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Hot 
Right 
Now!

This decade’s hottest collabs 
from Moschino clothing for 

your pet to a 90s kid Barbie 
denim jacket! 



The Topshop X Ivy Park has been a popular 
collaboration amongst the younger generation 
ever since it was released on 14th April 2016. 
The ever-growing collection released 200 
pieces of sportswear, leggings, t-shirts, sliders, 
Ivy Park branded sweat pants and more. Since 
its release the Ivy Park brand has been sold 
on, Selfridges, Net-A-Porter and JD Sports to 
name a few. 
The collection, by Beyonce, is named after her 
4-year-old daughter, Blue Ivy and has referenc-
es to the park where she used to run in Texas. 
A place which Beyonce says now represents a 
state of mind. 
In a video which was advertised across social 
media ahead of the release date she explains 
why she decided to name the collection Ivy 
Park: “I would wake up in the morning, and my 
dad would come knocking at my door, telling 
me it’s time to go running. I remember wanting 
to stop, but I would push myself to keep going. 
It taught me discipline. And I would think about 
my dreams. I would think about the sacrifices 
my parents made for me. I would think about 
my little sister and how I was her hero. I would 
look at the beauty around me, the sun shining 
through the trees. I would keep breathing. 
There are things I’m still afraid of. When I have 
to conquer those things, I still go back to that 
park. Before I hit the stage, I go back to that 
park. When it was time for me to give birth, 
I went back to that park. The park became a 
state of mind. The park became my strength. 
The park is what made me who I am. Where’s 
your park?”

Topshop X Ivy Park

The collection took 18 months to develop and 
has technical performance characteristics as 
well as an ath-leisure side. 
Unlike other limited edition collaborations, 
Ivy Park has turned into a brand itself with the     
popularity rising and the lust for more pieces. 
Their most recent collaboration is with, figure 
skater Harlem, with an initiative to help girls of 
colour transform their lives and well-being by 
combining artistic discipline of figure skating 
and the power of education in a safe space.
The vision - to empower every young girl with 
the skills and foundations needed to achieve 
her dreams.
The collection is avaliable online and instores 
with prices ranging from £16 - £199. 

“The park become my strength. The park is what made me who I am. Where’s your park?”
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Next up on the hot list is an unexpected agree-
ment between Calvin Klein and the Andy Warhol 
Foundation that now allows the fashion company 
to license Warhol’s art across its collections and 
activations. 
Up until 2020, Calvin Klein will have access to 
the full library of Warhol’s creations - including         
never-before-published works and the ability to use 
them how they please (mostly). 
This news follows the arrival of art-obsessed chief 
creative officer, Raf Simons, who started working 
for Calvin Klein in August 2016. Simons has made 
a habit of collaborating with other artists like Peter 
Saville and Sterliing Ruby for his eponymous mens-
wear brand.
His first campaign for Calvin Klein concluded of 
underwear featured with Warhol’s works: Skull 
(1976), Elvis 11 Times (Studio Type) (1963), Am-
bulance Disaster (1963–64), and Statue of Liberty 
(1962). The models were photographed looking 
at work from a variety of artists including Andy 
Warhol while wearing classic CK pieces. 
The latest installment of the unique partnership fea-
ture candid self-portraits of Warhol plastered on 
vibrant, heritage-inflected denim, t-shirts, hoodies 
and classic high top sneakers. 
Warhol famously said “in the future everyone 
would be world-famous for 15 minutes,” but what 
none of us expected was the way Simons would 
continue to celebrate the artist’s work 30 years 
after his death. 
The collections are available online and in pop-up 
stores with prices ranging from £24 - £2,254.  

One of the most hyped collabroations of 2017 
was the Nike and Off-White’s partnership. 
The rumours first surfaced at the end of 2016 
but by the Spring, photos of Nike x Off-White 
Air Jordan 1s, Air Max 90s and more had 
leaked. By the Summer, Nike annouced Abloh 
and redesigned 10 classic silhouettes and then 
everyone and their nan were frantically trying 
to secure a pair. 
The first release was split into two packs of 
five, and each silhouette ties back to Nike’s 
two claims to fame - running and basketball. 
Along with the Air Jordan 1s and Nike Air 
Max 90s, fans saw the release of; Nike Air 
Presto, Air VaporMax and Blazer Mix. The 
‘Ghosting’ pack included; Nike Air Max 97, 
React Hyperdunk, Air Force 1, Zoom Vaporfly 
and Chuck Taylor All-Star.

“These 10 shoes have broken barriers in 
performance and style. To me, they are on 
the same level as a sculpture of David or 
the Mona. You can debate it all you want, 

but they mean something. And that’s 
what’s important.”

Calvin Klein X 

Andy Warhol

Nike X Off-White

“I’ve come to realize 
that Warhol’s genius 

goes much deeper than 
cheerful Campbell’s 

Soup paintings.” 
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Lady Gaga played it surprisingly safe when it 
came to her collaboration with Urban Outfitters. 
Over the past decade, her fashion choices have 
made the headlines just as much as her music 
has.  
The 10-piece collection, designed for both men 
and women, takes inspiration from traditional 
tour merchandise rather than red-carpet-wear. 
It features bomber jackets, muscle tanks, tees 
and baseballs caps with her face, name and the 
title of her album, Joanne, embellished on the 
front, much more subdued than the jacket made 
from Kermit the Frogs or that infamous ‘meat 
dress’ which she wore to the MTV VMAs back 
in 2010. Along with the collection of clothing, 
there was an exclusive to Urban Outfitters pink 
vinyl however this was limited edition with only 
2,000 copies being made. 
The collaboration was essentially designed as 
an extra promo tool for the singer’s world tour 
but I suppose that is okay with her loyal legion 
of Little Monsters. 
The collection was available online and in se-
lected stores including Amsterdam, Barcelona, 
Berlin, London, Manchester and Munich with 
prices ranging from £25 - £55. 

