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The Brand Strategy and Creative Direction Manual provides a clear strategic foundation fo ent
and launch of Cameli. It defines the brand identity, market positioning, and business n, ensuring
consistency across all consumer touch points. Created for designers, marketers, PR teams, and retail planners, it
includes storytelling frameworks, content guidelines, partnership checklists, and consumer insights strategies.
Supported by industry research, the manual ensures every decision aligns with Cameli’s vision and market

positioning. gl
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offer versatlle gender neutral garments that give people the freedom to dress accordlng to how they feel — w1thout the pressure to conform or
. overconsume (See Appendix B. for supporting research on Gender and Fashion Politics)




Brand Foundations

1ng ga ‘ments and retall spaces that consider diverse
es, abilities, and experiences. From adaptive silhouettes
d size-inclusivity to barrier-free store layouts and sensory
conscious environments, Cameli is committed to creating
a brand that is truly open to all. (See Appendix C. for
supporting research on acce551b111ty)

Cqmmumty-Plrst -

Prioritising spaces that foster connection,
collaboratlon and inclusivity (See pages 6- 7)

de51gns mlmmlse-_ i . : e without compr n We create a space for o Intentional Design - o
. diver: ' 12 | 2 Incorporating slow, multifunctional fashion
that adapts to a variety of lifestyles,
environments and body shapes (see page
31-32) ' :

Cultural Apprecratlon -
Honouring the 3egacy and influence of RnB
while creating space for its future

Diversity and Inclusmn
Prioritising 1nclu51\)e _mng'and visual
storytelling to ampllfy underrepresented
voices in fashion. (See Appendlx E.for DEI_

Creative Upliftment -
Encouragmg individuality through fashlon
'(se_e-pages_ 31-32) and music (see page 46;

Sustamable Practlce -

of creating.




CLOSE-

GAUDY

an lnEN'l""

lllng w1'th th&se w' a 'd: tﬁe fr edom of '

to see fashi_o_n as a form of personal storyte
self-expression.

(See Appendix G. for Brand Identity Prism)

(See Appendix E. for Brand Archetype)




Fig. 1 Close-up photograph of a 'f)erson wearing large browny
gloves with gold rings on top (2025)




Unsustainable

Expensive

BALENCIAGA

Chloé

Acne Studios

Sustainable

Fig. 3 Brand positioning map (2025)
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Unlike luxury giants like Louis Vi
which have high prices but limite
transparency, Cameli reshapes luxu
eco-conscious production and craftsma
2024). Compared to Chloe and Acne Studios
offers a more comprehensive circular model, leading
the way in ethical high-end fashion (Wightman-Stone,
2022; NSS, 2020). Additionally, while fast fashion
ike Shien, Boohoo and Zara occupy the lower
)th price and sustainability, mic o
h as Cos and Tentree offer m
on they don’t match the s
Cameli stein, 2023; Solis, 202
Wolff, 2023).

This positioning attracts

seeking long-term fashion

their values, setting Cameli apar

luxury and mass-market sustainable brands
al., 2025). As a result, Cameli pioneers a ne
for sustainable, inclusive, and future-focused

(See Appendix H. for Collection Prici
for Price Justification, and Appendix J.
Benchmarking)

blllty as 1mportant in thelr sh p—

- ping choices.
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UNSENTIMENTAL

SERIOUS 0o  PLAYFUL

CONFORMIST . REBE'-“OUS .

To maintain consistency and cohesion across all platforms, Cameli adher
hensive set of guidelines. These guidelines cover every aspect of the bran
typography to tone of voice. By following these standards, Cameli ensure
nications, both online and offline, reflect the brands core values and aestheti
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Brand Guidelines

dings use a smaller size of Gertie to maintain consistency with
headin a clear visual hierarchy, ensuring
g the content.

The body copy uses Kefa for its clean,
smooth legibility and professional look. Its s

BOdy Copy (BOld) BOdy copy (Regular) con-trast to the headings, enhancing the overall readabilit




ertner and Karim Sadli. The brands approac'h-‘
- of x_i_atural light, soft shadows, and muted colou

table, high-fashionidentity, ensu

nnection and storytelling, Cam _ T )
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ite shirt (2025)
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Cameli is committed to representing a diverse and inclusive community. Its models
should reflect a broad demographic, ensuring that our brand resonates with every

people and their unique stories. Our goal is to create an authentic and relata

that resonates with various individuals.
(See Appendix P. for Model Checklist and Appendix Q. for Model Testimonials)




Fig. 13 Person with short dark hair slick back hair wearing a 431005 Fig. 14 Side profile of a persons with cornrows wearing large
_grey coloured turtleneck knitted jumper (2025) : silver earrings and a black blazer and gloves (2025)




- Product & Offering

PRODUCT FEATURES

Cameli’s garments aim ackle overconsumption through creating singular products that ca e w m in a varlety of"" :

ways, including reversible styles, detachable elements, and adjustable fit points that allow each ple
lifestyle and mood. A" stand-out example is Cameli’s reversible long-line coat which can be wo ove_,r__38 diffe

transformmg from a long coat to two ]ackets lengths (regular or cropped) :| gllet or cape _usmg in le _f,'i;i:'s'te'ni',,r'l'gé;,._.r'naking it_ '

stry — from designers
‘to collaborate with

further information on the Burke collab r_atl_o_n

S'I'YI.E IIANDBOOI(

Each Cameli garment will come with a Style Handbook (fig.15) explaining its functions and the varlous ways it can be worn. To
reduce paper waste, physical copies — printed on 100% recycled paper — are only provided upon request at checkout. If this option
lly missed during an online purchase, customers can contact the Cameli customer service team to request a copy. For
hases, staff at the check-out will offer a physical copy of the handbook (fig. 15), an email link, or a OR code (fig.16)

digital version. :

c : tOm'erS-Will be sent an email confirmation containing the link to the handbook, which includes a detailed
ration, step-by-step guide, and FAQ’s. A second link directs consumers to a curated page on the Cameli website,
consumers have styled this garment for added inspiration.

(See Appendlx C. fo 2ot

Product & Offering

Fig. 15 Mock-up of a style handbook for the 38-style coat (2025)
(See Appendix T. for clearer demonstration)



Product & Offering

Fig. 16 Mock-up for a OR code link to the
style handbook (2025)

(See Appendix. R for Style Variations)




(Engao, 2024)
ury. (See Appendlx

: of re5pondents sald they own . P _ Of these 44 2°/o c1ted changes
- _clothes they never wear T A in personal style. T

Many consumers leave clothes unworn due to style change§ or size shifts. This data suggests
there could be a high demand for adaptable fashion. Cameli addresses this with timeless

designs that cinch in or out to fit different body types, offering versatility for any occasion
and reducing overconsumption. (See Appendix. AP for survey results)




STRATEGY

PUBLIC RELATION

Cameli’s PR strategy focuses on building authentic connections through influencer collaborations, editorial features, and commu-
nity-led events. By promoting the brand’s adaptable, RnB inspired designs and nature-focused identity, Cameli aims to generate
buzz across social platforms, fashion media, and pop-up activations, while reinforcing its commitment to sustainability, DEIA,
and cultural relevance. ..

(See Appendix X. for PR Overview and Appendix Y. for PR Strategy.

INFLUENCER MARKETING

Cameli’s influencer marketing focuses on TikTok, using takeovers, styling content, and BTS posts to highlight the brands adapt-
ability, personality, and story. All influencers will be carefully vetted to ensure they align with Cameli’s values and aesthetic,
maintaining authenticity and protecting the brand image.

(See Appendix Z for The Creator Economy and Appendix AA. Gymshark Casestudy)

Phase One.
Building Awareness

Phase Two.

Community En gagement&

Marketing Strategy

PRE-LAUNCH
TIMELINE

2nd March e
2026

Ath May 2026

6th Septembé_'r;.i
202617

. (For further detail see Appendle) sl :




Marketing Strategy

SOCIAL MEDIA PLATFORMS

Social media is vital for building awareness, shaping brand perception, and fostering community, especially during the launch phase. For emerging brands like Cameli,
it provides a platform to communicate values, promote new products, and engage with consumers. Han et al. (2024), highlights the value of early integration of social
media to gather feedback and generate anticipation. As effective strategies often take 6-12 months to yield results, early planning is essential (Millard, 2022).
Through pre-launch content (see Appendix. AB) and strategic activations, Cameli aims to establish a distinctive brand identity and attract like-minded consumers,
using social media not just for marketing, but as a tool for connection, storytelling, and long-term brand loyalty (Vinay, 2023).

(See Appendix. AC for Social Media Insights)

A structured content calendar (see Appendix. AD) is essential to ensure consistent visuals, tone, and messaging across all social media platforms (Kaley, 2022; Mousa,
Auso, and Gurler, 2024; Wilson, 2025;). While content will be tailored to each platforms audience (see Appendix. AE), cohesion reinforces Cameli’s identity and deep-
ens community engagement (Gustano and Rubiyanti, 2023).

All social media platforms will follow a dedicated content calendar (see Appendix AD.) to sustain engagement and track performance (Kenan, 2024). This includes
cam-paign visuals, product features, behind-the-scenes content, and community-focused posts. Each post will be carefully planned to reflect Cameli’s brand identity
while maintaining a dynamic and engaged feed that resonates with its audience (Fan, 2023). This structure ensures a consistent, engaging, and strategic brand
presence while keeping the audience actively involved (Kenan, 2024).

(See Appendix. AF for Impacting Social Media Trends and Appendix. AG for Social Media Guidelines)

SOCIAL MEDIA ADS

According to Camberato (2024), advertising is crucial for businesses of all sizes, as it plays a key role in building brand awareness and differentiates brands from its competitors (Pradipta
Utama, Sihaloho and Novia Nabila, 2023). In particular, social media advertising offers advanced targeting capability’s, allowing bands to reach highly specific audience segments based on
demographics, interests and behaviours (Camberato, 2024). This precision targeting not only increases brand visibility but also enhances engagement, driving higher-quality leads and im-
proving conversion rates (Camberato, 2024). By strategically investing in paid ads, Cameli can maximise their reach, strengthen their market position, and accelerate growth (Camberato,
2024; Radebe, Verkijika and Neneh, 2023; Popescu and Tulbure, 2022)

Fig. 17 Mock-up social media

platforms for TikTok, Instagram,

and YouTube (2025)

TIKTOK

INSTAGRAM

YOUTUBE

Marketing Strategy






Launch Execution

LAUNCH
EXECUTION ”

Cameli’s launch event introduces the brands’ identity (page 9), values (page 7), and multifunctional fashion concept. It aims to build awareness and excitement, foster
emotional connection, and showcase the brands commitment to sustainability, innovation, and community. With immersive experiences like live music and interactive
photobooths, the event encourag’e"S’_$0cial sharing, attracts press and influencers and positions Cameli as a forward-thinking disruptor in luxury fashion and provides
valuable feedback ahead of the full rollout. (See Appendix AH. for Event Schedule)

THE VENUE

Cameli’s exclusive launch event will take place in the Barbican Conservatory (see fig.20), a space that reflects the brand’s values of functionality, sustainability, and :_ S
harmony between nature and city life (Barbican, 2025; Champion, 2024). As a cultural hub with biophilic design, the Barbican offers an immersive setting for guests
to engage meaningfully with the collection. Launching here signals Cameli’'s commitment to redefining sustainable luxury through a future-focused, adaptable lens.

