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WHO  IS
ABERCROMBIE  &

FITCH?
Abercrombie & Fitch is a leading , global

specialty retailer of apparel and

accessories for men , women , and kids and

is a publicly traded company . The brand ’s

goal and commitment is to offer products

of enduring quality and exceptional

comfort that allow consumers around the

world to express their own individuality

and style (Corporate).

There are currently 315 Abercrombie &

Fitch locations in the United States and

18% of them are in California alone .They

have focused on putting locations on the

West and East coast , where their

audience of trendy , self-expressing people

are known to live in a broad sense .

PRODUCTS
knit tops 

woven shirts

graphic t-shirts

fleece

sweaters 

jeans

woven pants

shorts

outerwear

dresses

intimates

swimwear

personal care products

accessories for men,

women and kids



Situational Analysis
Category and Industry Analysis

Brand Analysis

The retail industry is one of the most powerful

industries of today's world. We rely on this industry

to get products and services directly to consumers

as efficiently and effectively as possible. When

analyzing opportunities for the retail industry, one of

the most profitable is related to enhancing the

consumer experience. Brands like Abercrombie &

Fitch must tailor their products in order to meet

each individual's needs as best as possible.

Abercrombie & Fitch is a leading, global specialty retailer of

apparel and accessories for men, women, and children and is a

publicly traded company. The brand’s goal and commitment is to

offer products of enduring quality and exceptional comfort that

allow consumers around the world to express their own

individuality and style (Corporate). There are currently 315

Abercrombie & Fitch locations in the United States and 18% of

them are in California alone. They have focused on putting

locations on the West and East coast, where their audience of

trendy, self-expressing people are known to live in a broad sense.

Abercrombie & Fitch currently holds 6.26% of market share

according to Q4 findings of 2019 (CSImarket).



Situational Analysis Continued
Competitive Analysis

SWOT Analysis

Global Presence
Unique Retailing Quality

Brand Recognition
Good Website

Strengths
Declining Brand Equity
Internal Controversy

Prices
Consumer engagement

Weaknesses

Brand Rebuilding
Expansion abroad

New Market penetration
Product expansion

Opportunities
Competitive Marketplace

Hard to remain unique in market
Flexible consumer (Lack of brand

loyalty)

Threats

Direct Competitors Indirect Competitors



Brand Positioning

Moving toward a world of belonging

Launched a plus-size campaign

Have added 3 Millennials to their Diversity and

Inclusivity Council in 2017

Added more lighting and turned down music in

their brick-and-mortar stores to make a more

inviting atmosphere

Models are now dressed more modestly, no

more  shirtless male employees outside of the

store

HOW

To provide high quality and stylish clothing, so that

people of all body types have the confidence to live

their happiest life.

WHY

For young people aspiring to create change in the

world, Abercrombie & Fitch is the apparel retailer

that delivers beautiful clothing to match your

confidence level because only Abercrombie & Fitch

is committed to growing as evolving as our

consumers do.

BRAND POSIT IONING STATEMENT

BRAND CHARACTER WORDS

Abercrombie & Fitch is the friend you
go to when you need a boost of

confidence. They are always there to
celebrate your uniqueness and

remind you that you deserve to be
comfortable in your own skin. They
provide the clothes and accessories

that you can use to display that
uniqueness. It’s almost as if you are
going to a friend’s house to borrow

something from their closet. This
friend has a goal for you to see

yourself as the amazing person they
see you as.

BRAND PERSONALITY

Inclusive

Outgoing

Fierce

Leading global specialty retailer in apparel

Currently changing their "what" to offer more

modest and professional products

WHAT



Inform 75% of target demographic of the
#HappyAsWeAre campaign within 1 year
Increase shared media content by 25%
compared to previous year
Increase engagement in social media by
50% within a one year period
Change brand perception from negative to
positive within 30% of the target audience
within 6 months
Convert 50% of trial consumers to adoption
consumers
Increase awareness of A&F as a lifestyle
brand within target consumers within 6
months
Include a diverse group of models across all
IMC strategies
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Campaign Objectives



Target Audience
Gen Z/Millennials

Ages 21-34

Most are in later years of college, or

beginning their careers

Typically stereotyped as "entitled," but

are, in fact, very socially conscious

Value authenticity, open-mindedness,

and inclusivity

Appreciate brands that take a stand for

what they believe in

Motivated by their desire to create

lasting impact on society



Brand Personas



Brand Personas



Abercrombie & Fitch is striving to give customers a sense of belonging

and overall happiness

A&F will accomplish this goal by moving away from exclusivity and will

be a brand that includes models of all shapes and sizes

Will use an overarching motto:

Happy as we are.

Customer Insight

The target audience
wants to support

brands that stand for
something greater
than themselves.

"In a transparent world, younger

consumers don’t distinguish

between the ethics of a brand, the

company that owns it, and its

network of partners and suppliers.

A company’s actions must match

its ideals, and those ideals must

permeate the entire stakeholder

system” (True Gen, 2018).

Key Message



The BIG Idea
The big idea is to enable

customers to love their bodies

and not feel like they have to

look a certain way to become

happy. Abercrombie & Fitch

wants their consumers to feel

confident in who they are, and

this will lead to happier attitudes

and an overall higher quality of

life. Enabling our customers to

have a fulfilled life is the

objective of the new campaign. 



