ANEW SUSTAINABLE SERVICE FOR MISSGUIDED FEATURING QR CODED TAGS
INTHEIR PRODUCTS. THESE QR CODES ALLOW CONSUMERS T0 SEE HOW
INFLUENCERS ARE GURRENTLY STYLING THAT GARMENT T0 SUIT CURRENT
TRENDS, PROMOTING THE IDEA OF MAKING A GARMENT LAST LONGER.

&



INFLUENGER MARKETING IS BECOMING A
POPULAR AND VITAL WAY FOR BRANDS
10 CONNECT WITH THEIR AUDIENCE.
INFLUENCERS ALREADY HAVE THEIR OWN
AUDIENCES THAT THEY HAVE CREATED
BONDS WITH, UTILISING INFLUENGERS
ALLOWS BRANDS O HARNESS THEIR
REACH AND AUTHENTICITY. MISSGUIDED
HAVE HAD MANY SUCCESSFUL INFLUENGER
MARKETING CAMPAIGNS AND IS WELL
SUITED TO THEIR TARGET CONSUMERS.

SUSTAINABILITY HAS BECOME A KEY
BUZZWORD WITHIN THE FASHION
INDUSTRY. FAST FASHION IN PARTICULAR
HAS BEEN TARGETED WITH COMPLAINTS
OF THEIR ENVIRONMENTALLY UNFRIENDLY
PRACTIGE. THERE IS INCREASING
PRESSURE ON FASHION BRANDS T0
PARTAKE IN THIS TREND AND MAKE MORE
SUSTAINABLE CHOIGES. MISSGUIDED ARE
A FAST FASHION E-GOMMERCE BRAND
AND T00 ARE UNDER PRESSURE T0
BEGOME MORE SUSTAINABLE.

Stylesuided

STYLEGUIDED IS A COMBINATION OF INFLUENCER
MARKETING AND SUSTAINABILITY. SCANNABLE
OR GODES WILL BE PROVIDED ON THE TAGS
OF MISSGUIDED PRODUCTS. WHEN SCANNED
THESE OR CODES WILL PROVIDE CONSUMERS
WITHTIPS ON HOW T0 STYLE THEIR GARMENT
T0 SUIT CURRENT TRENDS FROM RELEVANT
INFLUENGERS. THERE WILL BE RANGE OF
INFLUENGERS INCLUDED TO MAKE SURE THE
SERVIGE IS INCLUSIVE OF ALL. THE RESTYLING
OF GARMENTS ENCOURAGES CONSUMERS
T0 LENGTHEN THE LIFE OF GARMENTS AND
GREATE SUSTAINABLE FASHION HABITS INSTEAD
OF PROMOTING THE IDEA THAT FASHION IS
DISPOSABLE.



SGAN. STYLE. SUSTAINABLE.



THE SOCIAL MEDIA MARKETING IS ALREADY AT LARGE  INFLUENGER MARKETING IS A SUCCESSFUL FORM OF
WITH PEOPLE ACTIVELY A SOCIAL MEDIA  ADVERTISING WITH MANY CAMPAIGNS BEING HUGE
PLATFORM AND 15 EVER GROWING STILL. ALONGSIDE ~ HITS FOR BRANDS. FOR EXAMPLE, THE YOUTHFUL
THE LONGSTANDING SOCIAL MEDIA PLATFORMS BRAND BRANDY MELVILLE USING POPULAR

INGLUDING FACEBOOK, YOUTUBE AND INSTAGRAM
THERE ARE NEW PLATFORMS PENETRATING THE
MARKET SUCH AS TIKTOK. THESE ASSISTS ARE
VALUABLE MARKETING TOOLS, INCLUDING THE
INDUSTRY TREND OF ‘INFLUENGER MARKETING.
THE INFLUENCER MARKET IS FORECASTED T0 BE
WORTH (STATISTA, 2020},
WITH THE DOMINANT AUDIENCE BEING

THERE ARE MANY DIFFERENT FORMS OF
INFLUENGER MARKETING SUCH AS GOLLABORATION
GOLLECTIONS, SPONSORED CONTENT, HASHTAG
GAMPAIGNS, GIVEAWAYS, PRODUCT PLAGEMENT OR
DISCOUNT GODES. MANY BRANDS ARE PARTAKING IN
THESE ACTIVITIES WITH *~ OF RETAIL MARKETERS
INCREASING THEIR BUDGETS ON INFLUENGER
MARKETING IN 2020 (STATISTA, 2021).