To promote its launch,'--ta neli lti-channel strate entred on community and creativity. Teasers, influencer collaborations, and interactive social média; '
campaigns will build excitemen e hez et al., 2021). The brand will partner with RnB artists and micro-influencers, encourage user-
generated content, and run countd s ar polls acr : nd TikTok. OR-coded posters will be placed in areas like Soho, along with email marketing and

press outreach (see Appendix Al. i s | 1 Hypet he aim is to generate buzz, drive RSVPs, and create an inclusive, memorable experience that
promotes Cameli’s new collection and brand value T : (Cds e
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Fig. 20 Cameli launch event at the Barbican Conservatory
(2025)




Retail Experience
Fig. 21 Cameli website mock-up shown on a phone,

laptop, tablet and desktop (2025)

‘of respondents said they would
visit a concept like The Lounge
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Retail Experience

Fig. 24-26 Mock-up cocktails for the pop-up bar (2025)




Retail Experience : Retail Experience

2 oz fresh grapefruit juice
1.5 oz fig-infused vodka 1 oz honey syru
1/2 oz orange liqueur

'~ 1/2 oz vanilla syrup

~ Dash of orange bitters

Ice

Fig. 27 Customisable reusable bottle made from recycled
metal (2025)




Retail Experience
Fig. 28 Reversible square tote bag made from recycled fabric

(2025)
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Retail EXperien‘ce

Fig. 33 The Lounge performance area with D] set and microphone

for live music (2025)




eli in Actio Cameli in Action

—
Cameli’s branding blends high-fashion aesthetics with clean typography and grain-textured imagery,

featuring a diverse range of models in muted tones. The dynamic, editorial style, with full-bleed imagery
and asymmetric compositions, mirrors premium fashion publications, enhancing its aspirational yet
authentic appeal. Sustainability is emphasised through matte textures, recycled materials, and nature-in-
spired imagery, reinforcing Cameli’s commitment to responsible fashion.

Fig. 34-35 Packaging made from recycled paper for online orders
with large imagery of people on the front (2025)



Cameli in Action
Fig. 36-37 Shopping bags made from recycled paper with large
imagery or people and nature with burgundy coloured strap and
large branding (2025)

Cameli in Action

Front




Cameli in Action Cameli in Action
Fig. 38 Three large packaging boxes for online orders stacked on
top of each large imagery of nature people (2025)

Back




Cameli in Action Cameli in Action

Fig. 39 Four stickers with Cameli branding (2025)



Cameli in Action

WWW.CAMELI.CO-UK

Fig. 41Cameli billboard mock-up (2025)
Fig. 40 Three mock-up lanyards for Cameli staff and visitors
(2025)




Fig. 41 Three mock-up street posters made from paper (2025
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Fig. 1. Pinterest (2025) Close-up photograph of a person wearing large brown glasses and black gloves with gold rings on top. [Photograph] At: https://uk.pinterest.com/pin/817614507386102642/ (Accessed: 08/04/25)

Fig. 2 Pinterest (2025) Close-up photograph of a person wearing a neutral suit with a white shirt and black tie, sitting on a white sofa. [Photograph] At: https://in.pinterest.com/pin/1145955067689435002/ (Accessed: 08/04/25)
Fig. 3 Tims, J. (2025) Brand positioning map. [Diagram] In possession of: the author: Horsham

Fig. 4. Tims, J (2025) Brand colours. [Graphic] In possession of: the author: Horsham

Fig. 5 Pinterest (2025) Close up of a person’s hand - showing details of the cuff of a beige trench coat. [Photograph] At: https://uk.pinterest.com/pin/817614507386412203/ (Accessed: 08/04/25)

Fig .6 Pinterest (2025) Person with blonde hair posing and wearing a black blazer and white shirt. [Photograph] At: https://nz.pinterest.com/pin/651473902387452500/ (Accessed: 08/04/25).

Fig. 7 Pinterest (2025) Blurry image of a sunflower. [Photograph] At: https://nz.pinterest.com/pin/817614507387290588/ (Accessed: 08/04/25).

Fig. 8 Pinterest (2025) Long green grass. [Photograph] At: https://nz.pinterest.com/pin/59883870039770257/ (Accessed: 08/04/25).

Fig. 9 Holdstock (2025) Person with nose ring and cornrows laying on their arm. [Photograph] At: https://uk.pinterest.com/pin/7881368094008112/ (Accessed: 08/04/25).

Fig. 10 Pinterest (2025) Close-up of a person with shoulder length brown hair wearing a black leather jacket. [Photograph] At: https://uk.pinterest.com/pin/817614507386407025/ (Accessed: 08/04/25).

Fig. 11 Bottega Veneta (2025) Person with short dark hair wearing a striped shirt and black tie with a yellow jacket over the top. [Photograph] At: https://www.bottegaveneta.com/en-mx/inside-bottega/collections/pre-spring-24 (Accessed:

08/04/25). Fig. 12 Pinterest (2025) Person with short dark hair wearing large brown glasses and brown knitted jumper. [Photograph] At: https://uk.pinterest.com/pin/817614507386406395/ (Accessed: 08/04/25).
Fig. 13 Pinterest (2025) Person with short dark hair slick back hair wearing a grey coloured turtleneck knitted jumper. [Photograph] At: https://uk.pinterest.com/pin/817614507386407064/ (Accessed: 08/04/25).
Fig. 14 Pinterest (2025) Side profile of a persons with cornrows wearing large silver earrings and a black blazer and gloves. [Photograph] At: https://uk.pinterest.com/pin/817614507386407438/ (Accessed: 08/04/25).
Fig. 15 Tims, J. (2025) Mock-up of a style handbook for the 38-style coat. [Graphic] In possession of: the author: Horsham

Fig. 16 Tims, J. (2025) Mock-up for a QR code link to the style handbook. [Graphic] In possession of: the author: Horsham

Fig. 17 Tims, J. (2025) Mock-up social media platforms for TikTok, Instagram, and YouTube. [Graphic] In possession of: the author: Horsham

Fig .18-19 Tims, J. (2025) Inside the Barbican centre. [Photograph] At: https://uk.pinterest.com/pin/140806232841889/ (Accessed: 08/04/25).

Fig. 20 Tims, J. (2025) Cameli launch event at the Barbican Conservatory. [Graphic] In possession of: the author: Horsham

Fig. 21 Tims, J. (2025) Cameli website mock-up shown on a phone, laptop, tablet and desktop. [Graphic] In possession of: the author: Horsham

Fig. 22-23 Tims, J. (2025) Mock-up pop-up bar. [AI Image] In possession of: the author: Horsham

Prompt: A small bar made from dark wood in the middle of the street. The bar has lots of plants and greenery growing up it. Inside the bar there are lots of glass drinks bottles filled with alcohol and a till behind the counter (Adobe FireFly: https://

www.adobe.com/home?acomLocale=uk)

Fig. 24-26 Tims, J. (2025) Mock-up cocktails for the pop-up bar. [AI Image] In possession of: the author: Horsham

Prompt: A high-end, minimalist cocktail presentation on a neutral-toned background. A refined cocktail in an tall elegant glass with a creamy foam top, the drink contents is a light green liquid with lots of ice, subtle gradient, and soft lighting. Accompanied by fresh ingredients like
strawberries, melon and herbs. A sophisticated and artistic composition with a slight vintage magazine aesthetic, soft shadows, and a muted color palette. Ultra-realistic, high-quality photography style. (Midjourney: https://www.midjourney.com/explore?tab=top)

Fig. 27 Tims, J. (2025) Customisable reusable bottle. [Graphic] In possession of: the author: Horsham
Fig. 28 Tims, J. (2025) Reversible square tote bag made from recycled fabric. [Graphic] In possession of: the author: Horsham

Fig. 29 Tims, J. (2025) Cameli’s biophilic store exterior. [AI Image] In possession of: the author: Horsham
Prompt: exterior of a retail store for a high end fashion brand specialising in outerwear, including trench coats and blazers. use the refercene as a style guide. i want large glass windows, lots of plants and dark wood (Adobe FireFly: https://www.adobe.com/home?acomLocale=uk)

Fig. 30-31 Tims, J. (2025) Cameli’s biophilic store interior. [AI Image] In possession of: the author: Horsham

Prompt: Interior of a clothing store that sells neutral coloured clothing and specialises in long-line coats, leather jackets, and oversized trousers. The store is made from dark wood, lots of large mirrors, loads of plants growing around the store. tree going through the middle of the store. There
is area for customers to sit on the brown leather sofa and read fashion magazines. The walls are made from dark wood. (Midjourney: https://www.midjourney.com/explore?tab=top)

Fig. 32 Tims, J. (2025) The Lounge mock-up w1th branding and outside seating area. [AI Image] In possession of: the author: Horsham

Prompt: create a pop-up store coffee shop x cocktail bar located in the middle of London, soho. The building is a glass building made from dark wood, red brick and covered in rainforest plants. Inside is a large bar where customers can order drinks to dine in or takeaway. its very luxurious,
modern and natural. (Midjourney: https://www.midjourney.com/explore?tab=top)

Fig. 33 Tims, J. (2025) The Lounge peff(’)rman'ce area with DJ set and microphone for live music. [AI Image] In possession of: the author: Horsham
Prompt: a Dj set in a room with lots of dark wood and plants all around(Midjourney: https://www.midjourney.com/explore?tab=top)

Fig. 34-35 Tims, J. (2025) Packag'ing made from recycled paper for online orders with large imagery of people on the front. [Graphic] In possession of: the author: Horsham

Fig. 36-37 Tims, J. (2025) Shopping bags rr_l:'éde from recycled paper with large imagery or people and nature with burgundy coloured strap and large branding. [Graphic] In possession of: the author: Horsham
Fig. 38 Tims, ] (2025) Thré¢ large'packgging.ﬁ'.oxes for online orders stacked on top of each large imagery of nature people [Graphic] In possession of: the author: Horsham

Fig. 39 Tims, J. (2025) Four stickers vﬁth Cameli branding. [Graphic] In possession of: the author: Horsham

Fig. 40 Tims, J. (2025) Thr'ele mock-up lényards for Cameli staff and visitors. [Graphic] In possession of: the author: Horsham

Fig. 41 Tims, J. (2025) Thre_e mock-up street posters made from paper. [Graphicl] In possession of: the author: Horsham

Fig. 42 Tims, J. (2025) Wooden Homgwa’re mock-up imagery for Cameli Home. [AI Image] In possession of: the author: Horsham
Prompt: create a interior of a luxury house with luxury furniture. The room is full of plants and dark wood accents will large glass windows (Midjourney: https://www.midjourney.com/explore?tab=top)
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. ESSENCE

Product Design - Blending streetwear silhouettes with modern tailoring, Cameli’s mul-
tifunctional garments are versatile, sustainable, and made to last, reflecting the brand’s
commitments to comfort, individuality, and reducing overconsumption.

Retail Experience — The store is a sensory-driven space designed for inclusivity and con-
nection, featuring RnB music, community events, and an accessible layout.

' BRAND PERSONALITY

BRAND VALUES

Community Engagement — Cameli Supports emerging talent by offering a platform for

creators through pop-up events llve performances and collaborations, fostering crea-

tivity and self-expressmn o

Sustainability — Cameli embeds sustalnab1l1ty throughout its process— from responsible

- sourcing and upcychng to-_-IOw -waste production, all with full transparency so consumer
understand the storyibe nd ach piece.

Soulful _5‘ De r_n_ot"ional connection, storytelling, and cultural resonance.

roachable, and connected to real people and their experienc-

"e_‘s:.ignl and concept, constantly evolving to stay ahead of cultural

_all backgrounds
fusion of confidence and comfort, blending streetwear 1nﬂuence

o ed in the bold spirit of RnB and 90’s Rap.

Creative Upliftrnent'.\ L5 Cultural Appreciation

~Community-first - Sustainable practice
- Empowerment of Emerglng Talent Accessibility and Ease

' Intentlonal Design = Emotionally connected design e

ve of creators and consumers, creating safe and inspiring environ-

g. It’s for those who embrace individuality and stand out with un— _ 2

Camell was created to challenge overconsumption and empower personal expresswn A

€ 'nd_s gender neutral versat11e deSIgns w1th modern tallorlng Camell encourag—

: _Drawmg 1nsp1ratlon from empowering energy of RnB and the boldness of 90’s Rap, the s
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According to Jian ichelsen (2024), Unisex fashion is becoming more normalised in the U.S., especially among thc gag gender equality political
hows that 36% of U.S consumers and 31% of U.K. consumers have purchased clothing outside their traditional gender norms (Fleck, 202:

ender-fluid fashion

this trend, Stati
growing accept

In contrast, although unisex fashion appears embraced in China, it remains constrained bt state-enforced heteropatriarchal ideologies (Jiang and Michelsen, 2024). Wang, Chiang
Xiao (2024), affirm t der roles in China are still rigid despite increased female 74% increased female workforce participation since 1952. olicies like the one-child policy
reinforced male pref; , contributing to a skewed sex ratio and gender discrimination (Wang, Chiang and Xiao, 2024).).