Urban Outfitters 

X Lady Gaga

The collaboration was teased on Instagram 
months ahead of the release which left fans    
anticipating the date of the deconstructed kicks.  
Nike’s Senior Design Director, Nate Jobe and 
VP of Nike Footwear Design, Andy Caine 
were heavily involved in the project right from 
the beginning to end. Caine participated in 
OFF-CAMPUS events held across North America 
and Europe were many talked about the cultural 
importance of the collaboration. Limited edition 
merch was available at the events including 
t-shirts and tote bags. 
The most recent releases saw the all black 
version of the Nike Air Presto’s sell out almost 
immediately after the release and the same   
happened for the all white version too.   
The Nike x Off-White collection is limited edition - 
once it’s gone, it’s gone! 
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“Barbie is THE ultimate female icon and 
her message is that girls can be anything 

they want. Our #babesofmissguided’s 
possibilities are endless, this is for the 
badass babes who can do anything.”

Finally the Missguided X Barbie collection! 
Streetwear that has been re-imagined for the 
morden day female, the collection sold out  
within 24hrs of the release. 
Online fashion brand collaborated with the 
iconic Barbie brand to present a 43-piece 
collection with a wide range of accessories, 
staple clothing pieces and swimwear. The collab 
featured classic millennial pink as well as grey, 
black, white and camo print. Edgy, eh?! It made 
the collection look modern and feminine perfect 
for all those 90s kids. 
Missguided took to social media to announce 
the collab with a series of trailers featuring their 
models who advertised the collection. The brand 
describes the collaboration as being for females 
“not afraid to shatter the plastic   ceiling” and 
is aimed towards a “new generation of Barbie 
girls”.
Customers favourites were the blue denim jacket 
and ‘city’ t-shirts that sold out within the first half 
an hour of hitting the site. 
The collection was avaliable online on the 13th 
July 2017 with prices starting from £6. 

Missguided 

X Barbie
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Finally, the H&M collaboration with Moschino 
has been highly anticipated amongst customers 
for months after rumours of the collection. 
The pieces in the collection are a wash of        
cartoon prints, stiff leather-look fabrics and shiny 
yellow-gold hues. Within minutes of the collection 
going live, there were customers left with sizes 
XS or XL to chose from and limited accessories in 
some stores. 
Moschino’s Creative Director, Jeremy Scott      
explains: “the collection captures the ‘essence’ of 
a typical Moschino collection but at a much lower 
price point than the typical brand”. The price 
range itself starts from £25 making it attractive 
for fans of the Moschino brand who can’t afford 
pieces from the normal range.  
The Moschino [tv] H&M lookbook is like having a 
party; celebrating the fun, the pop, the creativity 
and the energy of the people and the collection.

 

H&M X Moschino

As well as menswear and womenswear, the 
collection contains flashy accessories including 
thigh-length laced black boots, gold logo choker, 
a bag in the shape of a black condom wrapper 
and exclusively designed pieces for dogs like a 
leopard-print padded jacket and grey hoodie 
with the Moschino logo.  
You can expect to see Disney characters and 
MTV shows plastered onto oversized tees,   
hoodies, loud CD-print shirts and crop tops and 
enlarged sequin-embellsihed streetwear items. It’s 
bold and bonkers but it’s about having fun and 
creating something that is suitable for everyone. 
The H&M x Moschino 63-piece line follows a 
number of successful collaborations between the 
high street reatiler and designer brands including 
Balmain, Stella McCartney and Isabel Marant. 
The collection is avaliable online and in selected 
stores from 8th November with prices ranging 
from £25 - £300.  
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Brand History...
From a 400-square-feet store decorated with parking crates and beat up furniture to 245 
stores worldwide - how did Urban Outfitters get to where they are today?...

1970 Richard Hayne, Judy 
Wicks and Scott Belair 
founded the first store in 
West Philadelphia as part 
of a college project. It 
was originally called Free 
People Store. 

It was renamed Urban 
Outfitters and incorporated 
with the Free People Store. 
Hayne moves to larger 
quarters. 

1976

1980 Sales were around 
$3m. Hayne 
opened a second 
Urban Outfitters 
in Cambridge,    
Massachusettes. 

1984 Hayne creates the whole-
sale division to design, 
produce and sell junior 
sportswear. 

1987 Kenneth Cleeland, a graduate of George 
Washington University, had financial 
positions with several wholesale & retail 
companies. He was hired as the UO cheif 
financial officer. Profits increased. Hayne 
and Cleeland borrowed $3m to open six 
new stores within three years. 

1990 Urban Wholesale replaced 
Urban Outfitters collection brand 
with Ecote, Free People and 
Anthropologie. Company sales 
continue to increase.

1991 The largest selling product 
catergory was women’s 
apparel. 

1992 Urban Outfitters accounted 
for 28.8% of Urban Whole-
sale’s total revenue. 

1993 Two more stores opened in San 
Fransisco and Costa Mesa. 
Urban Outfitters went public at 
$18 a share raising over $13m 
in public offerings.  

1994 Three new Urban Outfitters 
stores opened; two in Chicago, 
one in Pasadena. Anthropologie 
opened 2 more stores in Conneti-
cut & Maryland.    

