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EXECUTIVE SUMMARY

Established in 1968; heritage brand, Calvin Klein, was built on strong foundations of minimalism,
gender fluidity & sexual provocation (WWD, 2024). Inrecent years, the lbbrand has failed to reachiits
financial targets, due to key issues as identified in Figure 3, resulting in the lorand losing connection
with their consumer.

The PVH+ strategy plans to pull the bbrand’s creative outlets from European operations to refocus
onincreasing its business within the US (Conti, 2024) however, 45% of the lbrands total revenue is
accumulatedthroughinternational markets (Reuters, 2015). Therefore, refocussing onthe European
market (in parficular the UK) is imperative 1o Calvin Klein's recovery & future growth, attainable
through strategic action (see Figure 4).

Due to macro-environmental factors, such as the UK recession & the consumer desire for bbrand
storytelling (Brand Development Report, 2024), brands must connect with a consumer in a way that
they have noft previously. ATOWS Matrix is utilised to establish 5 strategies to help overcome borand
issues identified (Brand Development Report, 2024). With Calvin Klein failing to hit financial targets &
pulling operations from UK & Europe, the lbbrand has created a disconnect with their consumer. The
torand will utilise a market penetration strategy fo address these issues & a product development
strategy to address its lack of product differentiation (Brand Development Report, 2024) while
holding ontoits heritage & values in order to strengthenits presence in the UK & Europe.
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For the Brand

CalvinKleinis unable to attain their
targeted financial, performance

For the Consumer

CalvinKlein has aloss of connection with
their actual consumer.
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PROPOSED STRATEGY TIMELINE

? MINIMALIST FUTURES

Plagued by their lack of consumer connection, CK product is
aligning greater with Gen Z than their frue millennial consumer due
to a breakdown within the research stage across key operations.
Further CK's development info premium underwear has created an
unbalanced product portfolio, with it accumulating 20% of the total
product, compared to tops at 13.2% & bottoms at 9.7% (Edited, 2023).
This has left the product ranges neglecting their successful denim,
which helped propel the brand to bbeing a market leader during the
90's.This is largely problematic for CK who targets itself as a ‘global
lifestyle brand’ (Calvin Klein, 2024). Going forward this project will aim
to take a product development approach to combating failure within
research & challenging important macro-factors such as sustainability,
including the new operational features of re-manufacturing. Particular

CK CONNECT

Calvin Klein is suffering from a loss of connection with its true consumer (Brand
Development Report, 2024). Calvin Klein must rectify this relationship by
restructuring key operations. Calvin Klein's proposed re-vitalisation strategy
‘Full Circle’ will redefine what is required from employees & so to implement a
successful change initiative, the brand must create a well-defined & ethical internal
communication strategy. This project proposes an internal corporate magazine
which will act as a tool to engage internal stakeholders across the CK's vision,
strategy, and priorities, supporting the launch of the Minimalistic Futures A/W24
collection & therevised marketing direction. The magazine willcommunicate clear
aims and objectives to all levels of the organisation, connect internal stakeholders
with strategy to drive engagement & performance, provide insight on key brand
initiatives, present situational insights, influence stakeholder knowledge onthere-
positioned corporate narrative & celebrate company culture & PVH values.

INSTORE RE-VITALISATION

In order for the brand fo reconnect with its roots & consumer, the in-store environment will
e revitalized. In-store atmosphere plays a huge role in brick-and-mortar sales, consumers
buy more than just the product, they buy into the whole purchase experience (Kotler,
1973). This means that every aspect of the environment in which purchases are made
must be carefully designed to boost sales, repeat purchases & brand loyalty. In the store
redesign, the brand will consider all aspects of the consumer experience, starting with the
senses. A cohesive, cool-toned colour palette will be used that both reflects & highlights
the aesthetics of CK products, as well as creating more consistency with the digital platforms.
CK One, the brand's well-known scent will be used to enhance the olfactory experience
whilst music that reflects the direction of the range (minimalist futures) will be played. The
store layout will be minimalistic & spacious, with circular design throughout to represent the
‘full circle’ direction of the borand. Staff will be properly trained fo create aluxury experience
as they are key representatives of the brand. In store experience is an essential part of the
customer journey model & CK stores shouldreflectboth the history of the brand, &it's future.

e focus on a a capaule range will help to summarise the direction CK is
We're Going now moving taking a slower approach to fashion that meets CK strong
Full Circle 90s heritage.

