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The brand since their debut in 1984 has
accomplished positioning in the fashion
market with their ready to wear and ac-
cessories to create generational classics
and global urban subcultures.

The following project details the trends,
tools, actions required to increase Des-
igual’s brand awareness in the market,
reinforce the brand message through the
communication actions and covert Des-
igual into one of the leading brands in the
fashion street-wear market.

The brand is interceding into a new chap-
ter which main goal is to create a com-
pelling world to increase the engagement
and brand loyalty and persuade the new
younger audience into perceive Desigual’s
universe in an authentic and inspirational
way.

This communication plan details all the
major activities arranged to build the
new era and how these will be conduc-
ted through a period of 2 years starting
in 2020 directed for the Europe and US
market.
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The technological store:
Massimo Dutti opens its first
technological concept

store in Lisbon

Mass market retail wants to increasin-

gly be portrayed with a more luxurious
tone. This new store from Massivo Dutti
in Lisbon shares the recent launch of
perfumery, an exclusive space dedica-
ted to personal tailoring and an area of
design books, in collaboration with the
German publishing house Taschen. The
establishment incorporates the high
technology of the stores of the chain:
from the interactive testers to the Scan
& Shop’ system, which aims to digitize all
the information of the brand so that cus-
tomers can locate and buy the products
through the application of Massimo Dutti.

The store meets the criteria of eco-effi-
ciency that should allow meeting the
challenges defined by the group in terms
of sustainability for the year 2020. In

the first half of the year, Massimo Dutti
achieved sales of 811 million euros, 2.5%
more than in the same period of 2017.

Cultural responsability on the

edge:
Dolce and Gabbana’s action is
again perceived as offensive

-

BT R A B B+ S B

Nowadays cultural issues in other
countries are one of the most impor-
tant matters to take into consideration
by brands, a bad action can destroy
the whole reputation. D&G released

a marketing video featuring a Chinese
model attempting to eat Italian food
with chopsticks and was perceived as
racist. This was only worsened by offen-
sive comments published on Stefano
Gabbana’s personal Instagram account,
which referred to China as a “country
of shit”. The Chinese Goverment forced
the cancellation of the Italian fashion
house’s runway spectacle in Shanghai
on the very day it was meant to take
place and the brand’s products were
removed from sale in the country.

Chinese consumers account for about
one-third of total luxury goods spend in
the world, and for sure, the short-term
sales impact could be compelling.

Inclusive Fashion:
Mango’s | Am What | Am” new
global campaing

Violetta by Mango had until this point
just been a secondary firm for plus-size
women of the catalan group.

Since the fashion runways and adver-
tising are becoming more diverse than
ever, the group has decided to engage
their audiences using plus- size mo-

del Ashley Graham as the new face for
the new global campaign of the brand.
Graham has walked for some of the most
important fashion luxury firms in the
world, such as Michael Kors or Addition
Elle. Another example to this trend could
be the also model Winnie Harlow.

When fashion is much more
than just clothes:
Hermes Carre Club

At this moment, if a marketer has not
articulated the word “experience” more
than a thousand times in its life, his/
her future in the field may not be very
promising. Today’s fashion is not only
about the things you own, but about
the experiences that deliver emotional
value.

The Hermés scarf is the iconic icon of
Hermes. This club is intended to engage
with audience portraying a feeling of
fun and humor. A concierge desk where
visitors receive a club membership card,
a café with scarf-patterned tables and
live performances each night; and a
dedicated karaoke (“Carré-OK”) studio.
The club is already activated in New
York, Toronto, Singapore, Los Angeles,
and Milan.

Figures 1,2,3: Massimo Dutti Store, Fashion Network, 2018. Figures 4,5,6: Dolce Gabbana'’s action, BOF, 2018. Figures
7,8,9: Mango’s models, Mango.com, 2018. Figures 10,11,12: Hermes Club, Vogue, 2018.



Democratic and

diversified luxury: Mercedes
Benz approaching to younger
audiences and Inditex’s stair-
case to affluence

Stories can change the world:

The power of brand narratives

in Vivienne Westwood and Tous
communication

Follow the green brick road:
Sustainability creates desire
and nowadays should be part
of each brand’s CSR

Personalization and virtual
reality: Tommy Hilfiger’s In-Sto-
re Virtual Reality Catwalk
Experience

Desigual products do not represent the
classic luxury conception, the luxury in
this case should be more intangible, from
the brand pieces are wearable and crea-
tive with a story.

Millennials according to Forbes 2018,
want luxury that is democratic and
adapted to younger audiences, never
just reserved only for the very few 1%.
Mercedes Benz decided to incorporate
a younger than usual interior design and
technology to their A-Class vehicles be-
cause the product user is much younger
than it was.

Inditex, by its part, wants to portrayed as
luxury and open the demand of its pro-
ducts, that is why the brand developed

a strategy in the field of perfumery and
cosmetics.

According to the Deloitte 2018 report,
Luxury consumers are more than willing
to pay attention to brands with new
stories to tell that are aligned with their
personal values and the values of their
social circle. Desigual is deeply rooted
in inspiring through positivism, therefo-
re the brand could tell an inspiring story
in other channels to engage more and
build a stronger community.

The goal of narrative marketing is no
longer simply to convince the consumer
to buy a product, if not submerge it

in a narrative universe, to put it into a
credible and real universe.

Vivienne Westwood determined in a
conference given in Cannes in 2017 that
a good story has to be true, since what
makes us human is that we care about
other people. The brand Tous, by its
part, has been a master in the art of
storytelling since 2015, with the launch
of its iconic #TenderStories.

Consumers conciousness around ethi-
cal and sustainable issues is no longer a
trend but something that should show
evidence in communication as part of
the brands social responsability. Luxury
brands need to adapt not just to serve
the next set of customers, but also their
current ones. Younger generations also
tend to have expectations about how
fashion and other types of brands are
active on social issues, and that creates
a desire on them. Large chains such as
H&M or Inditex already have sustainable
lines such as Conscious, from the Swe-
dish giant, or Zara’s Join Life garments.
Desigual should lead the way in these
areas.

