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The Assignment 
Create a campaign that will shift brand interest from PINK 
customers and brand loyalists to the Victoria’s Secret brand, 
including cross-shopping, up-selling, etc.  
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Executive Summary 
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Everyone knows Victoria’s Secret. It is a household name in the intimate apparel and lingerie market, and brand 

awareness is your thing. However, there is a gap in shoppers between PINK and Victoria’s Secret that one cannot 

explain--until now. This gap occurs directly between the age demographics that both PINK and Victoria’s Secret are trying 

to reach, ages 18-24. Our campaign proves that with the right message and targeting, this gap can be demolished and the 

transition from PINK to Victoria’s Secret will be a seamless transformation for generations to come. 

 

To prepare for this campaign, we needed to fully understand what our age demographic (18-24) was thinking. We 

began this journey with primary and secondary research to identify the gap and what was holding our consumers back 

from making the jump from PINK to Victoria’s Secret. In addition, we collected thirty different personal interviews to get 

valuable insight on what women in this demographic are thinking. With this research, we were able to formulate an 

effective and innovative campaign that will directly communicate and inspire our target audience to transition from PINK to 

Victoria’s Secret. Join us on the journey of becoming an angel. 

 

 



Situation Analysis 
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Overview of the Market 
Beginning in 2010, global sales of the intimate apparel market hit $60.3 billion. Since 

then, the market has had a steady increase each year. In 2015, the market hit $76.9 

billion. By the end of 2016, it is projected that the market will exceed $82.1 billion 

(statista.com). 

That is a $21.8 billion jump in six years, and things won’t be slowing down any time 

soon. 

There has been an increase in marketing campaigns focusing on body positivity and 

diversity since the industry came under fire for hyper-sexualization in it’s marketing. VS 

and PINK in particular have been criticized for not being inclusive of larger women and 

marketing “inappropriate” attire and attitudes to adolescent girls.  
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Who is Victoria’s Secret? 

According to the L Brands 

website, Victoria’s Secret has 

over seven million “selling 

square feet”, providing an 

amount of real estate that is 

unrivaled in the market 

 

VS accounts for 65% of 

all of L Brands and has 

tremendous success in 

stores and online 

 
VS also reaches 390 million 

consumers annually 

through its direct catalogue 

 

 

 

PINK is a great asset to 

Victoria’s Secret; in 2013 it 

was a $1.5 billion company 

and is projected by 

Bloomberg.com to double 

in size in the coming years 
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Customer experience is what Victoria’s Secret is known for. 

“Victoria’s Secret didn’t start dominating lingerie until it 

stopped being cheap and began focusing on the 

customer experience” according to 

businessinsider.com 

“Victoria’s Secret has the asset of the 

experience that a shopper receives when they 

come in to visit a store. They are all about an in-

store experience,” they continued. 

The higher prices make customers feel that 

they are making a worthwhile investment from a 

specialty retailer. 

The customer experience in store is what 

gives Victoria’s Secret an edge in comparison to 

their competitors. This is what makes you unique. 

Our research showed that VS is in a 

category of its own when it comes to women’s 

lingerie, however the top two competitors that 

offer similar products at a similar price point are 

Aerie and Adore Me. 
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Insights that make Victoria’s Secret 
unique within the competitive landscape 
 

98% Brand Awareness and Recognition with the public 

Victoria’s Secret Fashion Show and VS Angels 

The concept of fantasy: we want our audience to be 

apart of the VS fantasy and to feel like the Angels 

High quality for a reasonable price, meaning they are 

targeting their audience of middle class women 18-24 

well 

“Best at Bra’s” in the lingerie market 

 Any professional model wants the chance to be a VS 

Angel, making the Angels even more sought after 
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Taking a look at the competition 
Victoria’s Secret is in a league of its own. You have dominated the market for years, and have the 

biggest market share by far, sitting at 65%. However, with recent companies taking direct aim at the brand 

and it’s consumers, there are two main competitors that we need to be aware of. Specifically for the 18-24 

year old demographic, Aerie and Adore Me are the top two brands that are gaining some attention from 

young women. 

 

Aerie claims 15% of total U.S. female population, this includes 

ages 15-24, a demographic similar to VS 

This is significant though, considering Aerie has only 137 stores 

compared to Victoria’s Secret 1,000+ stores  

Aerie claims 2% of the U.S. lingerie market share, compared to 

VS's 65% 

However, Aerie could easily catch up to VS and PINK by 

copying their move to attach their physical locations (Aerie 

stores) to the physical American Eagle stores 

This would dramatically increase their reach as there are 900 

physical American Eagle locations, while there are only 

The key to Adore Me’s success is the perception that it is the 

same high quality as Victoria’s Secret, but for a lower 

price 

The first matching lingerie set for women is $20, and moves to 

$39.95 after that-- in addition, shipping is free in the U.S. 

AdoreMe is a huge threat to VS, revenues have grown from 

$1.1 million to $16.2 million in three years alone, a 

growth rate that cannot be ignored 

Their audience is 75% millennials, and marketing has been 

inspired by YouTube and did an unboxing ads 

They sell sizes between 30AA and 44G, wanting to “cater to 

all women” and “inclusiveness is incredibly important to 

the brand.” 



Where Victoria’s Secret currently is: 

Low Quality Product 

High Brand Differentiation Low Brand Differentiation 

High Quality Product 
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Where Victoria’s Secret WILL be: 

Low Quality Product 

High Brand Differentiation Low Brand Differentiation 

High Quality Product 
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Everyone knows that Victoria’s 

Secret has high quality product, but not 

everyone is aware of the difference in the 

two products. This is where our campaign 

will come into play, educating our 

consumers on this product differentiation 

and therefore in a league of your own. 



Strengths 
Brand Awareness of PINK and 

Victoria’s Secret 

High loyalty to their brand 

Highest market share in intimate 

apparel 

Perception of great quality 

Great social media presence 

Appeal to both genders 

Supermodel backing/model 

endorsement 

 

 

Weaknesses 
 

Perceived body negativity 

Cost 

Seen as objectifying women 

Say they don’t market to men, but 

ad is very sexualized as if to 

appealing to men 

Lack of recognition for active wear 

Can’t seem to get people to 

graduate from PINK to VS 

App gets little to no usage 

Opportunities 
More distinct line and marketing 

strategy between PINK and VS 

Diversify models 

Re-create apps 

Separate and organize demographics 

through the products 

Rewards/deals that encourage cross-

shopping and up-selling 

Threats 
More affordable options at retailers 

People having a more positive 

perception of other brands 

that encourage diversity 

People not wanting to leave PINK 

due to low cost 

Lack of reach for the 18-24 year old 

demographic in VS 

More affordable options for the 

college age student 

S W O T 
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The foundation of our strategic 
approach to our primary research and 

campaign development: 
 

Current VS shoppers don’t know the difference between the 

PINK and Victoria’s Secret brand 

Creating an environment that 18-24 year olds want to shop that 

feels sexy and sophisticated to stay on brand, but not too 

sexy where they feel uncomfortable 

There are very few differences between PINK and VS brands in 

their online marketing strategies 

Separating products into different age demographics will create 

the right difference for the brands to promote graduating 

from PINK to Victoria’s Secret 
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Our Target Audience 
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Our Target Audiences 
Primary Audience 

Millennials Making a Name for Themselves 
18-24 year old women 

Coming to a point in their lives where they want to be taken more 

seriously. They are becoming a more sophisticated, mature woman 

wanting to make a name for themselves. 

