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EXECUTIVE SUMMARY

Californian inspired, ltalian born, fast-fashion
Brandy Melville was founded in the early 1980°s
by Silvio Marsan and was then launched in LA
in 2009. It quickly gained popularty for its “Mal-
Ibu teen aesthetic’ and its exclusive, desirable
nature of the ‘one size fits all’ strateqgy.

However, in more recent years, the brand has
faced controversy with regard to size inclusivity,
racism and gender identity, with evidence from
The Telegraph highlighting the brand’s inability
to cater for a majority of their Gen-Z consumer:
“it's unlikely to fit".

KEY BRAND ISSUES

o
ﬁ MINIMAL DIVERSITY

“ONE SIZE FITS ALL”

o LACK OF SUS-
TAINABILITY

/%\ NO INCLUSIVITY

A0

Our report outlines the key brand issues found in
Brandy Melville and delves into the brand from a
micro and macro-environment perspective, whilst
also looking at their current strategy and consum-
er group. From this we have underlined the key
iIssues resulting in what Brandy Melville can do
to excel their brand into a more highly respected
modern day store.




STRATEGIC OBJECTIVES

WIDEN TARGET AUDIENCE

INCREASE INCLUSIVITY

DIVERSIFY

ALTER SIZING STRATEGY

. INCREASE SUSTAINABILITY

. CHANGE CONSUMER PERCEPTION WITH OVERALL REBRAND
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MISSION STATEMENT

“To achieve the quintessence of a youthful teen spirit, through their trendy products and
overall vintage look, motivating young girls to express themselves with their style”
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DIVERSIFICATION INCLUSIVITY REBRAND




CONCEPT STRATEGY

STRATEGIC OBJECTIVES

Re-brand

Inclusivity
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STRATEGY DEVELOPMENT

With the growing concerns with the ethics behind
Brandy Melville it’s vital to look to the TOWS matrix
(Strategic brand development report, 2023) which
identified opportunities for them to address their
weaknesses and external threats. The key brand
issues discussed were minimal diversity, ‘one size fits |7 =
all’, lack of sustainability and no inclusivity. This report
will aim to address these concepts through an overall
re-brand from a marketing perspective. this report will
focus on increasing inclusivity and diversity, widening
target audience and increasing sustainability. In this report, the re-brand will be conveyed through
a digital lookbook. A lookbook is method of marketing, where storytelling is used to portray brand
essence and values through a series of well-styled images (Omotoso, 2023). Transparency is key
in this re-brand. When shifting towards sustainable practices, it's important to avoid greenwashing,
to gain the consumers trust it’s vital to give them as much information as possible to make
informed purchase decisions.

WHY SUSTAINABILITY? WHY INCLUSIVITY?

» |s a key emerging theme in society «  61% of Americans think diversity in

« Consumers are increasingly aware advertising is important (Forbes, 2020)
of sustainability issues in the fashion « 38% of consumers are more likely to
industry trust brands that successfully display

- 78% of US consumers say that a diversity in their advertising (Forbes,
sustainable lifestyle is important to them 2020)
(McKinsey & Co, 2023) » Ensuring inclusivity both internally

= The alturistic values consumers feel from and externally of the brand is vital for
sustainable purchase increases brand customers to see themselves within
loyalty (Panda et al, 2020) the brand, and for the brand to better

understand its consumer (Forbes, 2020)
» Inclusive brands are 35% more likely to
outperform their competition (Tas, 2022)
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CONCEPT VISUALISATION

RN

JUSTIFICATION

Outfit 2 details

- Bandeau 50% recycled
cotton 48% recycled polyester
2% elastane
- Jacket 100% organic cotton
- Skirt 100% recycled cotton

Outfit 1 details

- Top 50% recycled cotton
50% recycled polyester
- Jacket 100% organic cotton
- Cargo pants 100% recycled
nylon

Lookbook has been
designed to reflect the
sustainability develop-
ments in the re-brand
Details of the fabric
composition of each
garment have been
outlined besides the
images

Each page design is
slightly different but
follows a continuous
theme throughout

The circle at the bottom
of each page is a click-
able link to information
on the factory where
each garment was
made and who made it
The lookbook is inter-
active and shopable,
links to each garment
will appear when cus-
tomers click on the
image

It will be promoted
through social media
and take customers to
a URL with the com-
pleted lookbook