It seems that virtual reality is here

to stay. A Dior had created the same
glasses to enjoy the parade of itss show,
now it’s the Hilfiger’s turn. The American
brand Tommy Hilfiger created virtual
reality glasses with which the user can
see the runway show in three dimen-
sions and with a 360 degree view. To
see it, it is necessary to put on a device
similar to a diving mask - called Samsung
GearVR - which comes with tapes that
adapt to the head of the wearer.

Figures 13,14: Mercedes Benz innovations, Mercedes Benz.com, 2018. Figure 15: Inditex fragances, Fashion Network,
2018. Figures 16.18: Tous AD, Yotube, 2015. Figures 19-21: Eco Pics, zara.com/hym.com,2018. Figures 22-25: Toomy

Hilfiguer’s technology, NY Times, 2015.
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THE OSJECTES

Creation of a world with clear DNA

Immerse the target market into the world of
the new Desigual spirit and create the desire
to belong to it.- Create the desire to belong
to Desigual World.

Target market immersed in the world and
values of the brand.

Establish an emotional and meaningful rela-
tionship with media, buyers, and clients.

Strengthen and establish Desigual’s brand
positioning, message and presence online
and offline.

Increment of the media presence with men-
tions and product placements in industry
press

Interviews, editorials and features in social
media networks or relevant digital influen-

cers.

Production of experiences that are immer-
sive and emotional

ROI from consumer’s engagement.
A wider loyal customer base in key markets.

Raise more awareness of the brand in Eu-
rope

An increment of the word of mouth of
opinion leaders, early adopters and fashion
insiders.

Higher revenues coming from sales, both
online and in-store stocklists.
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Deezigual.

Launch "BE YOUR OWN
POWER"™ campaign in Europe
and the US.

Emotionally connect the new
collection with the target
market.

Create a new chapter of
storytelling in Desigual mixing
creativity and coolness.

Generate a distinctive advan-
tage over competitors.

Revolutionize the fashion

lhe present section details the specific market.

about the three stages in a communication
plan.

Objectives:

Re-position the brand towards a younger
audience.

Know the time frame of the different stages Ci:l @ @
of the communication strategy.

Determine key objectives of the launching

phase. Launching phase Positioning phase  Consolidation phase

Design a proper plan to achieve the desireg 2020-2022 2022-2024 2024-2026

putcome.




MEDIA RELATIONS & MEDIA PLAN

— ]
Offline Media Outlets

Online Media Outlets

Online Social Media

PR PLAN
]
Dua Lipa Plan (Offline & Online)

Opinion leaders plan (Offline & Online)
Influencers plan (Online)

EVENTS
|
Desigual: Women can change the world Dinner - NY
Desigual: Be Your Own Power Fashion Show - Miami
Desigual New Store - Shoredicht London

Desigual & Apoyo Positivo: Charity - Barcelona

CROSS EXPERIENTAL MARKETING

Desigual x SOHO HOUSE

CONSUMER ENGAGEMENT PLATFORMS
- - - - - - - |

The App
Everywhere Color
Listen, life is speaking to you

SPONSORING AND PRODUCT PLACEMENT

Dua Lipa’s videoclip
Primavera Sound

= PETHAT |

Figures 26=29: Desigual m" ellarchetypes, Desigu'

1




OBJECTIVES

ME}H& E L%@ Launch the BE YOUR OWN POWER collection on

the media in order to generate
brand exposure.

BE YOU R OWN POWER Generate traffic related to the brand on social

media directed towards the target market.

Introduce Desigual as a cool and authentic brand.

GENERAL KEY MESSAGES

The new Desigual appeals to women and men
driven by creativity, authenticity, and positivism.

Emotional technological connection focusing on
the daily mindset of the Desigual woman and man.

Invitation to become part of the fun and tolerant
Desigual successful group.

TARGET MEDIA

Media directed toward joyful and trendy youngs-
ters.

International media entities focused on alternati-
ve lifestyle and fashion.

I-D, Love, Another Magazine, Vein Magazine,
Neo?2, Fucking Young, Wonderland, Pop, Schon,
Milk

Women and Men's alternative fashion opinion
leaders, testimonials, and influencers.
Zendaya, Chantelle Winnie

MEDIA ACTIVITIES

Media activities:

Publicity (PU)

Main Stories (MS)
Special Stories (SS)
Advertising (AD)
Editorials (ED)
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PRINT TARGET MEDIA PRINT TARGET MEDIA PRINT TARGE

PU: Press Release about new collection

‘ mentioning Desigual brand.
MS: Dua Lipa coverpage.
[ ] SS: Dua Lipa: Desigual ambassador
piece.

AD: Be Your Own Power campaign ad.
ED: Fun, powerful & seductive photoshoot.

voice

mad about the

PU: Press Release about new collection

mentioning Desigual brand.

MS: Miranda Makaroff dressed in Desigual.

SS: Interaction on interaction

with the new Desigual collection.

AD: Be Your Own Power campaign ad.

ED: With pieces from the Be Your Own Power collection.

Figures 30-45: Screenshots from covers , models.com, 2018
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Wonderiand.

\RGET MEDIA PRINT TARGET MEDIA PRINT TARGET MEDIA

PU: Press Release about new collection
: . R mentioning Desigual brand.

| P’ 0,\ g|’ v MS: March cover page in Desigual

| = r outfit.

| SS: Diveristy & Fashion article.

AD: Be Your Own Power campaign ad.

PU: Press Release about plans for

Desigual fabulous event.

MS: liris Hapfel dressed in Desigual.

SS: interview with Iris Hapfel.

to discuss the importance of being oneself.
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[LPAVERSCORRAAYS
v




ONLINE TARGET MEDIA ONLINE TARGET MEDIA ONLINE TA

SS: Interview with Winnie Harlow.

