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THE CAMPAIGN

It’s vital to educate 
customers so that 
they can make more 
informed purchasing 
decisions. This will be 
implemented across all 
channels.

The campaign features immersive and innovative 
augmented reality elements  to demonstrate the brand’s 
forward-thinking nature.

The Gen Z target 
market live through 
social media, sharing 
the physical world on 
their digital world. 
It’s key to merge both 
offline and online 
channels in order 
to make a cohesive 
multichannel campaign.

The campaign consists 
of a pop-up store, 
augmented reality and 
social media.



MULTICHANNEL SCHEDULE
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This calendar displays 
the schedule for the 3 
outputs and how they 
work together during 
the time the pop-up 
is open.

Prior to the pop-up 
and activation of 
the AR tags, the 
brand will use the 
Instagram to promote 
the pop-up as well 
as promoting daily 
throughout and after 
the pop-up store.

Where the green label 
is used on the calendar, 
this is where the AR 
tags will be shared on 
the Instagram via the 
brand’s own account, 
customers and 
influencers.

The Instagram account 
plays a key role in 
combining all of the 
promotional channels 
into a seamless 
multichannel strategy 
that generates 
maximum exposure.



INSTAGRAM

The Juve Instagram account features e-commerce imagery 
shot and edited by the author as well as educational posts and 
quotes also produced by the author.

Posting about the current coronavirus 
situation to make the brand more 
personable to connect with customers 
and to remind customers to stick to the 
government’s rules.

Click on the images to be taken to the 
respective posts and pages.

https://www.instagram.com/juve.online/
https://www.instagram.com/p/B-R7R2ch7vG/
https://www.instagram.com/p/B-_7IhBhLwQ/
https://www.instagram.com/juve.online/
https://www.instagram.com/p/B9JPCNFhXTN/


INSTAGRAM: STORIES

A key part of the campaign is to educate customers and share other brands 
and NGOs who are contributing towards a circular economy. Above is an 
example of Sunday Spotlight which highlights the work of a different brand 
every week with information about them and links to their Instagram account, 
encouraging our customers to follow.

Promoting any articles or posts that align with Juve’s values 
and that we want our customers to engage with as well as 
promoting our e-commerce channels through the Instagram 
stories.

Click on the images to be taken to the 
respective posts.

https://www.instagram.com/stories/highlights/18109867579113081/
https://www.instagram.com/stories/highlights/18109867579113081/
https://www.instagram.com/stories/highlights/17861273146750975/
https://www.instagram.com/stories/highlights/18103082170080737/


GIFS

An effective way to get 
customers to engage with 
the brand is through GIFs 
on Instagram stories. 

The GIFs were created 
by the author and can 
be viewed on Giphy by 
clicking on the images.

On the left is an example post of 
how the GIFs could be used on 
one of Juve’s stories.

The influencers that attend the 
launch event will be encouraged 
to use the GIFs as well as being 
promoted on Juve’s Instagram.

https://giphy.com/channel/livmotley
https://giphy.com/channel/livmotley


INSTAGRAM: FUTURE POSTS

During the pop-up launch party and the time the pop-up store 
is open, this is the style of imagery the brand would be posting 
to the Instagram account as well as the imagery that customers 
and guests will be posting to their own accounts.

Posts will include showing off the store, the 
events we’ll be hosting, imagery from the launch 
event and the stock we have in store.

This is an example of merging 
2 different channels to create a 
cohesive campaign that works 
both online and offline.



POP-UP: ABOUT

The pop-up store encompasses the core values of Juve: social responsibility and sustainability 
through innovation.

Based in Manchester between the 8th 
May to 24th May covering 3 weekends.

One of the main aspects of the 
pop-up store is collaboration 
- collaborating with local 
Mancunian artists, students, 
businesses and charities to 
create a store that celebrates 
the best of the host city.

The store will host a number of 
events that all aim to promote 
sustainable lifestyles and habits. 



MERCHANDISE
A key part of promotion 
within the pop-up store 
is the merchandise. The 
retail bags in particular 
- which will be seen 
outside of the store by 
other shoppers - are a 
vital part to generating 
exposure.

Sticking to the 3 core colours 
of the brand and the same 
typeface, all merchandise is 
cohesive and recognisable as 
the Juve brand.

To the left is the collaboration logo design 
for the cafe within the shop. Grindsmith is 
the chosen business that Juve is working 
with to fulfil the cafe space.

Below is the digital ticket that 
guests will receive as an invite 
from the brand for the exclusive 
launch event.

The scratch cards are given to customers 
when making a purchase in the store. It will 
reveal a discount offer that customers have 
to redeem in store which promotes repeat 
purchases.



POP-UP EVENTS

These are the 4 different events taking place 
during the pop-up store residency. 

2 of the events are panel talks, hosted by 
influencers and sustainability advocates 
who will share their journeys on leading 
more sustainable lifestyles and teaching 
customers how they can too. There are 2 
swapshops as well as a dinner party hosted 
by collaborators, Peacemeal.

The events are also promoted on 
the Instagram account. 
Click image on right to view.

http://
https://www.instagram.com/stories/highlights/17921609590392114/


DIGITAL RECEIPTS
Digital receipts are a way of generating a 
customer database as well as being better 
for the environment as paper receipts are 
not recyclable. 

These are examples of a digital receipt that 
customers would receive after making a purchase in 
store, in both desktop and phone formats.



INFORMATION PAGES

For extra information on the pop-up, customers are directed to the app 
and website where they can also buy tickets for the events.



The same imagery and information is also presented on the app 
as well as links to the website where customers can buy their 
tickets.



AR TAGS
Augmented Reality is an innovative method to engage 
existing and potential customers through technology which 
most customers won’t have seen before.

Above is an example of a swing tag which will be attached to the Patagonia 
Logo Tee in our store. Customers can use their phones to scan the tag which will 
bring up the text information you can see above. It shows the environmental 
aspects of the brand as well as a link through to shop on the website.

At the launch party, influencers will be 
gifted with different merchandise as well 
as an AR tag of themselves which when 
scanned, displays information about the 
influencer and their Instagram handle.

Click on the tags to view a film of how they work.

https://vimeo.com/414252448
https://vimeo.com/414231415


An illustration of how the tags 
would work with the influencer 
holding their camera up to the tag 
and the information showing on 
their screen.



E-COMMERCE
In-keeping with the overall 
aesthetic of the brand, the website 
and app are used to promote 
the pop-up and the Instagram so 
that all promotional channels for 
the brand work cohesively and 
seamlessly.

View films of the website and app working by clicking on each image.

https://vimeo.com/414231164
https://vimeo.com/414231198


IMAGE REFERENCES

Unless referenced below, all imagery, illustrations and artwork within this document have been produced by the author on Adobe Illustrator, Adobe Photoshop and ProCreate. 
The references have been separated into pages, in order of viewing.
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