These contrasting examples suggest that unisex fashion is not inherently progressive; its meaning depends on the cultural and political contexts. In the U.S., it may represent identity
expression, whereas in China, it’s likely it’s for aesthetic, rather than social change (Jiang and Michelsen, 2024). Overall, the global rise of gender-fluid fashion cannot be assumed to
universal progress.

For a unisex brand like Cameli, this distinction is key. Gender-neutral clothing does not carry the same cult for all consumers (Jiang and Michelsen, 2024).
Therefore, the brand should avoid framing the garments as inherently political, instead celebrating them as expressions , comfort and versatility. A culturally sen.',tive,
inclusive approach allows consumers to connect the collection on their own terms. Importantly, this approach does not mean that Cameli will remain silent on critical issues s as
gender equality and trans rights. Rather, it means that the garments themselves aren’t positioned as political tools, but as inclusive designs that offer space for individua
regardless of identity.

However, this balanced stance carries risk. Brands that avoid political engagement may appear indifferent in a market where 62% of consumer expect them to take
2021; Isaza, 2024). While avoiding overt political stances might safeguard Cameli from backlash, it also risks undermining brands authenticity and relevance to a try increasing-
ly driven by social values (Sandes, 2024). Conversely, if Cameli where to adopt a more explicit activist stance, it may be accused of participating in “woke capitalism” - a term used to
describe brands who are perceived as leveraging social justices for economic gain and marketing appeal (Adams and Zengerer, 2022). In this scenario, even well-intentioned activism
could be dismissed as performative or insincere.

Ultimately, Cameli faces a complex balancing act. Whether subtle or outspoken, its social stance must be authentic, values-driven, and backed by measurable actions. This is essut"ll
to maintain trust, resonate with its audience, and remain relevant in a fashion industry increasingly driven by ethics and identity (Sandes, 2024)

% I_ri response to the accessibility cha
“sive. The brand is reimagining its physical spaces by installing lower counters, adjustable clothing rails, and fitting rooms with floor-to-ceiling doors and accessible locks — desig
chmces that allow all customers, regardless height or ability, to navigate the store independently and with dignity. Crucially, Cameli seeks to reach out directly to Burke to collab-

ke highlights the pervaswe 1nacce551b111ty of retail env1ronments for people with disabilities, particularly for little people like herself
retail spaces are overwhelmmgly designed with only able- bodied individuals in mind, leading to the systematic exclusion of others - of-
equences. She 1llustrat_es this through examples of cloth_lng rails positioned too high to reach, garments designed without consideration
with heavy curtains or inaccessible locks. Burke’s experiences show that exclusion in retail is not limited to physical barriers but extends
nstance, being forced to buy‘-:'c'hildren’s clothing, which does not reflect her adult style or dignity (Burke, 2017b).

In her TED Talk, disability advog;
(Burke, 2017b). Burke (2017b
ten unintentionally, but with sigi
for diverse body types, and cha
to a deeper denial of persona

Burke expands on these issue
thought (Burke, 2017a). She
ically, Burke’s (2017a) insi
and broader perceptions of
beginning, ensuring the br

‘ematic change that anticipates a range of bodies and needs, rather than assuming able-bodied norms as the default (Burke, 2017a). Crit-
a lack of accessible design is not merely a functlonal oversight but a form of social exclusion that impacts brand loyalty, consumer trust,
r brands like Cameli, this highlights the need to 1ntegrate inclusive design thinking across both dlgltal and phy51cal spaces from the very
ble, welcoming, and respectful of all consumers. e

ges highlighted by Sinead Burke, Cameli has taken proaCtive._;é-teps to ensure its retail envirohments and product de'éigns are genuinely inclu-

orate, to embed accessibility into Cameli’s brand strategy, rather than as a superficial add-on. This partnershlp not only lends authent1c1ty and credibility to Cameli’s commitment

to 1nclu51v1ty, but also allows the brand to create garments thoughtfully designed for a range of diverse body types (Tahkowska 2024) By prioritising accessibility from the outset,

Cameli strengthens its long-term brand equity, differentiates itself in a competitive market, and aligns itself with growing consumer expectations for soc1ally responsible, inclusive
businesses (Patrick and Shulman, 2024; Trkulja, Primorac, and Bili , 2024). Rather than viewing accessibility as a compliance issue, Cameli p051_t10ns_ it as a core design principle
that enhances the overall consumer experience. k : : 2 P A :

er BoF Voices talk, emphasising that acce551b111ty must be embedded into design processed from the outset rather than treated as an after-

79
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Cameli is committed to using natural, biodegra
like polyester, nylon, and acrylic, which relea

Tencel (Lyo able fabr e from sustainably sourced
wood pulp, ed-loop pr that recycles water and
Tencel is soft, breathable, and nat-
g both sustainability and comfort

, 2025).

Organic Linen: Made from flax plants, organic linen is a lightweight,
breathable that’s biodegradable and requires very little water and no
pesticides, it has a timeless quality and naturally softens with wear,
making it ideal for year-round wear (Tamm, 2025).

Recycled Wool: Sourced from post-consumer wool garments, recycled
wool helps reduce the environmental impact of wool production, while
still offering warmth and durability without contributing to microplas-
tic pollution (Camilli et al., 2025; Wiedemann et al., 2022).

d non-toxic materials that do not contribute to pla&: pollution or mi
plastics when washed (Choi, Kim and Kwon, 2018). Instead, we op

ynthetic fabrics

Hemp: A highly sustainable fibre that requires minimal water and
pesticides to grow (Ahmed et al., 2022; Kaur and Kander, 2023; Stan-
ton, 2019). Hemp is durable, biodegradable, and improves soil health,
making it an excellent choice for durability (Kaur and Kander, 2023).

Cork Fabri rk fabric is a renew-
able and natur k trees (Yadav and
Singhal, 2024). It’s a sustaina ative to leather that is
both durable and biodegradable (Clan Earth 2025; Graham, 2025).

the London area, where customers can return used packagmg and boxes to be reused in future orders Asa thank you part1c1pants receive a £10 store credlt Voucher ]
aging respon51ble-d1spos_al _and rewarding conscious consumer habits. For those unable to reach the London drop-off points, a postal return option is also available, making it
easy for anyone to take part in the initiative no matter their location.
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Name: Asymmetric Cross-

' Product Aésthetic _ Timeless, preppy, oversized yet

. Tone of voice - (see page 15) Name: 38-Style Long Line Name: Reversible Har- Over Wide Leg Trousers
structured silhouettes Brand Personality — Informative, conscious and inclusive.(see page 8) Reversible Coat rington Jacket Price: £120

Material & Fabric - ngh quality, sustainable materials Communication Style - Educational, values-driven, engaging, community

recycled fabflCS) driven, friendly and responsive. Price: £280 Price: £130

Functionality — Modular designs with detachable ele-
ments (e.g., reversible features, adjustable lengths, re-
- movable sleeves).

Colour Palette — Neutral, earthy tones inspired by na
. ture (see page ).

- Typography & Logo - Simple yet meaningful

. Packaging — Eco-friendly, subtle branding, minimal

Sustainability — Every aspect of Cameli’s produc-
tion aims to be eco-conscious (packaging, sourc-
ing, manufacturing, distribution).
Ethical Production — Commitment to fair wages,
responsible sourcing and ethical supply chains
<:|Diversity & Inclusion — Size-inclusive and gen-
der-neutral options, ensuring representation in
campaigns, social media posts and on their web-
site. ;
Innovation — modular garments that push con-
ventional boundaries
Community-driven — Encouragin
engage with the brand throu,
teractive social media conte:
life-choices.

Name: Reverible Cinch-
Waist Shirt

Name: Reversible Asym-
metric Leather Jacket

Name: Collared Wide Leg
Trousers
Price: £120

Transparency — Ope" ly sharmg sourcing details,
production processe: and sustainability reports. S
Aftercare & Longevity - providing repair guides, i)

longevity tips, second—hand selling scheme, and C:>

promoting the c1rcular economy SR
Brand Loyalty — En' ouraging repeat customers
through exclusive collections and drops, sustain-
able loyalty scher and community involve-

Price: £60 Price: £310

onsumers to

NOILVSITVNHIALNI

Name: Reversible Clnch- % N i _ o Name: Reversible Asym-
Waist Blazer metric Denim Jacket

PICTURE OF RECEIVER Name: Reversible Sweat-

; e Sy - shirt
= Fashlon-cogscmu_s_-,_ but pr.lorlFlses sus.talnablh-ty : - Confident in making ethical, fashion-forward ch01ces Price: £170 Price: £130 Price: £100
- Values quality over quantity, invests in versatile pieces - Empowered by a wardrobe that adapts to their hfestyl ' ; :
- Perceives themselves as environmentally responsible, forward-thinking and mod- - Creative and expressive with fashion
ern ] - Part of a like-minded community made up of creatl"

- Interested in slqw fashion advocate sustainability



Cos

Category

Brand Identity ' air S Streetw sets New York Minimalist Parisian chic ~ Modern, timeless essen-
dge tials ' '

Price Point

Premium/mid-luxury Mid-rlang.e':/high'_'s_tree_t

Some eco-friendly lines, uses retycled/organic
not core to the brand fabrics, circular design

Sustainability Adaptive desig -«__‘-.’_? sustainable 1
, uses bio-based

1ntegrat1ng cuttmg edge mater1a1 innovation, prodcust l.r'festyle manage et aind initiatives i
in use for as long as possible (Rattalino, 2017; Van Der Velden, Maitr Ek Inclusivity/DEIA _lelfed nclusivity in de- Some representation in

or marketing campaigns, limited ac-
i cessinle design

. Affluent eco-conscious 3 ’ Creative professmnals and jMass affluent urban
ues—driven,f consumer ltur : _m1n1mahsts Ty - ‘modern mlnlmallst

: demograph 2 i :
S R ol : - : ! - ; ~ Retail Presence Emerging
Akey challenge in sustainable fashion is pr' ing (Sara en, 2024 fast ere costs are kept Ic xploiting labour and ubstandar er i eli’s pricing : M e o yith plans

Cameli prlorltlses adaptablhty, eco-conscious productlon,' Customer Base

lower-impact materials and ethical initiatives, its efforts re

Global flagships and Boutique stores (NYC ar
e-commerce London) and limited stoc]

llne presence e- commerce o
lists : i ]

sibility-focuse
cal retail store
ActiVely seeks com- Adidas, Parley for the =~ New Balance, Porsche
ity-led, inclusive Oceans

Y "_label that merges purpose w1th style

Design Aesthetic __f minine, -conscious  urbas portswear, herit-  Simple, clean, refined cut Functional minimalism

r_Flagshlp stores and strong' -'Global stores and strong |

";'-_:__lelted but growmg stra

Afro-Atlantic 1demn
meets European lu
tailoring

Luxury/Premium

Collaborates with sustain-
able partners, not core
strategy

Strong cultural storytell- '

ing, inclusive casting,
adaptive design not a
focus

'Artlstlc tallored rich in

cultural references

Cultural tastemakers
i 'fashlon 1nsrders :

.' St?gkéﬂ-'in" 1Ii>'<"ufyf retailers
~and own e-commerce

“Adidas, Dior, various art-

mng 1tself asa future facmg



rt outlines key Autum/Winter 2025/26 trends, focusing on the evolution of Britpop-inspired menswear (Isaac, 2025). Like Cameli’s cc
silhouettes, sustainability, and functionality, appealing to multiple generations (Isaac, 2025). This approach demonstrates a deep engage
rial exploration, and the adaption of historical influences into modern, wearable solutions. Additionally, this trend suggests a shift towards sophisticated,
ding classic elements such as checks and plaids with eco-friendly materials, (Isaac, 2025; Chow, 2025).

the design pr
yet modern piece

Key design strategies include innovative fabrics, modular design, ecol-endly textiles, and relaxed tailori
reimagined with modular deigns and layering techniques, and sustainable materials, incorporating circ
reflects a broader industry movement towards responsible fashion, aligning with contemporary expe
sumerism (Blasberg et al., 2024; Wong, 2025).