HEGZ ED: Trendy party looks editorials.

o
Euphemio Fernandez y Outsiders Division, la Roberto Cavalli Pre-Fall
sus recuerdos a través de rebelion del color y de 2019

la moda frescura Roberto Cavall presenta su coleccion Pre-Fall

SS: Piece on the Desigual history and its focus on the new era of
B F the brand.

BOF

Latest [[PROFESSIONALY| ecAuTY CAReeRs  EDUCATION [ VOICES COMMUNITY  FASHION WEEK  PODCASTS

HUBLOT

A

| TheState
of Fashion
2019

r~

SS: showing backstage perspective from the offline special

story.
AD: Desigual ad showing the concept of Be Your Own Power
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comunidad queer de fijuana espacio exterior con tyrone mirando al pasado de dior sobre su nueva coleccién para

lebon desigual

D

Schon!

NE TARGET MEDIA ONLINE TARGET MEDIA ONLINE TARGET

MS: Fashion film about Desigual

A YOUNG AND EVER AND FOREVER MAGAZINE FOR ANYONE _______aQa
THAT BELIEVES IN THE YOUTH SPIRIT

RANDOM

“FASHION AND RACE” Y
LA DESCOLONIZACION DE
.00

STYLE BEAUTY ECO ARTE CULTURA FOOD. MUSICA SPORTS TRAVEL KIDS, VIDEOS HOROSCOPO YOUTUBE

N NOW NOW NOW NOW NOW NOW NOW !

ED: Fun and chic photoshoot.

AD: Image from ad campaign.

ppppppppp

Eduarda

=3

SS: Interview with Rosalia.

ED: Trendy party looks editorials.

[ m e o ¢ =]

Schén! presents
| ode to amelia

== n “

improve your experience. To find out more, read our privacy_policy.

Welcome to Schon! Magazine. This site uses

Figures 46-51: Screenshots from covers , models.com, 2018



SOGCIAL MEDIA SOGIAL MEDIA SOCIAL MEDIA SOCIAL MED

The online social media campaign will
be focused on instagram, facebook and
twitter.

INSTAGRAM: will center about daily ima-
ges featuring products, slogans and ins-
tastories revolving the development and
launch of the new campaign with the
brand ambassador.

Deecigual.
Desigual @
Inicio
Publicaciones
. 1b Megusta X\ Seguir s Compartir == Comprar @ Enviar mensaje
Fotos

#° Crear publicacion
Ubicaciones

-

Informacion di -
Comunidad
Eventos B Fotowideo QX Etiquetaraa.. @) Registrarvisita

Degzigual.

Siguiendo  Seguidores  Me gusta
16,4 mil 32 446mil 3373 Seguir

Tweets  Tweetsy respuestas  Multimedia A quién seguir i

Desigual Espaiia @
@Desigual

v MANGO & Giango

FACEBOOK: the purpose of the brand’s
facebook is to generate reading content
with hyperlinks to different articles cura-
ted by the brands team and refering

to anything positively impacting the
brand. The direction of the hyperlinks
will be forward the brands webpage in
order to encourage leading traffic

that will translate into sales by customers
interested on the brands products.

TWITTER: tweets will allow a personal
conversation with people mentioning
the brand and encourage a more perso-
nal relationship with them.

Degzigual.

A desigual
Desigual Colour House, Miami Beach

©oQv N

& Legustaalaurarvidarte y 3.396
personas mas

< desigual &

Desigual
Dezigual.

desigual
Desigual Colour House, Miami Beach

We see fashion as a tool of
self expression, personality
and creativity. Dressing
people, not bodies...

Ver traduccién
dsgl.me/com

796 mil seguidores 6 siguiendo

m s mensaje

Comprar Enviar correo ele...

]
":a\

IGTV Colour House  Top Picks Editoriz

7.474 Me gusta

desigual We've gathered together a bunch
of creative minds in a single space for Art
Basel Miami. What will they be creating?

VIEDIA SOCIAL MEDIA SOCIAL MEDIA SOGIAL MEDIA SOGCIAL

oesgua. - lesigual

*’\fl f 2 \
oQv N

2.760 Me gusta
desigual Go ahead and choose your most

oesiasl  lesigual

Qv

3.878 Me gusta

< Foto 'O

e desigual

Qv

2.585 Me gusta

Figures 52-59: Screenshots from social media , Desigual’s Instagram Facebook and Twitter, 2018
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Choose the proper people that transmit the Desigual values
and can positively influence
over consumers.

Generate activities suitable for the three different type of

BE YOUR OWN POWER
opinion leader & influencers)

Create super strong relationship between people and the
Desigual brand.

dem-\w AR spoke persons that are go; - @ENEL KIEY MESSA@ES

(s opinion leaders ang influey,
0

Desigual appeals to women and men driven by creativity,
positivism and authenticity.

Emotional technological connection focusing on the daily
activities of the Desigual woman and man.

Invitation to become part of the social Desigual aspira-

tional and imaginative group portrayed by different spoke
persons.

TARGET

People representing the values and morals of Desigual
who can influence potential consumers.

TYPE OF PEOPLE

Type of people:

Testimonial
Ambassadors
Opinion leaders
Influencers
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Dua Lipa is a British singer whose
rise to fame has been very pro-
minent over the last years. She
was named as one of the world’s
most influential women in a new
list published by Vogue, being
the youngest entrant on the list
at the age of 22. She is known
for her strong personality and
extreme sensuality.

Lipa could personify the direc-
tion the new Desigual wants to
follow. Young, independent, cool
and in command of her own
sexuality and creativity.

Being a style icon, fashion trend-
setter,she is the perfect candi-
date to be the brand testimonial
of the IT'S A BEAUTIFUL LIFE CO-
LLECTION. Being the face of the
collection is a great opportunity
for her to start the brand’s new
era and connect with the right
audience and target market.

Pl

What we want:

- Personal appearances on
events created and promoted by
Desigual.

- Make interviews representing
the brand and speaking on its
behalf.

- Wear Desigual pieces on major
award shows, red carpets of her
concerts.