INFLUENGERS WITHIN THEIR CAMPAIGNS, EARNING
THEM ON AN INSTAGRAM POST.
SETTING THE RECORD FOR MOST LIKES IN 2016 (IZEA,
2018) . FASHIONNOVA'S MARKETING STRATEGY IS
LARGELY BASED AROUND INFLUENGER MARKETING
WORKING WITH A RANGE OF INFLUENCERS FROM
FASHION BLOGGERS T0 CELEBRITIES INCLUDING
KYLIE JENNER AND GARDI B. THIS APPROACH

EARNT THE BRAND QOVER INSTAGRAM
FOLLOWERS. ASOS HAVE A INNQVATIVE APPROACH T0
INFLUENGER MARKETING WITH THEIR OWN RANGE OF
INFLUENGERS KNOWN AS THE ASOS INSIDERS. EACH
INSIDER POSTS ON THEIR DEDICATED ASOS INSIDER
ACCOUNTS DISPLAYING HOW THEY'VE STYLED
PRODUCTS TO SUIT THEIR OWN UNIQUE STYLES,
THERE 15 AN INSIDER FOR EVERYONE.

Statista Research Department. 2020. Avaliable at: https://www statista.com/statistics/1200950/industries-increase-influencer-spending/ (Accessed 21/04/2021)



OVER THE YEARS THE FASHION INDUSTRY HAS BUILT
UP AHOSTILE REPUTATION IN REGARD TO THE ISSUES
SURROUNDING SUSTAINABILITY AND CLIMATE-CHANGE.
FASHION 15 THE CONSIDERED T0 BE THE

GONSUMER OF WATER AND 10 PRODUCE

(DAVIS, 2020). THE PRODUCTION OF TEXTILES

HAD THE CARBON FODTPRINT EQUIVALENT TO ALL
INTERNATIONAL FLIGHTS AND SHIPPING (GREENPEACE,
2019). WITH THE RISE OF FAST FASHION AND
E-COMMERCE, THE DEMAND FOR FASHION TO BECOME
MORE ECC-FRIENDLY HAS ESCALATED MASSIVELY. THE
NATURE OF FAST FASHION IS TO OFFER BOTH MACRD AND
MICRO TREND FOCUSED PRODUCTS, MEANING THERE

15 A NEED TO BE EVER CHANGING T0 STAY UP T0 DATE.
THIS LEADS TO GONSUMERS TREATING FAST FASHION
PRODUCTS AS DISPOSABLE AS THEY NEED TO KEEP UP
T0 DATE WITH TRENDS (FLETCHER, 2010 ). WITH THIS
GONSUMER BEHAVIOUR SHIFT THE

, LEADING T0 MASS AMOUNTS OF
CLOTHING ENDING UP IN LANDFILL (GREENPEAGE, 2019).

SIrendginiashion)

INRESPONSE T0 THESE ISSUES THE TREND OF
SUSTAINABILITY HAS SATURATED THE INDUSTRY.
HIGH-END DESIGNERS SUCH AS STELLA MCCARTNEY ARE
RECOGNISED AS PAVING THE WAY AND SUSTAINABLE
FASHION IS NOW TRICKLING DOWN T0 HIGH STREET
RETAILERS. THE EXCLUSIVE FEELING OF PARTICIPATING
IN'SUSTAINABLE FASHION HAS FLIPPED T0 BEGOME A
SOCIALLY SHAMEFUL FOR THOSE WHD ARENT MAKING
SUSTAINABLE CONSIDERATIONS WHEN SHOPPING
(TRENDWATCHING. 2020 ). THESE TRENDS PROVIDE
OPPORTUNITY FOR BRANDS T0 PROVIDE SUSTAINABLE
BASED PRODUCTS OR SERVICES TO THEIR AUDIENCE.
HOWEVER, WHEN PROVIDING THESE PRODUCTS OR
SERVICES IT'S IMPORTANT T0 BE CLEAR AND AUTHENTIC
WITH THEIR CUSTOMERS. THE NEGATIVE TREND THAT
HAS EMERGED KNOWN AS " GREENWASHING” 1§

WHEN A COMPANY MISLEADS CONSUMERS WITH THE
GOMPANY'S ENVIRONMENTAL PRACTICES, LEADING T0
THEM NOT TRUSTING THE BRAND OR REMAINING LOYAL.

