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CREATIVE BRIEF

History
Dick Hayne founded Urban Outfitters in 1970 after
graduating college.Previously known as Free People,
Hayne rented store space in Philadelphia, Pennsylvania to
start growing his clientele. The original mission statement
of Urban Outfitters is to "provide second-hand clothing,
furniture, jewelry, and home decor for college-aged
customers in a casual fun environment.
After receiving much success, Meg Hayne began
developing Urban Outfitters into its own store and
branching Free People and Anthropologie into separate
labels. Today, Urban Outfitters sells hundreds of namebrand and original designs to customers throughout the
USA, EU, and ships to 100 countries worldwide. The brand
continues to align their morals with the original mission
statement created by Haynes years after launching the
local company to a global phenomena.
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“to build a strong emotional bond with the customer.
To do this we must build lifestyle environments that
appeal emotionally, and offer fashion correct
products on a timely basis.”
"A place for likeminded creative individuals and as a creation of
community spaces continues today. We share our customers’
interests and values, representing community at all times by
offering inclusion in social media, events, community involvement,
and entrepreneurial opportunities."

Executive Summary
Urban Outfitters wants improve their public relations and
digital marketing strategies throughout their 2021 winter,
spring, summer, and fall campaigns. The brand has a
phenomenal digital presence and they want to continue
building relationships with their customers through social
media outlets, events, collaborations, and philanthropic
efforts. In 2021, Urban Outfitters hopes to more
thoughtfully represent their key values of time, creativity,
diversity, affordability, and quality.
The objectives of this campaign is to provide a one-year
look at how Urban Outfitters will reach their target
demographic of teens, Gen Z, and millennials. Ultimately,
Urban Outfitters will continue to build their social media
presence and emotional connection with customers by
giving back to the community with exciting PR
installations. Finally, the key message for this year's PR
plan is to establish more awareness around inclusion by
thouroughly demonstrating their values.

Target demographic
DEMOGRAPHICS

SOCIALS

Age: 12-30
Gender: All
Location: USA, EU, + 100+
countries we ship to
Education: High school,
college, professional
Career: Arts, fashion,
entertainment, design,
business, marketing

KEY VALUES

1. Inclusion + Diversity
2. Sustainability
3. Trends
4. Healthy Lifestyle
5. Aesthetics
6. Design
7. Creativity
8. Uniqueness
9. Customer Service

CHALLENGES
1. Sustainability
2. Time crunch
3. Affordability
4. Location
5. Shopping addiction

WE LOVE
UO

2021 Campaign

Overview

Urban Outfitters will have a year-long theme of inclusion
for their marketing strategy. Each season Urban Outfitters
will launch new and exciting events in-person and on
social media to reach customers no matter their location.
With a new post-pandemic world, the brand has to have
the confidence to be more creative and take risks when it
comes to meeting customers at each touch point of their
shopping experience. Urban Outfitters will continue to
adhere to their mission statement of creating emotional
connections with their customers through experiences
which will help to maintain and build more brand
awareness.
Urban Outfitters will release four collections of clothing,
home, and lifestyle lines in January, March, May, and
September. Each event and collaboration during these
months plans to give back to the community and create
memorable experiences for their customers! Urban
Outiftters will measure their success based on the
commission they receieve from owned, paid, and earned
media outlets.
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Goals + TACTICS
RAISE BRAND
AWARENESS AROUND
INCLUSIVITY
-All cultures, backgrounds,
and ethnicities represented
equally in photos and
events
-Inclusive shopping options
-No discrimination in-store
or online

CREATE A POSITIVE
SHOPPING EXPERIENCE
AND EVENTS POSTPANDEMIC
-Make sure all customers
feel safe and cared for
-Create virtual and in-store
events for all customers to
have access to be included

INCREASE YEARLY
REVENUE +
ENGAGEMENT

MAKE POSITIVE
IMPRESSION IN THE
MEDIA AND PRESS

-Influencer marketing and
commissions
-Have end of the season
sales
-Provide perks to rewards
members

-Press Releases sent to
editors each season
-Captivating social media
posts for positive
responses

ESTABLISH UNIQUE
MARKETING STRATEGIES
USING STORYTELLING
-Incorporate philanthropic
endeavors into each
seasonal launch to give
back
-Utilize video + photo
sharing platforms to
engage customers

BRING UO FANS
TOGETHER THROUGH
EMOTIONAL
CONNECTIONS
-Let UO fans tell their story
-Scholarship and giveaway
opportunities

Winter launch: KEEPING OUR COMMUNITY WARM!