1995
Another store opened 
in Portland, Oregon 
and lease signings 
were annouced in the 
South West. Urban 
Outfitters was ranked 
as number 76 on the 
Business Week list of 
hot growth 
companies.     

1998 Urban Outfitters opened its first 
store on Kensington High Street, 
London.    
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2000 Urban Outfitters contin-
ued its strategy and expe-
rienced market success as 
its store count expanded 
to 15 new stores were 
opened.    

2001 Sales increased and 12 
more stores opened. 
Urban Outfitters web 
store opens.  

2002 One year later and as 
sales increased, Ur-
ban Outfitters opened 
another 15 stores. The 
first Free People Store 
opened in November 
2002 in New Jersey.  

2003 Another 20 Urban 
Outfitters locations 
were added to the 
company’s location 
list. The catalogue was 
launched.  

2004 Urban Outfitters 
was one of the most 
successful retailers 
securing an in-
crease in revenue 
by nearly 50% and 
the net income rose 
by 87%. 

2005 As sales were as high 
as 827.8 million, over 
75 Urban Outfitters 
stores in US, Canada 
& UK.   

2016 As of 31st January 2016, the company 
operated 218 Anthropologie Group 
stores; 197 in US, 12 in Canada and nine 
in Europe. 
The company also had 114 Free People 
Stores; 109 in the US and five in Canada. 
They owned 240 Urban Outfitters stores; 
179 located in the US, 18 in Canada and 
43 in Europe. 

2008 Urban Outfitters 
bought Terrain at 
Styers that created a 
combined space of a 
retail store, an event 
space and a cafe.   

2012 Richard Hayne was 
named CEO after 
Glen Senk retired in 
January 2012. 

As of 31st January 2018, Urban Outfitters turnover increased 
by 10% primarily as a result of increased online sales and new 
stores opening in 2017.   
Urban Outfitters currently have 520 stores in the US, 57 in 
Europe and 36 in Canada. 

Today...
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An Interview With The Washington Post, 1993 Richard Hayne

“We always use renovated buildings. Other stores will 
go into a mall and out their image into a space, where 
we use an existing space to enhance our image. None 
of our stores look alike. We go into these old buildings 
and adapt them for ourselves.”
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How did you begin working at Urban Outfitters? 
I was studying a course in collage and one of the modules was a collaboration with Urban Outfitters. I 
had to create visuals for the store and an event. I ran the event and a few members of staff were there 
and said they were hiring. After I finished my degree in September I started working as a sales associ-

ate and four years later I am a store operations manager and team leader. 

Who are your target customers? 
Personally, I would say our target customer are those aged 16 right up to their mid twenties. They are 

quite edgy and express themselves through clothing and their personal style. 

What concessions and collaborations are available at your store? 
Concessions are something of the past now. Today we chose to have selected brands. In our store you 

can expect to find adidas, Cheap Monday, Levi’s, Tommy Hilfger and Champion. 

Which are the top trends or must have pieces for this season? 
As we are in between trends, it is quite difficult to say however there are two trends that have re-
mained over the past year. Modern Romance focuses on masculine shapes, quite dark and florals 

whereas Authentic Skate is pastel with chunky trainers and a lot more casual wear. 

In your opinion, who do you feel are the biggest competitors to Urban Outfitters?
I would say our main competitors are End Clothing, Monki and Topshop.  

What marketing techniques do you use to attract new and keep existing customers? 
As a store we have nothing to do with marketing because head office are the ones that look at that. 

They push forward branded items and use social media as a form of styling the clothing pieces. 

There are so many influential people within the fashion industry, who influences your 
personal style? Is it similar to the Urban Outfitters style?

I would say my personal style is much like that of the old Modern Romance trend that we used to 
have. I take a lot of inspiration of the @songofstyle Instagram account as well. 

I noted that vintage clothing seems to be a popular within Urban Outfitters, is this 
something that the majority of your customers and members of staff are passionate 

about? 
Vintage is on its way out! It is acutally our lowest profit margin and has been for the past two years. I 

would say the biggest seller are our branded items such as Champion and Tommy. 

Are there any highlights that you particularly remember since working at Urban Out-
fitters? 

I really enjoyed the time where we used to hold events in-store. We used to have one per season and 
it included student events too. We shared our collections and played music. They were really fun. 

Can you tell me about any future collaborations or collections that we can expect to 
see at Urban Outfitters?  

Authentic Skate is going to be our main push for Spring/Summer this year. You can expect to see a 
lot of graphic tees and boiler suits with pastel colours. We will be focusing a lot on bum bags, funky 

earrings and extravagent accessories. 

 

Ellie Harkins 
Store Operations Manager
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Urban Outfitters Customer #1  Byron Denton - Student and YouTuber

CUSTOMER PROFILE

URBAN OUTFITTERS

19 years old. student and youtuber. studying something     
creative. spends free time filming videos and hanging out with 
friends and family. enjoys travelling and sightseeing. minimal-
istic living. works in London. enjoys being busy, listening to 
vinyl and music, taking photographs. relaxed clothing style. 
arty and loud person. 
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29 years old. youtuber, blogger and DJ. studied a creative 
subject. spends free time travelling, filming videos, playing 
musical instruments and hanging out with friends and family. 
enjoys sightseeing, eating out and interior design. works in 
London. enjoys being busy, listening to vinyl and an array of 
music, taking photographs. grungy, rock and vintage clothing 
style. arty and quiet person.

Urban Outfitters Customer #2 Zoe Rockett - YouTuber, Blogger and DJ

CUSTOMER PROFILE

URBAN OUTFITTERS
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New Look
Missguided

Faux Teddy Fur Bomber Jacket
Casual fit faux fur teddy jacked with zip 
front fastening and functional front pockets. 