» Adigital look book as part of a marketing strategy looks to be successful as they build excite-
ment for new product launch through short pieces of content
* Interactive lookbooks encourages consumers to engage with the brand through well shot imag-

es of upcoming garment collections

* The lookbook gives the consumers a snapshot of the new personality of the brand, easing the
adjustment as well as enticing new consumers

LANA NORMAN 1080426
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INDIVIDUAL BRAND CONCEPT SUMMARY

INDIVIDUAL BRAND CONCEPT CONTEXT

In alignment with the group strategic development report, this individual brand concept synthesises the overall
strategic direction. The concept is to encourage a healthier attitude towards body image, resisting the pressures
the fashion industry seemingly puts on models and brands alike, to align with this idea of the “thin ideal” (Bogar.
N, Tary. F, 2019).

Brandy Melville’s global pop-up store concept is encapsulated with a quote by Christian Dior, which suggests “a
dress is a piece of ephemeral architecture, designed to enhance the proportions of the female body” (Pochna, 1996).
Each individual venue will be meticulously chosen because of its unique beauty and characteristics. The idea of
the pop-up store underpins the fundamental aims of Brandy Melville’s re-brand which focusses on the
implementation of diversity and inclusion across a variety of different marketing functions including advertising,
promotional video and PR.

The pop-up store is in place to act as a promotional tool for Brandy Melville to use in order to gain competitive
advantage over other brands who offer similar products and services. The transitory nature of the pop-up shop
stirs excitement surrounding it, creating a global media reception with the intention of raising awareness
regarding diversity and inclusion making it accessible to the target consumer.

As aforementioned, with inclusivity at the forefront of Brandy Melville’s new strategic direction, it is important
this is reflected through each venue. The location of the pop-up shop will be utilised to mirror the idea that
despite looking different, uniqueness is beautiful and should be embraced.

EXAMPLE OF BRAND CONCEPT ANALYSIS AND RESEARCH

The concept of the pop-up store historically derives from the Vienna December market of 1298, and in the
European markets that followed (Hayes, 2023). The more modern concept of the pop-up store was first erected
in Los Angeles during the late 1990’s. This installation was originally nameless, but nevertheless sparked the
attention of larger brands, who saw potential in creating short-term, unique experiences to promote their
product to target audiences (James, 2023). According to Business Insider (2019), the pop-up store acts as an
awareness builder for the brand’s offerings, with nearly 66% of respondents citing increasing brand awareness as
a reason for launching a pop-up (Keyes, 2019).

The transitory nature of the store is part of the trend. The concept can be utilised to deliver a memorable brand
experience, reinforcing a brand message through positive consumer engagement (Moore, 2019).

For Brandy Melville, employing the pop-up store
method would be beneficial to use as a promotional
tool to enhance engagement surrounding the launch of

1.Strong brand identity

. . Jo . . 2.3.2  milli follc s on US
their re-brand, as 1ts portablhty can improve their Instagram - strong social media 3.Product Offering 'ONE SIZE FITS
global reach. resenc ALL' - only caters to females
. . . 3.Omni-channel presence 4.Sustainability: fundamentally a fast
The TOWS Matrix [Flgure 1]> evidences Brandy (brandymelville.com  +  global fashion brand
Melville’s proposition to diversify, taking advantage stores)
. . 4.Established target consumer (Gen-
of their already well established consumer base. 7)

It conveys the importance
of the development of a
new marketing

S1+S2+02+04 - they already have a
strong consumer base, established via
word-of-mouth. This is combined
with, influencer collaborations and
pop-up shop installations could grow
their consumer base further

S3+03 - their strong omni-channel
presence suggests their stores will have
high footfall, by opening more
nationwide across the UK and US:
pop-up store beneficial to test the
market

W1+W2+W3+01 - Begin to become more
inclusive in all areas to have a better
chance at retaining consumers against
competing brands

W2+W4 - Diversify their products to gain
a new market segment so they don't only
keep their consumers, but they can gain
new ones, thus increasing sales

1.Offer a more diverse range of
sizing to improve inclusiv

2. Influencer collaborations,

communications strategy
with a focus on the
implementation of a pop-
up store in order to
further grow their
consumer base by opening
more stores worldwide.
The pop-up store will act
as a marketing tool for
Brandy Melville to launch

much like Motel who offer
similar product range
3.Expand physical presence -

perhaps in the form of a pop-
up store/ campaign
4. Diversify their product range