Davis, N, 2020. Fast Fashion Speeding Toward Environmental Disaster, Report Warns. The Guardian.

Availahle at: ttps://www theguardian.com/fashion/2020/apr/07/fast-fashion-Speeding-toward-environmental-disaster-report warns (Accessed 22 April 2021).

Greenpeacs UK. 2019, Fast Fashion - This Industry Needs An Urgent Makeaver | Greenpeace UK. Avalable at: htns://wwwgreenpeace.org.uk/news/fast-fashion-this-industry-needs-an-urgentmakeover/ ?source=GARsubsource=GOFRNAGAGADSAIRcld=CiwKCAjwz8_BBRBKEiwASpO2VEXTuKByzidmagfBhOIDNAMex-bl-
KVD5_FaPSulfwt0fLelSU45eRhoCVOQUAVD_BWE (Accessed 22 April2021).

Fletcher, K. 2010. Slow Fahion: An Invitation for Systems Change. Fashion Practice, 2(2), pp.263-285.

TrendWatching. 2020. 5 Trends For 2020, Avalable at: ttns://trendwatching com/quarterly/2018:11/5-trends 2020/ (Accassed 28 October 2020).
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Vallue GRrepesition,

PRODUGTS/SERVIGES

*INTERACTIVE EXPERIENCE VIA SCANNING QR CODE ON TAG OF
GARMENT
~STYLING TIPS FROM CURRENT, RELEVANT, AND POPULAR
INFLUENCERS
-PROMOTION OF SUSTAINABLE SHOPPING HABITS
NEW E-COMMERCE EXPERIENCE

GAIN GREATORS

‘MAKE CUSTOMERS FEEL HAPPY WITH THEIR PURCHASES,
KNOWING THAT THEY ARE ON TREND AND MORE SUSTAINABLE
*SIMPLIFYING THE SHOPPING EXPERIENCE BY PROVIDING STYLING
TIPS AND ADVIGE FROM CUSTOMERS FAVOURITE INFLUENGERS

PAIN RELIEVERS

*ADVIGE ON STYLING OLD GARMENTS TO NEW TRENDS HELPS SAVE
MONEY AND TIME
*INCREASING LIFE OF A GARMENT WILL HELP ALLEVIATE EGO-
GUILT AND CREATE SUSTAINABLE HABITS
NEW RETAIL EXPERIENGE WILL MAKE CONSUMERS FEEL EXCITED
ABOUT E-COMMERCE

PAINS

*FEELING STUCK ON HOW TO STYLE THEIR CURRENT
WARDROBE

*WANTING T0 BECOME MORE SUSTAINABLE BUT ALSO

WANTTO STAY IN STYLE

100 MANY OPTIONS ON WEBSITE, UNSURE ON WHAT

ITEMS 0 PICK

*NEED FOR ME E-COMMERGE EXPERIENGES T0 MAKE IT

MORE EXCITING

BAINS

*SIMPLIFIES ONLINE SHOPPING AND TRYING T0 FIND
INSPIRATION OUTFITS BASED ON CURRENT TRENDS

*NEW AND EXCITING E-COMMERCE EXPERIENCE THAT IS

UNIQUE
*REMAINING SOCIALLY RELEVANT WITHIN OWN
PERSONAL CIRGLE BY KEEPING UP TO DATE WITH
FASHION TRENDS WHILE ALSO BEING MORE ECO-
FRIENDLY

JOBS TO BE DONE

*FOLLOWING CURRENT FASHION TRENDS THAT
ARE BEING SEEN ON GELEBRITIES, INFLUENGERS
AND AGROSS SOCIAL MEDIA

*FEEL MORE CONNECTED T0 THE BRAND BY BEING

PROVIDED A UNIQUE EXPERIENCE

*EASE THE ONLINE SHOPPING EXPERIENGE AS
THERE I3 A LOT OF GHOICE, UNSURE WHAT IS THE
RIGHT TRENDS T0 FOLLOW FOR THEM

NEED T0 FEEL SOCIALLY RELEVANT AMONG
FRIENDS AND ON SOCIAL MEDIA BY KEEPING UP
T0 DATE WITH CURRENT FASHION TRENDS
*WANTING T0 MAKE MORE SUSTAINABLE
CHOIGES AS THEY HAVE ECO-GUILT BUYING MASS
FAST FASHION EVERY TREND CYCLE