Size range: 6 - 18

100% Polyester

in-store and online

Oversized Borg Zip Through Teddy Jacket
Regular fit oversized borg jacket with zip 
front fastening and functional front pockets. 

Size range: 4 - 16

100% Polyester

online only

@livblankson

@rochellehumes

£29.99
£45.00

This season’s most lust -worth jacket? The teddy bear 
coat! They provide all the softness and warmth of 
a puffa but without the unflattering fit. Soft to touch 
and suited to most body types - it’s time to add your 
PSL....

Senior Fashion Editor Yasmina Magdy

How We Wear...       The Teddy Coat
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How We Wear...       The Teddy Coat This month’s favourite style piece and how we wear it! 

Urban Outfitters

Chevron Teddy Crop Jacket
Plush teddy jacket with a chevron motif. 
Features a zip-through front with a tab collar. 
Cosy costruction finish with elasticated cuffs 
and cropped hem.

Size range: XS - L 

100% Polyester

in-store and online

@yxcvanessa

Teddy Coat
Relaxed fit, full length rust teddy coat. Dry 
Clean only.

Size range: 4 - 16

100% Polyester

in-store and online

Miss Selfridge

£72.00

£65.00
@peexo
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COMPETITORS MATRIX

URBAN OUTFITTERS

HIGH 
PRICE

LOW 
PRICE

POOR 
QUALITY

HIGH 
QUALITY
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COMPETITORS MATRIX

URBAN OUTFITTERS

HIGH 
PRICE

LOW 
PRICE

POOR 
QUALITY

HIGH 
QUALITY

Charity Shops

Independent Vintage Stores
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COMPETITORS MATRIX

URBAN OUTFITTERS

•  Inexpensive clothing with 
fashion trend designs
•  Target Market is 18-45 with 
an interest in keeping up with 
the trends

•  A wide variety of casual 
and party styles that have a 
cheaper price point compared 
to competitors
•  Target Market is male and 
female of all ages especially 
students and young people

•  Online go-to website for fashion 
trends 
•  Marketplace that sells vintage 
clothing
•  Target Market is male and 
female of all ages who like buying 
from multiple brands at one time

•  Inexpensive clothing only 
avaliable in store 
•  Target Market is 16-45 
who are on a budget but en-
joy keeping up with the latest 
trends

•  Large fast fashion retailer
•  Target Market is 18-45 with 
an interest in fashion and the 
latest trends

• Expensive retailer that sells 
popular high end brand
•  Target Market is male and 
female of 18-45 with an interest 
in high end brands

•  Large worldwide retailer 
•  Topshop Boutique
•  Target Market is females 
with a strong interest in fashion 
and the latest trends

•  Popular fashion retailer 
known for underwear at an 
expensive price point
•  Target Market is males of all 
ages 

END.

RIVER ISLAND

H&M

NEW LOOK PRIMARK

ASOS

TOPSHOP

CALVIN KLEIN
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ASOS

MARKET LEVEL

URBAN OUTFITTERS

ECONOMY LEVEL 

LOW END LEVEL

MID RANGE LEVEL (MASS)

HIGH END MARKET LEVEL

LUXURY MARKET LEVEL

HAUTE COUTURE/          
BESPOKE & HANDMADE

Primark, eBay

H&M, Peacocks, New Look

Topshop, River Island, Zara

Ted Baker, French Connection, All Saints

Fendi, Mulberry, Marc Jacobs

Chanel, Givenchy, Gucci

Retailers like Topshop, River Island, H&M, 
Zara and many other high street stores are 
Urban Outfitters main competition. They are 
all targeting the same consumer base who 
look for affordable trend led fashion. 

Visual merchandising is a huge tool used by 
companies to increase in-store sales. The front 
of the store should be visually appealing to 
their target market and should incorporate 
the latest trend, brand or campaign with    
displays to aid sales. 

The use of social media has been a large 
aspect when it comes to effectively marketing 
a company. It can be used to reach a more 

Direct target market, increase awareness of 
stock, introduce new brands, product releases 
and campaign promotions. 

Urban Outfitters have an app that reward   
repeat customers with the ability to earn 
points and receive exclusive discounts and 
offers. This can give customers a shopping 
experience that is more personalised to them.

‘Vintage’ trends is reflected throughout Urban 
Outfitters. They rework vintage sportswear 
which their target market seem to love. They 
also offer student discount all year round to 
engage with their demographic.  

Ranges are designed with a 
focus on what the customer 
wants. Products are accessible, 
mainstream but vary in price 
and quality. Most items are 
mass produced but affordale. 
Product ranges are avaliable 
from £10 up to £150 with some 
more expensive, special edition 
pieces.

A MID RANGE MARKET 
COMPETITOR
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THIS MONTH’S STYLE LIST

Champion X London Youth 
Handwriting Short-Sleeve 
T-Shirt
£30.00

Russell Athletic Black Half-
Zip Crop Sweatshirt
£55.00

Russell Athletic Camo      
Colourblock Joggers
£48.00

Ellesse Multi-Colour        
Panelled Crew Neck Sweat-
shirt
£45.00

Tommy Jeans Crest          
Collection Corduroy Dunga-
rees
£140.00

Levi’s Cream Sherpa Trucker 
Jacket
£115.00

Calvin Klein Jeans Multi 
Logo Black Puffer Jacket
£260.00

FILA Disruptor Women’s 
Core White Trainers
£80.00

adidas Originals Falcon Raw 
Pink Trainers
£85.00

TOP 
RATED
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Urban Outfitters stock a large number of well-known brands including adidas, Levi’s, FILA 
and Tommy Jeans as well as their own range of clothing and homeware. Prices can vary from 
£4 to £500 however most items above £250 are exclusive to online only. Garments used to 
be collected from thrift stores and resold at a cheaper price however today they match the 
modern day price points.

