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Concept One: Social Media Influence 

#lucyandyaklives

For my first concept, I have decided to click into the world of social meida. Influence 
marketing has increasingly became popular with advertising products and services for 
brands. You only have to look at the success of Oreo’s 100th birthday party that used 
the power of social meida to connect over 40 million people with the hashtag trending 
worldwide. Therefore, I propose #LucyandYakLives.

Taking on board the branding and customer of Lucy & Yak, I have introduced an 
Instagram Takeover which would involve prospective YouTubers, bloggers and creatives 
to take part. Each takeover would involve the person introducing themselves and 
explaining a bit about what they do and how they got into it. They can explain why 
ethical fashion is important to them and do a “daily vlog” style going about their day over 
on Instagram. Customers and followers can send in their questions so that the 
prospective influencer can answer any questions that they have. 

Over the next eight weeks, I have chosen: Alice from Alice’s Wonder Emporium, Ellis 
Woolley who is an illustrator, Emily Coxhead founder of The Happy Newspaper, Hannah 
Witton, Jemma from Dorkface, Becky from Cruelty Free Becky, Rhiannon Ashlee and 
Jaide Poppy.

Finally each would share their favourite Lucy & Yak look with a limited discount code that 
could be used over the next 24hrs encouraging purchases from their followers as well as 
current customers of Lucy & Yak.  
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Strengths Weaknesses

Opportunities Threats

The influencers and creatives I have chosen 
are not known amongst potential customers. 

The concept isn’t original because it has 
been done by brands before. 

It will only appeal to their followers and not 
advertise to a new market. 

It doesn’t attract a new audience compared 
to other concepts that may work better. 

Not every customer uses Instagram and 
look at the stories that brands put out on the 
social media accounts. 

There are clear links between the concept and 
the target market. 

Influencers are already known to use the brand 
so their followers may already like the brand 
or would be interested in hearing more about 
Lucy & Yak products. 

Discounts and exposure means the concept 
may work well for increasing sales. 

The idea is cost effective as the only money 
that they would need to pay out is the 
influencers rates for advertising and a pair of 
dungaress to gift to them. 

A lot of people use Instagram so it may work 
well.

More well-known influencers could be used to 
increase sales and exposure. 

Other brands with a higher following  
currently already do Instagram takeovers 
already such as intu Metrocentre, Zoella 
and New Look. 



Two
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Concept Two: Pop-Up Event

On Tour with Fash Rev

The second concept involves running a pop-up event in collaborartion with Fashion
Revolution. Fashion Revolution Week runs every year around the time of the Rana Plaza’s 
anniversary. It gives people a chance to campaign for a fashion industry that conserves 
and restores the environment and gives people a voice. 

My concept is for a series of talks to take place at the Northern Sustainable Fashion 
Revolution event which is taking place across the 24 - 28th April. This is being organised 
by Melanie Kyles and Uncaptive, an ethical fashion brand. The event itself is combining 
ethics, craftmanship, education and sustainability within the fashion industry. The line-up 
for the weekend involves events and interactive installations with the main aim to raise 
awareness of fashion practices and the effects of fast fashion. Guests can partake in 
hands-on acitvities, learrn from local industry professionals and academics to explore the 
future of fashion in a more conscious era. 

The talks will give customers a chance to preview the new Summer collection two months 
before it is released. Raju and some of the team would come and speak first hand on what 
it is like working with Lucy & Yak whilst Lucy and Chris would talk about ethical fashion, 
why it is important to them and what customers could do to help. They would then open 
the floor for questions from people who attended the talks. 
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On Tour with Fash Rev
Strengths Weaknesses

Opportunities Threats

There is a limited target market as only 
people who know about the Fashion 
Revolution event and who are interested 
would attend. 

The sales might not increase as well as other 
concepts. 

The concept won’t attract a new target 
market to Lucy & Yak. 

Potential customers may attend the event for 
information and not to buy new clothes. 

The concept relates to the target market well. 

The concept is original as not many brands 
work with charitable events and there would 
be activites to help involve the customer. 

It works well with Fashion Revolution and 
provides a good message. 

The brand will gain some new exposure and 
builds up a good reputation for the brand. 

It ties in nicely with the brands values and 
ethos as they already sell ethical clothing. 