AUGUST 2024 SEPTEMBER 2024

March 2024 SEPTEMBER 2024 SEPTEMBER 2024
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Calvin Klein's once pioneering approach to marketing now falls short of

the heritage values & preferences of the Loyal Generation, CK's target
CavinKlein x FUl Crchs consumer, causing a disconnect with consumers. Looking forward, CK

It Starts Wilth Us

will launch “If Starts with Us", an organic sustainability campaign aimed at
engaging, educating & inspiring the Loyal Generation. The campaign will
centre on creating meaningful relationships between the farget consumer
& the brand by addressing overconsumpption in the fashion industry whilst
promoting Calvin Klein's remanufactured products. The concept will be
developed using “The Sustainable Fashion Communication Playlbook?,
with specific focus on “information, culture & advocacy” throughout the
campaign.
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IT STARTS WITH US

As an attempt to reconnect with its loyal consumer, the lorand will expand marketing communications info
a branded magazine. According to Markets Report World (2023), “By 2030, the global fashion magazine
market size is projected to reach multimillion figures’, suggesting magazines are not a dying art in the
fashion industry. According to Attest (2021), 31% of millennials read magazines weekly. With this data, Calvin
Klein will tap into this market through the ‘My Calvins Magazine! This will be a client facing piece of fashion
journalism as the bbrand's attemppt to further connect with its customer. Providing a digital copy to consumers
& a physical copy available in store, the customer will have a general understanding of the new direction
CalvinKlein s taking as an effort to promote its new ‘Full Circle Strategy.’ As a bbrand extension, the magazine
will include strategic lbbrand communications, journalism, and lbbrand campaigns through the form of bbrand
history, people and product profiling, consumer insight, styling, and consumer relevant bbrand information.
The luxury feel will bring Calvin Klein back to its minimalist prime that the consumer know and love the most.
Everyone knows “#myCalvins,” and now we know what's behind it.

¢ MYCALVINSMAGAZINE




CK CONNECT: A CalvinKleinInternal Publication

Brand Issues
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Objectives

-To create content which align, inspire & engage key
associates across the organisations vision, strategy, and
priorities.

-To generate excitement around new CK initiatives.

-To develop anin-depth understanding of who the re-
positioned consumer is.

-To establish a fluent and sound internal communication
within the company.

-To provide insight and direction for the Full Circle Strategy.

-To present a visual representation of the new vision for the
brand.

Project Proposal

CalvinKlein s suffering from a loss of connection with its true consumer
(Brand Development Report, 2024). Calvin Klein must rectify this
relationship by restructuring key operations. CK's proposed re-
vitalisation strategy ‘Full Circle’ will redefine what is required from
employees & so to implement a successful change initiative, the brand
must create a well-defined & ethical internal communication strategy.
This project proposes an internal corporate magazine, ‘CK: Connect’,
which will act as a tool to engage internal stakeholders across the CK's
vision, strategy, and priorities, supporting the launch of the Minimalistic
Futures A/W24 collection & the revised marketing direction. The
magazine will communicate clear aims and objectives to all levels of
the organisation, connect internal stakeholders with strategy to drive
engagement & performance, provide insight on key brand initiatives,
present situational insights, influence stakeholder knowledge on the
re-positioned corporate narrative & celebrate company culture & PVH
values.

Calvin Klein



Natasha Legge (10667810)
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CK: Connect
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Does Sex Still
: _/ Sell ¢
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- Looking Out-
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tarts With Us’

Calvin K!eir]

CalvinKlein

As well as detailed insights into the
re-vitalised operational strategies,
the CK: Connect magazine will
explore themes such as ‘Does Sex
Sell?’; a deep dive into the brand’s
marketing archives to evaluate &
assess if CK's provocative roofs are
still prevalent both today & for the
re-aligned consumer. Furthermore,
to support the brand’s new vision,
the publication will showcase
an editorial look book that
communicates the vision for Calvin
Klein: Full Circle.



IT STARTS WITH US

Mission.

As part of the “Full Circle” initiative,
CK willlaunch “It Starts with Us”, an
organic sustainability campaign
daimed at engaging, educating
&inspiring the Loyal Generation.
The campaign will centre on
creating meaningful relationships
between the target consumer
&thebrand by addressing
overconsumptionin the fashion
industry whilst promoting Calvin
Klein's remanufactured products.
The concept willbbe developed
using “The Sustainable Fashion
Communication Playlbook”, with
specific focus on “information,
culture & advocacy” throughout
the campaign.

Justification.

Target 12.8 of the SDGs is to

“promote universal understanding

of sustainable lifestyles”,ensuring
by 2030 people everywhere
have the relevant information

& awareness for sustainable
development & lifestylesin
harmony with nature (The Global
Goalsn.d.).

CalvinKlein focuses its Fashion
Forward targets specifically
onthe SDG's, therefore,
implenting this campaign around
overconsumpption proves to
consumersits “for the future”

attitude strengthening relationships

with the Loyal Generation who
have similar values.

Matilda Salmon

Objective.