- Incorporate the Brand as part
of her physical and online lifes-
tyle.

What we Offer

- Economical compensation.

- Unlimited Desigual credit card
to purchase anything on all Des-
igual stores worldwide.

- Media exposure and promo-
tion.

- Money for a charity of her deci-
sion.

- Top of the line air, sea and car
transporation.

Deezigual.

Figure 60: Dua Lipa in yellow background, wikia.com, 2018.




RIS HAPFEL
@%M@ v / ~ N Pioneering style prescriber and New York

socialite fashionista. "When you don’t dress

4 - -r like everyone lese you don’t have to think like
%Mﬁ%gﬁ@}@@% 5l G everyone else”.

ELTON JOHN

One of the best musicians in the world known
for its eclectic style, powrful lyrics, and di-
versity role supporter. “'ll not complain about
your boring life, if you just leave me to mine”

MIIKA

vl @ The British singer and part of the LGTB com-
' . munity is a firm believer in avoiding labels to
W define people. His eclectic style is reflected
not only in his clothes, but in all his songs and
album covers. Mika is color.

llE R EESI GG

Tellalesl) PR &

ADWOA ABOAH

Unconventional beauty and willingness to
speak out changed the perception of what a
supermodel looks like nowadays.cated ti-
mes. She runs an organization called Gurls
Talk which serves as a judgement-free space
for young women to discuss topics such as
feminism, eating disorders, sexual issues, and
mental health.

Figures 60-63: Portraits from celebrities, models.com, 2018
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ASHLEY GRAHAM

Supermodel known for changing the body
steriotype of the perfect body for a woman.
She is committed in bringing value to society.

JAMES CHARLES

Makeup artist counts on Instagram with more
than 3.2 million followers. He became Cover-
girl’s first male spokesperson. A total referen-
ce for a whole generation.

] MIRANDA MAKAROIFF

Miranda is art. Known in Instagram with her
almost 300 k followers, shows to her audien-
ce her peculiar and positive way of seeing
life.

Figures 64-66: Portraits from celebrities, models.com, 2018
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BE YOUR OWN POWER

GENERAL KEY MESSAGES

The new Desigual appeals to women and men driven by creativity, authenticity, and
positivism.

Emotional technological connection focusing on the daily mindset of the Desigual
woman and man.

Invitation to become part of the fun and tolerant Desigual successful group.

PEOPLE INVOLVED

Brand testimonial, brand ambassadors, opinion leaders and influencers.
Celebrities.
Super creative entrepreneurs.

Buyers

EVENTS ORDER

1. Fashion Show.
2. Charity Event
3. Fashion Show.

4. Store Openning
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F%gHﬂ@M 5H©M CHRONOGRAM  MEDIA STRATE&Y

MORNING: press (11AM to 1PM) Stories discussing how the
AFTERNOON: fashion show (7PM brand celebrate individuals who
to7:45PM) contribute to the society by
being their own selves.. Editors
in chief, fashion editors, publi-
WHEN cations and VIP stylists.
Fashion, social and business
publications.

INTERVIEW EOLLOW UP

Designers: BoF, I-D, The Times, Press release for all journalist
Love, Dazed and Confused who
could not assits the show in
order to
maximize the press coverage of
the
new era of the Desigual brand
and
its new innovative direction.

PLAGCIE

CREATIVE GONGEFPT

INNIEES

5% [l (ASBlalURAL

Telllss PE &

CELEBRATE TOGETHER CELEBRATE DIVERSITY
Figures 67-68: Beach Runway, El Pais, 2018.
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TOGETHER

CELEBRATE DIVERSITY
Figures 69-74: Miami Colors, Thespruce.com, 2018. Figures 75-81: Desigual show in Ibiza, Vogue.com, 2018.



EVENT MOOD

QUESTS

SROINS OIS

THE INVITATION

Dezigual.
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A personal invitation will be delivered to each of the
invitees attending the fashion show, and will act as
an introduction to the brand’s new era applied with
the fashion show and also to generate expectation.

CELEBRATE TOGETHER CELEBRATE DIVERSITY
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In order to completely be catego-

rized as a luxury brand, companies

need to do charity, and Desigual will May, 2020.
do that in the brand’s own style.

CHRONOGRAM

The festival will last three days from May 27 to
may 29. However, it will follow this strucutre
on may 26 for the press to bring coverage to
the event.

MORNING: Meetings with main media press
(1AM to 1PM)

VIP LUNCH: (2PM-4PM)

EVENING: main events (9PM to 11PM)

MIEDIA STRATEGY

Press morning meeting: Will be organized
with the media on the day of certain events

In order to create a deeper and

more significant bond Parc del Forum, Barcelona
with the Desigual audience, the

brand will host it first music festi-

| CELEBRATING LIFE which will be

e yearly and will raise funds for CELEBRATING LIFE

oyo Positivo community. The

designed to gather money in

be donated to the organi-

nd ensure the intervention, VIPS: Brand ambassador, celebrities,

e and promotion of sexual opinion leaders and influencers, , _
ffective education, as an es- best customers within the US will be VIP Lunch:. Will be done Wlth' t'he ww global
ntial motor of personal develop- invited. account director, ww advertising managers,

ment. and ww global PR manager of the brand.

Rest: Open to the public
The association focuses on the
assistance and promotion of health,

INTERVIEW PLAN

with special attention to sexual heal- CEO: Forbes.
th, both physical and psychological,- Brand Ambassador: GQ, Los Angeles
between individuals, LGBT collective, Times.

youth, immigrants and women.

3411 ODNILVHE3130

FOLLOW UP

Press release for all journalist who
didn't attend the event in order to
maximize the press coverage and
increase

promotion about the capsule
collection and its social benefit.

The event will consist on celebrating
music and the luxury of being alive,
representing the positive attitude
values towards existence of the Des-
igual brand.

THZ NMTVRAL I5 TO Rz DIFF2RENT

The intention is to replicate the
event anually and create an exten-
sion of the brand through music
which is appealing to the youngest
audience.