Celebrating their accomplishments and what is to come: college 

graduation, a job, living on their own 

Need products that are high quality but affordable for a college 

student 

Secondary Audience 

High School Sweethearts 
14-17 year old girls 

Realize they need quality bras and underwear 

Still shopping with their mothers, and need to know that 

they can go somewhere that will have high quality, age 

appropriate clothing 

Want products that are fun, cute and girly 

Their budget depends on their parent’s income and 

what they are willing to spend on their children 

 16 
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Why them? 
These 18-24 year-old women are the next generation of Victoria’s 

Secret shoppers. From our psychographic data, we know that the millennial 

generation is a group of motivated and enthusiastic individuals ready to 

confidently take on the world. These women want something practical, cost 

effective and high quality, yet still on par with the latest fashion trends. All of 

these characteristics of the millennial female make this demographic a perfect 

fit with the Victoria’s Secret brand. They are the generation setting the new 

standard for what it means to be a sexy, sophisticated, forever young female.  

 

Because the goal of this campaign is to graduate current PINK shoppers 

to Victoria’s Secret, it is fortunate that 41% of Instagram users are ages 16-24. 

To continue the concept of this campaign for generations to come, it is 

imperative to not only reach the current 18-24 demographic, but the future 18-

24 demographics. With the research found on the effects of social media 

platforms like Instagram, Twitter, YouTube and others, the younger 14-17 age 

demographic will indirectly be affected by our campaign. 

 

 

 

 

Although we will not use any specific tactics to garner the attention of the 14-17 year old demographic, because of the 

platforms and media outlets that will be used throughout the campaign there will be unintended benefits to capture the up and 

coming generation.  



Our Target Audience 
Our MRI research showed us that college students are one of our biggest markets that need to be reached. 

Our ideal target audience is female college students, ages 18-24. We then learned their behaviors when it came to 

their social media habits, where they spend most of their time online, and where we can appeal to them that will be 

the most effective and productive. With 100 being the benchmark for a valid index, we know our digital media plan 

will be an extremely effective way to reach our target audience considering the data below. 

  VALS      

 Index  VALS     Index 

I spend time daily on Facebook     157 I 

watch online videos (YouTube)  171 

I make purchases for my personal use    112 I have a laptop 

computer   119 

I listen to Internet-only radio services (Pandora/Spotify) 175 I have a smartphone or 

cellphone  135 

I watch TV on online      159  

18 

Source: MRI+ Database 
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Psychographic Profiles 
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Our target audience brought to life 
The personas of our target audiences are the backbone of our campaign and the reasoning behind why we are doing what we are 

doing. These people are not simply a number anymore, they are consumers that we want to directly target with our campaign. 

 

Their attitudes, hobbies, beliefs, interests and overall personalities are what make them important to the Victoria’s Secret brand. They 

encompass what it means to want the fantasy that Victoria’s Secret has to offer them. These are millennial women who are looking for 

something more mature, sexy, and sophisticated to complete their wardrobe. These women are getting ready for some of the most important 

times of their lives, specifically going to college, graduating college, and finding their way in the real world. 

 

This is a vital time in our target audience’s life, and we want them to know that Victoria’s Secret is there to celebrate them. By assigning 

our primary target audience a name, we give our campaign something to look at and ensure that we are taking the right measures to reach this 

specific woman. 

 

We plan to target them directly to show them why celebrating life’s moments with Victoria’s Secret is the perfect decision for them. Meet 

Emily, Jasmine and Alexa.  



The Up-and-Comer: Emily Stern 
Emily Stern is a 18 year old high school student from Chicago, Illinois. 

She is the leading scorer for her field hockey team, enjoys shopping on 

Michigan Ave with her friends, and staying up to date on all of the latest 

trends. Her parents are willing to buy her the clothes she needs, but want to 

make sure it is age appropriate for an 18 year old.  

 

She’s obsessed with her phone and is all over Instagram, Twitter, 

Facebook, Snapchat and YouTube. She loves to follow brands and 

celebrities that have bold and original style. She is looking for a brand that 

makes her feel more like the celebrities she idolizes, but also one that her 

parents are comfortable providing for. She watches more YouTube than 

cable television, and loves feeling connected to influential people, specifically 

Kendall Jenner who is one of her favorite celebrities. 

 

Emily loves shopping at PINK and has been a PINK loyalist and PINK 

Nation member for years. We want to make sure that she stays a brand 

loyalist when it is time to make the transition from PINK to Victoria’s Secret. 

 

She has a younger sister and lives with her parents who together 

make $100,000 annually. They are wanting to instill good values in their 

daughter before she leaves for college in a few years.  22 



The Wanderer: Jasmine Smith 
Jasmine Smith is an 22 year-old college senior at University of 

Texas at Austin. She was born and raised in Dallas, Texas and loves being 

active and getting outside in her free time. She values her faith and family. 

She is a double major in Accounting and Finance and is Vice President of 

with the Accounting Club. She works part-time at boutique on campus. 

 

She loves social media platforms, specifically Snapchat and Twitter. 

She also enjoys a good in-store experience and appreciates great 

customer service. She gets all of her news from Twitter every morning and 

afternoon, instead of spending money on a newspaper subscription. 

 

Jasmine previously shopped at PINK before she went to college, but 

has since stopped due to her personal finances becoming more important 

to her. She wants to resume shopping somewhere, but doesn’t know where 

to go. She feels as if she has outgrown PINK, but isn’t old enough for 

Victoria’s Secret. 

 

Her individual finances are important to her. She was raised with two 

brothers, and her parents who together make $75,000 annually. She is 

more inclined to shop at places that offer a student discount considering 

her attention to her personal budget. 
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The Loyalist: Alexa Jones 
Alexa Jones is a 20 year-old junior at the University of 

Southern California. Her parents instilled values that reflect a 

‘work hard, play hard’ mentality. She loves hanging out with her 

friends, trying new things and is an aspiring journalist. She is an 

active member of the Society of Professional Journalists and 

recently had an internship at a fashion magazine in Los 

Angeles. 