In anticipation for Urban Outfitters Winter 2021 collection launch, Urban Outfitters will be holding a winter
clothing drive to provide all with warm attire. Beginning January 15th to February 15th, individuals that visit
Urban Outfitters in-store will receive reward points and discounts for every item they donate. This
philanthropic experience promotes inclusive fashion and equality for the less fortunate. Any items that Urban
Outfitters does not sell from the Winter 2021 collection will also be donated at the end of February to local
shelters to keep the members of the communities warm. By developing a cause-related campaign, Urban
Outfitters will demonstrate the power they can use to influencer their demographic to make thoughtful
decisions and know the morals behind the companies they support. Every Saturday and Sunday local Urban
Outfitters will take over the UO Instagram showcasing various pieces they will be donating. In-store visitors
will receive free hot cocoa when they visit during the in-store event.

Spring launch: Coolin' down in cabo

To raise excitement for Urban Outfitters Spring 2021 collection launch, the brand and influencers will
promote a giveaway for a free trip to Cabo in return for purchasing items from the Spring Break Collection.
Customers in-store and online will have from 3/1/21 to 4/1/21 to enter the giveaway. One winner will be
chosen at random to receive a trip for four individuals to enjoy an immersive cultural event in Cabo this
summer. Winners will also be gifted a UO wardrobe makeover that will be a live-streamed event on
Instagram. Not only will this raise engagement on Urban Outfitters' social media, but the brand will
demonstrate that they care about their loyal customers. Each influencer involved in promoting the campaign
will encourage their followers to participate in the giveaway and will also receive commission in return for
promoting the collection.

Summer launch:
the living's easy W/UO

A longtime fan and collaborator with Urban Outfitters is Lana Del Rey. This summer the brand will utilize
Lana's following and reach to promote their new collections with styles by Sublime and Lana herself.
Additionally, fans that enter into the giveaway on the Urban Outfitters Instagram will have a chance to win a
signed UO Exclusive poster or record of their choice. This collaboration will raise excitement on the new
clothing and lifestyle pieces Urban Outfiiters has to offer customers this summer. The giveaway will last from
5/30/21 to 6/30/21. Urban Outfitters wants to promote inclusion in the creative industries by promoting
music guests to come to local Urban Outfitters to play during the month of June every Saturday and Sunday.
These events will be live-streamed to help local artists grow in each city. Finally, customers that visit the UO
West Hollywood and Santa Monica location on the launch date 5/30/21 will have the chance to meet Lana in
store and take photos in the photo booths at both locations.

fall launch: educating for the future

In anticipation for Urban Outfitters Fall 2021 collection launch, the brand will be partnering with Educating for
the Future to provide 10% of revenue made from each sale to improve the education system throughout the
world. Additionally, to show their appreciation for the students that shop at Urban Outfitters, they will create a
scholarship competition for students to win new study space decor and a wardrobe for the school year.
Students that enter the competition must submit an essay about how they are furthering their education in
the future through experiences or continuing their studies! This installation will promote an inclusive school
system and build Urban Outfitters' values around emotional experiences. The collection will launch on 9/1/21
and the scholarship application will end on 11/1/21. The winner of the giveaway will receive a free movie
night event at one of the Urban locations near them to celebrate their accomplishments!
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BACK TO SCHOOL
SCHOLARSHIP
INSTAGRAM POST

Owned
CABO TRIP PROMO VIDEO
SPRING 2021 YOUTUBE +
WEBSITE

WINTER CLOTHING DRIVE
TWITTER TWEET

We are now holding a winter clothing drive at all Urban
Outfitters locations in the USA. Bring you gently used
and new hats, mittens, gloves, and coats in-store to
receive a discount and free hot cocoa. We can't wait to
see you soon! #givingback #keepourcommunitywarm
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Enter to Winto Cabo...
trip

@urbanoutfitters Make sure to enter our Back to School
Scholarship competition at
urbanoutfitters.com/b2school to win a free wardrobe
makeover for the school year and study supplies +
decor #givingback #back2schoolwurban

click here to
learn more!

shop now

SPRING 2021 to SUMMER
2021 MELROSE AVENUE
BILLBOARD

paid
INSTAGRAM + FACEBOOK UO
REWARDS SPONSORED ADS

Summertime and
the living's easy!