025). Isaac (202

5) highlights the trench coat as a core item,
durability and recyclability (Isaac, 2025). This
l impact reduction, and conscious

Cameli embodies this movement through its modular trench coats, aligning with the report’s emphasis on layering, adaptability, and r ed tailoring for versatility
through integration of adaptive features that allow the garments to transform for extended wear and multiple styling possibilities (Isaac, 2025). Cameli and the
tise sustainability, incorporating recycled textiles and circular design principles, ensuring garments are durable, recyclable, and adaptable (Isaac, 2025).

The integration of modular garments, specifically trench coats, and plaid patterns across Cameli’s collection effectively showcases its alignment with A/W
application of innovation, material research, and modern tailoring techniques, Cameli demonstrates an acute awareness of industry advancements and consu
translate trend research into functional, forward-thinking design solutions reinforces its place within the evolving fashion landscape.

While the Men’s Elevated Britpop report outlines key A/W trends, focusing on the evolution if Britpop-inspired menswear, further primary research highlights that this tren
transferable across menswear, womenswear and gender-neutral collections (Isaac, 2025). Primary research was targeted at luxury fashion brands’ 2025 collections —
A/W- such as Rabanne, ALD and Saint Laurent, confirms that the blend of classic elements such as plaids and check patterns, elevated modern tailoring and adaptable
limited to menswear alone. This aligns with Cameli’s position as a unisex luxury fashion brand, embracing these trends throughout its A/W collection.

LELONGLINE COAT  REVERSIBE CINCH-WAIST

- e Detalls Hasaad]ustable Bﬁ;c’lilé_laf

_ , 1ck of the shirt fora choice
~ of aslimor oversized fit. Can be reversed. =~~~ =




.Detai__ls_'.'.Ha_-s: él__'_adjustéble buckle at the ba e Details: Can b ersed, wi ed, _ _ ‘Details: Can be reversed, worn B oo e D.efé_l'._i_ls".'-_c_‘a-_n;b'e: reversed, v , and arm L Details Can be reversed, worn as full length, 3/4, Details: Can be reversed, worn as full
shirt for a choice of a slim or oversized fi oved: + o / : : cropped, and arms can be removed. ot Cean Beremovel e e e . or as shorts : s - _ length, 3/4, or as shorts :
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IBLE SWEATSHIRTY

Details: Can be reversed, worn cropped, and arms can
be removed.

Cameli’s flagshlp store is 1ntent10nally de51gned with b10ph1hc features through

product1v1ty, 1t had_..
effect, where addit

For Cameli, these fmdmgs underlme the impor
must focus on purposeful, emotionally reson:
Cameli could do this though educational videos o _sustalnablhty, 1nteract1ve Al mirrors to hel
spired sounds such as flowing water or chlrpmg blrds In doing so, Cameh doesn t just foll"’ W
its identity as a brand drlven by adaptablllty_,, '
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According to Hastings et al. (2023), the global second-hand market is predicted to double in size by 2027, rea
ic. This refl cts a notable cultural shift in consumer behaviour, particularly among younger consumers, w
consumption, and alternative fashion systems over fast fashion. For brands like Cameli, which are rooted
opportunity to align with a generation seeking ethical, transparent, and socially engaged alternatives (Do

THE SECOND-HAND MARKET

£282 billion, with Gen Z emerging as the most active demograph-
creasingly prioritising environmental responsibility, conscious

iples o ility and slow fashion, this shift represents an
os, Val 22).
g

However, this growing preference for second-hand shopping also presents challenges. As resale platforms become more mainstream, slow fashion brands may struggle m
sales volumes, particularly when competing with the affordable and convenience of preloved goods (British Fashion Council, 2024; Li and Sundararajan, 2024; McNeill
don, 2019). Furthermore, while Gen Z’s engagement with resale markets appears driven by ethical concerns, it can also be partially driven by economic factors or a
tinuously refresh wardrobes, which risks perpetuation a cycle of overconsumption despite being framed as sustainable behaviour. Notably, 56% of Gen Z’s and 55
living paycheck-to-paycheck, highlighting the ongoing impact of the cost-of-living crisis on their financial decisions and lifestyle habits (Deloitte, 2024).

In response, Cameli will implement a garment take-back and resale scheme as a key element of its circular strategy. This initiative will allow customers to return incentivising
sustainable behaviour while enhancing customer loyalty (Liu and Mattila, 2016; Silva, 2024). Returned garments will be carefully refurnished if necessary and resold at a reduced
price - extending their lifecycles and reducing textile waste with circular economy principles (Coscieme et al., 2022: Shamsuzzaman et al., 2025). This strategy not only reinforces
Cameli’s commitment to sustainability, but it also strengthens its position as a forward-thinking, socially conscious brand that responds innovatively to both environmental con-

cerns and the financial realities of its core audience (Hilton Segel and Hatami, 2023). In doing so, Cameli reinforces its identity as a future-focused brand rooted in accesmbﬂ“_

inclusivity, and long-term value creation

- ular and climate-conscious designs
L .fashlon (Samba 2024 Zhang et al, 2024).

ol f;ln'ANCls OF COL(

2019), colour can SIgmflcantly 1nfluence consumer behaviour by evoking both positive and negative
tova and Shamoi (2024) support this concept, suggesting that specific colours are associated with emotional
design and brandlng, ensuring that de51gns are not only visually appealing but also emotlonally resonant with con

According to Obeng et .
impact purchasing decisio
underscores the importance ¢
and Westland, 2024).

port by Samba (2-024’) offersmlght into how colour trends reflect cultural and environmental shifts. By aligning with these trends,
suring their collections _re_majin r’ele'va_n-t and emotionally engaging for consumers (Sair, Sohail and Rafiq, 2023).

Additionally, the Design and Colo
brands can design with intention a

1, Geo-Logic, and Empowered Play ensures the brand remains connected to consumer values like emotional well-being, adaptability,
mbining these trends with a muted tlmeless pallet, Cameh strikes a balance between trend awareness and brand consistency — ensur-
air, Sohail and Raflq, 2023) : :

For Cameli, incorporating trends 1
and creative self-expression (Sambag
ing long-term relevance in a chang

WGSN Colour Forecast 26/27 O
The Design and Colour Directions ¥
riors (Samba, 2024). Cameli’s
adaptability and relevance (Kh

BA/W 26/27 identifies' th"re"e'key design narratives: Kintentional, Geo-Logic and Empowered Play, which influence fashion, beauty, and inte-
tegrates colours from all three trends, focusing on long-term, sustainable colour planning and emot10na1 connection to ensure the brands
20; Samba, 2024; Takacs, 2018)

Kintentional focuses on emo
tional depth and inclusivity, t
ningham, 2017).

on, inclusivity, and well-being — values that align with Cameli’s communlty -driven ethos (Samba, 2024). By using colours that evoke emo-
ngthen its identity as one rooted in connectlon adaptab1l1ty, and cultural significance (Gupta and Dmgllwal 2023; Kawa1 et al, 2022; Cun-

cts, services, and spaces that enhance adaptability ar::i;d'r:es'ilience by emerging technology with nature, which directly supports Cameli’s mod-
periences (Samba, 2024). As the demand for versatile fashlon increases, this trend relnforces Cameli’s commltment to adaptable sustainable

Geo-Logic explores opportuni

.Empowered play celebrates self-expression, bold contrasts, and playful practicality — concepts that resonate with Cameh S focus on expresswe mult1funct10nal garments (Samba 2024)

Whlle the brand mamtams a neutral outer pallet, it embraces this trend through colourful inner linings and rever51ble designs, balancmg trend relevance w1th its m1n1ma1 aesthetic.

By allgnmg these key d1rect10ns Cameli ensures its collections maintain emotionally engaging, adaptable, and relevant w1thout compromlsmg 1ts brand cons1stency and long-term
vision (Sair, Sohail and Rafiq, 2023). Al :




Public Image and Brand Alignment:
Models must have a p051t1ve publlc reputatlon and

there not ]ust as models but as individuals w1th umque storles and 1dent1t1es RlO (nght)
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APPENDIX S. COLLABORATION VETTI

E EXPLAINATION
: " REVERSING THE ARMS DEMONSTR/

Cameli will collaborate exclusively with brands and individuals whose values closely align with its own. To ensure integrity and protect the brands re strict vetting process will
be followed, including a set checklist to assess potential partners. This precaution helps avoid associations with entities whos ctions contradict Cameli’s core principles.

Questions to be asking:

Does the individual/brand share similar values around inclusivity and diversity?
Do they actively support underrepresented communities?
Do they practice sustainable production methods or show transparency in their supply chain?

Do they uphold fair labour practices? .

Have they been involved in any public controversies or scandals that contradict Cameli’s values?

Will this partnership bring value or inspiration to Cameli’s audience?

Does their aesthetic and creative direction complement Cameli’s visual direction?




Market overview:
In 2025 the luxury fashion market is nav1gat1ng a ompi

Houghton 202 5)

.M'arket Size and Grow’th"-

packing for when travellmg partlcularly short haul, seekmg functlonal and versatlle garments to meet
his travel needs -though options that fit this criteria are limited. He consumes media on Instagram,

Pinterest, and Twitter (X), ‘where he follows influencers like Tyler, the Creator and Wisdom Kaye for
fashion and creative 1nsp1rat10n His key pain points include limited opportunities for customization
and finding fashion that aligns with his personal style without contributing to excessive consumption.




(APPENDIX V. CONTINUED)

CONSUMER 2.
THE CONSCIOUS FASHION ENTHUSIAST

Romana is a 24-year-old female fashion buyer based in Central London, earning approximate-
ly £40k annually, with an educational background in supply management. She is highly en-
gaged with, and prioritises sustainable fashion and independent designers, favouring quality,
longevity, and transparency in brand ethics. Her lifestyle is driven by cultural experiences,
travel, and music, particularly RnB and rap. She actively consumes digital content, using Instagram
as a tool to find aesthetic inspiration and brand discovery, TikTok for styling tips, and YouTube for
in-depth fashion documentaries, particularly about sustainability. She mainly shops at sustainable
brands such as Stella McCartney, ARKET, Ganni and PANGAIA, as well as second-hand marketplaces
like Vinted and Vestiaire Collective. Her purchasing decisions are influenced by authenticity, crafts-
manship, and exclusivity, favouring brands that foster community, co-creation, and collaboration. Key
frustrations include greenwashing, the dominance of trend-driven fast fashion, and the challenge of
finding garments that align with her personal style and values. She follows sustainability advocates
like Venetia La Manna and brands such as Story mfg and ARMEDANGELS for ethical fashion inspiration.

1or1t151ng long-term value, adaptability, and affordability over impulse-driven
Gwyther and Medelros 2025). With 72% of consumers feehng concerned about

[, 2024; Capgemini, 2025). Additionally, The State of Fashion 2025 Report by McKinsey & Co
shoppers planning to spend the same or less on fashion compared to 2024 (Brlggs 2024). Similarly, a
d economic pressures (Bak et al., 2024; Capgemini, 2025).

1s shift suggests a possible opportunity for brands like Cameli, to refine their marketing strategies by emphasising the durablhty, versatlhty,
and sustarnablhty By frammg their offerrngs as long -term 1nvestments rather than short term purchases Cameh could appeal to co umers

sustamablhty -driven consumers (Mesa et al., 2022; Capgemini, 202 5). Unlike traditional brands that rely o |
Cameli’s business model alrgns with the rise of investment fashlon where consumers prlorltlse durabll_rty_., (

fashion, such as interactive styling tools, Al-driven outfit generators and trade -in programs that allow consu_ g to refres_ eir wardrobe at a
lower cost and encourage a circular economy (Yu, Xie and Lu, 2024; Geissdoerfer etal., 2020) A loyalty program ‘that offer exclusrve offers and
discounts for members, could foster consumer-brand connections, increasing both purchase intent and long-term engagement' whrle meeting
the demand of budget-conscious consumers through money saving incentives (Gorlier and Michel, 2020; Euromonitor Internatlonal - 2024).