 

She feels connected to different brands through social 

media. She follows Victoria’s Secret on Instagram, and enjoys 

keeping up with lives of the VS Angels via their social platforms 

as well. She wakes up each morning and the first thing she does 

is check her phone and get her first dose of social media. 

 

She shops at PINK often and loves the Victoria’s Secret 

brand, but hasn’t made the crossover due to prices and feeling 

tied to the PINK brand. She likes the idea of Victoria’s Secret, 

but isn’t sure she is ready to commit to that brand over PINK. 

 

She is an only child and is the daughter of parents who 

together earn $150,000 annually. Alexa hopes to stay in the Los 

Angeles area and work for a fashion magazine. 24 



Primary Research 
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The Problem 
Victoria’s Secret is seeing a drop in millennial sales. Millennials may be shopping at PINK, but they tend to 

leave the brand entirely when it comes to crossing over to a more mature look. We need to solve this problem by 

promoting a seamless transition from PINK to Victoria’s Secret. 

 

Therefore, we were posed with the question of how can we encourage current PINK shoppers to cross-shop 

and “graduate” to the Victoria’s Secret brand? What is the x factor that is missing from the current brand offerings that 

is halting the crossover? 

 

In order to answer this question, we designed primary research to fully understand our target audience and their 

psychographic profiles. We began by conducting a survey that would ask our specific target audience of 18-24 year-

olds questions about their brand perception, awareness, and knowledge of Victoria’s Secret vs. PINK. We followed up 

with focus groups in order to ask more open-ended, in-depth questions once again to our specific target audience. The 

following pages will explain our findings, what they mean to our campaign, and more importantly what they mean to 

Victoria’s Secret moving forward. 
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The How 
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Demographics:  

 

All female shoppers 

 

82% millennials 
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Qualitative: Personal Interviews 
Methodology:  

 

A total of 30 individual 

interviews were conducted. 

Researchers contacted 

current PINK and Victoria’s 

Secret female shoppers 

ranging from 17-45 years of 

age, though 82% were 

millennials. 

Respondents:  

 

Participants were 

interviewed outside of the 

store to ensure candid 

responses. 



Qualitative: Personal Interview Quotes 
“I enjoy shopping at Victoria’s Secret and I 

think that they have the best bra’s. I like 

going into the store because most of the 

time I get someone to help me find exactly 

what I’m looking for, and they make sure it 

fits right” 

 

 -Woman, 23 years old  

 

 

“PINK and Victoria’s Secret are separate? I 

honestly had no idea. I thought that PINK 

was just a cheaper version of Victoria’s 

Secret, but I always thought some of their 

stuff looked the same.” 

 

-Woman, 21 years old 

“I knew that PINK and Victoria’s Secret were separate, but I 

like shopping at PINK more because of all the discounts 

and sales that they do, like the 5 for $25. I just can’t afford 

most of the nicer stuff in Victoria’s Secret unless my mom is 

shopping with me.” 

 

-Woman, 22 years old 

 

 

 

“I buy some things at Victoria’s Secret sometimes, but for 

the most part I still shop at PINK for underwear and bra’s. 

It’s just cheaper and looks like some of the Victoria’s Secret 

stuff. I like a lot of the Victoria’s Secret stuff, it’s just I can’t 

afford a $60-$70 bra right now while I’m still in college.” 

 

-Woman, 22 years old 
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Qualitative: Personal Interviews 
After conducting our personal interviews that allowed us to ask open-ended, in-depth questions about 

Victoria’s Secret and PINK, we were able to delve into the minds of our demographic and gain insights into their 

lives and motivations. These interviews helped to expand on the concrete quantitative data we had already 

gathered. 

 

Our biggest problem that we found from our personal interviews were two of the points that were found in 

our survey research: some people didn’t realize they are two separate brands, and most college-aged students 

can’t and don’t cross over because of the price difference between Victoria’s Secret and PINK. 
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Demographics:  

 

96% of respondents were 

female, 4% male 

 

71% respondents were 18 

to 24 years old 

 

29% respondents were 25 

and over 
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Quantitative: Online Survey 
Methodology:  

 

Our research team sent 

out surveys via social 

media as well as email to 

millennials across the 

nation, most enrolled at 

public universities. In 

order to achieve the goal 

of obtaining at least 70% 

of our results from the 

target audience, 

researchers used the 

quota sampling method. 

Respondents:  

 

We collected 298 qualified 

respondents (317 total) from 

a total of 27 states, including 

D.C., as well as 5 different 

countries. 



Quantitative: Online Survey 
With the largest percent of respondents fitting in our specific demographic, we knew we would get 

an accurate view of our target audience’s brand perception and knowledge of both the PINK and 

Victoria’s Secret brands. 

 

Although respondents were heavier in the South, we still received many responses on both a 

national and international level.  As the infographic on the previous page showed, the darker the state, 

the more the respondents. 

 

It was important for us to get a complete and wholesome understanding of brand perception, and 

therefore we wanted to make sure that we had representatives from as many states as possible from all 

over the country. We wanted to ensure that we would get respondents out of the South region to 

understand what the less conservative states are thinking when it comes to Victoria’s Secret and brand 

perception. This would allow for a more accurate quantitative measurement of our survey and give us a 

better basis of research to build our campaign upon. 
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Key Findings 
indicated they shopped/shop at PINK during the ages of 10 - 18 years old 

33 

indicated they shopped/shop at Victoria’s Secret from age 19 years old and up 

However,             associate the Victoria’s Secret brand with the 18 - 24 year old age group

Q: Why are millennials not shopping VS? 



Key Findings 

of respondents who do shop Victoria’s Secret visit only 1-2 times 

annually 

34 
A: Millennials want to shop, but need incentive 

are most comfortable shopping for bras and underwear in specialty stores 

are most likely to shop at Victoria’s Secret during sales 



Key Findings 
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of the respondents that didn’t shop Victoria’s Secret were 

unaware of the difference between the PINK & Victoria’s Secret brands. 

With such a high percentage of female millennials (71%) taking a survey 

about the world’s most popular lingerie brand, researchers knew brand 

recognition would be high among respondents. However, researchers were 

surprised to find a high percentage of respondents who did not know the 

difference between the PINK and Victoria’s Secret. 

Campaign focus: Define the Victoria’s Secret brand 
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Based off our psychographic data and quantitative research, the research team 

had concluded that millennials want to make cost efficient purchases, but also high 

quality and style. Because Victoria’s Secret already offers high quality and style, the 

only thing the brand needs now is a way to show millennials specifically where and 

how the Victoria’s Secret brand can fit their current lifestyle and a way to provide 

more incentivised purchases. 