S1+S4+T1 - Despite their strong
brand identity they do lead a risk of

W1+T1+W2+T2 - They have already

.Product: Experienced . .
missed out on a huge segment of the

their new and improved
brand identity — focussing
on inclusivity and
diversity across various
dimensions of promotion
and sizing breadth, with a
view to expanding their
product range to include
unisex and gender-neutral
clothing in the future.

controversy for their 'ONE
SIZE FITS ALL' concept

.Competitors who offer a
gender inclu product range
.More  sustainable  brands

available on the market which
perhz appeals more to the
Brandy Melville consumer

losing their consumer to competitors
who have more inclusive and diverse
ranges. Once their consumer group
grows out of their size offerings, they
will lose that market segment

S2+T2 - They only have Instagram as
a strength whereas other brands have
more to offer - the implementation of a
pop-up shop can gain website traffic
amongst other things such as
consumer expansion

market by being exclusive, introducing
more sizes and a 'male' section, will
increase their consumer base

W4+W3 - By becoming more transparent
with their supply chain, they could gain a
more environmentally conscious shopper

Figure 1: TOWS Matrix (Strategic Development Concept, 2023)



EXAMPLE OF BRAND CONCEPT OUTPUT VISUALISATION

The example below is extracted from Loewe’s collaboration with Paula’s Ibiza, creating a collection with an aim
to reflect the epitome of “freedom and ease” (Loewe, 2023). Although the message is not entirely identical to
that of Brandy Melville, the concept still aligns. The idea surrounding the Loewe example is to evoke the sense of
Ibiza, creating a multi-sensory experience for the consumer, paying homage to the summer spirit that define
Ibizan craft and culture (Harrods, 2023).

Loewe Paulas's Ibiza Pop-Up Store Concept (2022)

Brandy Melville’s pop-up shop can take inspiration from this, selecting locations such as the example below, and
installing their pop-up store there. A pop-up shop is inherently unique, much like the message aiming to be
portrayed in their new strategic direction. Each will be recognisable as a part of this campaign [Figure 2], but the
juxtaposition of the pop-up store with the surroundings will allow it to reflect this message underpinning the idea
that, although you may look different to ‘surrounding beauty’, YOUR beauty isn’t compromised.
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Figure 2: Store Design (Strategic Development Concept, Plaza de Esparia, Seville

JUSTIFICATION -

The overall brand strategy, as highlighted in the collaborative group strategic development report, will be to
diversify with the addition of product development as a secondary strategy to underpin it. The brand will need to
tailor to consumer demands for inclusivity and diversity through their new products (Strategic Development
Report, 2023). With inclusivity being the predominant focus, it is vital to discover an engaging method to
promote these products and the overall strategic message. The pop-up store, influenced by McCarthy’s 4P’s
theory, is justifiable as a means of promotion to engage the Brandy Melville consumer. Its unique ability to
create a memorable in-store shopping experience for the consumer will allow Brandy Melville to differentiate
against their competitors, reinforcing a brand message through positive consumer engagement (Moore, 2019).
Employing the pop-up store method would be beneficial to use as a promotional tool to enhance engagement
surrounding the launch of their re-brand, as its portability and distinctive identity can improve global reach
through footfall and social media.
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Billb'ean

The strategic idea outlined in the group project suggests that Brandy Melville require an entire
rebrand in order to keep up with the ever growing and ever changing fashion environment. Their
business ethos is very outdated and the way they operate their brand is inevitably going to fail... In
order for Brandy Melville to continue being a legible competitor in their market they need to change
their business operations to be more inclusive and diverse. The strategic direction that will be taken
in this report will be to advertise their new business change in the form of a billboard. The
advertisements will entail women of different sizes and skin colours. This is vital because the
purpose of these adverts is to ensure that every single consumer has the ability to shop at Brandy
Melville if they wished to without feeling excluded due to their product offerings. or lack of

representation.

Despite it being introduced in the next season
the website will contain some pieces available for
pre-order to persuade action amongst the new
target audience because they may do this out of
curiosity or it may be something that a certain
group have been yearning for and they will be so
excited and happy that they can finally wear

The best location for this billboard will be on the Sunset
Boulevard in LA this location has two benefits to Brandy
Melville. One, it is the most high traffic area in LA which will
provide the billboard a lot of viewing time, The second
benefit is, a highly concentrated area of consumers and

potential consumers will be in LA as Brandy Melville prowde
the aesthetic that is popular all around LA.