Lucy & Yak could have the option to buy a 
collaboration collection with Fashion
 Revolution that could only be avaliable at the 
event. 

The sales side could be neglected.



Three
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Concept Three: Loyalty Scheme

lucy &yak app

The third concept that I propose for Lucy & Yak is to set up their own app with a potential ‘VIP’ 
scheme for shoppers. 

The app can be downloaded across iOS App Store, Google Play Store and Android 
devices. It would provide Lucy & Yak customers the option to look through the catalogue of 
products that they have avaliable. There will be a service avaliable to connect with customers 
and personal shoppers on chat apps like WeChat and Whatsapp to help customers order and 
buy the products. The other feature that would differeniate Lucy & Yak from other brands is 
involving Augmented Reality (AR) into their app. Customers would be allowed to take a photo 
of themselves and see what the products would potentially look on themselves before 
buying.  

The ‘VIP’ scheme would be called Lucy & Yak Cares aimed to greatly benefit customers and 
staff members alike. Customers could be entitled to a range of rewards. Those are: 

- 5 points per £1 spent every time customers buy with Lucy & Yak. Customers can use the 
points towards future purchases. 
- Free delivery when buying from Lucy & Yak.
- The chance to donate money to the team in India who help create their garments. The   
money would be spent creating and improving working conditions. 
- Refer a friend to earn extra points on the account.
- Every time customers shop they are entered into a prize draw for unique rewards. 
- Students can get 15% discount across products.
- First access to new articles on the blog and videos on YouTube.

Customers will be able to log in to their account using a personal username and password 
where they can also connect with other Lucy & Yak customers and find out exclusive behind 
the scenes information that Lucy and Chris would provide customers. They can also track how 
many points they have and can share their favourite Lucy & Yak looks by connecting to their 
Instagram account.  
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Strengths Weaknesses

Opportunities Threats

Lucy & Yak would have to way up how much 
money it would cost to create the app 
compared to how many sales they could 
produce and whether it would be benefical 
to them at the moment. 

The app creation may be expensive. 

It would be good for a target market and the 
blog would help educate customers. 

The concept relates well with the customer 
and target market. 

The app concept is original compared to the 
other concepts and would work well as a 
marketing and business conept. 

The idea would attract customers because of 
the rewards avaliable to them. 

Everyone is constantly on their mobile devices 
so the chances of them downloading the app 
would be highly likely. 

The AR idea hasn’t been done by a brand 
before so it would offer something different to 
customers. 

The app would be avaliable across multiple 
devices therefore it would be promoting the 
brand across massive platforms. 

ASOS have introduced the idea onto their 
website however it is not avaliable on their 
mobile app.
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The Final Concept

lucy &yak app

For my final concept, I have chosen to move forward with the Lucy & Yak Mobile App.

I have compared each of my concepts and I believe that the Mobile App would provide 
something new and exciting to Lucy & Yak which a lot of independent companies don’t have. 
The marketing concept would introduce a new concept to fashion brand applications through  
augmented reality which offers a new age of technology. The concept would intrigue 
customers to purchase with Lucy & Yak by offering a range of rewards and engage with them 
via a messenging system. This currently is proving effecting with money saving companies 
such as Yolt and again would offer a new way of connecting with customers to increase sales. 

When I researched the idea of having a pop-up event at the Northern Sustainable Fashion 
Revolution event at the end of April, I realised that it wouldn’t increase sales as much as I 
thought and therefore the success of the campaign wouldn’t be as successful. It would cost 
a lot of money to fly Raja and some of the Indian team over even if it is for a couple of days. I 
also found through research that not a lot of potential customers would attend an event and if 
they did it would be to gain new information and not to buy new clothes. 

Finally, the Instagram takeover concept is a good idea which would work alongside the app 
however as a singular marketing concept it will only introduce followers of the influencers to 
Lucy & Yak and wouldn’t be attracting a new audience. The Q&A’s wouldnt generate enough 
income for the brand and customers may not be interested or follow the YouTubers and 
Bloggers chosen to take part. The other downside to this concept is that not many people 
watch the stories across Instagram because of their busy life schedules so the chances of it 
being seen and watched is slim unless the follower is really interested in the influencer and 
the brand. 