BDG Checked Hooded   
Worker Jacket
£99.00

Tommy Jeans Crest          
Collection Navy Checked 
Hoodie
£110.00

Levi’s Sports Logo White 
T-Shirt
£25.00

Dickies Horseshoe Oil Green 
T-Shirt
£28.00

Champion Logo Black T-Shirt
£38.00

adidas Navy Sherpa Hoodie
£75.00

OBEY Novel Black T-Shirt
£28.00

FILA Namar Rugby Shirt
£45.00

Kappa Banda Astoria Track 
Pants
£45.00

URBAN 
OUTFITTERS 
EXCLUSIVE
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These results are from a survey designed to understand 
the Urban Outfitters customer. I wanted to understand 
why people shop at the store, where else they like and 
what they would like to see more of in-store. This will 
help me to understand Urban Outfitters further. 

WHERE ELSE DO YOU LIKE TO SHOP? DO YOU PREFER TO SHOP ONLINE OR 
IN-STORE? 
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SURVEY RESULTS

URBAN OUTFITTERS

DO YOU THINK URBAN OUTFITTERS 
IS OVERPRICED?

HAVE YOU EVER SHOPPED AT URBAN 
OUTFITTERS BEFORE?

DO YOU FOLLOW URBAN OUTFITTERS ON SOCIAL MEDIA? 
Although Urban Outfitters       
target market are aged 18-25 
who use social media the most, 
I was surprised to find out that 
many didn’t follow the UO social     
media accounts. Some customers 
follow their Instagram/Facebook 
however this could suggest room 
for improvement.

WHAT ITEMS DO YOU GO TO URBAN OUTFITTERS FOR? 

I asked this question as I wanted 
to gain an understanding of what 
the Urban Outfitters customer 
would be more likely to buy when 
releasing a new collaboration 
range. Vintage clothing, shoes 
and homeware were all popular 
choices.

WHAT DO YOU ENJOY DOING IN YOUR SPARE TIME? 
I wanted to find out what Urban Outfitters customers enjoy doing in their spare time 
so that I can design a range that would be useful for their lifestyle. 
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SWOT ANALYSIS

URBAN OUTFITTERS

Strengths Weaknesses

Opportunities Threats

Urban Outfitters have stores located in 
many locations worldwide which means 
that they are accessible. The stock have a 
range of clothing ideal for both men and 
women however they also sell vintage, 
vinyls and home accesories. The price 
range is reasonable however promotions 
could help intrigue the student consumer 
base into completing a purchase in-
store. The higher price tag come from 
the designer collaborations rather than 
their own product lines. The existance of 
Urban Outfitters is very well-known as its 
a social place to hang out with a cool, 
retro, 90s vibe. 

One of the weaknesses of Urban       
Outfitters is the lack of stores that they 
have in comparison to other companies. 
Although the target market appears 
to be the same as competitors, due to      
designer collaborations some of their 
products may seem pricier than products 
in other stores. When undertaking intial 
research, most of them said they find 
Urban Outfitters quite expensive in  
comparison to other stores like H&M and 
New Look. Does this mean that students  
are the ‘correct’ demographic or are 
they shopping the sales and promotions 
within that time of year?

Urban Outfitters have many opportunities  
to improve sales. They could make it more 
accessible to customers by opening more 
stores. Invest in further technologies to ease 
the shopping experience such as a ‘buy 
now, pay later’ scheme. This could attract 
more students and those with low incomes.
Another opportunity could include a
personal shopper or stylist. This could help 
increase the sales of the vintage clothing 
range which is something customers are 
interested in learning more about. 
Although the store environment suits Urban          
Outfitters, increasing the brand, designer 
and influencer collaborations could have a 
huge impact on the business. 

Competition from similar stores are 
quite strong. A lot of their customers like 
to buy from charity shops and ASOS  
Marketplace if they are wanting the 
vintage clothing vibe as they find prices 
to be cheaper. Fast fashion is something 
that is regularly talked about within the 
industry at the moment which means it 
is difficult for stores to keep up. Urban 
Outfitters will always have the financial 
climate and rates increasing as well as 
the ongoing worry of the customers 
disposable income. Their consumer base 
are working on a budget and that is 
something that Urban Outfitters may 
wish to consider when selling products. 
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SWOT

SWOT ANALYSIS

URBAN OUTFITTERS

Overall, Urban Outfitters should be proud of what they have achieved. They always 
appeal to the target market whilst continuing to pave their way through the vintage trend 
market. Although they do tend to charge more than their competitors, I think there are a 
lot of things that could help them improve the consumer experience. In recent years, they 
have introduced the photobooth into stores which is one way of engaging with young 
people however they could perhaps introduce a coffee shop in-store as a place to hang 
out. As the fast fashion and eco-friendly consumtion haunts the industry, it is important for 
Urban Outfitters to adjust to this turn and recognise what the customer is wanting. They 
have already started this by introducing reuseable canvas bags over the paper bags. 
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We meet in a creative and arty 
second bedroom in her spacious flat based in 
Newcastle City Centre. It’s being used as her 
Sighh office.We are  surrounded by boxes 
full of packaging materials and products on 
display on ready to be packed. 
This self-taught illustrator is a picture of what 
the creative student dreams of becoming. 
She says “it all started with sharing my daily   
doodles and 
Graphics work on Instagram”. 
After a quick hello and offer of a drink, Polly 
explains that she is feeling a stressed as she is 
preparing all the orders from her website to 
go out on time for the busy Christmas holiday 
season.  
On the surface everything seems to have    
fallen into place - but customers don’t know 
the difficulty of running your 
own business when
there is only one person to 
do everything. 

