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Although sustainability is becoming an important issue for consumers, younger generations are unsure of the awareness that individual companies have of their environmental impact. The World Wildlife Fund (WWF) is an international organization that works with wilderness preservation. When paired with a high-fashion luxury brand like Gucci, WWF will be able to address their wildlife goal, while bringing attention to the harm that the fashion industry has on the environment and wildlife.
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	WWF
	Gucci

	· Founded in 1961 by Prince Bernhard of the Netherlands
· Mission is “to create a world where people and wildlife can thrive together“
· Six goals are forests, oceans, wildlife, food, climate & energy, and water
· Target young adults 18-30
· Different levels of passion about climate change, donations can be one time, monthly, yearly, and for whatever amount
· Have done collabs with: Tesco, Michelin, Evermade, Dingbats

	· Italian luxury fashion house founded in 1921 by Guccio Gucci
· One of the oldest fashion brands
· Middle/High-class customers who have a keen interest of fashion
· Cover a wide base of consumers, from new millennial consumers (20’s) to loyal brand followers (50’s)
· Gender, age, and marital status do not seem to matter, they are able to cover a wide base demographic.
· Worldwide recognition
· Has done collaborations with brands like Adidas, Dior, Xbox, Disney
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Description automatically generated]For this collaboration, 5 endangered animals will be highlighted – the panda, tiger, tortoise, hyacinth macaw, and axolotl. By creating the collection out of eco-friendly fabrics and having 20% of overall revenue donated to environmentalist groups, this will show both company’s dedication to a greener fashion future.
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This event will take place at the Big Bear Alpine Zoo, a rehabilitation facility offering injured, orphaned, and imprinted wild animals a safe haven; temporarily while they heal or permanently as they are unable to survive on their own. Over a delicious vegan dinner, there will be environmental speakers going over wildlife and habitat preservation, and the impact that fashion has on those issues.
There will be a pop-up shop in the zoo, where participants can take a quiz and find out which animal suits them best. Inside, consumers will find a two-piece sweatshirt and jogger set, as well as individualized products for each animal. They will be greeted by a friendly, educated staff to help them learn more about each endangered animal. After purchasing from our collaboration, those at the event will be able to share a discount code with their followers on social media for our collection, showing their unity with the collaboration and what it stands for.
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There are multiple types of consumers who will be buying from this collaboration, and I will reach out to them with three PR tactics – celebrity endorsement, variety of advertising, editorials, and social media. I love advertorials, and I believe that this would be an interesting and original way to promote this event. Gucci has an established relationship with Vogue, so I believe having a 4-6 page advertorial would be a great way to engage an audience. That would mainly be in print media, so I also want to reach out to a younger audience with social media. The social media advertising I plan on [image: Shape, square

Description automatically generated]doing would be on WWF and Gucci’s Instagram pages, as well as reaching out to influencers. Influencers, I believe, are the quickest way to reach a broad audience of people. I plan on using celebrity endorsement and sending PR packages to influencers in order to get them to come to the event and spend money. Influencers will also need to buy into the vision that is set by this collaboration in order for them to share the message with their audiences. 
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Description automatically generated]Influencers and celebrities will be the main consumers of this product. Although we will be sending them PR packages, I believe that influencers and celebrities will buy merchandise and/or donate money to the cause. Overall, I want the influencer or celebrity to have at least two of these qualities – overall popularity, fashion lovers, have a loyal fan base, environmentalists, or have money to spend. The influencers that I am mainly targeting are some that have been accused of either greenwashing or not having spoken out about environmental issues at all, but would be inclined to support the cause and have the platform to do so. The celebrities that I am targeting have loyal fan bases and have done green or eco-friendly collabs before. I believe that these characteristics cover a wide range of influencers and celebrities, and it is exactly what is needed for this collaboration. Having a good range of influencers and celebrities also means that their fan bases will be extensive and varying. Awareness is the main focus, purchasing the good comes next, and if possible having consumers just donate would also make the launch event successful. I have included a tentative list of influencers, brands, and environmentalists I plan on inviting.
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Description automatically generated]The launch event will happen on October 24th, 2023, the International Day of Climate Action. I believe that this date would push more influencers, environmentalists, and brands to participate in the event. 
For the campaign, I plan to launch a vegan dinner event at the Big Bear Alpine Zoo. There will be a number of guest-speakers to highlight the global state of fashion waste, and what individual people and brands can do to reduce this. There will be a pop-up shop of the collaboration’s merchandise in the zoo, where influencers can get their pictures taken. NO PHOTOGRAPHY will be allowed with the animals, [image: Shape, square

Description automatically generated]but there will be photo booths so that influencers may post their merchandise and advertise this campaign on social media. Influencers will be able to show their dedication to environmental issues, while also making their followers realize it is an important topic. With this, influencers will also be able to post a link to a survey for their followers to take a quiz seeing which endangered animal they are most like, with a discount code for the merchandise. I plan on reaching out to influencers, brands, and environmentalists with a press release included in my appendix.
	Month 1
(May - June)
	Month 2
(June - July)
	Month 3
(July - August)
	Month 4
(August - September)
	Month 5
(September -October)
	Month 6
(October)

	Book event space, book catering. Make sure both company’s websites are up to date, any drama surrounding them is cleared up.
	Hire staff, educate them on specific animals. Do a photoshoot for Vogue advertorial.
	Send out PR to influencers, brands, and environmentalist speakers.
	Have the Vogue Advertorial published. Launch advertising on both company’s Instagram’s and websites.
	Ramp up PR again on socials, send PR packages to celebrities, brands, and environmentalists that seem interested, ask them to post about launch with a hashtag.
	Send out press releases again, book cars to pick up celebrities. Make any final adjustments needed on the booking.