Toreconnect with the target
consumer through “It Starts with Us”,
a campaign focused on engaging,
educating & inspiring consumers on
overconsumption & promoting CK's
remanufactured products.
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Organic Marketing Output Visualisation.

calvinkiein & Facebook Post Ovomue  YOuTube Thumbnail
cavnren - Calvin Klein

It starts with us. Discover our Minimalist Futures range this September on CalvinKlein.com.

The fashionindusry, responsible for 10% of global carbon emissions, is one of the largest
contributors to the climate crisis ...

"/«
CalvinKlein x Fult Circle

It Starts With Us

éa|vin Klein x Full Circle
It Starts With Us

Calvin Klein

CalvinKlein x Full Circle. It Starts With Us. Calvin Klein A/W 2024
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It starts with us. Discover our Minimalist Futures range this September on CalvinKlein.com. -

The fashionindusry, responsible for 10% of global carbon emissions, is one of the largest contributors 1o the climate:

comments share crisis...

Instagram Post

YouTube Short
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calvinklein It starts with us. Discover our Minimalist
Futures range this Septemioer on CalvinKlein.com.

The fashionindusry, responsible for 10% of global
carbon emissions, is one of the largest
contributors to the climate crisis ...

Culture.

Information. Advocacy.

Commit to evidence- Champion Enabling consumers to
based & transparent positive changes make more informed
communication & demonstrate decisions & empower-
efforts, & ensure all accessible circular ingthemin their role as
informationis shared solutions to help citizens towards inter-
inaclear & accessible individuals live more rogating & demanding
manner. sustainable lifestyles. greater action.
Nr s
Matilda Salmon e : \



MINIMALIST FUTURES CAPSULE

Plagued by their lack of consumer connection &lack
ofunderstandinginthe market, CK productis aligning
greater with Gen Zthantheir frue millennial consumer
duetoabreakdownwithintheresearchstage across
key operations. Further CK's development into
premium underwear has created an unbalanced
product portfolio, with it accumulating 20% of the
total product, compared to fops at 13.2% & bottoms
at9.7% (Edited, 2023).This has left the product ranges
neglecting their successful denim, which helped
propel the brand to being a market leader during
the 90's.This s largely problematic for CK who fargets
ifself as a ‘global lifestyle brand’ (Calvin Klein, 2024).
As a result CK need to re-invest in their 90's core
capabilliies & infroduce the ‘lifestyle’ element back
info the brand.

This will be actioned through a market led strategy
focusing on consumer.

Particular market demands indicated that financial
constraints are meaning consumers wish to derive
either more value or alower RRP from their product.
However, with CK already working off a cost-
effective strategy within their premium market,
changingtheir price wouldonly negatethepremium
feel. Therefore, Going forward ensuring brands
survival through added value willlbe imperative. This
has been identified through 2 possibilities:

What is a capsule wardrobe?

A capsule collection creates a
wardrobe that features only the
most essential pieces from a
designers vision. Garments should
be trans-seasonal and escape the
trend-led nature of the traditional

industry (BOF, 2024)

1. Adding technical Innovation through re-manufacturing ensuring success against the

macro-environment & improving Ck sustainability

2. Transeasonal lines are becoming increasingly popular adding value for consumers &

taking a ‘slower approach to fashion’

MARKET RESEARCH: KEY CONSIDERATIONS IN MACRO-FACTORS/ MICRO-FACTORS

Key objectives:

- Timeless

- Slow Fashion
- Marketled

MACRO UK RECESSION

INFLATION COVID-19 LASTING

SUSTAINABLE

EFFECTS PRESSURES & LAWS

- Consumer connection |

f f f

- 90s
- Denim

- Millennial

REDUCED CONSUMER SPENDING:
MICRO Demands more value from product
atalower price

INCREASED DESIRE
PRODUCTISAT  FORBRANDS TO
RISK DURING EMOTIONALLY
TRANSPORTATION  CONNECT WITH

CONSUMER

CONSUMERS
CHAMPION
SUSTAINABLE
PRODUCT

Niamh Overmire



How does the range meet
the new vision?

- Consumer connection:
Taking a market-led
strategy will put the
consumer at the Forefront
of the range, ensuring it
meets their needs

- Why sustainability?

