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WHO IS ABERCROMBIE AND FITCH 
Abercrombie & Fitch (A&F) is an American retailer that focuses 

on upscale casual wear for young consumers. Its headquarters are 

in New Albany, Ohio.

Abercrombie & Fitch was founded by  David T. Abercrombie and 

Ezra Fitch in 1892 in New York City. 

It has 744 locations in the US and 180 Internationally. 

They were once known for their sexy ad campaigns. Since then, 

the company has toned down its campaigns and no longer displays 

nearly nude models in their advertisements. Abercrombie and 

Fitch is now targeting an older consumer, from ages 18-25. These 

changes provide the hopes that the audience will see the company 

is evolving along with its consumers, and boost sales. 

https://en.wikipedia.org/wiki/Clothing_industry
https://en.wikipedia.org/wiki/Casual_wear
https://en.wikipedia.org/wiki/New_Albany,_Ohio


WHY ABERCROMBIE & FITCH
In recent years Abercrombie & Fitch 
sales have been declining with a recent 
drop by 20%,  also closing roughly over 
50 stores and are projected to continue 
closing stores in the next years to come.

Abercrombie has also been criticized in 

previous years for their overly sexy 
image as well as their unrelatable 
models that they use in their Ad 
Campaigns.



SWOT 
Analysis

Strengths:
● Abercrombie & Fitch considers themselves a casual luxurious 

brand great quality products

● They have a strong global presence,  their brand is a very well 
known retailer worldwide.

● They have a lot of variety when it comes to their products.  

● Apart from men and women sizes they also offer kids sizes for 
their brand at Abercrombie and Fitch Kids.

Weaknesses:
● Abercrombie and Fitch describes themselves as a casual 

luxury brand and their prices reflect luxury which can be a 
turnoff for many customers.

● Their sales have been decreasing since 2014, dropping by 
20%.  Their declining in sales has also forced them to close 
over a hundred stores in the US and with their continuous 
decline in sales more may continue to close.

● They don’t have a wide range of variety when it comes to 
sizes, leaving out plus sized young adults which is a very 
important market nowadays.



SWOT 
Analysis

Opportunities:
● Since they are still in existence, they still have a chance to 

make a comeback in gaining a larger market. 

● Since firing Mike Jeffries, they have a chance to hire a new 
CEO and clean up their image. Also since firing Mike 

Jeffries, they have a chance to not be constrained to their 
old stereotype of only appealing to a certain crowd. 

● Abercrombie and Fitch will have the chance to use a 
popular celebrity endorsement to appeal to more people.

Threats:
● Their main threats will always be fast fashion 

retailers since they are the most popular in retail 
right now. 

● Their competitor, American Eagle which has a similar 
aesthetic continues to be the more favorable of the 
two due to their continued diversity and better 
relatability to their current or future customers. 

● Their competitors also offer better promotional 
deals and rewards to their customers leading 
customers to their competitors. 



TARGET MARKET SEGMENTATION
Demographic: Abercrombie & Fitch have recently 
shifted their demographic to “cool” young adults, both 
men and women aged 
18 - 25 who are wear and want casual yet trendy good 
quality clothing, looking to live a youthful lifestyle.  
With our marketing plan we would want it to extend to 
not just one type of female or male but different kinds 
so the audience can be much more diverse.

Geographic:  Abercrombie & Fitch not only operate 

nationally but also internationally, having over 900 

stores worldwide.  Certain stores might have 

promotions going on depending on the area whereas 

others might rarely have promotional deals available, 

for example In New York City there are only two 

stores, one being the flagship store, and they not have 

that many promotional deals as the stores in suburban 

areas such as New Jersey mainly because those in the 

city are mostly visited by many tourists whereas in 

New Jersey there is more of a demand for promotions 

because it may be near to lower income families.  This 

campaign in particular will take place nationally and 

then hopefully it can be adapted internationally.
Psychographic: Psychographics measure customers’ 
attitudes, interests, and values. Abercrombie and Fitch 
has developed a mature and independent attitude and 
is not as sexually uninhibited as it was previously 
known for. Therefore, they are attempting to adapt to 
young adults, ages 18-25, by being a relatable, 
american brand with quality clothing. They have also 
started adjusting their price range to appeal to 
younger adults and putting them back in the 
competition against cheaper options such as H&M and 
Forever 21. 

Behavioral: The behavioral target market focuses on 
occasions and degree of loyalty. Abercrombie and 
Fitch is revamping their club loyalty program which is 
online at Abercrombie.com. They are working on their 
loyalty experience with their customers.



MARKETING MIX
Product:

With this marketing campaign we want abercrombie 

as a brand to generate more sales and expand its 

market allowing for there to be more diversity.  

Establishing better relationship marketing offering 

rewards cards and more promotional deals to allow 

for more foot traffic to enter stores (eg. student 

discounts).  Also using social media such as Snapchat 

and instagram to have weekly giveaways and to push 

content marketing.  Creating new, more diverse ads 

that feature a ‘group of friends’ that would be more 

relatable showcasing people having different sizes and 

races that can still emulate the “cool kid” vibe.  