CELEBRATE CELEBRATE DIVERSITY TOGETHER CELEBRATE DIVERSITY
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Figures 83-87: Primavera Sound Fest, abc.es, 2018.



CELEBRATE

The event will be held at
the Parc del Forum, an
emblematic and large spa-
ce in Barcelona. The event
will breathe appreciation
for life through music, the
courage to be oneself, free
expression and passion for
fashion. It willl communicate
its purpose to raise funds
for the charity association
with each ticket that is sold.

In addition, there will be a
set a red carpet for arriving
guest, which will also per-
form on stage.

Celebrated Men
Brand Ambassador
VIP Celebrities

VIP Opinion Leaders
Influencers

Main: Redbull
Commercial: Universal
Technical: Sushi Shop

TOGETHER

Dua Lipa

Pink

Elton John

Figures 88-94: celebrities, models.com, 2018.

Trvoye Sivan

BDIVERSITY
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THE INVITATION

Dezigual.
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MAY 27
9PM
PARC DEL FORUM
Barcelona

CELEBRATE TOGETHER CELEBRATE

DIVERSITY



FREULOUS EVERT

CHRONOGRAM

MORNING: prfess (11AM to 1PM)
WHIEN II;:/IVtEoN:g\IPCIz/.l)mam events (9P

MEDIA STRATEGY
PLAGCIE

Celebrate individuals who contribute
to the society by inviting everyo-

ne to be their own self without any
boundaries.Editors in chief, fashion
and technology editors,

publications and VIP stylists.

Fashion and business publications.

INTERVIEW PLAN

5 true inspiring women: NYT, |-D &
BOF.

CREATIVE GONGEFPT

IINNREIES

FOLLOW UP

Press release for all journalist who
could not attend the event in order
to maximize the press coverage.

5% [l (ASBlRalUAL

Tellalss) PE &

CELEBRATE TOGETHER CELEBRATE DIVERSITY
Figure 95: New York Skyline, The Press Lounge, 2018.
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CELEBRATE
Figure 96-99: New York Skyline, The Press Lounge, 2018.

TOGETHER
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THE INVITATION
EVENT MOOD

Deezigual.

DINNER

QUESTS

Desigual invites you to celebrate

BEORIER CHE URFRIEE THE SSSELD

On a night celebriting women and
diversity hosted by Dua Lipa
SIHOINS @RS
DINNER
SEPTEMBER 10th,, 2020
9PM
THE PRESS LOUNGE
653 11th Ave
New York, NY
10036

53 ek (ATl

Telllss MBI

CELEBRATE TOGETHER CELEBRATE DIVERSITY




CELEBRATE

Desigual is opening a new
store which will be located
in the Shoreditch district in
London.

Shoreditch is one of the
most fashionable neigh-
borhoods of the British
capital today. Shoreditch is
a design area adjacent to
the Hoxton neighborhood,
which is also in vogue.
Creative youngsters and
trend markers fill the shops
and locals in an area that
combines fashion, arts and
gastronomy.

The place is also to be
known for its alternative
stores and the bars and ca-
fes that currently call more
of the hipster culture emer-
ged, a creative and modern
environment where the Old
Street workers are likely to
debate their ideas.

The goal of the event is to
properly communicate the
openning of the new store
and generate sales.

TOGETHER

December, 2020.

This is Not a Shop

Spreading the self-love message and empower-
ment while inmersing Desigual into the techno-
logical trends in the market.

Journalists for the media events.

Brand ambassador, celebrities, opinion leaders
and

influencers and brand representatives will be
present

during the main event.

CELEBRATE DIVERSITY

/55

CHRONOGRAM

MORNING: press (11AM to 1PM)
LUNCH: VIP private visits (2PM to 4PM)
EVENING: main events (10PM to 1AM)

MEDIA STRATE&Y

Communicate journalists the new store
opening and its collections.

Editors in chief, fashion and features edi-
tors, publications and VIP stylists.

Men fashion and technological publications.

INTERVIEW PLAN

CEO: BoF
DESIGNER: I-D & DAZED (Digital)
GUEST ARTIST: Miami Herald & NBC

FOLLOW UP

Press release for all journalist who
could not attend the event in order to
maximize the press coverage.

Follow up will also be done for the
people who attended the event to
start a dialogue.

LONDON

T O 4 —Om>XOIw

CELEBRATE TOGETHER

CELEBRATE

DIVERSITY
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Figure 105- 113: Outsides and inside party, VEIN Magazine, 2018.
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THE INVITATION

Evening party designed to
transmit the values revolving

the Desigual brand: fun and
experience revolving a techno-
logical era.

Drinks and food will be served <
to the general guest and VIPs in -5

Deeigual.

THIS IS NOT A SHOP

Alexander Fury

an energetic atmosphere pro- S
duced by a top of the line DJ ©
combined with the positivism
of invitees. Desigual invites you to discover and experience
Brand Ambassador ©
VIP Celebrities = -g On a night celebriting fashion and
VIP Opinion Leaders 2 | 5 technology
Influencers T d o
z | 2 COCKTAIL PARTY
S > DECEMBER 8th, 2020
= / 8PM
Main: Apple SHOREDITCH HIGH STREET, 65
Commercial: Absolut Vodka Shoreditch, London
Technical: Master Sound Pro- E16JE
duction
<
o)
<
.20
9 QO
e 4 O
jo G §
= C =
L <
CELEBRATE TOGETHER CELEBRATE DIVERSITY CELEBRATE TOGETHER CELEBRATE DIVERSITY

Figure 114-119: Celebrities, models.com, 2018.
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OBJECTIVES

Provide Desigual target audience
with other products and services
of their interest.

Collaborate with other brands in
order to enhance the experience
of consumers.

Generate new sales by getting
exposure from consumers of other
brands who might be interested in
the products offered by Desigual.

Figure 120: Miranda being Miranda, Hermaanas Miranda, 2018.
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SOHO HOUSE & CO

Soho House is an exclusive hotel
chain grouped by a private members
club.

