Promotion

https://www.businessoffashion.com/articles/opinion/top-10-campaigns-spring-summer-2016
http://www.wsj.com/articles/SB122108023306820723#mod=2 1356 leftbox

http://www.adweek.com/news/advertising-branding/ad-day-wk-indias-first-nike-ad-celebrates-
power-sport-womens-lives-172473

https://www.youtube.com/watch?v=KM4Xe6DIp0Y modeling
https://www.youtube.com/watch?v=PJnR _LOQCSg (Bill Cunningham)

http://www.nylon.com/articles/truth-in-advertising-act-photoshop- .
modcloth?utm source=internal&utm medium=web&utm campaign=index-page&utm content=title




The Promotional Mix

Four Standard Elements: (We will cover the first 3 in depth.)

1. Advertising and Digital Campaigns
2. Sales Promotion
3. Public Relations
4. Personal Selling



Advertising

* Non personal, one way (unless Social Media is used)
* Expensive

* Purposes? Yes, to sell, but what else?



Components of an Advertising Campaign:

1.Message
2.Channel

3.Exposure



The Message:

Is the Purpose to...

* Reinforce a brand’s image?

e Communicate a brand’s position in the market?

* Embed specific meanings into the consumer psyche?
* Tap into consumer aspirations?

* Create desire for the brand and its products?

* Generate conversation and consumer engagement?

And is it memorable? The “stickiness factor”



Will the message be communicated directly or indirectly?

What media (channel) is best for communicating the message?



The Channels:

 Fashion Press (Magazines, Bloggers, News of Celebrities)
* Fashion Shows (Fashion Week, Special Shows)

* Window Displays

* Visual Merchandising and Signage
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Timing and Exposure:

Each advert can be considered in terms of its “advertising reach.”



Key Factors for for deciding upon most appropriate media:

ne target audience

T
* The reach
The frequency
T

ne impact

e The cost



Fashion Sales Promotions:

* Price reductions

* Special offers

* Gift with purchase
 Coupons and vouchers

* Competition and prize draws
* Retail Collaborations
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Kate moss

TOPSHOP

Collaborations drive sales.

“I have always been a big fan of Topshop and

regularly shop there. 1 love what they stand for

and am very excited at the thought of working
with them. It’s going to be great fun.”

Kate Moss




Public Relations:

Product Placement
Celebrity Seeding or Product Placement

Press Days

Special Events (product launches, charity, sponsorship events,
seminars, fashion shows, private shopping evenings, designer guest
appearances)



http://www.adweek.com/brand-marketing/why-the-most-valuable-celebrity-brand-
endorsements-are-the-ones-brands-dont-pay-for/




Truth in Advertising

http://www.nylon.com/articles/truth-in-advertising-act-photoshop-modcloth
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https://www.youtube.com/watch?v=FVgE op2wFU

Paco Rabanne



https://www.canneslions.co




Group 1: H and M Close the Loop

http://www2.hm.com/en cn/life/culture/conscious/close-the-loop--break-the-rules-.html

Group 2: Dolce and Gabbana Fall Winter 2017

http://www.dolcegabbana.com/woman/advertising-campaign/

Group 3:Bloomingdale's Beauty / Mona & Daneeda
https://www.youtube.com/watch?v=RIKOD 18E1A

Group 4: Ralph Lauren Polo Spring 2017

https://www.youtube.com/watch?v=xSOVgklJcnic




Spring 2017: Stay Colorful, Babe!
https://www.youtube.com/watch?v=TAmPHn 8nC4

Levi’s® "Circles" Commercial | Full

https://www.youtube.com/watch?v=ZgcgFP9nGqY

Jimmy Choo Spring Summer 2017

http://us.jimmychoo.com/en/choo-world-news/ss17.html

Hollister Co.: The Co. stands for comfort.

https://www.youtube.com/watch?v=lh88C7K90VA