The collection that will be launched will include 5 colorways, each representing a different animal. Each colorway will also have an individualized item. For example, the tiger would have aviators, the panda would have socks, the tortoise would have a hat, the hyacinth macaw would have a small purse, and the axolotl would have a bathing suit and swimming trunks. The size range for the sweatsuits would be S-XXL. Because the price point would be rather high for [image: Shape, square

Description automatically generated]these clothing items, a middle-class person would be able to afford the limited-edition charm bracelet, which would include the Gucci logo, WWF logo, and each animal on its own charm.

The PR packages I intend to give out to consumers will include a brief, personalized version of the press release, as well as one of the individualized items for the animals. For example, I would send the Axolotl bikini and swim trunks to Kim Kardashian and Pete Davidson, the tiger aviator glasses to Snoop Dogg, the panda socks to Yung Gravy and bbno$, the tortoise hat to Lil Nas X, and the hyacinth macaw purse to Nicki Minaj. I would also include some of their favorite goodies, like Millie Bobby Brown likes jolly ranchers, Zendaya likes snickers, and Tom Holland likes twizzlers. 
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Description automatically generated]Since this is a hypothetical evaluation of the collaboration, I will mainly be relying on the SWOT, PESTLE, PESO, and AIDA marketing mixes as well as the 7 P’s which can be seen in my appendix. 
While Gucci has a high price point as a luxury brand, I think I was able to create a space where consumers could still enjoy the collaboration if they are not luxury spenders. With the charm bracelet, individualized animal products, and donations, there is a price point for every consumer to be able to participate in the collaboration. 
I believe my AIDA model was accurate and shows great opportunities to grab the consumer at different parts of their buying process. 
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I covered a large range of strengths, weaknesses, opportunities, and threats in my SWOT analysis in order to create my collaboration and launch event.
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When creating my table for the 7 P’s, I was able to come up with a lot of interesting and unique concepts for my launch event. Out of all the marketing mixes, this one was definitely the most helpful. I was able to get a lot of good ideas written down, and through that analyze which ones would be realistic when considering the SWOT and AIDA models.
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I believe that these three points are hard to accurately see in a hypothetical situation:
· Need to make sure speakers and influencers actually talk to one another
· Need to make sure that influencers buy more from the store and don’t just take the PR package
· COVID could have another surge and it would not be the same online, or if it were to still be in-person, would be seen as insensitive
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I would be biased when evaluating these, because I believe that my event would be so amazing and memorable that no one would be able to stop talking about it. At the same time, I feel like these risks are associated with all events happening right now, so it provides an overview of the risk of hosting a launch.
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This Gucci x WWF collaboration is a great opportunity for both companies to engage in person with consumers. Not only does this create a great space for productive conversation to happen, but this event also has the ability to ignite people’s passion for change. Since the pandemic, it is hard for people to feel connected to their surroundings. Hearing of the real damage done to the world and our habitats due to fast fashion, influencers will be able to change their spending habits, as well as reach out to their audiences and encourage them to do the same. 
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GUCCI x WWF Dinner with Wildlife
October 24th, 2023 - International Day of Climate Action

Come learn about the real cost of fast fashion.

Although sustainability is becoming an important issue for consumers, younger generations are
unsure of brand’s owareness of the importance of caring about their environmental impact. WWF is
an international organization that works with wilderness preservation. When paired with a
high-fashion luxury brand like Gucci, WWF would be able to address their wildlife goal, while
bringing attention to the harm that the fashion industry has on the environment and wildlife.

For this collaboration, we hope to bring light to S endangered animals: the pandaq, tiger, tortoise,
hyacinth macaw, and axolotl. By creating the collection out of eco-friendly fabrics and having 20% of
overall revenue donated to environmentalist groups, we want to show our dedication to a greener
fashion future.

This event will take place at the Big Bear Alpine Zoo, a rehabilitation facility offering injured,
orphaned, and imprinted wild animals a safe haven; temporarily while they heal or permanently as
they are unable to survive on their own. Over a delicious vegan dinner, we hope to provide a space

where we can have an open conversation between influencers, brands, and environmentalists about
what we can do to reduce fashion’s impact on global waste.

The collection that will be launched will include 5 colorways, each representing a different animal.
Each colorway will also have an individualized item. For example, the tiger would have aviaotors, the
panda would have socks, the tortoise would have a hat, the hyacinth macaw would have a small
purse, and the axolotl would have a bathing suit and swimming trunks. The size range for the
sweatsuits would be S-XXL. Because the price point would be rather high for these clothing items, a
middle-class person would be able to afford the limited-edition charm bracelet, which would include
the Gucci logo, WWF logo, and each animal on its own charm.

Our pop-up shop will be in the zoo, where you can take a quiz and find out which animal suits you
best. Inside, you will find individualized products for each animal, as well as a friendly, educated
staff to help you learn more about each endangered species.

After purchasing from our collaboration, you will be able to share a discount code with your
followers for our collection, showing your unity with our vision for a better future in fashion.

We are excited to see you therel For more information please feel free to contact our Gucci x WWF
representatives at

help@aquccixwwf.com

We look forward to seeing you all on October 24th, 2023, the International Day of Climate Action.

Gucci x WWF
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