 

After outlining the campaign focus, the research team began to formulate focus 

groups to find out more relating to brand perception as well as what female 

millennials want from the Victoria’s Secret brand specifically. 

Campaign  Focus 



Demographics:  

 

100% of respondents were 

female 

 

100% respondents were 18 

to 22 years old 

37 

Qualitative: Focus Groups 
Methodology:  

 

Our research team 

gathered focus group 

participants within the 

University of 

Oklahoma. The 

snowball sampling 

method was used since 

participants were 

recruited via pre-

existing participants 

recruited by the 

research team. 

Respondents:  

 

Our team conducted 2 focus 

groups with a total of 12 

participants. These 

participants had all taken 

the online survey as well 

and were each familiar with 

the PINK and Victoria’s 

Secret brands. 



Qualitative: Focus Groups 
These focus groups were comprised of female millennials who knew about and shopped 

for PINK and Victoria’s Secret products either in the past or currently. Like the typical 

millennials represented through psychographic data as well as through our three personas - 

Alexa, Jasmine, and Emily -  these girls were budget conscious, opinionated, goal-oriented and 

loved to have fun. 

 

Participants discussed the brands in relation to their own lifestyles as well as their 

experiences with the brands in the past. 

 

38 
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Word Association 
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What words do you associate with the PINK and Victoria’s Secret brands? 

 
PINK     

  Victoria’s Secret 



Consumer Confusion 
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Defining the brand takes more than just showing consumers what the brand has to offer 

in merchandise. During the focus groups, our research team discovered that millennials want a 

brand tailored to their needs, their wants, and their generation.  

 

It is the goal of our campaign to illustrate that while PINK is a great brand that 

accommodated the needs of our consumers during their pre-teen and early teenage years, it is 

the Victoria’s Secret brand that can help shape their current and quickly maturing lifestyles.  

 

 This is exactly why we have based our campaign around celebrating life’s moments. 

Everyone has moments that are worth celebrating, especially our target audience. When going 

through such a transition time in their lives, we want our consumers to know Victoria’s Secret is 

not only there for them, but with them to celebrate.  

 



Focus group participants stated that 

the main reason they shop at PINK rather 

than Victoria’s Secret is due to the price 

difference. They suggested that a new and 

improved loyalty program - less 

complicated than the current one - would 

give them incentive to shop the Victoria’s 

Secret brand more. 

Mirroring the results of 

the online survey, focus group 

participants often labeled 

Victoria’s Secret as “too 

mature” for their lifestyle. 

Once again, researchers found 

that millennials want to own stylish 

and high quality bras and underwear, 

they just don’t see Victoria’s Secret 

as a brand tailored to their needs and 

wants. 

42 

Focus Group Key Insights: 



Employees:  

 

Most were at the front of the 

store helping with purchases 

while others engaged in 

greeting consumers and 

rearranging merchandise. 

43 

Qualitative: Ethnography 
Methodology:  

 

Researchers went to 

the local Norman, OK 

PINK and Victoria’s 

Secret store to visit 

and study the culture, 

atmosphere, and 

consumer/employee 

relationship. 

Consumers: 

 

Overwhelmingly women 18-

25 years of age shopped 

mostly alone in the Victoria’s 

Secret section while girls 

ranging from 13-16 years of 

age shopped with friends 

and mothers in the PINK. 



The Relationship Between 
Research and Target Audience 
Our research shows us that the in-store experience that VS offers is unlike any other 

competitor in the Intimate Apparel Market 

Aerie and Adore Me are targeting the 18-24 year old middle class women and do not 

struggle with losing any audience because it is not subdivided within the 

company- it is one cohesive brand and therefore doesn’t have to worry about 

graduating one audience to the next brand 

VS has a huge opportunity to take over even more of the market by targeting two 

specific demographics with two different brands: PINK and VS 

By appealing to the 14-17 year old demographic, PINK will encourage the younger 

market to come in to VS for an in-store experience unlike any other, and will 

become the best specialty retailer for a girl’s first bra 

 This will also give Victoria’s Secret a larger and more loyal customer base, 

they will expand their audience to a younger demographic and provide 

more people to encourage cross shopping and up-selling when they turn 

18 and want something more mature 

By appealing to the 18-24 year old demographic, Victoria’s Secret will prove that the 

transition from PINK is a seamless transition that can and will be made after a 

customer outgrows the PINK brand 44 



Goals, Objectives & Strategies 
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Goal 
To educate current PINK customers on the unique and distinct offerings of 

Victoria’s Secret vs. PINK to increase brand awareness and brand crossover. 
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Objective 1 
To raise brand awareness of distinct brand offerings of PINK and Victoria’s 

Secret by 40% by the end of 2017. 

 

47 

Strategies 

1. Differentiate marketing within digital media platforms. 

2. Highlight the foundation and brand definition of PINK. 



Objective 2 
To increase cross shopping and up-selling by 50% by end of 2017. 
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Strategies 
1. Host promotional in-store events to promote up-selling. 

2. Offer coupons and discounts for PINK Nation members and consumers on 

Victoria’s Secret items. 

3. Create Victoria’s Secret brand reps for college campuses. 



Objective 3 
To increase the cross over of the PINK consumers to the Victoria’s Secret 

brand by 25% by the end of 2017. 
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Strategies 
1. “An Angel Gets Her First Set of Wings” campaign conveying the fantasy of being a 

Victoria’s Secret Angel when a consumer buys their first Victoria’s Secret bra. 

2. Creating the VS Moments App that will allow for easy crossover from the PINK brand to 

the Victoria’s Secret. 

3. Celebrating the crossover from PINK to Victoria’s Secret with VS Summer Bash. 



Public Relations Plan 

50 



51 

Our Campaign Challenge 
Our PR plan is the backbone of our campaign. We used the important research and key findings to understand 

what exactly our target audience needs to make the crossover from PINK to Victoria’s Secret. We learned that our 

target audience of 18-24 year old women want something that is affordable, but yet extremely chic and fashionable. 

This information led us to tailor our campaign to meet their needs.  

 

To do so, we wanted to create tactics that would be functional and effective. These tactics will be the 

foundation to our creative approach and our media plan that will lead the transition of our target audience from PINK 

to Victoria’s Secret. We thought to ourselves- what would Emily, Jasmine and Alexa think? This thinking is what led 

us to create some of our biggest components of our campaign: VS Moments and VS Summer Bash.  



The Campaign: Challenge & Goal 
The Challenge: 

Victoria’s Secret is seeing a drop in millennial sales. Millennials may be shopping at 

PINK, but they tend to leave the brand entirely when it comes to crossing over to a more 

mature look. Where are these women going after they leave PINK? What is causing the drop 

off of these people? 