=

Membership is selective and mem-
bers are drawn mainly from the arts,
creative and fashion industries.

L]
=5,

E‘&E‘

e -

The company now operates clubs,
hotels and venues all around the
globe.

M]IM_L, . o
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Deeigual. x

SOHO HOUSE & CO

DESIQUAL WILL PROVIDE SOHO HOUSE NEW
PRODUGCTS FOR THEIR ROOMS, SPACES AND
QUESTS.

THESE NEW PRODUCTS WILL CONSIST OF LI-
NENS, PIJAMAS, SWIMSUITS, FRAGANGCES,
AS WELL AS @QARMENTS FROM THE NEW CO-
LLECTION GREATED BY THE BRAND

A CONCEPT STORE CORNER WILL ALSO BE
ARRANGED [N ORDER TO DELIVER THE EXPE-
RIENCE DIRECTLY TO THE CLIENT

Deeigual. x

SOHO HOUSE & CO

Benefits:
Benefits:

Brand exposure o
Specialized products
adressed to their

Connection with other
guests.

brand focusing on the
social and exclusive

experiences. Connecting with Des-

igual’s target market

Increase sales
Stronger and full expe-

riences for members.

Figure 122: Desigual Home, Desigual.com, 2018.




TO WHOM ARE WE TALKING
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This young audience is constantly prominent in communication media. They are aware and aspire
to set what defines them as individuals through anything: fashion, photography, and experiences.

Theyy are those who believe that expressing who you really are is the coolest thing, reinforcing the
power of unique values and information as a way for progress.

TO WHOM ARE WE TALKING

]

P -/- ]

The audience that does not take fashion so seriously and enjoys being involved in artsy and diffe-
rent activities and experiences outside of the box.

The are creative individuals who are craving to put inside their wardrobes what their visionary,
open and positive perspective in life is.

Figure 123 and 124:Desigual target audience, Desigual Instagram account, 2018.
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OBJECTIVES

THE HIQHEST NEED

KEY DRIVERS

KEY EMOTIONAL
BENEFIT

BRAND ROLE

CONMMUNICATION

/69

Being one-self and expressing who you truly
are.

Creativity, positivism, inspiration

For me, dressing is an art, and I'd love to go
down the street and have a bit of fun. It's amu-
sing, it’s friendly. Desigual and | share values
and a vision of freedom, color, patterns, fun,
play and all the things that | like in life.

Desigual is like my second skin. When wearing
it, I'm expressing my true colors to the world.

PLATFORM STATEMIENT Desigual: Nothing better than being yourself.

Deeigual.

Connected
youngsters

Make
statements
expressing who
they are

Desigual: The
App

1) Store
2) Recommendation
3) Expression

Everywhere

This Is Me

The joyful The adventurers
dreamers of life

Vois la vie en Knowledge
toutes les online
couleurs

Inspiring them
anc connecting to
their very soul

color

1) Affection 1) Desigual’s Yotube
2) Connection channel
3) Awareness  2) Spread through

social media
3) Traffic content

HINWNSNOO LNINWISVONT HEIWNSNOO JLNINISVONIT HIWNNSNOO LNINWISDVSONT HIA
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THE APP EVERYWHERE COLOR

The objective of this action is that the
user is immersed in the unequal uni-
verse within the places he frequents
in his day to day, transporting him/her
to a state of happiness and positivism.

Whether on the street, on the stairs
of the subway, in a bank or a fountain.

Being oan action pen to everyone, it
will attract more public and people
who empathize with the universal va-
lues of the brand.

LISTEN, LIFE IS SPEAKING TO YOU

AL ERIEESIGZE

Tellalssl PE &

This consumer engagement will moti-

vate Desigual’s audience to continue

questioning who they are and their S oiibe
place in this world.

The idea is to go insert a section in the
brand’s Youtube channel where moti-
vational and inpiring speakers will give
chats and talks about different ways
of living life and being more happy
towards it.

Figure 125: Miranda for Desigual, Miranda Makaroff Instagram Account, 2018. Figures 16,127,128,129: Inspiration
colors streets, Pinterest, 2018. Figure 130: Inspiring talk, Borja Villaseca, 2018.
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OBJECTIVES

Associate the brand with current
relevant people.

Sponsor and activate the brand in
events in territories associated with
the brand values through product
placement and sponsorships.

Generate a deeper bond between
the brand and target market through
a connection with people and events
of their interest.

Figure 131: Cool girls wearing Desigual, Vein Magazine, 2018.
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PRODUCT PLACEMIENT

JUA LIPA

Desigual will do product placement on the upcoming vi-
deoclips from Dua Lipa premiering in 2020.

The Desigual team will work deeply
with the team of the artist in order to
adapt the Be Your Own Power garments
and make them play a key role in the video’s
storyline.

This is a great opportunity to promote the
brand and portray it with this new and younger air to at-
tract the primary target through a proper channel.

132-143: Dua Lipa’s "One | o, YouTube, 108.




SPONSORING

144: Primavera Sound’s cro

Desigual will be one of the main sponsor
at the 2020 Primavera Sound Festival during May
in in Barcelona.

The event is known worldwide, is one of the top
festivals in Spain where top alternative artists
assit each year to and share on social medias.