However, pricing strategles-‘reqmre careful con51deratlon as consistently selling garments at a lower cost-ca_n- have several long-term conse-
quences on the brand (Inderst and Obradovits, 2023). Firstly, it erodes profit margins, which can impact the brands adaptability to invest in
quality, innovation, and sustainable practices (Inderst and Obradovits, 2023). It could decrease the percerved value of the brand, sifting the
brand from a premium, high-quality brand to a cheap and low exclusivity (Inderst and Obradovits, 2023; Agmeka et al, 2019). This shift could
create negative customer expectations, where shoppers begin to anticipate sales or discounts rather than purchas_mg it at full price, resulting
in damaged reputation, making it harder to position the brand as a market leader (Klotz, 2022). In the long -term, hese factors may undermine
customer loyalty, as price-driven behaviour may overrlde genuine brand affinity, leading to less engageme { _'b and. on a deeper more
value-driven level. ; % S e

%o of fashion executives cite a lack of consumer confidence and willingness to spend as major concerns

ghllghts that 2/3 of U.S. consumers are buying less, opting for cheaper alternatives, or delaymg purchases A

SUMER SHOPPING HABITS

| 18°/o of 18-24-year-olds saying they

take part in ‘no spend months’ and 21%

' trying ‘no impulse purchases’ (NatWest

Group, 2024)

“Gen Z is adopting an anti-capitalist
approach to spending by rejecting over-
consumption in exchange for investment
purchases that are built to last” (Ventu-
ra, 2025)

More than 60% of consumers in the US
and UK say that they are minimising
their spend on fashion “often’ or “as

much as possible”’ (BoF and McKinsey &

Company, 2025).

569%o0 of global consumers will wait for
sales or discounts to buy designer prod-
ucts (Vogue Business, 2025)
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Objective:

PRE-LAUNCH |

Key messz
“Cameli is more than a clothing brand - it’s a communi
where creativity meets purpose. A multifunctional space
music unite to celebrate individuality, amplify diverse voices,
self-expression, all while embracing sustainability, wellness and co
consumption through high-quality and versatile designs”™

areness and anticipation around the launch of Cameli by positioning it
lturally rel“tg space where fashion, music, and community intersect.

cus on storytelling, influencer collaboration, and media placement that

nds creative ethos, RnB roots, and commitment to inclusive, sustainable practi -

March 2026: Initial Announc
Goal: Start teasing the brand

v behind Can__leli_, :_and-;'gei:_; themedla _interested.

up ommg launch (see page )

ity in its representation, creates a space for underrepresented voices, - Develop and distribute teaser

and offers accessible, multi-functional design that aligns with a slower, more conscious approach  Target Media: ) . - Begin building relationships s key journalists and loggers in the fashion, music, and sustalnablllty spaces (see page)
to consumption - cultivating a brand experience that is as socially responsible as it is creatively Fashion and Culture: Music and Lifestyle: - Start engaging with influence ign with Camell s values to generate excitement
expressive. - TRENCH 2 e .
- Complex UK
! Vusic May 2026: Media Outreac nch Interviews Gso
Supporting Themes: i Goal: Deepen media relati rovide more details about the brand
Connection through shared experiences — bringing individuals together through a mutual love
for music, fashion, and self-expression. e - Send out exclusive medi i€t journalists with more information about the brand, product teasers, and visuals
. ) I N ] ) ) . - Pitch interviews with th start creating anticipation and positioning Cameli in the press )
Multi-functional design for modern living — adaptable pieces that blend functionality, style and Launch Tactics: - Within the interviews h i’s focus on sustainability, diversity, inclusion, ethics and multlfunctlonallty to tap into growmg trends.
personalisation. Press Release (see page) B e a5 _ : ;
Influencer/Creative Gifting (see page
Celebration of RnB culture and emerging talent — creating an opportunity for rising artists and Pre-Launch Teaser (see page) s i
culturaexcESuu \SIEP La;r;c}lll (see page) ) Eeraan :._July 2026 Bmldmg Anticipation
. . . " ) ] . gry FlichesiSe e ) % i Goal Con : 'ue to generate buzz and ensure media outlets are covering the upcoming launch
A new blueprint for immersive experiences — blending fashion, sound and space to build a com- Event Photography and Real-time coverage (see page) ' e (2
munity, improve wellness and encourage sustainable practices. i } : ' ' ;
Key Spokesperson: - Begln to send sneak peek visuals or BTS content from the design process or the upcoming launch event to medla and lnﬂuencers

Inclusivity at the core - representing diverse body types, backgrounds, and creative identities Jessie Tims — Founder and Creative Director - Pitch feature articles and stories on Cameli’s sustainable, diverse and ethical fashion philosophy, modular de51gns and music collaboratlons e
across visuals, products, and community outreach. ;



4th September: Launch Event
Goal:

(see Launch Event Timeline page )

October 2026: Ongoing-Engagément and-'Gro'wth

Goal: Establish the brand as an ongoing ‘media presence

- Share customer stories or testlmomals and real-life cases of the multi-functional pieces to keep the press talking about the brand
- Continue partnerships with influencers and media collabs to keep the brand visibility hig

- Plan any new seasonal campaigns or new product launches to keep the momentum going beyond the initial launch period




-

APPENDIX Z. TH TOR ECC

L
The Creator economy is projected to reach $500 billion by 2027, presenting a significant opportunity for brands like Cameli to expand their reach and relevance through strategic influencer collaborations (Napoli,
2025). As social media evolves from platforms for personal interaction into entertainment-driven eco-systems, content creators are increasingly shaping culture, politics, and commercial influence (Kolo, Roth,
and Haumer, 2024; Napoli, 2025). With over 207 million global content creators, and a substantial portion of Gen Z identifying with creator-first creator class, brands must rethink traditional marketing models
(Napoli, 2025).

Napoli (2025) urges brands to support creators of diverse backgrounds, not only to reflect the broader societal population b challenge ed demographic assumptions. For Cameli, this aligns per-
fectly with its inclusive and RnB-inspired identity. Collaborations with emerging artists, stylists, and cultural voices such as disability ad rke or Sustainability advocate Dana Thomas, Cameli can
strengthen brand authenticity and enhance community engagement through co-created content and events at The Lounge (Berry, 2024; Fr 4).

Al col-
ar, and

. 'This

To deepen engagement and align with Gen Z’s tech-savvy preferences, Cameli could experiment with Ai-generated music playlists, like Spotify’ AI DJ. Napoli (2025) highlights the potential o
laboration as a tool to improve operational efficiency and storytelling — though this raises questions about authenticity and the potential dilution of the creator’s voice (Hund, 2024; Jayasing
Vanathaiyan, 2025). Curated Al playlists could reflect Camlei’s evolving mood, seasonal collections, or even be co-developed with influencers and artists to extend their personal style into t
could strengthen the brands’ identity and consumer engagement through multi-sensory storytelling and immersive, shareable moments for consumers (Mokoena and Obagbuwa, 2025). i

Furthermore, the report stresses the growing demand among younger consumers for transparency and shared values. This creates both risk and opportunity for brands. Aligning with the wrong influencer can
have negative implications to a brands image and credibility, while thoughtful, value-led partnerships can strengthen loyalty and build trust (Swaminathan, 2025). Collaborates with climate-conscious voices, for
instance, can help rebuild brands trust in a climate of widespread greenwashing scepticism. Strategically, Napoli (2025) advocates for investing in immersive, creator-led experiences and long-term partnerships
to cultivate deeper emotional engagement and brand affinity (Swaminathan, 2025). However, while these approaches promise high returns, they require brands to relinquish some control and fully commit to
co-creating with influencers — an approach that may not align with more transitional or risk-averse brand cultures. As the creator economy continues to mature, brands that fail to adapt to this creator-first land-
scape risk becoming irrelevant to digitally native consumers (Faverio and Sidoti, 2024). Therefore, Cameli enforces a strict checklist when they are collaborating with brands or influencers to ensure that the meet
the correct criteria, reflect Camlei’s values, and don’t damage the brands reputation.

. CASE STUDY

GymShark founded in 2012 by Ben Fanc1s isa prlme example of a fashion brand that has Succ. :

as #StyledInCameli, where consumers are encouraged to share how they make Cameli garments unlquely th
ships and user-generated content, Cameli can foster trust and credibility with its audience (Bhargava, 2023; Inﬂ
approach can encourage new customers to make purchases especially when they see influencers they admlre (
Tonima, 2024). :

) gh creatlve styhng By building a community-driven 1dent1ty through influencer partner—

rket_lng Hub 2024; Pan etal, 2024; Mahmud and Tonlma, 2024) "This 1nﬂuencer~dnven-"'




APPENDIX AB. PRE-LAUNCH CONTENT PLAN
PHASE ONES PHASE TWO?

In the first phase of Cameli’s pre-launch plan, we aim to establish presence, define brand identity, and Phase two is about bulldmg excltement and creating anticipation around the
attract an initial audience. I launch of Cameli. ' :

Start Date: 2nd March 2026 S T Start Date:5th May 202
End Date: 4th May 2026 2 S End Date: 8th July 20

Introduce Canielis Ehat s poéfé'.abd ' \ds mission, } : Teaser Content: Blurry snea_k peaks of the collection, fabric close-ups,
and “something exciting is coming” posts

‘Countdown po_St”s:' “30 days untllau ich

Brand Identity: Showcase the b s ’ BTS: Clips from photoshoo_ts__, production processes, and team insights. _ __ Chpni s
Influencer U_n’b’oxing; :_.-S'én ‘sample piece

Inﬂuencer Collaboratlons Start workmg with micro-influencers who
.'.'_'.__ahgn with the brand values

leeaways & Challenges Encq rage us
Cameli plece 5 WA,

Interactive
feedback on p



APPE“)IX AC.

#

$SI3I2eDS

The influencer market size is expected to grow
$32.55 billion in 2025, up from $24 billion
4 (Statista, 2025)

6%

3.9%

63.9% of the global population uses some form
of social media, with the average daily using
being 2 hours and 21 mins (Chaffey, 2025)

290

“66% of brands and 82% of agencies say that creator con-
tent drives greater ROI than traditional digital advertising
that doesn’t feature creators” (Hastings-Narayanin et al.,

2024)
Overview:
These statistics highlight the increasing importance of social media and influencer marketing for brands like Cameli. With 63.9% of the global population regularly using social ia,
suggesting that digital platforms are essential for increasing brand visibility and engagement (Chaffey, 2025). The infleucer market is projected growth of $32.55 billion i

evidence that creator content drives higher ROI than traditional ads suggest that consumer respond better to more authentic, relatable content (Statista, 2025; Hastings-Narayanin et

al.,

2024). For Cameli, leveraging creator collaborations and social-first content strategies will be key to building trust, expanding reach, and connecting with its target audience.

Cameli’s target market consists 0

into the social media behaviours of

sumers. To better understand how to eﬂ'ectlvely reach these audiences through digital marketmg and advertisings, the brand conduct
sight will shape Camehs.so ial

dia marketlng strategy and ensure targeted, impactful engagement across a variety of platforms.

Instagram is 'the'r'nost popular social media platform among Gen Z, with 91% of
global Gen Z users having an Instagram profile and 65% of US Gen Z users actively
: engaglng with the platform (Zote, 2024, Dixon, 2024c). While millennials primarily
favour Facebook, Instagram remains a vital platform for interacting with Cameli’s
target audience (Content Science, 2025). Instagram plays a significant role in shap-
ing consumer purchasing behaviour, with 61% of consumers using it to discover
new products and 73% actively shopping via social media (Zote, 2024; Stewart,
2022). The platform is highly engaging, as 69% of consumers report seeing the
most engaging content via Instagram, and 44% wish brands utilised the platform
more frequently — higher than any other social media platform (Zote, 2024). Fur-
'~ thermore, 29% of Millennials tend to buy brands advertised online, highlighting
Instagrams influence on purchasing decisions (Content Science, 2025). However, it
_ is important to note that 57% of Millennials block ad content as it is perceived as
“too pushy” (Content Science, 2025). :
'leen these insights, Instagram is essential for Cameli to estabhsh a strong digital

presence It will enable the brand to effectively reach and engage with its audience,

drive brand awareness and leverage Instagrams shopplng features to boost sales




6TH srmmsmzoze

Time: 9am

Caption:
The wait is "ov'el_r

robe.
Hashtags:

#ModularFashio_'n_-#SlbWFashlon'

Notes: Launch v1deo 1ntroduc1ng the
brand

Tlme 10am :

Content Type: !