Brandy Melville,
‘\$ . 1 "

Brandy Melville

The social media tags will be
added to persuade pecple 10 e
further investigate their new

rebrand 7~

This advert has taken influences from the
Dove advert as it promotes body positivity
and inclusion.

AIDA MODEL

This image was purposefully chosen with no faces
to highlight that the way people look is irrelevant
and this rebrand is purely focussed on body
positivity.

The slogan is used to underline to
the consumer that Brandy Melville
are taking full accountability for
their previous exclusivity and
brand architecture, they are now
committed to the change they
know has been desired.

% OOOU
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he AIDA framework is used as a marketing strategy that focusses on transactions and purchases
performed by consumers (Hassan, et al., 2014). A rebrands success is all based on whether
profits and sales increase at the end of the strategy execution. The AIDA framework is often
effective because it thinks about the consumer at each stage of a marketing campaign
(Banerjee, 2022). Below there is each stage of the AIDA model and how the billboard will use it
to ensure they can gain the most traction possible.
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Diversification

Inclusivity

Rebrand
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To ensure the audience are committed to diversifying their brand, it is
vital that the billboard models are of all ethnic backgrounds and there
are a range of models, as the process model suggests it is fundamental
that the billboards are representative of the objectives set. Initially, it is
an image which captures the attention so by having a range of models it
will have the potential to tap into the desired target audience.

Further from diversification, there is inclusivity which descends from
diversification, but it develops a sense of involvement and inclusion. It
ensures the new target consumers that they are rebranding because they
care not because they have to. Inclusivity proves a commitment to
change because a brand may diversify to be politically correct but can
still subliminally project their archetypal consumer.

Naturally diversification and inclusivity leads itself to a rebrand, to
ensure both of these objectives are met it also provides an assurance
from Brandy Melville to admit to their previous mistakes and commit to
an effort to rectify them. There are many reasons brands undergo a
rebrand, for Brandy Melville they will be doing it to admit to their
outdated values, if successful a rebrand can cut ties with a brands
previous reputation (Kimbravosky, 2023). Therefore, the billboards will
demonstrate a fresh brand to inspire potential consumers to support the

rebrand. . n 5 —
Brand inspiration " [
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Brandy Melville




Brandy Melville requires a rebranding in terms of adding diversity to the brand, by
incorporating new larger sizes into their product ranges and employing a diverse
e range of people to work in their stores and to model their clothes. Brandy Melville
‘ \ / I elv llle will achieve this by organising an event that will use influencer marketing to
portray a group of women and men from all cultures and sizes with different
story to have fun and celebrate the brand's new image.

Bran dy BRAND CONCEPT

Daisy Fenton
RESEARCH AND ANALYSIS OF THE PROCESS AND SUCCESS OF THE EVENT

This flow chart style model visualises the steps which yes .

Brandy Melville should take to achieve a successful PR d

event. In between each organised stage of the i Reeackretiani

process, it reiterates to analyse and provide feedback e !.

on the stage before, by following a gate with a Ro Rasaarch

qguestion, if the answer is no to the question, you T hu;;‘::’;:;ﬂp & iiapas
must repeat and go back to the previous stage. This is Anairee estinth alar and any _"Mﬂ';:mm "i‘n:‘:"d
to ensure the business can evaluate its success of it, e e e s Hmitations budget?
before carrying on; if there was not enough success, it

is recommended to go back and attempt to try again, T gas [ | yes
perhaps taking new methods, or just approaching it =

differently. If the prior stage was successful after

analysis and the question is answered yes, Brandy e steaad)
Melville takes the next step in the process, in an %&:ﬁﬁ | [ with thefood amd ik
efficient manner. This technique looks out for any ones?

overlooked mistakes, and chooses the best route

possible, for the best outcome. no

no

Reach out to the
influencer list and

s

Woere they able to

send invites book the desired
location on the
desired date
N
e y
-
D\ ves
- yes no l
b s Were the
:{ - decorations Hire decorations for the
‘ — accessible and : event and people to
] ' bought? install them
JUSTIFICATION