How can we encourage current PINK shoppers to cross-shop and “graduate” to the 

Victoria’s Secret brand? 

 

Goal of our Campaign: 
To educate current PINK customers on the unique and distinct offerings of Victoria’s 

Secret vs. PINK. 

 52 



The Campaign: Objectives & Strategies 

Objective 1 
To raise brand awareness of distinct brand offerings of PINK and Victoria’s Secret by 40% by the 

end of 2017. 

 

Strategies: 
Define the specific uses and needs of the Victoria’s Secret brand versus PINK. 

 

Highlight the foundation and brand definition of PINK. 
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Defining the Brand is Key 
PINK and Victoria’s Secret are two separate brands - consumers need to know this! 

Victoria’s Secret needs to showcase how the 18-25 year old demographic can utilize the brand in their 

everyday lives 

We’ll showcase the Victoria’s Secret brand as a brand for mature, yet still sexy and forever young, 

women 

Through our “Graduation Day” themed promotion, we will encourage consumers to celebrate their 

maturing lifestyle and “graduate” to a brand that can fit their changing needs 

Victoria’s Secret is not for “just for the honeymoon” or “your mother”, it’s a chance for you to celebrate 

your new job, your birthday, and all the rest of life’s moments! 
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The Campaign: Objectives & Strategies 

Objective 2 
To increase cross shopping and up-selling by 50% by end of 2017. 

 

Strategies 
Host promotional in-store events to promote up-selling. 

 

A new App: VS Moments. Offer coupons and discounts for PINK Nation members and consumers on 

Victoria’s Secret items through the app. 

Create Victoria’s Secret brand reps for college campuses. 
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Who doesn’t love a GNO? 

The in-store experience is what makes Victoria’s 

Secret different than any competitors. We want to highlight 

this strength and make a lasting impression on our 

consumers, therefore we want to host exclusive in-store 

events.  

To get current PINK customers into the store to try on 

Victoria’s Secret apparel, we will promote a Girls Night Out 

for girls and their mom to come into their local store, get a 

bra fitting and 15% off their first Victoria’s Secret bra. 
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Bringing the campaign to life: “VS Moments” 

This App will transform the way consumers view the Victoria’s Secret 

brand. The new App will not only include rewards and discounts, but it will 

provide a personal approach to shopping and a direct line of communication 

between the Victoria’s Secret brand and consumers.  

It will include both the Victoria’s Secret and PINK brand to encourage the 

cross-shopping between the two brands, but will use milestone moments to 

encourage users to celebrate with Victoria’s Secret. 
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“VS Moments” 

58 

Users will sign up with their school (.edu) email address. The App will keep track of times in a woman’s 

life that are worth celebrating: birthdays, graduations, weddings, special moments in time. These celebrations 

call for a set of wings, which will be encouraged with discounts and promos.  

Moments that deal with an older demographic like college 

graduation will have rewards exclusive to Victoria’s Secret.  

The App will not solely consist of rewards or discounts, but will 

also offer exclusive content such as Q&A’s with the VS Angels, behind 

the scenes looks at the Victoria’s Secret Fashion Show, and contests 

and giveaways.  

Through the app, in August 2016 there is a competition for people 

to post pictures with a friend in VS Swim Apparel and use the hashtag 

#showoffyourwings, winner wins a trip with two tickets to the VS Fashion 

Show and backstage pass 



We will create brand reps for the Victoria’s Secret brand to partner with the PINK brands that 

are already established on campuses nationwide. These reps will have times that they work 

together, and times that they work separately to make sure both demographics are being reached.  

VS Moments will provide the locations of nearest brand reps, how to contact them, and how 

to become a Victoria’s Secret rep on their own campus.  
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Creating College Reps 

A seamless transition for the Victoria’s 

Secret brand is to encourage cross-shopping and 

up-selling by providing an outlet for college 

students to easily access apparel from the brand.  



The Campaign: Objectives & Strategies 

Objective 3 
To increase the cross over of the PINK consumers to the Victoria’s Secret brand by 

25% by the end of 2017. 

 

Strategies: 
“An Angel Gets Her First Set of Wings” campaign conveying the fantasy of being a 

Victoria’s Secret Angel when a consumer buys their first Victoria’s Secret bra. 

 

Victoria’s Secret Summer Bash-- a brand party in Las Vegas 
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“An Angel Gets Her First Set of Wings” 
Growing up is a part of life, and Victoria’s Secret wants to help you grow up in style! 

PINK is a great brand that has always been there for you, but Victoria’s Secret is here to help you 

mature into the confident and “forever young” woman you are today! 

Victoria’s Secret wants to help make you look good/feel good during that first day of college, first 

day at the new job, or any day you want to feel your best in your constantly changing and 

maturing life! 

The “An Angel Gets Her First Set of Wings” will be a promotional event aimed at young girls just 

entering the 18-25 year old demographic 

Moms and daughters will be invited to stores to shop together during this special buy one get one 

FREE event 
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Victoria’s Secret Summer Bash 

The summer of 2017 will be the biggest on record for Victoria’s Secret! 

Sticking with the celebratory “VS Moments” app and campaign theme, 

we want to invite up to 80,000 guests to the 2017 Victoria’s Secret 

Summer Beach Bash in L.A. 

This event will occur during the last week of June to kick off the 

summer and to celebrate recent graduates 

The event will also be an opportunity for app users to score major 

incentives and goodies with the VS Moments app 
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The Campaign: General Timeline 

App Launch 
Spring Break 

Promotion 

Graduation 

Promotion 

Summer 

Bash G.N.O. 

Event 

An Angel 

Gets Her First 

Wings Event 

Introduce VS 

College Reps 

to Campuses 

March April May June July August 

2017 



The Creative 
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Communication Objective: 
To educate current PINK customers on the unique and 

distinct offerings of Victoria’s Secret vs. PINK. 
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After conducting primary and secondary research about Victoria’s Secret and PINK and 

understanding our target audience psychographics, we discovered that there is a huge gap in the education 

of consumers on what the two brands stand for and what makes the two brands different. We need to 

communicate the difference of the two brands to our consumers through our creative content.  

 

Our PR plan and our creative content will work seamlessly together to present our consumers with a 

new view on the Victoria’s Secret brand. Our creative will encourage our target audience to celebrate the 

huge life moments that are happening, such as college graduation, getting their first real-life job, and 

becoming a more mature, sexy woman in society. Our research taught us that our target audience is 

extremely goal oriented, meaning there will be many moments in her life she will want to celebrate.  

 

Our campaign will ensure that these women will want to celebrate their special moments with 

Victoria’s Secret. 