MISSGUIDED ARE A SUCCESSFUL D HIGH PRICE
FORWARD THINKING FAST FASHION
FCOMMERCE BRAND THAT AV (SIMILARWEB, 2021,

THE MISSION STATEMENT 10
,SETUP WITH THE CURRENT RISE OF asSoS

— p—
N0 BYNTNPASSI.THER  ECOMMERCEMISSEUDEDHAVE = /mqy gﬁp =
TARGET DEMOGRAPHICMAINLY  COMPETITION WITHIN THEMARKET, == —
CONSISTS OF MILLENNIALS AND  THE MAIN COMPETITORS INCLUDE = MISSGUIDED =
GEN ZCONSUMERS. THETONEOF  NASTYGAL PRETTYLITILETHING,. =5 —
VOICE THROUGHOUT THE BRANDS  BODHOD AND ASOS. HOWEVER, = PRETTYLITTLETHING o
COPYWRITING IS CASUAL MISSGUIDED HAVE UNIQUE SELLING
CONVERSATIONAL AND HAS A~ POINTS SUCH AS THEIR ATTITUDE, boohoo
POSITIVE, FRIENDLY ATTITUDE. ~ STYLE, COLLABORATIONS AND
THE MISSGUIDED WEBSITEIS ~ INFLUENCER MARKETING TAGTICS.
CURRENTLY RANKED LOW PRIGE

Y

d

Similarweb 2021 Avaliable at: https:/fwww similarweb.com/website/missguided.couk/ (Accessed 20/04/2021).
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SPEGIFIG:

- THENEW QR CODED INFLUENGER MARKETING STRATEGY WILL HELP GAIN MISSGUIDED
VISIBILITY AS MAKING SUSTAINABLE CHOIGES AND MAKE AN IMPACT WITH ITS USERS.
- THE NEW GAMPAIGN WILL MAKE THE ASSOCIATION BETWEEN
MISSGUIDED AND SUSTAINABILITY BY PROMOTING A SUSTAINABLE LIFESTYLE/HABITS
*TRAFFIC/ENGAGEMENT - WITH THE LAUNCH OF THE NEW SERVICE/CAMPAIGN THE AMOUNT OF
TRAFFIC ON THE MISSGUIDED WEBSITE WILL INCREASE AND TIME SPENT ON THERE WILL INCREASE
T00. ENGAGEMENT ACROSS SOCIAL MEDIA PLATFORMS SHOULD ALSO BE BOOSTED.
- THE NEW INFLUENCER-BASED STYLING TIPS SHOULD CONVERT
THE SITE TRAFFIC INTO PURCHASES FROM THE NEW TRENDS THAT WERE SHOWN IN THE CONTENT.
: - THE NEW SERVICE WILL ADD VALUE TO BOTH NEW AND CURRENT MISSGUIDED
GONSUMERS, WITH A CONTINUOUSLY UPDATE DATABASE OF STYLING TIPS FROM INFLUENCERS THESE
SHOULD ALL BE GONVERTED INTO LOYAL AND RETURNING CUSTOMERS.

MEASURABLE:

*TIME SPENT ON WEBSITE SHALL INCREASE FROM THE CURRENT
ON AVERAGE
"ENGAGEMENT ON SOCIAL MEDIA SHOULD INCREASE BY
~SITE VISIT 70 PURCHASE CONVERSIONS NEED TO INCREASE BY
*BRAND LOYALTY WILL INCREASE THROUGH INCREASED VISITS T0 WEBSITE VIA QR CODED TAGS, SIGN
UPS T0 EMAIL MARKETING AND CREATION OF MISSGUIDED ACGOUNTS.
THE NUMBERS AND ANALYTICS FOR EACH GOAL WILL BE CHECKED EVERY TWO WEEKS

