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GIRLFRIEND

COLLECTIVE Executive Summary.

Established in 2016 in Seattle, Washington, Girlfriend
Collective is a sustainable athleisure brand that strives for
female empowerment and inclusivity. Despite being a
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Brand Issues

Minimal Product Ranges
. No patterned ranges
. Simplistic colour assortments

Condensed Brand Issues| Figure 2 (Authors Own, 2024)

Lack Digital Technology
11.2% decrease in website traffic
(SimilarWeb,2024) despite high
technological innovation resulting from Al
and VR

A
N

No Physical Presence
. Insignificant changes in e-
commerce channels with scope for
physical experiential retailing

# - NN
g Declining SM presence 2zl
. No celebrity partnerships
. Repetitive campaign imagery

No UK Website

Poor engagement and awareness UK
market despite sustainability becoming a
defining factor in purchasing decisions
(Euromonitor, 2023)

S

Suitability.

. Strategies have been extracted from the

TOWS matrix that has identified pain points
and developed targeted strategies based on
growth opportunities

Acceptability.

reputable for new consumers

A . Underlying ethical objectives make the brand

. The Ansoff Matrix ‘Market penetration’ strategy

involves low levels of risk

Feasibility.

. Breakdown of the strategies over the course of

two years allows Girlfriend Collective to
continuously monitor and evaluate effectiveness
to make changes for the coming season

2.

Do

Strategy Timeline

AW 24

Integrate a Brand Ambassador

The integration of brand ambassador, Jameela
Jamil to increase brand recognition and inconsistent
social media communications. Leveraging digital
advertising across numerous social platforms to
promote Girlfriend Collective’'s committment to
sustainbaility in the form of storytelling advertsing.

§825

Establish Physical Presence

Three pop-up shops will take place from SS25 to
S$S26 locating in Manchester, Birmingham and
London. The floor plan places digital technology at
the forefront of the consumer experience, utilising
VR mirrors and Blockchain to drive brand
awareness and streamline the customer journey. To
support the launch of “Girlfriend Collective X
Reformation”, exclusive pieces from the collection
will be showcased.

AW 25

Launch Social Media Campaign

Launch social media campaign centered around
embracing diversity and experiences of women’s
bodies. Using social platforms and UGC to
promote comfy, sustainable loungewear, that
#feelright on vyour period. Recapturing and
expanding the target market in preparation for the
product range development.

SS 26

Product Range Development

Launch collection with sustainable womenswear
brand, Reformation, as a product diversification
strategy. Design concepts incorporate vibrant SS
26 macro colour trends, directing Girlfriend
Collective into new colourways and pattern
exploration.
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Objectives.

1. Diversify the product range while
reinforcing sustainable approach

2. Attract a younger audience

3. Increase sales and drive traffic to
e-commerce platforms

Figure 1 - Project Objectives (Authors Own, 2024)

74%

of sports goods buyers prefer to purchase from
well-known brands (Mintel,2024)

Justification.

This project will address Girlfriend Collective’s brand
issues identified in the Strategic Brand Report,
focusing on diversifying its product range.

A clothing line has been developed in collaboration
with sustainable womenswear brand Reformation.
Aligning themselves with a popular brand that shares
a target market and core values will help Girlfriend
Collective maintain authenticity and increase brand
awareness with a younger target audience.

Main Stages of the Range Development Process Model
Figure 2 - Process Model (Authors Own, 2024)
—d 1. Situational Analysis
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2. Trend Translation
. Directional trends and translation

3. Range Development

. Design and concept evaluation
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4. Implementation

. Production, allocation and value monitoring

Brand collaborations are gaining extensive
popularity in the fashion industry, allowing
brands to target “new but relevant audiences”
(Blight,2022).

Girlfriend Collective and Reformation are two brands that aim to let their garments speak for
themselves, reflecting their positive ethical business practices and style, This unique selling point
of both brands means that they prioritise following societal and environmental trends over fashion
trends when creating products. The collaborative collection will therefore produce a fundamental
set of products that will regenerate the brands together. Through design exploration, the garments
develop upon expanding Girlfriend Collectives colourways, since they do not have any existing

patterned collections.



Output Visualisation.

Figure 3 - Range Overview (Authors Own, 2024)

WGSN (2024) outlines “Glowing Pastels” as a key SS 26 colour trend driven by technological
advancements and reliance, that inspires brighter pops that create a digital look. This paired with
Reformation iconic silhouettes creates a new and exciting direction, currently lacking in the
Girlfriend Collectives product selection. Each garment comes in an inclusive size range between

XXS-6XL.