There are many significant moments in time that 

embark meaningful change in a woman’s life. For our 

demographic, graduating from college and entering the real 

world is one of the first big moments a woman encounters 

on her own doing.  

 

A transformation occurs within, and our strategy is to 

correlate this transformation directly to the distinction of the 

two brands within Victoria’s Secret. We will encourage 

college graduates to also ‘graduate’ from PINK to Victoria’s 

Secret. 

 

Main Message:  
 

Victoria’s Secret is the ultimate lingerie and 

intimate apparel destination for millennials and 

young professionals looking to establish 

themselves as strong independent women. 

Celebrate the milestone moments in life, including 

getting your first set of wings. 66 



Call to Action 

Our research shows target audience 

values something that is cost efficient but high 

quality. They want something that is going to 

make them feel good, but also sexy and 

sophisticated. They want something they can 

celebrate in.  

 

 Our call to action is to draw these 

millennial consumers in via technology and 

digital media. Through the VS Moments app, 

users will be exposed to many different 

advertisements and opportunities to come in 

to Victoria’s Secret and celebrate with our 

brand.  
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Tone and Manner 
Our campaign tone is one that is exciting and engaging. We want to directly appeal to the 

young millennial generation of women that are our target audience and reflect the psychographics 

of our three personas-- Alexa, Jasmine and Emily-- and therefore will use new, innovative and 

strategic ways and messages to communicate with them. 

 

We will use new platforms such as Snapchat, YouTube, and an entirely new app to create and send 

messages directly targeted at these women. It will highlight moments in time that tug on our viewer’s and 

demographic’s heartstrings.  

 

We will use an encouraging tone that wants to celebrate the achievements and important moments of our 

demographic, and therefore promote the crossover from PINK to Victoria’s Secret. We will directly correlate the 

celebration to a transformation that also occurs within Victoria’s Secret and its two beloved brands. We will also 

educate our target audiences on the differences between the two brands by clearly differentiating the brand 

offerings in our advertisements and marketing strategies.  

 

Our research showed us that these are what our target audience value, and we need to show them that 

Victoria’s Secret values them as well.  
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An emotional advertisement and campaign always has 

an impact on the audience watching it. Victoria’s Secret 

hasn’t released a campaign like this before, therefore it will 

be a breath of fresh air for the demographic and the 

company.  

 

The concept of fantasy will still be prevalent, due to 

the VS Angels being the subject of the advertisements. 

However, it will show the Angels in a new light and highlight 

the impact that significant moments in a woman’s life has on 

her own lifestyle changes.  

 

These changes will make it obvious that not only will 

some moments have an impact on a woman’s life forever, 

but also on the role of Victoria’s Secret in her life forever. 
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So why this approach? 
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We invite you to...  
celebrate life’s moments with   

Victoria’s Secret 
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Campaign 
Concept: 

  
Video 

Storyboard 
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Campaign 
Concept: 

  
Video 

Storyboard 
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Introducing VS Moments 
 
VS Moments is an entirely new 

app created specifically for our target 

audience of 18-24 year old women. 

 

Women will enroll in the app 

with their college email address, and 

will be exposed to different incentives 

and discounts to PINK but more often 

Victoria’s Secret. 

 

It is the perfect balance 

between the two brands, and provides 

our target audience with a 

customizable experience. Brand 

ambassadors and special events will 

also be available. 

 

Many of our advertisements will 

appear through the app and be 

directed to the emails registered with 

the app. 
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Email advertisements and in-app ads 
Ads such as this will 

be sent out via email and as 

pop up ads on the app. 

 

Users will be exposed 

to these ads as soon as 

they open up the app, 

encouraging them to shop 

Victoria’s Secret instead of 

PINK. 

 

We strategically 

placed these ads so that 

consumers wouldn’t feel 

they are being punished for 

shopping at PINK, but 

instead simply encouraged 

to shop at VS. 
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Email and in-app ads 
Advertisements such as 

these will be incentives through 

the app and email to encourage 

women ages 18-24 to come into 

the store and shop Victoria’s 

Secret exclusively. 

 

We want our consumers to 

think of Victoria’s Secret when 

they think of celebrating and 

important moments.  

 

 This is where we will 

highlight some of our specific 

tactics in our campaign that will 

draw consumers into the store on 

special occasions. 
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Email advertisements and in-app ads 
This is another pop-up 

ad that will appear in VS 

Moments and via email 

strategically around popular 

graduation dates and our 

user’s specific graduation 

day.  

 

We want to 

congratulate them on their 

achievement, and show up on 

their smartphones and 

computers on the exact date 

of their graduation. 
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In-app ads 
Fun, lighthearted ads 

will be promoted strictly 

through the VS Moments app 

that will continuously 

encourage users to transition 

from PINK to Victoria’s 

Secret. 

 

These ads to not have 

as much of a straightforward 

message as previous ads, 

but instead want to plant the 

idea in consumer’s heads 

that happy and Victoria’s 

Secret go hand in hand. 
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Times Square 
Billboard Ad 

The Times Square 

Billboard is the only source of 

advertising that is not digital. 

 

We wanted our 

advertisement to be fun and eye 

catching, to gain the attention of 

pedestrians walking by the street 

and get people talking about the 

advertisement.  

We illustrate the idea behind the campaign of women “getting their first set of wings” by 

drawing the wings on a recent college grad. Because of the cost of the billboard, it will only be 

up during the second and third weeks of May, right around college graduation and when many 

people are going on vacation after getting out of school. 
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VS Summer Bash 
VS Summer Bash will be the talk of the summer come 

June 2017. With Selena Gomez performing and VS Angels in 

attendance, it will be a party to remember for years to come. 

 

 

 

 

 

 

 

 

 

 

 

 

 

In hopes of what will be an annual summer event to 

celebrate the VS Swim collection and the graduation of many 

customers nationwide, we want to make sure that people in 

attendance can easily post about the party. This is where the 

Snapchat filters will come into play, so that Snapchat users 

can interact with the geofilter. 
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Social Media Sample Posts 
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Social Media Sample Posts 

Facebook will be a huge 

outlet that we will advertise for VS 

Summer Bash and an outlet where 

we can communicate directly to 

the party goers.  
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Cohesiveness is key 
Our PR plan, creative concepts and content and our media plan must all flow seamlessly 

together to provide our consumer and target audience with the same brand image and 

messaging. From our beginnings of understanding the market, then proceeding to our primary 

research and finding our perfect target audience and their personas, our campaign has one main 

message: celebrate life’s moments with Victoria’s Secret.  

 

This is something that will stay continuous with our creative content and media plan 

together. Now that we have the content that we want to put out to our target audience, we must 

ensure that they see it. Therefore we must understand what media will be most productive, and 

therefore encouraging our audience to make the transition from PINK to Victoria’s Secret. 