TIK TOK FOR YOU PAGE STORYTELLING AD +
CHALLENGE #LIVINGSEASYWITHUO

Summertime and
the living's easy!

Want rewards? Click
here to learn more

find your crew this
summer at Urban
outfitters!
Shop our summer collection to find your crew! Visit
urban outfitters.com/summerrewards to receive 10%
off your purchase #givingback #livingseasywithuo

LANA DEL REY FAN
PROMOTING THE
COLLECTION ON
INSTAGRAM STORY

Earned
URBAN OUTFITTERS
WEBSITE REVIEW

LUCA WHITAKER MENTION IN
YOUTUBE VIDEO

"One of my favorite winter pieces!
The coat is such a staple in my
wardrobe. The neutral color is
perfect for any outfit! I highly
reccomend you purchase this coat
before it sells out!!"
-Jennifer Jones

@urbanoutfitters
@lanadelrey

BACK TO SCHOOL CLOTHING
HAUL FT. URBAN OUTFITTERS!

Long-term macro-influencers
@haleypham

Followers: Collectively 4 million
Engagement: 9.24%
Payment per post: $5,000-$10,000
Criteria: Will film a try-on haul video, Tik Tok,
and make a few Instagram posts with the
pieces she receives. She will earn commission
when her followers use her code.

@emmachamberlain

Followers: Collectively 15 million
Engagement: 13.34%
Payment per post: $30,000-$60,000
Criteria: Will film a try-on haul video, Tik Tok,
and make a few Instagram posts with the
pieces she receives. She will earn commission
when her followers use her code.

@madisynbrown

Followers: Collectively 300k
Engagement: 24.23%
Payment per post: $500-$2,000
Criteria: Will film a try-on haul video, Tik Tok,
and make a few Instagram posts with the
pieces she receives. She will earn commission
when her followers use her code.

Long-term mICRO-influencers
@tylermazaheri

Followers: Collectively 100k
Engagement: 16.46%
Payment per post: $250-$850
Criteria: Will post an Instagram story haul and
takeover the UO socials to share how he
styles looks

@gabriellapatterson

Followers: Collectively 5k
Engagement: 26%
Payment per post: Pieces of choice
Criteria: Will post photos wearing the pieces
and will take over the UO socials for a day

@saraxjoy

Followers: Collectively 100k
Engagement: 16.95%
Payment per post: $250-850
Criteria: Will film a try-on haul video, Tik Tok,
and make a few Instagram posts with the
pieces she receives. She will earn commission
when her followers use her code.

measuring Success

Paid Ads:

Budget

Influencers Annual Fees:
1. Haley Pham: $40,000
2. Emma Chamberlain: $150,000
3. Madisyn Brown: $4,000
4. Tyler Mazaheri: $3,000
5. Gabrielle Patterson: Gifting
6. Sara Joy: $3,000

Events:
1. Winter in-store events: $1000
2. Spring Cabo trip giveaway: $10,000
3. Lana Del Rey collaboration: $30,000
4. Lana Del Rey event: $20,000
5. Educate the Future donation: $50,000
6. Back to School scholarship: $20,000
7. Movie Night at UO celebration: $3,000

Melrose Billboard:
$35,000 a quarter
Instagram, Facebook, + Tik Tok Ads
$50,000

PR Gifting List:
$10,000 a quarter for a list of
50 influencers and public figures in
the fashion, lifestyle, and beauty
industries

Total Cost
Annually:
$394,000

Measuring results
Engagement:
9.2M to 11M
0.12% to 2%

75k to 300k
0.18% to 3%

Track how many users sign up for UO Rewards and use
discount codes. We want to secure 25,000 new
members in 2021.

931k to 2M
13% to 4%

KPI + ROI:
1. Instagram gains 2M
followers in 2021
2. Tik Tok gains 200k followers
in 2021
3. Twitter gains 1M followers in
2021
4. Over 10 million sales in 2021
5. Over 4 billion dollars in
revenue in 2021
6. Increased brand awareness
through influencers
7. Inclusion and diversity
implemented in the workspace
8. Successful events and UGC
content to post on socials
9. Long-lasting relationships with
influencers and UO rewards
members
10. Survey shoppers on their
UO emotional experience to
gain earned media opportunities