Celebrity endorsement would also be an aspect of this 

campaign.

Price:

Since Abercrombie and fitch considers themselves as 

an upscale, American, lifestyle clothing brand, they 

had a price range to match. It was considered to be 

expensive to the young adult. Since recently changing 

their target market and their decline in sales, we think 

that they will have to adjust their price range to be 

more affordable and to stay in competition with the 

fast fashion retailers. Having more sales promotions 

could help. 

Promotion:

There will be a heavy use of social media such as snapchat 

and instagram because that is two of the main social media 

platforms that Abercrombie & Fitch’s target market uses.  

Having commercials is another way of showing the new 

campaign.  

Place:

This campaign will take place on a national level. If it 

goes well, it would be great to carry it internationally.



Marketing Goals
Our two main goals are to:

● Increase Abercrombie & Fitch Sales
● Expand their market



OBJECTIVES

INCREASING SALES

● PROMOTIONAL DEALS

● RELATIONSHIP MARKETING

● CELEBRITY ENDORSEMENTS



Promotional Deals

● Price is very important because although 

Abercrombie and Fitch considers itself a luxury, 

casual clothing brand, it would be very rewarding to 

offer more promotional sales, catering to their 

young adult audience, because they are the ones 

who are always on a budget, which will help to 

increase traffic into the store. 



Relationship Marketing

● Rewards Cards

● Snapchat - Another way to incorporate relationship marketing is to have fun and interactive ways 

to reach your audience.  





Celebrity Endorsements  

Currently what seems to be working well for most brands 
is having popular celebrities endorsing their brands. We 
think it's best to do the same thing and planned for 
Zendaya to endorse Abercrombie and Fitch. She has a very 
wholesome and relatable personality and falls into their 
current target audience.  This would definitely attract 

others to the brand.



OBJECTIVES

EXPAND MARKET

● CONTENT MARKETING STRATEGIES

● HAVING MORE DIVERSITY IN AD CAMPAIGNS



BRAND IDENTITY 
GUIDELINES



BUDGET

Plans Budget                                        $2,000,000

Snapchat AD                                                                                          $100,000.00

Celebrity Endorsement $60,000.00

Radio Spot/Podcast $40/thousand listeners                                                       $45,000.00

Google Adwords $2,000/month                                                                     $25,000.00

Campaigns $150,000.00

Rewards cards implementation $1,135,880.00

Collateral Materials                                                                                          $441,096.00

Cross Promotional Strategy                                                                                              $1,300.00



TIMELINE



COLLATERAL MATERIALS

The Collateral Materials we think would be necessary to have are:
● Printed newsletters: tangible newsletters handed out in store,  For 

the year it will have a total cost of $3,000.
● Magazines: Advertising in Teen Vogue magazine, using ads of 

different sizes for 4 months for the different seasons, Fall, Winter, 
Spring and Summer.  That would be a total cost of $422,096.

● Packaging: the customer will be a well organized and clean 
packaged box laying out the product bought.  Costing around 
$16,000.



DISPLAY ADVERTISING
For this Campaign we would like to incorporate online advertising such as a banner 
advertisement that that would be very rich in media having multiple images from the 
new campaign and we would Use Google Adwords to distribute the ads to various 
sites.  

Also having Ads on Snapchat that pop up between stories giving the option to swipe 
up and and have interactive features as mentioned earlier.  



RADIO SPOT (PODCAST)
Since we will need the most exposure for the revamp of 
Abercrombie, MODTV Fashion Video Podcast or Vogue’s 
Podcast would be the best because they are globally known.

MODTV Fashion Video Podcast has the option to watch as 
well as simply listen to all the breaking fashion news. 

VOGUE Fashion Podcast only as the option to listen to all the 
breaking fashion news



For database marketing, we plan to focus on three 
main points: 

Customer communications: Email newsletters to 
market to our loyal customers who sign up. 

Loyalty programs: they can store data about the 
customer's sales history, from the reward cards 
information. 

 Analytical Software: It is effective for a retailer to 
monitor their customers’ behaviour across 
websites, mobile apps and social media. 

DATABASE MARKETING



DIGITAL MARKETING We want to make sure we are paying attention to the right target 
audience: The people who are young adults, social media users, and 
fashion forward individuals would be our main target market.  

We plan to keep a close eye on the numbers and making sure our 
online visits are converted to dollars. 

We will make sure that Abercrombie stays mobile friendly and that 
the website is responsive on mobile since a lot of shopping is done 
on mobile devices. 



PUBLIC RELATION



CROSS PROMOTION 
STRATEGY

A cross-promotion strategy would be important 
and effective for Abercrombie and Fitch to reach 
promising new markets and customers. 

We plan to have Abercombie partner with 
Converse to do a joint contest or sweepstakes to 
win a trip for two out to California. 

The notification for the contest will go out to all 
of each company's customers and social media 
fans, so all the participants' information is 
exposed to all of their partner's contacts as well 
as their own. 



THANK YOU!