(SIMILARWEB, 2021) 0

AGHIEVABLE:

*THESE GOALS AND MEASUREMENTS WILL BE ACHIEVABLE FOR MISSGUIDED VIA THIS
NEW CAMPAIGN AS THEY HAVE ALREADY GOT A LARGE FOLLOWING OF LOYAL CUSTOMERS
AND THE INTRODUGTION OF NEW INFLUENGERS WILL INCREASE THIS FURTHER. WITH THE

INFLUENCERS CREATING QUALITY, RELEVANT, IMPACTFUL AND ENTERTAINING GONTENT

CONSUMERS WILL REMAIN LOYAL AND SPEND LONGER ON THE WEBSITE.

RELEVANT:
THESE GOALS RE AELEVANT T THECURRENT INDUSTRY TRENDS O
i THEY AREALS

RELEVANT T MISSGUIDED'SCONSUMER DEMOGRAPHI AND TER NEELS/WANTS

TIMING:

“WHILE THE OR CAMPAIGN WILL BE A LONG-TERM MARKETING STRATEGY, THESE
ORIGINAL GOALS SHOULD BE ACHIEVED OR EXGEEDED WITHIN THE
AFTER LAUNCH.



S MARKETING MIX
St'{ategy m PEOPLE:
@ m w PRODUCT:

T0 CREATE VISIBILITY AND THE INCREASE IN ENGAGEMENT
CREATE THE BRAND IMAGE ACROSS SOCIAL MEDIA WILL
OF MISSGUIDED PROMOTING ~~~ COME FROM A DETAILED AND
SUSTAINABLE FASHION HABITS ~ WELL-STRUCTURED SOCIAL
THERE WILL BE SOCIAL MEDIA/  MEDIA STRATEGY AND SCHEDULE, PRONOTION:
BABEZINE POSTS THATWILLBE  THESE WILL FOCUS ON THE
BASED AROUND THIS TOPIC AND ~ FOUR PILLARS:

WILL BE EDUCATIONAL THIS

WILL BE MONITORED THROUGH T0INCREASE
GOOGLE ANALYTICS AND THIRD-  ENGAGEMENT THERE WILL BE A
PARTY SOFTWARE O GENERATE  HASHTAG CAMPAIGN ALONGSIDE
SUCCESSFUL T0 CREATE USER-GENERATED FERSUASION.

CONTENT,

PRICE:

PLAGE:




VISIBILITY

BRAND IMAGE

ENGAGEMENT

LEAD GENERATION

BRAND LOYALTY

PAID AD (FACEBOOK)

PAID AD (INSTAGRAM STORY)
PAID AD (INSTAGRAM FEED)
PAID AD (TIKTOK)
INFLUENCERS PAID POSTS

BABEZINE ELOG POST

PRESS KITS FOR MEDIA

PHOTOGRAPHY FOR MEDIA AND
WEBSITE

EDUCATIONAL SUSTAINABLILITY
BASED IGTV

5 INSTAGRAM STORIES DAILY (AT
LEAST 2 INTERACTIVE)
HASHTAG CAMPAIGN

ENGAGING WITH COMMENTS
RELEVANT HASHTAG GENERATION

SCHEDULE TWO WEEKS WORTH OF
FEED POSTS

ANALYTIC REPORT OF SITE
SEO/KEYWORD REPORTS
UX DESIGN FOR NEW SERVICE

EMAIL MARKETING
INFLUENCER SCOUTING
REPLYING TO DIRECT MESSAGES

ADVERTISING/MARKETING
ADVERTISING/MARKETING
ADVERTISING/MARKETING
ADVERTISING/MARKETING
ADVERTISING/MARKETING

DIGITAL
MARKETING/COPYWRITING
PR/MARKETING

DESIGN/CREATIVE

SMM/GRAPHIC DESIGN

SMM

SMM
SMM
SMM
SMM/GRAPHIC DESIGN

MARKETING
SEO
UX/WEBSITE DESIGN

MARKETING
PR/MARKETING
SMM
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19,625 posts Tim followers 10 following

COMMITTED TO EMPOWERING ALL £+
Discover us on TikTok =P @ Search ‘Missguided' for exclusive content + giveaways 4

=kl
Download the app for discounts [ &

Shop Alissa Janay editly
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