STONE ISLAND

MISSION STATEMENT:

"Destined to become a symbol of extreme research in fibres
and textiles, applied to an in- novative design, it is known as
the brand that's redefined the common understanding of
sportswear.” (Stone Island, 2021)
“Stone Island has developed a pres
solid product and brand
identity, ranking it as the GIORGIO ARMAN
company most oriented
toward the of  w
new technologies and =
innovations, consequently
enabling it to establish
long-lasting relationships with
customers” (jin and Cedrola,
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BRAND STRATEGY _l

i
The Ansoff matrix model (1957) has been utilised
)\ to develop ap- proaches for a variety of growth
| A \ strategies e.g., the diversification strategy which
s has the highest risk but could also hold the
greatest reward. (Strategic Brand Report, 2021)
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BRAND CONCEPT IDEA

Influencer Marketing Using Male, Female & Couples
Stone Island's strateg i
Social Media Influencer (M) and gifting through the use of male, female and influencer
couples, to ‘demogrpahic and edge into market.

Inf brand and consumer on
social media, with the ability to “gener- ate word-of-mouth advertising, allowing users to
constantly share and recommend promotional postings via tags ant (Lee and Kim,
2020). This results in customer purchases, potentially driving repeat business in the
future.

Stone Island must find brand ambassadors that appeal to ts target consumer and
“artempt to understand the nature of each community and the role that the influencer
has within that commu- nity" (8rown and Fiorella, 2013).
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(Strategic Brand Report, 2021)