Influencer marketing is “a communication strategy in which a firm selects and incentives online influencers to engage
their followers on social media in an attempt to promote the firm's offering’ (Leung, Gu, and Palmatier 2022). The
firms select and pay (e.g., pay-per-post) online influencers who have built networks of followers on social media (De
Veirman, Cauberghe, and Hudders 2017). It is heavily used nowadays, with ‘Over 75% of marketers intending to
dedicate resources to influencer marketing by the end of 2022’ (Influencer Marketing Hub 2022). Followers know
influencers are paid, but influencers still appear authentic, display leadership, and provide communication value to
those followers (Leung, Gu, and Palmatier 2022). Brandy Melville is using a diverse group of influencers ad targeting
them by personalising this event to show the brand is catering for their needs, with options of different sized clothes
to pick from, personalised names for food and drink, a motivating female DJ playing empowering music, and inspiring
speeches by a handful of the guests., The consumers will see the influencer's approval and involvement in the event
and be reassured that they can too shop at Brandy Melville. This will reach the Brand's objectives of gaining a wider
audience of their current 18-24-year-old market, and gaining more sales through this. It is a great way to take
advantage of the influencer's large platforms to promote their new image, and show that Brandy Melville is for
everyone.
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With the billboard and
online advertisements,
consumers will see the
new available clothes
sizes, and more diverse
models and see the brand
is being rebranded,
causing people to talk
about it. The event will
gain attention through
influencer guests' social
media when they post
themselves and the
surroundings on the day.

OUR INFLUEN

Brandy Melville
Instagram followers will
also be aware of the
event in their
competition they will
post 3 months before it.
Following the online
advertisements they will
be interested to see and
view how the event will
portray their new image.

N
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PLUS SIZED BEAUTIFUL WOMEN TO CONTACT -DOES NOT

INCLUDE THEIR PLUS ONES

Candice Huffine
Plus size model and designer
She is ‘an encourager of

Barbie Ferreira
Well known plus size model
and actress
5.7 millien Instagram

Followers

being yourself”

Tess Holliday

NYC plus size model that Big face in the makeup

also supports LGBTQIA+
community

47K Instagram followers

madelling

followers

270k Instagram followers.

community and does plus size

2.6 million Instagram

Precious Lee
One of the few black eurve
models te make itup in the
industry
440k Instagram followers

= .
L '
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Denise Bidot
A big Puerto Rican figure,
making it up in the plus sized

artist

modelling world and reaching
success with her curves
726k Instagram followers

D

Consumers will see
their favourite
influencer wearing and
promoting Brandy
Melville garments, and
think if it is accessible
and good enough to
their influencer they
follow, then it is
accessible and
acceptable for them to
wear it too.

A

The ultimate goal of this
campaign was for Brandy melville
to draw in a wide audience by
making their clothes fit more
bodies and for anyone, by taking
away their ‘one size fits all’ limit.
When they see an influencer at
the event of their similar size or
background, inowing it fits and
looks good on them and they are
having fun at the event wearing
it, they will be desired to
purchase it too, and relive their
influencer's actions.

BRANDY @
NELVILLE
PRESENCS

our inclusivily evenl

2 Q'Y

dig02_ A chance for you and 2 friends to win a night at our
Brandy Melville rebrand event! All you have to do is tag
your 2 besties below and a sentence on what you most love
about yourself. Good luck, can't wait to see you there!¢*

1 minute ago
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INTERNAL

MARKETING VIDEO

The proposed individual strategic concept harmonises
with the critical issues underlined within the
strategic development report (2023):

n Minimal Diversity

No Inclusivity
//\ h
Evidence affirms the brand's philosophy as 'racist' and
'sexist’ (Peters, A. 2021). In turn, inclusivity and
diversity are paramount objectives that must be executed

to enhance Brandy's business ethos and practices,
ensuring successful growth and improved credibility.

The Concept

The concept is to educate all Brandy Melville’s personnel
on the importance of championing body, gender, and
ethnic diversity using a “marketing-like approach,”
stimulating “employee motivation for implementing and
integrating organisational strategies toward customer
orientation” (Ahmed, P. et al. 1993).

Consumer Views on Inclusivity and

Diversity

o 90% of people believe fashion industry images
lack a diverse spectrum of diverse bodies (Walker,
G.2021)

o 73.4% of people feel that ethnicity, age, disability,
gender, and religious expressions are depreciated
by the fashion industry (Walker, G. 2021)

o 81% of Gen Z call for increased gender equality in
fashion (Wightman-Stone, D. 2022)

The Strategy

There has been a remarkable augmentation in video

marketing, with progressively more people using it as a
learning tool besides a source of information (Kramer,
A. et al. 2017). Brandy will leverage the video marketing
tool to apprise all personnel of their strategic direction
of inclusivity and diversity.