Did you have any 
influences or inpsiration 
that helped you with 
Sighh? 
There were a few guys 
setting up T-Shirt brands 
when I started which made 
me realise I could do it too. 
In terms of phone cases or 
stationary, nope! I wasn’t 
really aware of 
anyone doing anything similar.
Sighh is such an unusual name, how did 
you come up with it? 
It’s just something I used to say out loud. It 
could mean a lot of things, but really it was just 
a short and snappy phrase that worked! 
Now you have left university, do you think 
the brands aestheric has changed since the 
early days of Sighh? 
Absolutely, my design style has matured as 
I’ve grown up! At university I definitely 
developed my style and idea of what I want 
from collections rather than individual 
products. 
In your opinion, who do you think Sighh’s 
target market and customers are?  
The perfect customer is me, give or take 5 
years...! I really design with my younger 
sisters in mind but also know that there are a 

AN INSIGHT 
INTO SIGHH

Polly Vadaz is a twenty some-
thing years old illustrator who 
began running her business 

after sharing daily doodles on 
Instagram

Here, the Instagram business owner gives us 
an insight into her company, Sighh and how 
she plans on expanding.
Can you tell me a bit about yourself? 
I’m an illustrator and giftware designer, 
currently living in Newcastle. I run a 
stationary and accessories brand called 
Sighh, which I started when I was about 16. 
What insirped you to create Sighh? How 
did it all begin? 
Back in the day I would post little 
extracts from my college Graphics work and 
daily doodles, which started to gain interest 
on Instagram. 
Gradually people started asking whether they 
could buy my work on something, so I looked 
into it and realised there were many print       
on demand companies who could make this       
   happen. My first product   
            was a phone case,       
            and the range has grown 

organically ever since. I 
make what I would love to 
own or gift to loved ones!  

It really depends how you define success. I 
honestly don’t know, but I think my most
successful moment will be when I start 
wholesaling my products to indie shops on the 
highstreet!  
Do you have a favourite piece that you 
have created? 
I really love my Weekly Food Shop tote bags, 
they’re incredibly sturdy and usefull for 
lugging around your weekend clothes or 
indeed a load of food, and they also start a 
lot of conversations because of the little 
phrases. 
Can you tell me about any future cam-
paigns or collections that we can expect to 
see from Sighh? 
Lot’s more stationary. Designing a happy and 
productive lifestyle is my passion, and I can’t 
wait to create yearly planners! 

lot of customers slightly 
older than me, so that 
challenges my design 
choices and quality so it’s 
good enough for a 
maturer consumer. 
What has been your 
most successful moment 
since Sighh began?
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URBAN OUTFITTERS X SIGHH

CUSTOMER PROFILE

STYLE

HOBBIES & 
INTERESTS

PERSON

RELAXED, CASUAL STYLE. 
SLOUCHY CLOTHING. 
DUNGAREES. DENIM 

SKIRTS. FLORAL PATTERNS. 
VINTAGE. ETHICALLY 

THINKING. AUTUMNAL, 
MONOCHROME SHADES. 

UNUSUAL HAIRSTYLES

18-25. CREATIVE 
STUDENT. 

FREELANCER.
RETAIL WORKER

ENJOYS DESIGNING/ILLUSTRATING 
THINGS. BUYS ARTY MAGAZINES.         

COFFEE DATES. SHOPPING. BAKING. PLANT 
ENTHUSIAST. ENJOYS TRAVELLING. BULLET 
JOURNAL. LISTENS TO VINYLS AND LOTS 

OF MUSIC. POLARIOD MEMORIES. CRUELTY 
FREE. READING.  PLAYSTATION 4. 

APPLE CONSUMER.
SOCIALISING WITH FRIENDS.

INDEPENDENT CAFES 
AND RESTAURANTS.
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URBAN OUTFITTERS X SIGHH

COLOUR DEVELOPMENT 
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URBAN OUTFITTERS X SIGHH

COLOUR DEVELOPMENT 
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“FEEL-GOOD 
STATIONARY & 
ACCESSORIES! 

FUELLED BY 
STRONG 

EMOTIONS AND 
WEAK COFFEE.”

 - Sighh 



Take a look at the new Urban Outfitters x Sighh collection. A mix of denim, floral patterns 
and easy-to-wear pieces with an arty feel and unique design aspect all made from 
organically sourced fabrics. 

The Authentic Urban Collection is inspired by illustration, colours and feel-good, quirky 
pieces. Pieces in the collection will add life to your wardrobe and start conversations. 

See the aesthetic of Sighh filter into Urban Outfitters with an all new and exclusive collection. 