Time: 9am
Content Type: Post (Image)
Caption:

From the first sketches to the final sh

— this collection has been a journey

pieces are built for versatility, desig:

to move with you and seamlessly fi
any wardrobe.

Hashtags: sl T N
#SlowFashion #ModularFashlon #Cameh-
Campaign #LuxuryOuterwear




‘Time: 12pm
Content Type: Story (BTS video)

: Tlme 12pm ,

| mape) e y (Th itent Type: St A Content Type: Post (Image)

_ ; ke ' 5 el S . st en . i< : : ' - e T Caption:

Notes: Vldeo showmg behind- the scenes e 18 lazer  What colour w ose to ad Al | J / ' e Cameli’s latest collection is made for

#AdaptlveStyle




28TH SEPTEMBER 2026

Time: 12pm

Content Type: Post (Image)

Caption:

At Cameli, individuality isn’t just encouraged - it
is built into every piece. Our modular designs are
made to adapt to you and your lifestyle, not the
other way round. Detachable sleeves, adjustable
lengths, and versatile silhouettes mean one gar-
ment becomes many — adaptable to any setting,
any weather, any mood, and any style.

Hashtags:

#FutureOfFashion #WearltYourWay #Timeless-
Wardrobe

&

Time: 12pm
Content Type: Story (O&A)

Notes: Select and answer frequently asked
questions, prioritising those that appear multiple
times. Post the responses on the brands story
using the same background for consistency.

Tim
Con
tion in

Notes: Podcast announcement (Feb 12th 2027)

2ND OCTOBER 202

~Time: 8am
= Content_ Type: Story (O&A)

'Notes Select and answer frequen
;'.tlons .'pI‘lOI‘ltlSlng those that appea

me bac "'ground for consistency.

features. Keep t

Hashtags:
#CameliAW #OuterwearEssentai
Way #CameliCommunity

Notes: Video showcasing t
relaxed, community-focuse

ATH ocromsnzozs o

Time: 12pm Time: 8am ; :
Content Type: Reel (Video) - Content Type: Story (v1deo)
Caption:

Fashion is more than what we wear - it’s a refle -
tion of who we are, what we stand for, and how
we express ourselves.At Camel, we believe in the
power of individuality and the stories behind every
piece,

See the full video on our YouTube channel: https://
www.youtube. com/feed/Cameh

Hashtags:

"es Video showmg Camell Commumty mem-‘ o 2
nd what they like about belng part of th 0
'mty Link the reglstratlon page

#SelfExpression #Fashionldentity #Communi-
tyVoices #WearYourStory

Notes: This video blends visuals of nature, commu-
nity, and individuals sharing what fashion means to
them and how it influences their day-to-day life.
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Platform Purpose for Cameli i S Type of Content

Instagram Acts as a curated portfolio shchaé_ing brand  Editiorial posts, reels, collection teasers, BTS
identity, personality, and aesthet ' shoots, graphics, some styling content

TikTok - Styling videos, manufacturing and__'p:'fbduction in-
: ) sights, influencer takeovers (e.g. unboxing, outfi
life at Cameli A _ of the day, get ready with me, join me at a Cameli

event etc.)

Moodboards, lookbooks, outfit grids, seasonal
‘campalgn visuals, BTS, influencer lookS-' .

Pinterest

Facebook

PENDIX AE. PLATFORM PLAN

Usérﬁ f(a:_g_.
Instagr'aih._'-fiis-'més.t_popular for users aged 18-24 (Dixon,
2024b) '

TikTok’s largesf audience are users between the ages of
18-24 (Dunn, 2025)

In 2024 Q2, spoti
73% of users age

and Brey, 2025; S
digital landscape (¢

Tan and Brey, 2025)



Avoid Repetition - Do not place similar i 1mages next to each other, as it can
make the feed feel monotonous.:

Create a Balanced Fee that look similar to

visual balance and avoid repetition.

Avoid Col_our.Clustering _ if multiple images feature the same dominant colour
(e.g. gree_n') '_ayoid placing them consecutively.

Distribute Colours Evenly — Spread out images with similar tones and colot
keep the feed visually dynamic.

_ _Don’t Just Showcase the Clothes — Posts should tell a story and evoke emotion,
-'.__'-_?:'_not ]ust dlsplay garments Consider lifestyle shots and behind the scenes that
| '.-g_1ve _context. :

Align with Cameli’s Visual Identity — Ensure every post reflects the brands ae -
thetic, values, and storytelling approach.

Use consistent
aligns with
grain, soft

Ensure all images have a cohesive editing style that

itorial photography, muted colours, L1m1t promotional content - Avoid makmg the feed feel overly commerc1al Bal—

anced product i 1mages w1th engagmg, narrat1ve driven content

Don’t Overuse Fllters or Heavy Ed1t1ng Mamtam a natural and authent1c look
to align with Cameli’s sustainable and clean brand 1dent1ty Av01d pre set f1lters
follow the editing guide provrded :

Engage with
encourage interaction through likes, shares

1 a story, ask questions, or
replying to comments.

Plan Ahead - Always use a content calendar to ensure posts are w

visually balanced. ’t Post Low-Quality Images Ensure all content is hlgh resolutron well 11t

fess1onally ed1ted to mamtam a pollshed and prerruum feed

st should contrlbute to the bra' d narratlve o

Don’t Post Too Often or Too thtle F1nd a consistent ostlng rhythm to keep
engagement steady w1thout overwhelmmg followers

Don_ ?Ign _'e. Brand Storytelllng AVOld po__stmg random or_dlsconnected 1mag- - -

127



' APPENDIX AH. EVENT SCHEDULE

5:00 - 6:00pm VIP & Press Preview (Private Session)

5:00: Doors open for press, influencers, and VIP guests

5:10 - 5:35: Exclusive preview of the collection with a brief guided tour of the pri-
vate showroom setup to avoid lengthy individual exploration

5:35 - 5:55: Media O&A and interviews with the founder and other key figures.
The interviews will be concise, Wlth a time 11m1t to avgld delays

6:00-7:00pm: General Guest Arr

6:00: Doors open for general guests
6:00 - 6:30: Red carpet style arrivals_.f_

tamable materlals design process BTS v
set pathway to av01d overcrowdmg 1

Sl 05 7: 25 Live opening act
~ 7:25 - 7:30: Change over

7:30 - 8:00pm: Founders Speech and Brand Introduction

7:30 - 7:35: Jessie Tims takes the stage

7:35 - 7:50: Jessie shares Cameli’s story, 1nsp1rat10n and brand mission
7:50 - 8:00: Premier of Cameli’s fashlon film showcasing design processes, and brand
identity

8:00-8: 30pm Mini Catwalk Show
8:00 - 8:05: Introduction to the collection, emph35151ng multifunctional, unisex, adaptlv :
fashion

8:05 - 8:25: Mini catwalk showcasing:

- A diverse lineup of models showcasing Cameli's first collectio
- Looks transitioning from day-to-night, casual to formal

- Runway music blends 90’s rap with contemporary RnB

8:25 - 9:05: 'G"- t Demonstratlon

f‘cljayermg options
v her conditions




Initially, Cameli will launch as an onlme only store Thls dec151on is strategi
which would place 1 unnecessary financial strain on a new brand (Gupta et
brand presence and generate revenue without the immediate financial risl
sibility of Cameli’s products,,;allowmg. consumers across different region

with broader consumer behaviour trends, where convenience and global

three years. This phased approach allows Cameli to . "-'
ential value of in- person retail (Li et al., 2024).




APPENDIX AK. POP-UP STORES

Pop-up stores offer brands a cost-effective was to test out new concepts and gauge market interest before committing to per? retail spaces (Quintana, 2024). They also
provide opportunity to establish brand identity and build emotional connections with consumers by creating immersive, time-1 ed experiences (Lyu et al., 2024). These experi-
ential stores often generate excitement, boost brand visibility, and promote new products or experiences (Chen and Okken, 2020; Smith, 2025). For Cameli, a pop—upﬁre serves
as an ideal platform to trial its future concept, ‘The Lounge’ — a music-inspired restaurant and cocktail bar designed to bring communities together through live performances from
emerging artists and special guest appearances. By merging retail with culture and entertainment, Cameli extends beyond fashion and into lifestyle, testing how consumers en-
gage with the brands broader vision of adaptive and emotionally resonant design.

However, the benefits of pop-up stores are limited by their transient nature (Henkel and Toporowski, 2021). While they can build initial buzz, the lack of long-term engagement
may hinder customer loyalty (Henkel and Toporowski, 2021). The success of a pop-up depends on factors like location, timing, and concept relevance, and a poorly executed store
may fail to deliver lasting results, potentially damaging brand perceptions or wasting resources (Alexander, Nobbs and Varley, 2018; Smith, 2025). The high costs associated
with pop-up stores make it essential for start-up brands like Cameli to weigh the short-term gains against the investment required (Sheykin, 2024; Starratt, 2024). Therefore, it
is essential for brands like Cameli to strategically balance its investment with the expected return, using the pop-up not only for short-term buzz but as a data-gathering tool that
informs future long-term strategies (Shi, Warnaby and Quinn, 2019).

At its pop-ups store, Cameli will collect demographic data, product engagement levels (e.g. which products or experiences r“/ed the most attention), conversion rates, sales
performance, digital interactions via OR codes and the #CameliPopup hashtag, and qualitative customer feedback. This data will help Cameli understand its target audience’s
preferences, behaviours, and expectations (Sylvestre, 2024). Insights from this data will inform the refinement of “‘The Lounge’ concept — helping tailor aspects such as layout, at-
mosphere, or product curation to better align with its consumers desires. By ensuring the final design is user-centric and fosters a sense of inclusion, making consumers feel heard
and valued. In doing so, Cameli strengthens emotional connections with its audience, enhancing brand loyalty and increasing the likelihood of long-term success. Furthermore,
data-driven decision-making minimises risk, allowing the brand to invest confidently in future initiatives based on real-world evidence rather than assumptions.

For example, Fenty Beauty demonstrates the power of listening to consumers feedback to create an inclusive product range for various skin tones (Taylor, 2020). By launching a
foundation range with 40 different shades, Fenty Beauty addresses the lack of diversity in the beauty industry (Aletor, 2025; Taylor, 2020; Fetto, 2020). Through inclusive repu-
tation in advertising and active engagement with consumers, the brand fostered a sense of community, made consumers feel listened to and feel valued (Miller, 2022).

' Pop up shops -’have proven to be a powerful tool for driving brand success, with 80% of retailers ﬁndlng-_

CONTINUED)

Brand Awareness Increase (%) After Pop-Up Store,
2024

Pop—up ores activations saw a 46% increase in both
sales and social media engagement (Ward, 2023)

0%
Before pop-up After pop-up

N Successful = Unsuccessful

Brands who ntilised'_pOp-op .s_'t_'o'r'es: exper'i_enéed 2 66%
boost in brand awareness (Ede, 2024).

