bought
was a super sheer bronzer, Terracotta by
Guerlain.
60” could take one product with me to a
desert island, it would be Premier Cru The
Elixr.

A Nt boiinding Padafic §ann

223k likes

beautyndmakeup_ Follow my beauty page
-

temeculagma @nnnerual yeah

knashville top left
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TRENDING EARNED
MEDIA PERFORMANCE:

EARNED MEDIA VALUE
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The following data

highlights the trending

EMV performance of

April’s Top 10 Skincare

brands over the past

three months.
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TRENDING EMV PERFORMANCE

FEBRUARY - APRIL 2015

@ \eutrogena

‘ Burt's Bees

‘ Clinique

@ coaudalie

4M

3M Clarins
Estee Lauder
Dove

2M
Soap & Glory

Kiehl's

Feb Mar April

FEBRUARY MARCH APRIL
NEUTROGENA $3,297,015 $1,689,599 $1,894,748
BURT'S BEES $465,144 $989,472 $921,535
CLINIQUE $1,354,363 $1.392438 $1,827,700
CAUDALIE $540,889 $380,611 $787,538
CLARINS $1,072,094 $1,114,181 $1,158,224
ESTEE LAUDER $648,423 $772,600 $1,230,373
DOVE $1,096,126 $779,903 $1,084,968
SOAP & GLORY $1,014,310 $1,046,450 $769,697
KIEHL'S $468,231 $711,483 $774,565
THE BODY SHOP $891,887 $1,460,524 $1,790,292
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WHO'S WINNING AT THE LIFESTYLE TREND? MASS MARKET VS.
PRESTIGE

Over the past six months, mass market brands in our La Mode Top 10 have experienced
overall a notably greater increase in overall EMV with a combined 139% versus a still

impressive 93% for prestige.

That being said, in April a new trend emerged as prestige brands pulled ahead with
a combined 15% better overall EMV performance than mass after only a 3% bump in
March. Prestige brands dominated influence on YouTube for the month, outperforming
mass by about 106% while mass excelled on Instagram with a 30% lead over pres-
tige despite having one less brand from its segment in the Top 10. Mass market suc-
cess on the channel deserves an asterisk, as a majority of Instagram EMV was owed to

Neutrogena, a definitive earned media leader for either segment.

April's data brought to light differences between the two based on the nature of the
content being created. Mass market brands had generated about 52% more sponsored
posts with initiatives like Burt's Bees’ 28 Day Challenge. Its mirror opposite, prestige
had 59% greater promotional content, content that was advertorial in tone but where

the influencer was not beholden to a monetary incentive.
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THE NEUTROGENA
EXPERIENCE:

NEUTROGENA ELEVATES AND INSPIRES
THROUGH BENEVOLENT ACTS
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PART 1: PROMOTING UNCONVENTIONAL DEFINITIONS OF BEAUTY
WITH REALISTIC ROLE MODELS

After reaching our eighth Skincare Edition, we've come to expect that Neutrogena will
execute something strategically exceptional each month, further cementing its repu-
tation as a digital innovator amongst industry executives, as well as the authenticity of
its message amongst influencers. Neutrogena’s commitment to an ongoing storyline,
closely following its interactions and involvement in the lives of individuals and unique

communities, continues to feed the growth of its presence online.

In April, Neutrogena held true to its commitment to a specific community, elevating
Latina bloggers with two well-received, creative digital initiatives. The brand’s unique
approach to community mentorship has encouraged connections with less traditional,
but highly influential, bloggers who identify with the brand’s noticeably distinct value

proposition.