Implementation.

Each garment in the collection will be produced sustainably to
follow the ethical standards set by each brand. As both brands
target Gen Z and young Millenial audiences, these consumer
groups are increasingly informed on environmental issues and
prioritise loyalty to reputable businesses. The increased brand
recognition to be gained from the collaboration means that
new consumers will value the brand's strong commitment,
aiding them in leveraging their unique selling point. The
product packaging will be accompanied by Blockchain
tracking that allows consumers to learn more about raw
material conversion and production techniques, further
supporting the overarching strategic aim for digital innovation.

GIRLFRIEND

COLLECTIVE
x
Reformation

This item has been tracked
using Blockchain

oho]
T
lod

GC3875467007

Scan the QR code to see this
item's journey from raw
materials to finished garment

Unable to scan? Enter item’s ID
at https://girlfriend.com/tracking

Figure 4 - Blockchain Product Tag
(Authors Own, 2024)

The product will initially be stocked in the experiential pop-up store to create a sense of intrigue
and exclusiveness for the first group of consumers. This will be followed by a full collection

launch in April 2026.
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Executive Summary

Social Media Campaign

The #FeelRight campaign aims to promote the brands loungewear collections as comfortable,
sustainable alternatives to wear during menstruation. The campaign has been created in
response to the stagnant growth in social media for Girlfriend Collective due to losing sight of
brand identity. This short-term social media campaign aims to reinstate the brands initial
buzz, through innovative engaging content, consisting of promoting primarily loungewear
collections across platforms. The campaign hashtag is at the forefront of the campaign,
aiming to make buyers #feelright on their period in terms of mind and body through
sustainability and comfort. As a key tool in 2024, UGC posted under the # will create a
stronger consumer community, however there is potential for backlash due to the nature of
the campaign . Ultimately, the campaigns end goal is to reclaim lost consumers and gain new
ones, in preparation for the release of the product range development.

Campaign Objectives Implementation
1 Drive website traffic & Innovate.
loungewear collection use creative media content across platforms.
purchases.
2 Recapture & Stimulate existing Captivate.
consumers with new engaging use storytelling and personal experiences.
content.
3 Increase brand awareness Rejuvenate.

across social media platforms. use diverse models and UGC to refresh.

The average
user now
spreads their
digital footprint
across six to
seven platforms

every month.
(Forbes, 2023)
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girlfriend &

| #FEELRIGHT |
LIN YOUR MIND & i
BODY THIS

2,507
posts

537k 894
followers  following

Girlfriend Collective

PERIOD

@ girlfriend

Shopping & retail
Sustainable, ethical activewear made from recycled
water bottles

2 likeshop.me/girlfriend

93%

Justification

An increasing number of existing consumers are leaving
comments across Girlfriend Collectives social media,
revolving around the lack of plus sized models featured and
more neutral identity, with some accusing the brand of
forgetting their identity. As a result, a social media campaign
centered around women’s bodies and experiences takes in
current industry trends. Despite potential backlash due to the
vulnerability of a campaign centering around periods,
Girlfriend Collectives predominantly target female Gen Z,
whose market are likely to get involved with a transparent,
embodying campaign. With the implementation of key
objectives; innovate, captivate and rejuvenate, consumers are
simultaneously being draw in but prepared for the impact of
an innovative, experimental product range.

Output Visualisation

The feelright hashtag aims to
generate UGC (user generated
content) from consumers with
personal experiences shared from on
their periods for Girlfriend Collective to
repost and spread awareness.
Content on TikTok will primarily
revolve around trends in creative ways
to captivate their Gen Z audience eg
pov’s, trending sounds/music, repost
consumer videos. Utilising Live videos
across platforms by using the sneak
peeks from the pop-up shops, allows
for the online build up of anticipation
surrounding the product range.
Partnering with eco-friendly
influencers will help to initiate buzz as
well as, story quizzes and polls on
Instagram/Facebook promoting the
comfort and sustainability of their
loungewear collections.

of marketers agree that content created by consumers
performed better than branded content. (Beveridge, 2024)
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Paloma RaceBra g Compressive leggings 36 w:

15% Off *
selected
loungewear
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Experiential Pop-up Shops.