5 0% of retailers considere . ‘pop-up shops to be suc-

' :"-cessful (Oumtana 2024)

i _em:successful (Ou1ntana 2024) They have proven to srgnlﬁcantly boost
brand awafeness by 66% (Ede, 2024) and increase sales and social media engagement by 46% (Ward, 2023) s R

For Cameli, 1ncorporat1ng pop-up shops into their strategy would be a great way to introduce its identity to new audlence engage w1th consumers and bu1ld brand loyalty (Lyu et
al., 2024). The pop-up format aligns with Cameli’s goals of creating emotional connections and fostering commumty through its 11fe style drlven offerrngs whlle prov1d1ng valu-
able insights for the future. bt : el : :



APPENDIX Al. STORE EXPPERIENCE

Cameli flagship store should integrate an immersive, sustainable, and value-driven consumers experience the innovation behind Cameli’s designs firsthand. Integrating
retail experience, aligning with evolving consumer expectations (Wang et al., 2023). interactive retail technology, Cameli positions itself as the forefront of fashion-tech
As experiential retail becomes more mainstream, brands must go beyond traditional innovation, offering a shopping experience that is both functional and engaging (Wang
in-store experiences to remain memorable, eng = mpetitive (Medeiros, 2022). 2024; Sharma, Johar and Bhatt, 2024)

Research from PWC indicates that 86% of U 916 _
a great customer experience, emphasising the im eracti i Additionally, sustainability-focused store design can enhance customer satisfaction
retail spaces (Medeiros, 2022). A 2024 s’tudy-' * Attri, Roy and Choudhary highlight how and profitability (Davies, 2023). Cameli’s store can incorporate reclaimed materials,

AR in phy51cal stores enhances both utilitar --. on perceptions, directly energy efficient llghtlng, and biodegradable fixtures, reinforcing its commitment to
pports Cameli 1mple— env1ronmental respons1b111ty, while creatlng an aesthetlcally refined, eco- conscious

er connection wi, ;
These initiatives align with the growing con
tainable fashion, allowing Cameli to differe:
market (Officer, 2024; Wang et al., 2023).

how pieces can be reversed, detached
ong-term value of each item as they
'llsatron :

.-aesthetlcs durable de51gn and ethlcal productlon

Cameli extends thls commltmen (6] crrcularlty'through in- store 1n1t1at1ves such as garment repalr services, trade -in schemes and curated second- hand offerlngs ensurmg each plece
remains in c1rculat10n rather than contrlbutmg to landfill. As consumers begln to favour brands that prioritise personalisation and sustainability — like Thomas predlcts Cameli is .'
p051t10ned as a forward thlnklng label that empowers its commumty to invest in fashion that evolves with them, ‘both practlcally and emotionally. -




-__Brand Overv1ew

esign and environmental ethi
ation, operating under the LV

The brand operated on a foundatlonal commitment to cruelty free and envir
malntammg a 100% Vegetarlan stance since 1ncept1on (Stella McCartney, 202
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APPE*)IX AO.

Product:

Cameli offers multifunctional, sustainable garments designed for style-conscious Gen Z
and Millennial consumers. Each piece is adaptab llowing wearers to style it in multiple
ways, promoting longevity and reducing overconsumption.

Price:
Cameliis positi<.m the premium sustainable fashion market, offering high-quality,
handcrafted garments made form the finest natural materials. While Cameli’s pieces are

priced higher, they offer affordable luxury due to their high price-per-wear ratio. Each
garment is designed f bility, versatility, and timeless appeal, encouraging customers
to invest in pieces 1 last years. The brands pricing reflects its commitment to
sustainability, ethical sourcing, and slow fashion, providing exceptional value over time.

Place:

Cameli operates through a hybrid model, initially focusing on an online presence with a
strong e-commerce platform that caters to its global audience. In addition to the online
store, Cameli plans to introduce pop-up stores as a part of their strategy to engage with
consumers in key locations, providing an interactive and dynamic shopping experience.
These pop-ups will allow consumers to connect with the brand, experience its sustainable
fashion first-hand, and engage with special events or collaborations,

In the future, Cameli will introduce a physical store, which will serve as a permanent space
ti immerse consumers in the Cameli experience. This store will reflect its commitment
to sustainability and community, offering a unique environment where consumers can
explore new products, participate in events, and deepen their relationship

G ME

Promotion:
Cameli uses a mix of social medi enerated content to
engage with its audience and h ainable val rands campaigns

focus on storytelling, versa omer experiences.
Cameli collaborates with sustainability and disability advocates to am
ethical fashion and social impact. Additionally, the brand will launch a poc
relevant topics, including sustainability, accessibility, diversity, inclusion, ar
journey, featuring industry insights and thought leadership.

People:
The brand values diversity and inclusion in both staffing and representation. Cameli’s
community includes fashion lovers, creatives, and socially conscious individuals who are
passionate about culture, music, and sustainability.

Process:

From produc us ce, Cameli prioritises transparency and ease.
Garments are ethically p rvices like trade-in, repair, and resell su-port a

circular fashion system

Physical Evidence:
Brand consistency is reinforced through a cohesive visual identity, -store
experience, and tone of voice. Every element, from design and pho ent
quality all reflect Cameli’s values of adaptability, culture and sustain
Cameli’s e-commerce platform offers a seamless, user-friendly shopping experience that
aligns with brand values of sustainability and quality.

Model testimonials highlight real experiences with the brand, offering clear proof of the
brands inclusivity efforts.

=l

n the entire su_rvej-"_sar'plilé:-;_?wlﬁhilg" 'sbrhe insights specifically focus on the target audience. As a result, c

Please note that the grap

tioned in the analysis may di nted in the graphs. S

RESPONDANT

The survey received 47 respondent
in comparison to the wider consum
rather than definite conclusions.

le providing usefui i.:r'lsights" 1s 'ﬁdf lérge enough to be full representative of the broader target audience. The sample size relatively small
h limits the generahsablhty of the findings. As a result, the conclusion drawn from this data should be treated as preliminary insights
t be solely relied upon for strateglc decision-making. :

itial biases and prq_vi_de_-‘_mc)re' relia-ble da_ta, allowing for a 'cl'earef_-'understanding of consumer preferences, behaviours, and expectations. To
ture research should aim for larger, more diverse sample to ensure greater representativeness and better alignment with the brand’s

A larger sample size would help r
achieve more robust and actionablé
target audience.

1« WHAT IS Y(

ameli’s primary target audience is Gen z and Millennials. Inthe survey, 6.5% of respondents were aged 18-20, 40.4% were 21-25, 14.9%
were 26-30, and 4.3% were 31-35, aligning with the targe’t"de"mogra'phic However, 2.1% of respondents were aged 36-40, 2.1% were 46-50,
and 29.8% were 51+, meaning that 34% of the sample fell out of the target audience of Camell The broader age dlstrlbutlon was intentional to
gain insights from potential secondary audiences and assess brand longev1ty -

While valuable, this wider range may have skewed results, as older res’ponde’nts'may hold di_ffe'reh.f 'p:re_f_érenc_es and _.b'ehaviours. To mitigate this,

the analysis has pri-oritised responses from the 18-35 age group to ensure that strategic decisions are_ba's_ed on data most relevant to the target
market. Future research should consider stricter segmentation or screening to ensure clearer insights aligned with the brands positioning.
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2 WHIAT IS YOUR GENDERZ

Although the brand is designed to be gender neutral, the survey sample was predommantly female with 78.7% identifying as female and
21.3% identified as male. 0% identified as “other”. Seven out of ten male respondents were within the brands target market (18-35),
meaning that male p_erspectives were underrepresented. However, most still aligned with the brands core demographic.

As gender 1mbalance may have skewed results towards female preferences and limited insights from male, non-binary, and gender non-
conforming at s. As these groups are key to true inclusivity, future research will prioritise a more balanced demographic to better

These-results suggest a strong potential for The Loung partie Z; whov
~experience-led brand engagement. To maximise participation, messaglng should be clear
1nclu51ve and focused on creatlng a welcoming atmosphere.




'ou EAsnlclu BRANDSZ

Cameli’s target audience (18- 35) prlorltlses high- quahty materials (75%) durability
(75%), sustainabil-ity (68. 8%) and affordablhty (65.6%). This indicates that Cameli’s
audience places high 1mportance on garments bemg well-made, long-lasting, and.
env1ronmentally consc”ou_-’ w. mamlng accessi-ble in price.

productlon (53.2%) also ranked highly, showing

._values -driven practices. Meanwhile, engaging soc1a1'

%, innovative designs by 31.3%, and strong brand

ses suggest that while storytelling and digital _
less of a priority than product integrity and brand =~

For _Caméli, i
interests, an

8. WHAT WOULD um Aco o .
9. HOW IMPORTANT IS SUSTAINAB

 engaged, hlghllghtmg o
fashion.
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10. WIIEllEtO YOU USUALLY SHOP FOR CLOTHING?

For Cameli’s target audience, online retail is the preferred shopping metha respondents
within Cameli’s prima-ry target audience, implying convenience and a vators. Howe % of target
audience respondents selected “all the above” suggesting that they ed shopping experience pital and
physical platforms. Notably second-hand resale options combined with se d/vintage stores accounte
- responses. This highlights a strong interest in more sustainable and affordable fashion choic-es among Cameli

For respondents outside Camel’s target audience (36 years+), online retail stores were the dominant choice (50%), while
chose physical stores and 18.75% selected “all the above”. Only 6.25% chose second-hand or resale individually, highlighting
stronger preference for convenience and new garments over sustainability. This contrasts with Cameli’s target audience, whao
showed greater interest in second-hand and resale options, reinforcing the brand’s focus on sustainable, value-driven fashion for
Gen Z and Millennials.

i« WHAT ARE YOUR TOP 3 CLOTHING BRANDS?

Fast fashion brands like Zara (x7), H&M (x7), and Asos (x6) were mentioned the most, revealing a clear disconnect with pping behaviour. While a significant proportion
of respondents say they expect sustainability (72.3%), high quality (76.6%), and durability (74.5%), their favourite bran y fast fashion retailers that have faced criticism
for poor sustainability practices, low-quality materials, and short product lifespans.

This contradiction may reflect the tension between ideals and accessibility. Although consumers claim to value ethical and long-lasting fashion, the most popular brands a
affordable and trend-driven, which aligns with the 70.2% who prioritise affordability. It suggests while consumers are becoming more conscious, price and style remain
factors in actual purchasing decisions.

This insight is especially valuable for Cameli. It shows an opportunity to position the brand as a more responsible yet accessible alternative, meeting the demand for ethics and quality
without compromising on design or price appeal.

Consumers aged 36+ tend to favour mid-market and high-street brands like M&S, Next, H&M, and Zara — many of which are considered fast fashion but are perceived as offering better

quality and consisten-cy. Others such as mint Velvet, Fat Face, and Phase Eight, fall into a more premium, slower fashion category, aligning more closely with consumer values of
quality, durability, and affordability. Unlike younger consumers, this groups brand preferences more clearly reflect their stated expectations from fashion brands

, >S YOUR "l'or, 32

Sl . 68. 9% of respondents cited high-quality as the main reason, followe
. and conven-ience (53.3%). This suggests that while consumers claim t
~ quality, their preferences often align with fast fashion brands. This highlights t
- gap between consumer values and behaviours — many aspire to shop sustainably a
~ quality yet continue to shop for brands that may not consist-ently deliver those principles.
. This disconnect is especially common among Gen Z and Millennials, who often face
. limitations such as affordability, accessibility to sustainable alternatives, or a lack of
awareness about slow fashion and small businesses.
Additionally, greenwashing by mainstream brands may further blur the line between
~ perceived and actual sustainability, making informed choices more difficult.

13 DO YOU PK OPPING NEW OR SECGND-IIANI)’

Many respondents (38.7%) prefer mostly new items, indicating this as a preference for Cameli’s target
4 market. However, with over 60% of respondents incorporate second-hand fashion into their shopping
- habits, whether primarily or along-side new purchases. This suggests a clear opportunity for Cameli to
" resonate with its target consumers through incorpo-rating second-hand initiatives such as garment
sWaps resale and upcycling schemes.

Out51de of Camell s target market, the majority of respondents (62.5%) preferred shoppmg mostly new
or only new, with a smaller proportion (31.2%) mixing both new and second-hand, and just one
respondent (6 .3%_._)._p:eferr1ng only second-hand. This contrast underscores that while second-hand
interest is rising aﬁiOng Gen Z and Millennials, older consumers still lean more heavily towards traditional
retail. For Cameli, this remforces the value of targeting younger audiences with second hand initiatives,
as they are more receptlve to sustamable fashion practices.