For the first of Neutrogena'’s two successful partnerships for the month, the brand cel-
ebrated an individual influencer, Massy Arias, by allowing her to serve as the human
mouthpiece for the brand, and capture the brand’s personality in the content she cre-
ated. The theme of the partnership, empowerment, creatively challenged conventional
beauty standards, and highlightedthe strength and natural beauty of the athletic, tat-

tooed Latina blogger and fitness coach, Massy.

aé | massy.ar}as ) ‘ FOLLOW ‘

43.5k likes

massy.arias Heading to the Stub Hub
Center for the Neutrogena event with
Landon Donovan watch it on Snapchat
username: MassyFit | .[| here we come!
Agui vamos al evento de Neutrogena con
el grande Landon Donovan vean el evento
en mi snapchat usuario: MassyFit

marycaroni Massy me encantaria tener tu
fuerza y valentia te admiro mucho por lo
que has logrado a pesar de los obstaculos
@massy.arias ...

fuxkyumean74 @gorgeousjcm

gorgeousjcm @fuxkyumean74 [

animal_loy &

I_valentino Crazy | think | saw you at the
firehouse today

thiswomanfromny @massy.arias my long
lost sister lol #represent #dominicanas

kat.koa Marry me .
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Neutrogena invited the blogger to take a trip to the StubHub Center, where she had
the opportunity to meet soccer legend Landon Donovan. An athlete and soccer fan,
Massy’s elation defined her Instagram posts, which she shared throughout the once-in-
a-lifetime experience. Speaking to her Latina followers as Neutrogena’s entrypoint to

this community, Massy included a Spanish translation of her experience in every post.

Massy supplemented the two-dimensional Instagram posts by sharing an interactive
video via her own Snapchat, Massyfit, that showed her kicking around a soccer ball
with Donovan (and scoring a goal). In one post, the blogger recognized Neutrogena’s
involvement, who was otherwise altogether absent from the organic stream of content

being created during the day: “Great event for Neutrogena.”

“Heading to the Stub Hub Center for the Neutrogena event with Landon Donovan

Ill

watch it on Snapchat username: MassyFit .= i here we come

“Great event for Neutrogena. Got to sit down and meet this legend Landon Donovan
WHERE ARE MY SOCCER FANS?....and | got to score a goal, video next #pushfurther !

Watch the event on my Snapchat Username: MassyFit.”

@ieo massy.arias ’ FOLLOW |

33.1k likes Tw

massy.arias Great event for Neutrogena.
Got to sit down and meet this legend
Landon Donovan WHERE ARE MY SOCCER
FANS?...and | got to score a goal, video
next #pushfurther ! Watch the event on my
Snapchat Username: MassyFit...Conoci y
comparti con uno de los mejores la leyenda
Landon Donovan! #nike

view all 319 comments
zo_henny_hardaway @murrykittyy
susvnnvB8 @jorge_dy wif... @i
soycandelas That's awesome
sawy__gawy @@Rew

a_deliaaaaa @anaaaaa_b | love her pants
abbystriker i love uuu

pandemoniumlife Her bod @too_struong

coachdeunte24 @massy.arias you're truly a
dimexfive oy 5% & 2o

ubiquitila Your too hot for anyone!
dyna_alg 4Baua b ek G5 0T

“) Add a comment...
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PART 2: ENGAGEMENT PIVOTS AROUND ENVIRONMENTALLY-
CONSCIOUS SPONSORSHIP

The second noteworthy campaign run by Neutrogena in April was #WipeforWater, in
which the brand once again relied on blogger Dulce Candy’s influence to raise aware-
ness and money for water conservation. In conjunction with the lease of Neutrogena
Naturals, a new line of environmentally friendly wipes, Neutrogena partnered with Dulce
to help run a digital campaign to address California’s drought. The Wipe for Water
Challenge resembled the viral Ice Bucket Challenge, by introducing an online challenge
that could very socially and visibly raise money for a specific cause. Dulce Candy, chal-
lenged by Neutrogena spokesmodel Kristen Bell, refrained from using water to wash
her face for five days, instead relying on the waterless Neutrogena Naturals wipes to
remove all makeup and daily grime. The blogger shared her experience over the course
of the five days and after with her burgeoning community online. For every person that
took the pledge, Neutrogena donated a dollar to the Nature Conservancy to support

water conservation.