68% of people would prefer watching business videos
that are less than 1 minute long (Safavina, A. 2022).
Therefore, short-form video marketing will aid In en-
hancing employee engagement and interest. Tik-Tok will
be leveraged as the communication channel since:

e 63% of successful ads on TikTok get the intended
message across immediately (Shepherd, J. 2023)

e 92% of users were inspired to act after watching a
Tik-Tok video (McLachlan, S. 2023)
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Strong brand wdentby

3.2 million followers on US
Tustagran - steong social media
presence | lustagran.com)
Chnni-channel presence
(brandymehilleconm and global
shomas]

Establithesd tarpes comsurner
{lzen 71

Inclusivity

Diversity

Product Ofering: "ONE SIZT
FITS ALL; only caters o
females

Sustainabilicy: fundamentally a
East Fashubon brand

Lack of presence oo Tik-Tok (A
detednental video platform}

CIpportunitics

Oifer a more diverse range of
sizing b bmprove iodusndey

Like Motel who ofiess a sanilar
prodoct range

ouly UK stoves are i London

Infuencer collabovations, much

o Baxpand plyvsical presence: thels

o Diprevsify thels marketing eforts

00 Strategies

S 103 Conply o Civil
Ttights Act 1964 o dunnish
dizcraniation a the work
place and stoves, luproviag
reputation and brand sdentsy
52+04 Leverage soclal media
o dinplenent the duternal
educational canpalgn o allow
for greater veach and ensdched
communcation (Casim, A et
al 2018} stimulating increased
productvity

WO Steatepies

WO+ 20 Provmational
vider shanld incorparate
educational elements repmrding
the topic of inchasivity and
diversity to mathnte employees
in devising marketing and
producs strategies tawards
custainer ortentation (aAhmed,
P, et al, 1963)

Froduct: expetienced
controversy fou thels Cloe Slze
Fita All' concept

inclusive praduc ran

More sustainable brancds
mailable om the markes which
pethaps apprals mare to

the Trandy Melville target
consnmer: Refnrmation

o Conpetitors who offes a gender

5T Strategies

S2+T2 Examine the ways in
which competitors market their
ciforts wwvards iclusivity wla
sacial melia ter take in spiration
for educational campaign

WT Strategies

WOHW 2 T1I4+T2 Video should
educate Garment Tech and
Buying departinent o efforts to
thange thelw TSTF of Cne Size
Fit's All'to cater to all physiqees
inchading men, reducin
threar of subssittion appinst
compesitors and shaw their
sincerity regarding the strategy
WEHTI Uilize Tik-Tak tin
promiste efarts ta actalby
inchade all sizes and gendess

Visual Output

The video will be
implemented via
Caput, allowing
for a smooth and
direct transfer to
Tik-Tok.

"Inspiration is a vehicle for brand growth and should be considered a tool for im-

WHAT DOESIT N

TO BE INCLU

TOEMBRACE ®
DIFFERENCES

Share

plementing a strategy in fashion's erratic market (WARC, 2021). "

Taking inspiration from Target and Apple, who have successfully executed promotion-

Research and Analysis

The TOWS strategies consider potential opportuni-
ties for Brandy to develop a plausible strategy. The
highlighted processes corroborate approaches to
diversify through internal promotional communi-
cations (leveraging Tik-Tok to enhance employee
understanding of the concept of Inclusivity and
Diversity). This marketing communication should
strengthen employee knowledge and efficiency,
activating the composition of inclusive promotional
efforts, including the expansion of sizing and gen-
der-neutral clothing, and improved marketing efforts
through diverse models. This will enhance brand
identity, consumer loyalty, and credibility, ensuring
the brand upholds a competitive stance in fashion's
cut-throat market.

Justification

Employing the means of Tik-Tok
will aid employee motivation and
engagement, leading to a broader
knowledge surrounding the critical
concept of inclusivity and
Diversity. An effective strategy will
be executed by thoroughly
analysing inspirational and
educational videos , the market cli-
mate, the consumer, and employee
research, leading to an ameliorated
brand image, enhanced credibility,
and increased consumer
loyalty.

The overall objectives of the video
campaign:

¢ Increased employee
understanding (increased
productivity
cross-depart ment)

¢ Increased employee
engagement

¢ Ameliorated brand image and
credibility

al videos that accentuate and educate on 'what it means to be Inclusive, will stimulate

productivity and creativity, driving the brand towards goal implementation.