Furthermore, at every edition the event has
grown both in terms of numbers and in terms of
media exposure:.
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WORLDWIDE COMMUNICATION DIRECTOR

Alberto Ojinaja

Regional
Media
Director

Regional
Press
Director

Regional
Advertising
Director

Regional
Showroom
Director

Regional
External
Relations
Director

Regional
PR
Director

Data
Director

Protocolo

Art
Director

Regional
Digital
Director

Strategic
Planning
Director

Creative/
Art
Director

Content
Director

Copywriter
Director

Market
innovation
Director

Regional
Events
Director

Regional
Art
Director

us
Director

Regional
Planning
Director

|
Regional

Retail
Director

Strategic
Planning
Director

Merchandising/

Visual
Director

Experience
In-store
Director

CRM
Director



Media Plan

I-o £
Yein £
Love £
Wonderland £
MEOZ £
BOF £
POP £
Schon! £
Total £

Social Media

Staff
Video production
Photo production
Total

PR Plan
Dua Lipa
Iris Hapfel
Elton John
Mika
Adwoa Aboah
Ashley Graham
lames Charles
Miranda Makaroff
Total

hiERENES

75.300,00
50.200,00
48.500,00
41.000,00
36.000,00

100.500,00
45.700,00
50.000,00

447 200,00

€ 17.000,00
€ 120.000,00
£ 100.000,00
£ 237.000,00

2.000.000,00
1.000.000,00
2.000.000,00
1.000.000,00
1.000.000,00
1.000.000,00

500.000,00

200.000,00
8.700.000,00

dh b b Fh b b dh

Gonzalo Edo

Fabalous Event

Wenue Rental
Stage Construction
Entertainment
Lighting

Sound

In-House Photographers
In-House Videographers

Security

Staff

Catering

Printed material
Hotel accomodations
Transportations
Total

Wenue Rental
Stage construction

/81

Fashion Show

Technological enhacements

Rentals

Lighting

Sound

In-House Photographers
In-House Videographers
Security

Staff

Catering

Printed material

Hotel accomodations
Transportations

Total

Charity Event

Wenue Rental

Stage construction
Entertainment

Lighting

Sound

In-Housze Photographers
In-House Videographers
Security

Staff

Catering

Printed material

Hotel accomodations
Transportations

Total

£
£
£
£
£
£
£
£
£
£
£
£

£
£

180.000,00
15.000,00
20.000,00
30.000,00
50.000,00
30.000,00
30.000,00

£.000,00
11.000,00
9.500,00
10.000,00
90.000,00
100.000,00
583.500,00

150.000,00
20.000,00
30.000,00
15.000,00
10.000,00
10.000,00
20.000,00
20.000,00
8.000,00
11.000,00
7.300,00
10.000,00
50.000,00
80.000,00

441.300,00

th dh dh b dh dh dh b g dh M b dh o dh

750.000,00
120.000,00
30.000,00
40.000,00
50.000,00
30.000,00
30.000,00
£.000,00
11.000,00
9.500,00
10.000,00
90.000,00
90.000,00
1.268.500,00

|ED Barcelona



Store Opening
Yenue Purchase price £ 6.000.000,00
Store Adaptation £ 400000, 0o
Technological enhacements £ 00.000,00
Art incentives £ 45 000,00
Lighting £ 7.000,00
Sound £ Q.D00,00
In-House Photographers £ 10.000,00
In-House Videographers £ 10.000,00
Security £ 8.000,00
Staff £ 11.000,00
Catering £ 9. 500,00
Printed material £ 10.000,00
Hotel accomodations £ 90.000,00
Transportations £ Q0.000,00
Total £ 56.789.500,00
Desigual x Soho House
Product research development £ 50.000,00
Production £ &00.000,00
Marketing € 130.000,00
Total £ 730.00000
Consumer Engagement
App Development € 300.000,00
App Marketing € 80.000,00
Color Everything £ &0.000,00
Listen, life is speaking o C0.000,00
Total £ 530.00000
Sponsoring and product placement
Dua Lipa product placement o 40.000,00
Primavera Sound sponsoring £ 700.00000
Celebrity product placement £ 50.000,00
Total £  790.00000

Gonzalo Edo

Media Plan

PR Plan

Fashion Show

Charity Event

Fabolous Event

Store Opening

Cross Marketing Experience
Consumer Engagement
Sponsoring and P.Placement
Total

/83

Structure of cost

G84.200,00
8.700.000,00
441.300,00
1.268.500,00
583.500,00
6.789.500,00
780.000,00
530.000,00
790.000,00
20.567.000,00

Cost representation
3%
42%
2%
6%
3%
33%
4%
3%
4%

|ED Barcelona
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MEDIA PLAN SOCIAL MEDIA PR PLAN FASHION SHOW CHARITY EVENT FABOLOUS EVENT STORE OPENING DESIGUAL X SOHO C. ENGAGEMENT SPONS & P. PLACE

Sign in testimonial. Sign gevtelofpm;n; OLprO- Preparation for
OCT19 brand ambassadors. Book venue buc' S Tor>ono House | Everywhere Color

Sign in opinion leaders. egins. begins.

Creative meeting be-
Shoot advertising material Secure sponsors tween Desigual

NOV19 and Apoyo Positivo.

MS, SS, Advertisings,
Editorials must be finali
zed and sent to maga-
zines.

DEC 19

Social media publica-
tions as regularly

Book models

Book venue

Final approval of the
App.

Creative meeting with
Dua Lipa music produ-
cers and wardrobe
team.

[[Hint about new Desigual

| monial, opinion leaders

Arrange plans tor testi-

Send invitations for
fashion show. Arrange

Approval for venue and

Approve Desigual x Soho

App submitted to the

Sign sponsoring

JAN 20 age and ambassadors to meetings for festival details House products App Store contracts
attend FS buyers. & Play Store
FEB 20 | uPlication of fashion [Social Media Publication Ambassadors Fashion Sh Purchase & Design This|  Printed material
show publications ashion show Secure sponsors is Not a Shop approval
. . . Ambassadors : ; ; . :
Social Media Publicatior R Approval of events art Hi tract Printed material Desigual: The App Deliver proposal of
MAR 20} publications direction Secure sponsors e contractors produced launches Dua’s outfits

MS, SS, Advertisings,
Editorials must be
finalized and sent to

APR 20

Social Media Publication

Arrange plans for testi
monial, opinion leader
and ambassadors to

Send invitations for
Charity Event

Contact the 5 empowe-
red women for the

Approve plans

Deliver Desigual pro-
ducts to Soho House

|[Everywhere color acti-
vation

Send Desigual logo and
brand identity for pro-
motional purposes.