Dulce created a multitude of content across the social channels, and encouraged her
followers to take the pledge themselves. In one high-engagement video, the blogger
introduced the challenge by removing a full face of makeup with a single Naturals wipe.
While the video was clearly pushing the product, the sincerity of Dulce’s message —
that as a Californian, she understood and appreciated the importance of conservation
— overshadowed any seemingly advertorial moments. The video ended with Dulce
appealing to viewers that they make a pledge by visiting the official Wipe for Water

website, and use the hashtag on social media.

9 dulcecandy | FOLLOW ’

24.3k likes

dulcecandy Thanks to my girls from
#Neutrogena for these gorgeous flowers!
They made my day so much better and
studying more enjoyable. & " !1,, ’ -3

mments

katherinenelll Studying?? Studying for
what?!

smarable512 @dulcecandy What're you
studying girl?

heywin89 You're not in school right? What
on earth could you be studying?

glediaz Yayy! Glad you Iiked them &" &
marys3ol P WSO S
haleyrelark studying???

analepe Maybe she is studying spanish .

zarpal Looks like a grammar studying sesh
hence the book "ultimate writing guide for
students"—good luck! [

alinaermilova Beautiful flowers! %

£

' 1
ﬁl
E.

Jessicah34 @dulcecandy | don't bash on
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Wipe for Water's success was not just limited to beauty, but also received recognition out-
side of the industry. The campaign was shared amongst Neutrogena’s followers and the
larger online beauty community, accumulating 1,134 posts on Instagram that referenced
the campaign hashtag, and approximately $499K in overall EMV for the month alone. The
campaign also received a glowing nod from Adweek, whose coverage of the campaign

painted a picture of Neutrogena as a digital innovator in general.

In an Adweek interview the Neutrogena Naturals brand manager, Simon Geraghty, had
this to say about the strategy behind Wipe for Water: “What we've been finding with our
Naturals brand is really great success reaching national consumers through digital and
social because of the ability to target ... it makes our spend effective and efficient with

messaging that's much more relevant to consumers.”

The most telling summation of why the campaign was able to successfully engage follow-
ers came later in the Adweek article, when Geraghty theorized that “it's not necessarily
always about putting the products front and center the way it is for other beauty prod-
ucts and brands—it's more about connecting with lifestyles.” This attitude, along with a
conscious commitment to a fuller consumer experience of the Neutrogena brand within
lifestyle conversations online, continue to be a powerful points of difference for the brand

from both mass market and prestige competitors.

e dulcecandy FOLLOW

141k likes

duicecandy Thanks 1o everyone who
joined me on the #Neutrogena
#WipeForWater challenge! Check out my.
site for info on the giveaway I'm hosting. Y
-

jew all 61 comme
buhburz Grosiengibbielove really?: Lol
when | tell her she will be so happy lol
yeseniahhh23 As a makeup artist or
inspiration or whatever she is, she more
thank anyone knows that wipes no matter
what kind will never take off all your
makeup cause breakouts and damage
therefor she can careless about her beliefs
& @killacasi it's sad but true ...
karinaleonn @stronghnybee | totally agree!
Any type of natural oil will work. And it
works wonders tool!
whyshesotropical @euphoric_96_if | did
this shit my acne would all come back plus
twice as much
the_irish_ollista An all natural essential oil

mment

0 dulcecandy FOLLOW

101K likes

dulcecandy Join me & #Neutrogena
Naturals for the #WipeForWater challenge!
Watch the entire video on my site. Link on
bio.

Water Conservation Challenge | #wipeforwater
Dulce Candy =

dulguna you're so beautiful without —
makeup @dulcecandy 573187
thereisnoanswer @adriana_trejod1 | just
don't trust her anymore, anything for a
c— couple of bucks.

heythere_angelfaces @thereisnoanswer

Lo «
et rogenad wouldnt you do the same s called a Iving
X Al 5 thereisnoanswer No, because she has a
paturals Job that allows her to choose, lucky hert |
Would never ie and compromise my belief
for a couple of dollars. The wipes are more
dangerous for the planet than using water
for 30 seconds, even a 6 year old knows it

thereisnoanswer @heythere_angelfaces

fabuloustorture What up do you use
@duicecandy to speed up your video and
Rt it an Inctanram?
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