Media Plan 
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Revisiting our personas 
While beginning our media plan, we needed to keep in mind what our personas-- Emily, Jasmine and Alexa-- 

value as young millennial women in our age demographic of 18-24. We must be strategic in the ways of communication 

we use to reach these women, and encourage them to celebrate with Victoria’s Secret. Before we dive into our media 

plan, we remind ourselves of what is important to these women and therefore what is important to us.  

The up-and-comer: 
Emily Stern 

The wanderer: 
Jasmine Smith 

The loyalist: 
Alexa Jones 

1. Obsessed with her phone and is all over 

Instagram, Twitter, Facebook, Snapchat and 

YouTube.  

2. Loves to follow brands and celebrities that 

have bold and original style. 

3. She watches more YouTube than cable 

television, and loves feeling connected to 

influential people, specifically Kendall Jenner 

who is one of her favorite celebrities. 

1. She loves social media platforms, 

specifically Snapchat and Twitter.  

2. She enjoys a good in-store experience and 

appreciates great customer service.  

3. She gets all of her news from Twitter every 

morning and afternoon, instead of spending 

money on a newspaper subscription. 

1. She feels connected to different brands 

through social media.  

2. She follows Victoria’s Secret on 

Instagram, and enjoys keeping up with lives 

of the VS Angels via their social platforms as 

well.  

3. She wakes up each morning and the first 

thing she does is check her phone and get 

her first dose of social media. 



Media Summary 
Our media plan for Victoria’s Secret is all about highlighting brand awareness and following 

that the lingerie powerhouse already has.  

We’re taking the young millennials that already know and love the Victoria’s Secret brand 

and creating a more intimate relationship with our audience. In order to do this, we are doing a 

majority of our media in a non-traditional format, taking many digital platforms by storm. Our 

research shows that 26% of people ages 18-24 look at their phone immediately when they wake 

up, according to time.com. People are also checking their phones up to 46 times per day.  

This is exactly why all of our content and advertising will be available at the fingertips of our 

target audience, and will reflect the interests and attitudes of Alexa, Jasmine and Emily.  
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Media Objective 
We want to make an impression on our demographic that will inspire them to 

take the leap from PINK to Victoria’s Secret. 

 

Our media objective is to reach 60% of our audience, women 18-24, with an 

average frequency of 4 over the course of 6 months from March 2017 to September 

2017.  

 

Our campaign will run on a continuous schedule within the 6 month duration. 

The media strategy will span sales periods like Spring Break and graduation dates for 

students that are in our demographic. It also leads into the summer when consumers 

are buying new clothes and swimwear.  
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Media Budget 
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The overall budget for the campaign is: 

 

 

        million dollars 

$5 
Majority of the media plan will be spent on digital, as 

our target audience is millennials that spend their 

time on digital platforms, according to time.com and 

our primary research. With the exception of a Times 

Square billboard, our campaign is a totally digital 

campaign. We will use the 5 million dollars to reach 

18-24 year old women, spanning over 7 months. 



Seasonality 
March 2017  

88 

September 2017 

 

 

March is the ideal time to start 

the media for this campaign 

because it is the beginning of 

spring and contains one of the 

most important things to 

young millennials: Spring 

Break. 

 

The media plan kicks off with 

the celebration of Spring 

Break and continues on 

throughout the summer. 

The media plan will continue with 

the summer months, appealing to 

our target audience on times that 

are often celebrated: graduation 

and the beginning of summer, 

including the VS Summer Bash. 

 

Our campaign is focused around 

celebrating life’s moments, and 

many big moments happen 

March thru June. 

The plan will finish out in 

September, after celebrating 

going back to school and 

starting off a new year strong. 

The beginning of a new 

school year, or new year 

where a graduate is not going 

back to school, will bring the 

creative concept of the 

campaign back full circle 

again.   



Geographical Influence 
Our MRI data shows that there are 10 cities that are key markets for our demographic and our media plan. 

These 10 markets are vital to the Victoria’s Secret brand, and are therefore vital for our media strategy. Since the 

markets are all over the nation, we will be very strategic in the digital platforms that we choose to spend our media 

budget on.  

These cities have a high index of our target audience, and will be our main concern for our media 

expenditures. The top 10 cities are as follows: 
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Atlanta   

Boston 

Chicago 

Dallas 
 

Detroit 

Los Angeles 

New York 

Philadelphia 
 

San Francisco 

Washington 

DC 

The following slide shows just how widespread these cities are, and therefore how widespread our campaign 

will be. One of the benefits of a completely digital campaign is that our high indexes of our target audience’s behaviors 

are consistent nationwide. 
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1. Atlanta 
2. Boston 
3. Chicago 
4. Dallas 
5. Detroit 
6. Los Angeles 
7. New York City 
8. Philadelphia 
9. San Francisco 
10.Washington D.C. 



Competitive Spend 
Our top two competitors, Aerie and AdoreMe 

are both young, inexperienced companies when it 

comes to the intimate apparel market.  

We want to take advantage of this immaturity in 

the market, and use our 98% brand awareness as the 

asset that it is.  
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Aerie: spends $35 million annually, $25 

million occurs in the US 

 

 

 

AdoreMe: spends $1 million monthly on 

Google search alone, plus television ads 

and social media ads, around $20-$30 

million a year 

 

 Sources: mobilestrategies360.com and adweek.com 
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Our media mix is a majority of 

non-traditional media, which best 

appeals to our target audience of 18-

24 year olds.  

 

Many young millennials thrive 

on digital platforms, such as 

Facebook, Twitter and Instagram. 

 

In addition streaming services 

such as Hulu and Spotify are popular 

for people looking to save money and 

still indulge in their favorite TV shows 

and music. YouTube also draws in 

more 18-34 users than any cable 

network in the US. 

 

The only traditional source of 

media we will be using is the ABC 

Superboard Billboard in Times 

Square from April-September. 



YouTube 
Targeting our audience means 

strategically placing advertisements 

that will come in direct contact with 18-

24 year-old women. In 2015 alone, 

there were over 30 million viewers on 

YouTube specifically in our 18-24 year 

old demographic. YouTube reaches 

more 18-34 year-olds than any cable 

network in US.  

 

YouTube is the perfect platform, 

as it continues to grow each year. 

Vlogs and tutorials are some of the 

most popular videos to date.  
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The Statistics: 

 

1 billion users 

⅓ of all internet 

users watch YouTube videos 

More than half of YouTube views are from mobile 

Average viewing session is 40 min. 