. Ild. PI.EASE STATE WHY THIS IS YOUR PREFERENCE

Cameli’s target audlence shops with a blend of practicality, ethics, and emotions. Many chose second hand for its affordablhty, sustamablllty, and access to unique pieces. However,
barriers like hygiene con-cerns, sizing issues, time investment, and cultural bias towards “newness” remain.

These insights show that while demand for sustainable fashion is strong, boosting second-hand adoption Wlll requlre greater convenience and educatlon Cameh addresses this by
offering responsibly made new garments alongside circular options like resale and swaps, blending eco-consciousness w1th accessibility and style.
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15. DO YOU OWN ANY CLOTHES YOU NEVER WEARS

An overwhelming 91.5% of respondents admitted to owning clothes they never wear, indicating a widespread issue of overconsumption and
impulse buying. This suggests a disconnect between buying habits and actual wardrobe usage, possibly driven by trend cycles, fast fashion, or
lack of mindful consumption. For Cameli, this insight reinforces the value of promoting versatile, modular garments that can adapt to different
styles and occasiqhs:, helping reduce wardrobe redundancy and encourage longer-lasting use. It also supports the case for educational content
around mindf_ul-:'""' ing and circular fashion schemes such as resale, swap, or repair services.

irge proportion of respondents (44.2%) have less than 10 items they never wear, while a significant proportion :
11-20 items. This suggests that many consumers may be holding onto garments they don’t actively use, which could"
mptlon and textile waste. This represents the growmg need for sustamablhty and circular fashion, presenting :

1 De_spi_'_te___th_e mixed feedba’ck 'on the 'cIos'e-up imagery featured on the packaging, no changes were made to the design. Cameli’s
‘branding is inten-tionally bold and conversation-starting, aiming to stand out and provoke thought. The use of faces is a
deliberate creative decision that reflects the brand identity and appeals to an audience with a strong visual and creative
_interest. Confident in this direction, the brand trusts its design choices and beheves that strlkmg, unconventional packagmg
will resonate w1th its target market and strengthen brand recognition.
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GRS

The development log documents the journey from initial concept to final solution. It presents
developments, influential feedback, and insights gained through both primary and seconda
Alongside the successes, it also reflects on alternative ideas explored and decisions mad
outcomes didn’t meet the intended standard. Weekly entries supported time, and the pr:
demonstrates a structured, reflective, and feedback driven approach to creative problem
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Primary Research Approach:

My initial plan was to eonduct a focus grou to

mock-ups. After dlscusswn with Lynda we

Secondary 'R_es_ehr'c'h- Approach:
Secondary research influenced man
ing demand for péfSonalisation and
In Part Two, my

cal benefits o phlllc design, and

.. ""'t_lconsu'mers value in pop-up experiences, what makes them memorable, and to gather feedback on my design
ad already demonstrated strong research skills and'that a survey would be a more practical alternative. The

eframe and provided comparable insights into consumer preferences and perceptions.
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nd store design. As someone who
of everyday accessibility barriers
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Fig. 18 Survey SWOT analysis (2.) .
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STORE DESIGN
1 y

Al image generated using Adobe Firefly
https://firefly.adobe.com

Prompts used: Outside of a large clothing store,
dark wood, black accents, modern, large glass
windows,autumn tones, luxury, unique shape,
dark

and moody, clothes on display

Fig. 76-82 Cameli store mock-up. (2025)




Fig. 83 Survey question (2025)

SUSTAI
DESIGN

CLOTHES ON
DISPLAY

As the pro;ect progressed and I experlmented w1th Mld]our. ey

_shop s Al generator, and Mldjourney for the final store design. ” org T e ; - :
After reflecting on my first outcomes, I decided to pivot Cameli’s ldentlty to a more nature 1nsp1red ---luxury focused- dire
: -'1ng RnB 1nﬂuences - to ahgn with the long term brand goals such as'longev1ty and tlmeless appea

BRANDING EXTEND e
BACKG
20 SOIIO,I.ONDON‘ e | | o | -

. 'Secondary research into experlentlal and wellness-cantered retail influenced the inclusion of biophilic features such as cllmbmg plants ‘How-
_ever, survey revealed confusion over the stores function. In response I refined the visuals, swapping the red brick for wood, adding v151b1e
fashion dlsplays and introducing clearer signage and brand cues.
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Fig. 9798 Pop-up development
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PART TWO GRAPHIC DESIGN ADJUSTMENTS

Add grids to ensure everything ‘
is aligned and follows graphic

deisgn rules

.

Minimal colours to Text follows brand typography guidelines and
seem more Tuxury’ hierarchy

\ 5 Squares long

5 Squares long

In Part Two, I focused on improving the overall visual layout of the document,
ensuring the brand identity was clearly and consistently communicated. My aim
was to elevate the graphic design, creating a cohesive, engaging, and visually
appealing format. While some content, such as frameworks and diagrams, were
more challenging to design aesthetically, it remained vital to the projects struc-
ture and clarity.

Through this process, I developed key skills in both InDesign and Photoshop. In
InDesign, I learnt how to use grids, apply A-parent pages, automate page num-
bers, insert tables, explore Al layout tools, and import fonts from Adobe Fonts.

In Photoshop, I gained a better understanding of resolution, image resizing, and
creating mock-ups using Adobe Stock templates.

Fig. 102 Part Two submission

(2025) Smaller blocks of writing

I where possible
Background imagery, text and layout

are all on brand with Cameli’s up to date I was so satisfied with the final visual style that I now plan to replicate a similar

Large images as the background - add i : ~ :
visual identity and social media aesthetic in my personal portfolio, adopting it as part of my personal branding.

blur and grain so that text is still clear

s
_ nicate the oversized sithouettes or textiles
" tools earlier in the project, I chose to prioriti

techniques. By prioritising variety and depth ove

~balanced, thoughtful outcome that ge’ﬂe__,cts:,_b”c)__"[]:j:-ri_l

ader range of skills, rather than repeating the same
t Spectrum of my abilities and produce a more
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Fig. 103-106:Magazine cover devélop_ ent
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Fig. 125 Garment 3D rendering development (20




ONLINE
LEARNING

A significant part of my learning came from social media, particularly TikTok. I used the platform as a
resource tool to explore design tips, discover new tools, gather creative inspiration, and seek career ad-
vice - including how to strengthen my CV, learn about freelance work, and stand out in job applications.
I also follow a range of creative Instagram accounts to stay updated on trends, gain industry insight, and
fuel my visual inspiration.




KEY TOOLS

Key Tools




lbggs'ide n_o_t-_es_Butlining the actions
rs, informally from friends, family,

ig. 139-142 Key Instagram accounts (2025)

























Although I did not stfictly adhere to the bri'g'ir'iél.'c"aléndér' OU'fllhéai in part one (see fig), it helped shape an initial draft. I
found ridged schedules can feel overwhelmmg and counterproductlve to my working style My product1v1ty is often influ-

issues with file submission.

Fig. 158-160 weekly log (2025)

PROJECT LOG

WEEK 1
« Planned layout by igning titles to cach section to visualise
content structure.
ched brand guidelines - purpose, structu and

WEEK 2

eloped brand v es, vision, mission, and tone of voice.

I mood boards fc brand identity
start putting im 1to main deliverable

WEEK 3
« Started creating mock-ups. devloped frnm Part One (ec.g.

steps.Lynda s
on brand guidelines

WEEK 4
« First experimentaion with sketchup - need help with this
ading about b [
with SketchUp - Email

« Emailed Brian J - meeting booked for next week

WEEK 5
« First experimentaion with sketchup - need help with this

WEEK &
+ Meeting with Brian (See Feed c
1ged Cameli branding and mock-ups
ed | ut to be more visually appealing
« Adapted brand colours to look more visually appealing (not
just blocks of colour - integrate images so its on brand)

[ cted social media rescarch - consumer behaviour,
platform trends

s .Created social media plan - mood boards, content types,
endar (pre-launch)
« Finished social media content pla
« Drafted Event plan (Soho House)
with Lynda - di ed Event plan, decided on the

« Fin
« Curated launch e
professionals via LinkedIn.

WEEK 10
« Researched digital marke r strategies and developed mock-
ups.
« Researching career paths (art direction and marketing
i orations—their ris

ita into main deliverables

WEEK 11
« Planned launch event—schedule, imagery, venue research,
nt mock-up.
Developed PR strategy
earc Iud pop-up stores and began developing and refining

tail mock-ups.

ept—interior and exterior brand

WEEK 13

drafted, tested. refined, received feedback
( ia and

a - feedback on adjustments made and
on email
down,
¢ mock-up, and QR uuh 111I gration.
t over to Lynda for feedb

nd began developing and refining

started designed pop-up incentives and cocktail mock-ups.
Conducted : ition: » h into bility and
i n voices like ad Burke and

Acted on Lynda's suggestions made over email

WEEK 15
Ex hion design trends — unisex clothing and
market

store interior and exterior

1t log - write up ‘Id o Solution”,"Time
h’

WEEK 16

« Written critical refl
Make writing more

Add list of refer and list of illustrations
Seek help from t ns to help upload
Submit




Cla'l' CAL REFLEC

This was the most ambitious project I have ed during my degree, and I saw it as an opportunity to showcase o
portfolio. I a ecome an Art Director or Creative Director, so leading a full brand launch I felt like this wa pactful direction
part of my cial media management — but always following the direction and aesthetic preferences , this project gave m
to make what I best, which was both challenging and rewarding. My Photoshop skills, strengthened during my placement, became
ts, and soci edia mock-ups. I explored tools like Adobe Stock, Firefly, and Midjourney to develop more dynamic visuals. One highligt
i exterior - starting with initial drafts made on Firefly, refining visuals on Midjourney, and using Photoshop to add specific brand-led c
project aligns with the growing trend in the fashion industry, where Al is increasingly shaping design, production, and marketing process

Task prioritisation is a key skill to manage practise effectively and keep on track in tight time frames (Addi 2023). This experience highlighted the limitations on relying
on others when working with tight deadlines, teaching me the importance of knowing when to shift dire ad of persisting with SketchUp, I chose to collaborate with Al
tools, allowing me to save time and produce strong creative visuals. Initially, I wanted to avoid using o d to create my own using Al, however
this became too time-consuming due to the volume of content I wanted to produce. I adapted by sour my concept more efficiently. Fo
ample, I attempted to generate an image of a group socialising, but I had to revise the prompt several times to n and ensure the faces appeare

to direct the content photoshoots myself — ensuring the overall aesthetic, styling, and mood aligned perfectly with the brand.

Following a careers meeting with Elaine, I began researching future roles, analysing the paths of industry professionals on LinkedIn and looking into brand
me identify the common steps towards roles in art direction and creative direction. Acting as the creative lead for Cameli gave me insight into the responsib
- from visual strategy and styling to concept and problem-solving. Working with Al tools required me to think like a director — writing clear briefs, giving clear visua
overseeing the outcome to align with the brand identity.

I've started applying for creative roles in marketing and social media and will become more focused once my portfolio is complete. This project confirmed my desire to peruse
career in creative direction and gave me the confidence to manage a brand independently — skills I'll take forward into industry. According to Williams (2024), receivin
key to academic and professional development, therefore, to continue developing professionally, I’'ve signed up for UCA’s Alumni Scheme, which offers academic suppor

three years post-graduation. I plan to use this resource to gain industry feedback on my portfolio and further refine my creative direction. :
Fig. 161 SMART goals (2025)




Flg 14 Soeur (2025) Soeur Spring-Summer 2025 Campalgn [Photograph] At https AT lnstagram co
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(Accessed 07/05/2025). Fig. 158-160 Tlms,I (2025) weekly log. [Graphl_.. I_p_ posseés'ibn of: the.authof: Horsham

Fig. 42-46 Aimé Leon Dore (2025) ALD.::§/§-160kl-)09k 2025. [Photograph] At:

Fig. 161 Tims, ik (2025) 'SMART Goals. [Graphic] In possession of: _tBe author: Hdrshal_’ri
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