A Focus On Design. Urban Outfitters x Sighh Collections
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Floral Party 
Jacquard Blouse 

£39.00

Authentic Floral Tote Bag
£26.00

Floral Hair Clip Set

£12.00

Top Knot Headband 
(2pack) 
£14.00

Denim Utility Jumpsuit

£79.00

‘Florence’ V-Neck 
Jumpsuit
£46.00

Floral Garden Maxi 
Wrap Dress 
£59.00 UO x Sighh FG High 

Top Trainers  
£79.00

Brown Vegan Leather 
Sandals 
£65.00

Brown Vegan Leather 
Chelsea Boots 
£69.00

AUTHENTIC URBAN

Versace
S/S19
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Long Sleeve Round Neck Top

£24.00

Floral Garden Side Button 

Jumper
£32.00

Denim Midi Skirt

£42.00

Brick Belt Denim Skirt

£38.00

Floral Garden Satin 

Wrap Skirt 
£46.00

Floral Party Denim Pinafore 
£46.00

AUTHENTIC URBAN The Authentic Urban Collection is a series 
of garments for both men and women 
inspired by earthy shades found throughout 
seasons. The collection explores form and 
colour with a mix of denim and  
easy-to-wear pieces suited for all 
occassions. And it all started with a flower!

Versace
S/S19

STELLA 
MCCARTNEY

S/S19

Blurred        37



Camo Tracksuit Bottoms
£48.00

Authentic Earth Tracksuit 
Bottoms
£45.00

World Peace Graphic Polo 

Tee
£29.00

Drop Sleeve Basic Tee
£22.00

Camo Borg Fleece Jumper
£49.00

Jungle Green Bomber 
Jacket
£69.00

World Peace Hoodie
£49.00

Club S Trainers
£65.00

UO X Sighh 

Series 19 Trainers 

£89

Brick Cargo Pants
£48.00Mid Wash PJ Denim Jeans

£49.00

Pocket Chain 
£12.00Camo  Sunglasses

£18.00
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Tie Waist 
Tracksuit Bottoms
£36.00

Baby Pink Hoodie
£46.00

Sport Cropped Vest Top
£29.00

Baby Pink Bum Bag
£28.00

Sport ZR Running Shoes
£95.00

UO x Sighh Women’s Cycling Set
£69.00

Heartbeatz Leggings
£29.00

UO x Sighh Sports Bralette 
£16.00

Sport ZR Running Shoes
£95.00

UO x Sighh Shorts 
£32.00

RB Men’s Tracksuit Bottoms
£36.00

UO x Sighh Thermal Tee
£45.00

Sport ZR Duffle Bag
£39.00

RB Men’s Hoodie
£49.00

Unisex Sunglasses
£16.00

Running Water Bottle
£14.00

Water Bottle
£14.00

HEARTBEATZ
For gym go-ers and 
exercise enthusiasts! 
A flash of fitness is 
essential for 
S/S19...

Blurred        39



URBAN OUTFITTERS X SIGHH

LOGO DEVELOPMENT 

The next design I chose 
to look at was exploring 
the concept of Sighh as an 
illustrative brand where her 
creations are based around 
cute and quirky illustrations. 
I really liked how this design 
turned out however when 
printing it didn’t turn out 
how I wanted it because of 
the tiny details which made 
it look unprofessional. I feel 
as though this design would 
look better as a larger print 
to recognise the different 
patterns within the shape.  

The final design is combining 
the simplicity of the Urban 
Outfitters logo with the 
text from Sighh. I feel like 
this worked the best as it is 
simple and easy to recognise 
for both Sighh and Urban 
Outfitters customers. I added 
the Est. 2019 to include the 
exclusivtivity of the collection 
which my peers really liked 
when sharing my ideas. A lot 
of other strong retail collab-
orations have included the 
‘X’ for customers to recog-
nise that it is a collaboration 
hence why I experiemented 
with this idea.   

When researching into what 
makes a good logo, I found 
that typography was a very 
powerful thing. It’s simple 
but effective and works for 
most businesses which is why 
I chose to experiment with 
the idea. I particularly liked 
this one as it was unique and 
different with layering the 
differnt kind of text on top of 
each other. I experimented 
with colours: green, pink and 
raspberry all colours that 
either Sighh or Urban have 
used. The colours looked 
good however the overall 
design looks quite messy. 

DESIGN ONE DESIGN TWO DESIGN THREE
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URBAN OUTFITTERS X SIGHH

FINAL LOGO DESIGN
My final design hences the Sighh logo so it stands 
out within the logo. The ‘X’ has been simplified 
and placed in the middle of the both the brands 
which I think looks tidier than the idea of having it 
behind Sighh. I decided to scrap the dotted circle 
around the outside and pick a colour that can 
stand out. Urban Outfitters used to use a natural 
green colour across their bags so I picked out the 
Raspberry shade from Sighh’s branding merging 
both of them together. I have kept the font the 
same as Urban Outfitters so it is easily recognised. 

Below I have experimented with the outcome of 
the final logo design on promotional material. 
These include swing tags, an app opening screen, 
social media platforms and bags. 
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URBAN OUTFITTERS X SIGHH

SWING TAGS

After researching into swing tags, I found that all of the 
product information appeared on the back of swing 
tags whether the brand is high end or from the high 
street.

In my first design, I wanted to reflect this with a simple 
rectangle shape, the brand logo is visible large on the 
front and then appears again on the back but smaller. 
I have included the product information on the back. I 
kept the colours the same as the logo as I found that the 
more effective designs were simple and not as busy.  
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I started thinking out of the box and developed 
my idea further. I thought about a holographic 
card with the product information on the back. 
A seperate piece of card would accompany that 
have the logo on. I wanted this to be embellished 
onto the card like the Monki Cares logo. 
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UK £29.99 
EU 39.99€

6058353    01    SS19    161
FLORAL SIDE SKIRT

L

My final design, I explored was 
similar to the first however I 
added some decorative detailing 
to it. I wanted to reflect a paint 
brush splat to represent how arty 
and creative Sighh is. Urban 
Outfitters is known for being edy 
and different so I feel as though 
this can also be represented 
through the detailing. The logo 
would be embellished on the 
front similar to the one seen on 
Monki too.  