Objectives

This project addresses Girlfriend Collective’s brand
1. Increase brand awareness issues identified in the Strategic Development
Report, focussing on establishing a physical
presence in the UK to drive brand awareness. This
will be achieved through the development of three
2. Reinforce CSR Initiatives exclusive pop-up shops, utilising digital technology
to reinforce Girlfriend Collective’s CSR initiatives
and streamline the customer journey. To promote
L. . . . and support the launch of “Girlfriend Collective X
3. Digitally innovate to streamline cutomer journey Reformation”, exclusive pieces will be showcased

for the initial group of consumers.

Justification (e 0

The experiential pop-up shops embody the key themes of 6 6 /o
digitalisation, sustainability, and personalisation through innovative

and concise design, guided by comprehensive research into of brands reported
industry and consumer trends. These themes are instrumental an increase in brand
in cultivating brand awareness among Girlfriend Collective’s awareness after

Gen-Z target market. Despite drawing from industry trends, the
strategies have been carefully selected to resonate authentically
with Girlfriend Collective’s brand identity; high quality, youthful and

experimenting with
pop-up shops”

minimalistic.
(Google, 2023)
Implementation
“Fit is the most
Innovate. important factor when
Implementation of in-store technology e.g. Smart Mirrors, Blockchain buying CIOthess with
69% of consumers
prioritising a good fit”
Captivate.

(Mintel, 2023)

Exclusive pieces from “Girlfriend Collective X Reformation” range

Rejuvenate. “530/0

Digital campaign wall showcasing new celebrity collaboration

of consumers want
a clean and easy
7\ 7\ 7\ . .
{ ) ( ) ) ] shopping experience

— — —
SS25 AW25 SS26 in-store”

Manchester Birmingham London (NTT Data, 2023)



Output Visualisation

Campaign !
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Pop-up Shop Floor Plan | Figure 1 (Authors own, 2024)

Smart Mirror

The pop-up shop floor plan places digital technology at the
forefront of the consumer experience, utilising smart mirrors
(VR technology) to enable customers to virtually try-on
garments, creating an engaging and convenient shopping
experience.

Pop-up Shop Exclusive App

The development of a pop-up shop exclusive app allows
consumers to scan the individual tag of a garment. This
feature, powered by Blockchain technology, enables
users to trace the unique supply chain for each item,
thereby reinforcing Girlfriend Collective’s commitment to
sustainability. Styling suggestions are also provided to
enhance personalisation and increase sales volume.

Product Displays

Collection displays have been designed with a low-to-floor
layout, incorporating tiered elements to evoke a minimalistic
contemporary aesthetic. This maximises product visibility
while maintaining an open and uncluttered environment.

Smoothie Bar

In-store purchasers receive a 50% discount for the
smoothie bar, reinforcing Girlfriend Collective’s health
and fitness brand image. The brand’s logo on the cups
encourages word-of-mouth promotion, with the aim of
smoothies being shared on social media.

Digital Screens

Upon entering, a digital screen informs customers about
Girlfriend Collective’s CSR initiatives, prompting them to
download the exclusive pop-up shop app. Campaign digital
walls showcase the recent collaboration with celebrity
Jameela Jamil, enriching the technologically driven
environment and offering relatable imagery for consumers.

Wiy

Inspirational Images (Pinterest, 2024)
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This item has been tracked
using Blockchain
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GC3875467007

Scan the QR code to see this
item’s journey from raw
materials to finished garment

Unable to scan? Enter item’s ID
at https:/girifriend.com/tracking

Garment Tag |

Figure 2

(Authors Own, 2024)
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You scanned the...

Black Tommy
Cropped Bra

A square neck sports bra with
a low back gives you the best
of both worlds: super
supportive and ultra-
breathable

Cut-and-sewn in an SA8000
certified factory in Hanoi,
Vietnam (Phu Tho Branch,
Thygesen Textile Vietnam
co., Ltd)

Material Manufactured in
Taiwan facility that specialise
in eco-friendly and high-
quality textiles

Material made from 10 water
bottles (RPET) sourced from

Landfills in Taiwan

pair with the...
Black Compressive N

High-Rise Legging J

Pop-up Shop Exclusive App |
Figure 3
(Authors Own, 2024)
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EXECUTIVE SUMMARY:DIGITAL BRANDING CAMPAIGN.