Insights gained in the strategic development
report based on Brandy Melville (Valiant et
al, 2022) highlighted a multitude of key
issues. With the main two being:

1. Inclusivity /2.

Brandy Melville must address these issues
with a matter of urgency in order to restore
brand perception and equity in the eyes of
the consumer. Improved business practice
and ethos will allow them to regain
competitive advantage in the given market.

2. Diversity

The concept of rebranding Brandy Melville involves
restoring positive brand equity. This will arise when
Brandy Melville successfully reshifts its associations
from negative, |IE- lack of inclusivity, diversity ect to
positive- being inclusive and diverse in its practices.

Brandy Melville will aim to show consumers that their
business practices and ethos has in-fact evolved with
their consumer, becoming

1. more diverse
2. more inclusive

This is important as it creates trust with the
consumer, and 80 percent of customers refuse to do
business with a brand that they don't trust (Zaheer,
2022) Not only this but currently Brandy Melville is
not a brand in which its target consumer align and
interacts with and over 80 percent of consumers
believe customer experience plays a central role in
purchase decisions, they also believe less than 15
percent deliver a good digital experience (Zaheer,
2022).
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In order to successfully portray the given concept. The
digital marketing campaign will be in the form of a
Video advert. Brandy Melville Gen Z consumer
interacts most with this form of content, with 40% of
Gen Z consumers preferring Stories, Reels or TikTok
videos when seeing ads from brands on social media.

S XOF!
() @5

This ad will not only be on social media platforms but
also on television across the Us too. This will re-engage
the consumer and show the target market that brandy
Melvilles ethos align with their values and engages and
participates in practices they engage in, |IE video
content and social media.



The tows matrix shown in
figure one highlights a huge
opportunity to evolve and
develop their business further
by addressing key problems.
The digital marketing ad
campaign in the form of a
video allows Brandy Melville
to combine and address
multiple issues at once, but
also conduct it in a way which
consumers interact and relate
too. The goal of the ad is to re-
align what is delivered to what
the consumer expects and in
turn transform Brandy
Melville into a brand which
mirrors its consumer values,

Figure one: TOWS MATRIX

Opportunities

. Dffer a more diverse range of sizing

to improve inclusivity
ons, much like
rs @ similar product
range

3. Expand physical presence: their

4. Diversify their product range

Threats

product: experienced controversy
for their "One Size Fits All' concept
ffer a gender
nge
ble brands available
arket which perhaps
appeals more to the Brandy Melville

Strengths

. Strong brand identity

stores)

4. Established target consumer (Gen-

Z)

- 51452402404 - They already have a

strong consumer base which will
come with word-of-mouth. This
combined with influencer
collaborations could grow their
consumer base further.

- 53403 - Their strong omni-channel

presence suggests their stores will
have high footfall, by opening more
nationwide across the UK and US
will increase sales for their store,

- 51+54+ T1 - Despite their strong

brand identity they do lead a risk of
losing their consumers to
competitors who have more inclusive
and diverse ranges. Once their
consumer group grows out of their
size offerings they will loose that
market segment.

- 52+T2 - They only have Instagram as

a strength whereas other brands
have more to offer than that.

Weaknesses

. Inclusivity
. Diversity
t Offering: "ONE SIZE FITS

fashion brand

- WI1+W2+W3+01 - Begin to become

more inclusive in all areas to have a
better chance at retaining
consumers against competing
brands.

- W2+W4 - Diversify their products

to gain a new market segment 50
they don’t only keep their
consumers but they can gain new
ones. Which increases sales.

- W1+T1+W2+T2 - They have already

missed out on a huge segment of the
market by being exclusive,
introducing more sizes and a males
section will increase their consumer
base.

- Wia+W3 - By becoming more

transparent with their supply chain
they could gain a more
environmentally conscious shopper.

creates a strong consumer values, trustworthy community which will in-turn create positive brand

equity, and help brandy Melville reach competitive advantage.

The Video ad campaign aims to connect with
the consumer via platforms and types of
content they enjoy and engage in, which is
short videos shown on tik tok, instagram and
youtube.

Using these platforms Brandy Melville will
execute an editorial video ad campaign which
aims to create positive brand equity and
educate the consumer by portraying they are
now a brand which embodies inclusivity and
diversity.
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