Share Year Review on Scoial Media

magazines. attend Charity Ev. event Club.
Publication of charity [Social Media Publication| Ambassadors Charity Event ;
MAY 20 event y oublications y Book venue Store Con§truct|on Production of Dua Lipa’
begins outfits

Publication of Desigual xfSocial Media Publication] Ambassadors Allow preview of charity|| Approval of events art . . [Sponsoring of Primave-

JUN 20 Soho House publications event on social media direction Events plans begins i aunch D:s,lgual x Soho ra Sound
ouse
JUL 20 Social Media Publication Amté?ssiQOrs 5 empowered women Secure guests Secure activations Arrange celebrity
publications photoshoot endorsment
Arrange plans for testi-
AUG 20 ) . ~ . Imonial, opinion leaders Arranse celebrit Approval of events art . .,
Social Media Publication] ;4 ambassadors to engorsment Y direction Delivery of Dua Lipa’s
attend Fabolous Ev. outfits
Publication of fabolous|[Social Media Publication Ambassadors Fabolous Event Secure sponsors DL video’s starts
SEP 20 event publications shooting
) . o Resend Desigual pro- | . e . .
OCT 20 Social Media Publication >peCIaIL7§;|is;]asbN<|>ut Dua Send invitations for | ' ¢ o Sohgo Hcfuse [Listen, Life is Speaking
store opening event worldwide. Activation
Arrapge plgqs for testi- Arrange plans for testi-
NOV 20 Social Media Publicatiorymonial, opinion leaders monial, opinion leaders Award season celebrity
and ambassadors to and ambassadors to endrosment
attend Store Op. attend Store Op.

DEC 20 Store Opening Share Year Review on Scoial Media

JAN 21

Review, communicate and analyze results.




INITIAL PROJECT BRIEF

Brand: Project name and short
DESIGUAL description:
Annual Communication Plan

Date of assignment:
December 20t 2018

Core audience:

Primary Target —Cool appealing lifestyle seekers: This young audience is constantly prominent
in communication media. They are regularly online, and through these channels, might run into
something that did not expected to find. They are aware and aspire to set what defines them as
individuals through anything: fashion, pictures, experiences, recommendations...

Those who believe in the power of the reinforcing of unique values and information as a way for
progress.

Secondary Target — “We were here first” creatives: The audience that does not take fashion so
seriously and enjoys being involved in artsy and different activities and experiences outside of
the box. Creative individuals who are craving to put inside their wardrobes what their visionary,
open and positive perspective in life is.

Brand promise: Brand character:

Desigual visions a world in which people are dressed | Aspirational: dreamy, desired

to generate positive feelings, enriched by respecting Positive: optimism, energy, cheerful,
the difference through open minded and enthusiast social, pleasure

experiences allowing you to feel unique. Creative: imaginative, original, inventive

What is the business issue we are trying to solve, the audience, the opportunity?

e Desigual communicates with joy, music, parties, kisses and cinema to their clients. Their
way of marketing has been, since their very begging’s, atypical.

o Differentiating a mass-market product into a personal, innovating and more luxurious
experience.

e The world of fashion has evolved and became more multifaceted, experiential and
intelligent. Today’s fashion is not only about the things you own, but about the experiences
that deliver emotional value. In this context DESIGUAL seems to be slowly moving out of
step with the times and increasingly associated with the projection of material status only.
Going forward DESIGUAL cannot afford to become trapped in ‘old, boring’ status expression
through shallow materialism.

e We see a clear opportunity to generate new content that will evolve the brand through
aspirational individual discoveries and insightful experiences that will enrich and strengthen
the established and important luxury codes of prestige and success.

What is the assignment?

e Design an Annual Communication/Marketing Plan

What is the desired outcome, with measurable KPIs?

e The brand to be perceived as young, emotional, close, modern, intelligent, exclusive.
Offering inspiring quality experiences to attract the main target hence vitalizing the brand
image. Further strengthening the brand reputation through establishing a thoughtful,
intelligent relationship between the target audience and the brand.

Gonzalo Edo
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What is the intended source of volume (i.e. brands)?
e Desigual

What is the core audience's attitude to the brand, and how do we want to change it?
Current:
Example of strategic markets: Review with the students

e Spain: Desigual was born in the early eighties, in Ibiza, when Thomas Meyer, then a young
Swiss designer, sold his creative t-shirts on the island. In Barcelona you can find the
headquarters of Desigual. 100 people work there on the different areas of the brand. The
brand is almost synonymous for imagination. However, the brand is intending to transfer
their primary target into a younger one by generating a personal and meaningful relationship
that will emotionally engage with the target audience.

¢ Rest of Europe: we can see a similar picture to the rest of Europe, where Desigual is a
well-established brand that stands for prestige, at the same time it is perceived as being not
young.

e EEUU: similarly, to other key markets.

Desired:
e Please see “desired outcome” section above

What is the core selling message, the single main idea?
e Discovery, Inspiration, Experience - delivered only by Desigual

What are the mandatories (do’s and don’ts)

DO

e Offer content that is aspirational, engaging, and personal for the primary target group.

e Break out of the expected and go beyond with the engagement. Propose new and
innovative solutions and touch points to create memorable and emotional messages and
experiences that will have strong engagement power with the core audience.

e The final outcome should be flexible — ability to use across different market environments
and adaptable to different scales executions.

e Consider using limited collections, to increase the magnitude and visibility of the program.

DON'T
e Loose the brand’s ID narrowing the content to a sole idea. We’d like to be able to offer a
range of activities/experiences that are interesting and engaging to the target group.

Due dates (including reviews of work-in-progress)
e DBriefing:
e Step 1: TBD
o ldea definition (3 core approaches), visualization, proposal of touch points, and how
the idea(s) can be brought to life across them
e Step2: TBD
o Longevity of the selected idea(s). Program execution details (organizing, approx
budget, supporting materials development (communication, staging, etc..)
e Step 3: TBD
o Toolbox finalization
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