This report includes a strategic approach for increasing Girlfriend
Collective's brand presence and addressing critical concerns found in the
Strategic Brand Report(2024), focusing on incorporating brand
ambassadorship into their public relations strategy. Extensive research
and analysis have revealed that Girlfriend Collective faces low brand
recognition, inconsistent social media presence, and a lack of

Lack of Creativity and communication about its sustainability efforts. To address these issues,

Consistency on the proposed approach prioritizes the execution of a comprehensive To boost
Social Media digital campaign across many social media platforms. Public relations consumer-brand
‘ campaigns increase awareness, form views, foster trust, and impact interactions and
purchasing decisions.Digital branding initiatives play an important role in ~ ©nline business
attaining these goals by harnessing online platforms to reach a larger
3 ‘@ audience, engage with customers, and effectively express the brand's A g
al (4‘ values and products(Hasanudin and Amalia,2023). This campaign aims N e 4 Y
Limited Bran to raise brand awareness, increase consumer interaction, and clearly fi?-i:v £ ,,.%
Awareness explain the business's commitment to sustainability. This strategy relies : % 4 75
r heavily on brand ambassadorship, with prominent activist and advocate =gl =
Jameela Jamil chosen to represent the brand's ideals truly. The strategy
focuses on developing captivating storytelling content to highlight To better
sustainable activities and utilising social media for interactive customer communicate the
involvement. sustainability efforts

of the brand

Poor Visual Industry Research

Communication

#1

m patagonia climb o tamemycaldhwell [ Viewprotite |

Gymshark Viral Campaign-66 Days: Change Tommy Caldwell collaboration with #MyCalvins worked with a pop singer, Justin Bieber,

Your Life challenge patagonia was marked as the top-ranked campaign
Why hire a Brand Ambassador? Why improve the customer experience?
. (Wiley,2024) of the Forbes Agency Council examines . Marino (2024) emphasises the role of
the trend towards favoring long-term partnerships sustainability and business responsibility in
over one-time initiatives, long-term relationships influencing public opinion. Brands must publicly
promote authenticity and trust between influencers and express their sustainability aims to demonstrate
their audiences. genuine commitment and identify genuine
. According to (ASCl's ,2023) Influencer Trust research, efforts from superficial ones. Failure to do so may
79% of respondents trust social media influencers, result in customer scepticism.
and 90% have made purchases based on influencer . Today, more than 90% of CEOs say that
endorsements. sustainability is fundamental for
. Ambassadors can swiftly enhance brand recognition success(Lein,2018).

among their targeted demographic while continually
lending their voice and credibility to the
brand(Rivera,2023).


http://ssir.org/articles/entry/the_next_phase_of_business_sustainability
https://www.instagram.com/tommycaldwell/?hl=en
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Justification

Introducing Jameela Jamil as
Girlfriend Collective's brand
ambassador provides a
strategic approach to
addressing difficulties and
improving market perception.
Research indicates that
brand ambassadors increase
brand awareness and
credibility (Smith, 2021).
Jamil's commitment to body
positivity and sustainability
reflects Girlfriend Collective's
principles, ensuring
authenticity. Her social
media presence and activism
provide an effective platform
for spreading the brand's
message. Using Jamil's
influence can help increase
awareness and engagement.
Furthermore, brand
ambassadorship humanises
the company by creating
deeper ties with customers
through relatable stories.

SUITABILITY

Jameela Jamil's support enables Girlfriend
Collective to expand its message on body
acceptance, inclusion, and sustainability, which
resonates more profoundly with consumers.
Provides a chance for the brand to differentiate
itself from competitors (by better communicating
sustainability activities), hence increasing revenue.

ACCEPTABILITY

. Jamil's honest image encourages consumer

Jameela Jamil's impact raises Girlfriend Collective's
profile, drawing new customers who share her ideals
and increasing the brand's reach.

engagement, loyalty, and brand advocacy.

FEASIBILITY

The brand already has an established instagram
account with 541k following.

Girlfriend Collective most certainly has the financial
resources to finance the ambassadorship considering
its market presence and growth trajectory.

Jameela Jamil's advocacy aligns with Girlfriend
Collective's target audiences, indicating a favourable
reception.

Other firms, including Patagonia, have effectively
utilised the brand ambassador concept.

Example of Lululemon successful fitness event

Fitness event-Jameela Jamil x Girlfriend Collective: Sweat, power, and Sisterhood" Interview with jameela jamil about body positivity

Jameela Jamil On The Future Of
Diversity & Sustainability In Fashion

Jameela jamil has successfully done partnerships with other
sustainable brands 2
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