CK was identified to align
with sustainable goals
but not action this with-

in their product. Further,
Micro-analysis identified
consumers are demanding
sustainability refelected in
their products

REVERSE SUPPLY CHAIN

Niamh Overmire
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CalvinKleinisabrandwitharichhistory, butits performance
projectsthatthebrandis not connecting withits consumer
like it once was. for this reason, marketing communications
will be extremely important o help the brand reach its
financial goals as well as realign the brand with its loyal
consumet. as an attempt to put Calvin Klein back in the
spotlight, the brand will undergo new strategic direction
withanown-brand magazine underthe name, 'my calvins
magazine'. the brand magazine will address marketing
communications, branding, and fashion journalism in the
form of a bbrand extension. this willinclude strategic brand
communications, journalism, and brand campaigns. with a
look that screams luxury, the brand will reposition itself in
the market as the premium luxury brand that once fook
the nineties by storm.

with the gimmicks of the past no longer achieving the
desired outcome, the brand must rethink the message
of its communications and who the communications

are reaching. the brand is facing censorship and is not
projected to reach its financial goals which is where the
‘Full Circle’ strategy will attempt to reconnect the brand
with the desired consumer, the millennials. a magazine,
in the form of marketing communications, will push the
developed product ranges and marketing tactics fo
strengthen the brand image and identity. the magazine
is the ideal form of marketing communications for
the brand, as the millennials have the highest rate of
readership for magazines with 31% of millennials reading
magazines weekly (Askatest.com, N.d.). a combination
of market penetration and product development will
strateqgically address the brand’s misstep in marketing
communications and product offering to reconnect with
the ‘loyal generation. the magazine will address each
strategy to provide a behind-the-scenes look fo the
brand’s new direction—allowing the consumer to join
them onthejourney.

magazine objectives
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&
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adrienne grace bland ID #10851660

once the concept for‘My Calvins Magazine' was developed
through the marketing mix and strategic alignment,
background research was conducted into the consumer,
brandcommunicationsandvisuals,andcompetitors.fromthis, . ,
anoutline was created for magazine article content.research / "\ -
shows that success for the brand is displayed through brand '\m /‘

history, campaigns,and celebrity endorsement.competitors =

find success in product and people profiles, lifestyle stories,

and inspiration. the magazine lbecame a place to promote ?

the people and the product while making space for the

iconic campaigns and visuals. tapping into the history and
success will reach the nostalgia of the ‘loyal generation’ while
keeping content relevant for the fimes.

target consumer

worn throughout their life, this consumer values
thelook, quality, & name. they are long-term
customers buying multiple pieces each year.

CalvinKlein overconsumption
it's not your fault

thot said, we know wh
5 2/3108(69%) of Vog

s saying that we wil (Cemasky, 2021).




Full Circle In-Store Revitalisation

CalvinKleinis a brand most recognised for
their controversial, hyper-sexualised advertis-
ing strategy (WWD, 2024). However, this brand
recognition is not franslating to profit - CK is
currently failing to meet the financial targets set
by parent group PVH (See Strategic Brand
Report, 2024)

The 2024 Strategic Brand Report identified 5
key brand issues, all of which have resultedina
lack of communication with the consumer.

This report aims to repair CK’s relationship with
it's consumer through revitalising the in-store
environment.

Strategic Objectives

1. To reinforce brand identity

2.Jo create an environment that
enhances purchase intention

3.To create multi-channel cohesion

Abstract
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Research has shown that the ‘atmospherics’ of
aretail environment has a directimpacton
consumer purchase intention (Kotler,1973).To
create the right atmosphere, allthe senses
must be considered (Donovan et al, 1982 &
1994).

Primary Research (2024) found that Calvin
Klein’s current visual merchandising approach,
whilst consistent across stores does not repre-
sent the brand identity & has no synchronicity
with their digital platforms. The colours used
are not cohesive, the stores feel cluttered
however, they are well maintained.

Pine & Gilmore's 1998 Realms of Experience
Model defines four types of consumer expe-
rience. Whilst the current environment tries to
create an ‘esthetic’, the other three realms are
completely ignored, which means the brand
fails to create a fullimmersive experience.
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playlist for the store on Spotify

The new in-store

environment will M | verssroes-shoving | merstiesyie-sats

better represent the 2
brand'’s identity. Calvin 1
Klein's consumers are @ § e e

i
loyal to the brand & 5
appreciateit’s
heritage, therefore a
store that properly §
captures the essence
of the brand will help
consumers reconnect.

The new floor plan will §
hightlight popular 3
product categories £
(Denim & Underwear) g

!
;
!

Whilst keeping a Women's New Season - Rail mm_
spacious luxurious
feel. Store Floor Plan

The store will also feature
QR codeslinkingto the
sustainability campaign
and the remanufactured
range to encourage
multi-channel spending.

The redesign will take
place inthe stores that
stock a full product range
to begin with, eventually
expanding and adapting
for all stores.

Window Display

The in-store revitalisation addresses two of the three areas the Strategic Brand Report (2024)
highlights: retail & revitalisation. The strategy will reinvigorate the brand and confirm Calvin
Klein'sidentity as a premium heritage brand.

By creating a more holistic experience, using the Pine & Gilmore Realms of Experience (1998),
consumers will have motive to visit the store and therefore have more purchase intention.

This in turn will boost sales & will get the brand closer to reachingits financial targets.

Georgialawrence 10857810
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