Campaign Description
The "Happy As We Are" Campaign will be carried out
through 4 different IMC strategies:

Advertising Strategy:

Billboard Ads

PR Strategy:

Association for People with

Disabilities Partnership

Social Media Strategy:

Focus on Instagram

following

Influencer Strategy:

Partner with influencers



Advertising Strategy

To inform consumers of Abercrombie & Fitch’s new brand

messaging

To increase awareness of this new messaging by 50% within

the target demographic of older Gen Z/younger Millennials

Objectives: 

Use billboard advertising to boldly proclaim Abercrombie &

Fitch's new message of inclusivity

According to the Arbitron National In-Car Study (2009), 71%

of Americans consciously look at billboard messaging while

driving. Therefore, it delivers a low cost per impression due

to the number of people who see the ad (Wroblewski, 2018).

Strategy: 

Purchase outdoor static billboard space in and around

metropolitan areas, particularly areas that consist of a

young adult demographic

Create a bold graphic that includes images of many

different body types, ethnicities, etc.Messaging will include

the “Happy as we are”  motto, conveying that Abercrombie

& Fitch has made a conscious effort to correct their past

wrongdoings

Run billboard campaign during the summer months

(approximately May-August) while people are driving the

most

Tactics: 

An optional post-purchase survey will be given (either

online for orders made through the website or via a

pamphlet given by the store clerk with a link printed on it)

gauging the customer experience. One of the questions will

be “What prompted you shopping with us today?” with an

open-ended response option.

Key Tracking Metrics:



Billboard Mock-ups



Billboard Mock-ups Continued



PR Strategy

Increase awareness of A&F as a lifestyle brand within target

consumers within 6 months

Change brand sentiment from negative to positive for 25%

of consumers within the 24-31 age range

Objectives: 

Abercrombie & Fitch will partner with various organizations

that align with the #HappyAsWeAre movement. This

collaboration will emphasize A&F’s idea of body positivity,

inclusion, and accepting each individual as they are. In

doing so, it will stress the big idea to their customers that

you don’t have to look a certain way to be happy. A&F wants

to make uniqueness the new norm, while giving disabled

individuals a chance to feel as beautiful as they are. This

strategy will act as an influential starting point that will stick

with A&F, to help encourage their message of “Happy as we

are”..

Strategy: Partnerships

Abercrombie & Fitch will partner with organizations such as

the American Association for People With Disabilities

(AAPD)

In-store models will include disabled & unique young adults

in A&F’s clothing in partnership with this organization. This

can also be done within across other IMC campaigns

Tactics: 

Utilize social media sentiment analysis tools, such as

Brandwatch, to assess consumers’ perception of the brand

Key Tracking Metrics:



Social Media Strategy

Inform 75% of target demographic of the #HappyAsWeAre

campaign within 1 year

Increase shared media content by 25% compared to

previous year

Increase engagement in social media by 50% within a one

year period

Objectives: 

Their Instagram currently has 4.7 million followers and is

already equipped with a large platform that can get a

message out to a broad range of customers. We have

created mock social media posts to show examples of what

Abercrombie & Fitch’s Instagram will look like. Note how

the model is in her upper 20’s and portrays our suggested

targeted age demographic of 24-31 years old. Additionally, it

will be important to also post images of people who are still

skinny and not make that body type feel shamed or

unwelcomed anymore.

Strategy: Partnerships

Posts will be shared to Instagram daily (like the one shown

below) so that all 4.7 million followers start seeing and

believing that they too can be happy as they are because

they will be able to relate to the way the models appear

The social media posts will push the big idea of “Happy as

we are” by putting on display people of all shapes, colors,

and sizes to their Instagram followers.

These models will give off a happy, content, included,

confident vibe even if they are not size zero

Tactics: 

Abercrombie & Fitch will use Brandwatch Consumer

Research, a social media monitoring tool, in order to track

how followers are adopting and using #HappyAsWeAre

Key Tracking Metrics:



Mock Social Media Post



Influencer Strategy
Increase Awareness of the #HappyAsWeAre Campaign to 60% of the

target demographic of 21-34 year olds

Increase engagement with the brand by 50%

Increase positive Perception of A&F

Goals/Objectives: 

Awareness will be tracked by unique views, shares, likes,

follower count, and primary research such as surveys, or

customer interviews

Engagement will be tracked by shares, likes, mentions,

comments, and direct feedback

Perception, though harder to collect data on, will be tracked

through social listening, direct feedback from our audience,

comments, and sales.

Key Tracking Metrics:

Partner with a minimum of 15 (max of 20) influencers in the

lifestyle, style, and fitness/body positivity sphere to create

sponsored content that is based on the #HappyAsWeAre

message

Each video will be designed in the cadence and style of each

influencer, and will be no longer that 15 min long

Through this strategy we will work with Instagram influencers

to produce posts with A&F apparel, or products, and including

“#HappyAsWeAre”

These influencers will have the opportunity to create their own

unique post that they can have total creative control over

outside including the campaign hashtag

We want the influencers to have fun and be their authentic

selves. Opportunities include product or style reviews, taking a

selfie, a short clip/video, and any other ideas they may have.

With an influencer strategy, the opportunities are only bound

by their creativity.

Strategy #1: Partner YouTube Videos

Strategy #2: Sponsored Instagram Posts



Lucie Fink
225k Subscribers

Suggested YouTube Influencers

Zoe Sugg
11.5 million subscribers

Jenn Im
2.5 million subscribers

Alex Costa
2.74 million subscribers

TeachingMensFashion
4.82 million subscribers

The Modest Man
285K subscribers



Suggested Instagram Influencers



Customer Journey Map
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