DESIGN ONE

DESIGN TWO
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URBAN OUTFITTERS X SIGHH

BAGS
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I explored packaging designs on the high street comparing it to the ones Urban 
Outfitters have created in the past. Nowadays, Urban uses a monochrome canvas 
bag to give to customers when they buy products from their store however they were 
one of the first companies that experimented with recycable brown paper style bags. 
I really like this idea as it brings back a vintage feel to Urban Outfitters.I also think 
it is the most eco friendly way as customers can recycle them easily. I experimented 
with different positions for the logo and and colours however I really like the first idea 
that I created so I developed my final idea around that. 
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For my final design, I decided to reflect 
my swing tag design with the paint brush 
idea onto a shopper bag for customers. It 
brings the collection together and will 
help customers associate the 
collaboration. The bag would be made of
 sturdy brown paper with the logo printed on the front. I’ve 
introduced a hashtag for the collaboration so that customers 
can share their purcharses from the collection. Urban Outfitters 
share a lot of style tips and clothing pieces on  Instagram and 
Polly began her business by sharing her doodles on Instagram 
which is why I have created a hashtag for customers to share 
their purchases across social media.
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URBAN OUTFITTERS X SIGHH

PRINT DEVELOPMENT

The prints I used to develop my range were kindly given to me from Polly herself 
which reflects authenticy of the Sighh brand and channels it through to the 
collections created for Urban Outfits. When researching, I found that camoflouge 
print was going to be in for the S/S19 season therefore I gathered the print from 
the internet. I editted the shades of the print so it reflect those found in the 
earlier prints from Sighh to create the perfect camoflouge. I feel as though this 
has worked really well for the menswear range and gives it a unique feel. 
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URBAN OUTFITTERS X SIGHH

PRINT DEVELOPMENT

The prints I used to develop my range were kindly given to me from Polly herself 
which reflects authenticy of the Sighh brand and channels it through to the 
collections created for Urban Outfits. When researching, I found that camoflouge 
print was going to be in for the S/S19 season therefore I gathered the print from 
the internet. I editted the shades of the print so it reflect those found in the 
earlier prints from Sighh to create the perfect camoflouge. I feel as though this 
has worked really well for the menswear range and gives it a unique feel. 
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URBAN OUTFITTERS X SIGHH

SWOT ANALYSIS

Strengths Weaknesses

Opportunities Threats

Sighh is a brand ran by a young person 
who has grown up with social media. 
Polly, the owner of Sighh, has 
experimented with different techniques 
whilst studying for her degree in 
Illustration. She has built up a range of 
skills that can be transfered into owning a 
business. For the shop, the social media 
channels have a high following. She is seen 
as inspirational amongst followers on the 
Sighh channels as well as her personal 
social media.  Sighh has started looking 
at how to become more eco-friendly and 
sustainable with packaging . The product 
designs would fit in well with Urban 
Outfitters as they are both quite similar. 

One of the weaknesses of Sighh is the 
lack of range when it comes to products. 
The products concentrate on phone cases, 
pins and keyrings above anything else. 
There isn’t really anything fashion related 
amongst that so how can Sighh work within 
Urban Outfitters with no previous 
experience offering fashion items. Although 
the the social following is high, we have 
to consider whether it would be something 
that the target market wants. Would they 
be interested in a collaboration with Urban 
Outfitters? The designs seem to be very 
repetitive, with a similar style throughout the 
collections that she already has which could 
only appeal to one type of customer. 

If Sighh was to collaborate with Urban 
Outfitters it could improve the reputation 
and sales of both brands. Customers of 
Sighh would shop more at Urban Outfitters 
as well as Polly’s business becoming more 
public by pushing forward her products in 
more locations. At the moment Sighh is only 
avaliable online however this would make 
it more accessible to access her products 
as they are avaliable in store for customers 
as well as from her website. Through my 
research, I found not a lot of people follow 
Urban Outfitters on social media so a 
collaboration with an internet brand such as 
Sighh could improve social media following 
for both of them. Brands working together 
on work could give them a chance to share 
innivitive ideas.    

Although Sighh has a large following that 
has grown organically since her business has 
started, it is still a relatively unheard of brand 
compared to others on the market. Sighh also 
has competition from other creative people who 
would love the opportunity to collaborate with 
Urban Outfitters themselves as we are in an age 
where self-employment is high within the 
creative sector A lot of customers prefer to buy 
from cheaper places such as charity shops, 
eBay and second hand so a collaborative 
fashion range might not work as well. A 
collaboration with Urban Outfitters is stepping 
out of Sighh’s comfort zone which her 
customers may not like as much as we think. 
Both brands will have to understand the 
financial climate and rates increasing as well as 
customers disposable income to come up with 
suitable pricing that will benefit both of them. 
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SWOT

Overall, Urban Outfitters and Sighh could work together on a collection. They have simi-
larities which include: creating something edgy and different for customers, looking at sus-
tainability and keeping up to date with eco friendly opportunities to deliver to customers. 
The style of Sighh matches that of Urban Outfitters and the consumer markets are similar 
as customers turn to both brands for something different and unique. Although they do 
tend to charge more than their competitors, consumers are also paying for the customer 
expeirence from both brands as well as the quality of products that is avaliable to them. 
Both brands encourage consumer engagement; Urban Outfitters with photobooths in 
stores and direct communication through social media for Sighh.  

URBAN OUTFITTERS X SIGHH

SWOT ANALYSIS

Blurred        47