Ads skipped before 30s (or the end) are not billed 

Based on a bidding system, $.10 - $.30  

 

Spend: $1,000,000 on video advertisements on YouTube 

from March- September, the entire duration of the campaign. Source: digiday.com 



Instagram 
Instagram is Victoria’s Secret's 

strongest platform with 36 million 

followers. Nearly one fourth (22.9%) of 

users are our target audience age of 18-

24, according to statista.com. 

 

The visual format of Instagram fits 

perfectly with our campaign seeing as 

many of our advertisements are visual. 

 

Ads appear as the user is scrolling, 

which guarantees users will see the ad 

and can click to follow the ad back to VS 

profile or click ‘Shop Now” 
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The Statistics: 

 

400 million users and growing 

3.5 billion likes daily 

73% of Instagram users are 

between 15-35 

 

Spend: $625,000 on 

“Sponsored” posts for 

newsfeeds. 

 

 

 



Facebook 
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The Statistics: 

 

936 million daily active users 

Users spend an average of 40mins/day on 

Facebook 

Normal “sponsored” advertising is only 

seen by 5-7% of people 

$1.00 CPC, $2.00 CPM 

Video carousel reaches 50% of our target 

audience in just one day 

 

Spend: $1,000,000 on the Facebook 

Video Carousel and other promoted 

posts. Although expensive, the 

effectiveness will reach half of our 

target audience in one day. 

 

Facebook is a platform that 

many millennials still use, with 42 

million users being ages 18-24. 

This accounts for 23.3% of the 

total Facebook users. 

 

We will use a very specific 

advertising tactic to reach 50% of 

our audience: Facebook Carousel. 

 

You can showcase many 

different photos and links in one 

area, directing traffic to the App 

and website. We will be able to 

showcase the App, specific 

rewards, videos and photos at one 

time to our target audience. 
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This advertising option will benefit the 

campaign 3 different ways: 

 

#1: The carousel displays up to 5 different 

images & videos, giving audiences a glimpse of 

what all the brand offers 

 

#2: Audiences engage & interact with the 

brand by selecting which images they find most 

interesting 

 

#3: Using algorithms, the carousel feature is 

tailored to audiences’ online shopping habits  

Facebook Carousel 



Twitter 
According to journalism.com, 49% 

of Twitter users ages 18-34 get their 

news sources from the social media 

platform. 

 

Additionally, 18.2% millennials 

receive their news and other important 

information on Twitter due to its 

straightforward and quick access and 

demand. 

 

This means that nearly half of 

these users are checking Twitter every 

day to get their news. 

97 

The Statistics: 

 

Over 645,000,000 

registered users 

304 million monthly active 

users 

9,100 tweets sent out every 

second 

 

Spend: $625,000 on 

“Promoted” tweets to 

access a greater 

percentage of our target 

audience. 

 



Snapchat 
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The Statistics: 

 

Over 114 million snapchat 

users and growing 

Over 410,000,000 snaps sent 

per day 

70% of users are women 

77% of college students use 

Snapchat daily 

71% of Snapchat users are 

under 25 years old 

 

Spend: $552,000 on 

Snapchat for filters and 

any added costs. 

 

Snapchat is the most recent, 

newest form of social media that 

millennials and specifically college 

students are using on a daily 

bases. According to statista.com, 

37% of users are our 18-24 

demographic. 

 

This is a direct line of 

communication to our target 

audience, and we will create a 

Snapchat filter that will allow 

customers to take a selfie with as a 

part of our “An Angel Gets Her First 

set of Wings” campaign. 

 

 We will also have a 

Snapchat geofilter for the VS 

Summer Bash. 



Hulu 
Cable television numbers have been falling 

steadily for the past 10 quarters, and 18-24 year 

olds are now using streaming services to binge 

watch some of their favorite TV shows and movies. 

 

According to marketingcharts.com, 34% of 

television watchers 18-24 have stopped watching 

cable TV and switched to a streaming service. 

 

Even with the $7.99/month charge, users will 

still see commercials. These cannot be skipped, 

and therefore will be seen by the 900 subscribers. 
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The Statistics: 

 

Over 900 paid subscribers 

Over 700 million hours of  

content streamed 

Cannot skip advertisements 

100% ad completion 

#1 in engagement with consumers 

Allows for specific ad targeting 

Only bills VS when ads are viewed at 100% 

completion 

Based on a bidding system, $25-$30 CPM 

 

Spend: $518,000 on Hulu March- 

September, as it is $25-$30 CPM. 



Pandora/Spotify 
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The Statistics for Pandora: 

 

80 million Pandora users 

3.9 billion hours streamed in 2015 

19% of users are 18-24 years old 

52% of users are women 

$8-$12 per audio ad, CPM - $30 

 

The Statistics for Spotify: 

 

Available in 58 countries 

Over 46 million Spotify users 

Highest percentage of users, 26% 

are 18-24 years old 

55% of users are women 

Per view, bidding system 

 

Similar to video streaming, 

paying for individual songs is a thing 

of the past, specifically for our target 

audience of 18-24 year olds. Pandora 

and Spotify are the top two audio 

streaming services.  

 

Users can get these Apps for 

free on their smartphones, tablets and 

computers and don’t have to pay at all 

for the services. 

 

With the unpaid subscriptions, 

users will hear commercials after 

every 3-5 songs that the user cannot 

skip.  

Spend: $90,000 on Pandora 

for audio commercials 

during streaming and 

$90,000 for a sponsored 

summer playlist on Spotify. 



Times Square Billboard 
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The Statistics: 

 

Will run from May 12-May 26 2017, around 

graduation days for colleges in NYC/vacationing to 

NYC post college graduation 

300,000 people/pedestrians walk past the billboard 

daily 115,000 people in cars drive by daily Times 

Square Billboards can garner 1.5 million impressions 

daily 

 

Spend: $500,000 for two weeks in Times Square. 

Our research consistently shows that 

digital media is what our target audience looks 

at daily, therefore the majority of our campaign 

media will non-traditional and digital. Since we 

are appealing to the 18-24 demographic, we 

wanted to spend most of our money appealing 

to them on things they spend the majority of 

their time on. 

 

However, we believe that Times Square 

is a perfect opportunity to use a traditional 

source of media to launch the campaign. There 

are over 8.5 million people living in NYC alone, 

meaning there will be plenty of foot traffic that 

will occur by the billboard. 



Time to get out of the media-box 
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We’re having a celebration of our own, and everyone 

is invited. VS Summer Bash will be the perfect counterpart 

to the Victoria’s Secret Fashion Show that airs during the 

winter.  

 

This celebration will occur in June 2017, as our 

customers are celebrating their own moments in life, 

specifically graduation.  

 

We will have Selena Gomez performing on the 

beach in Orange County, California celebrating with some 

of our favorite angels. With the beach, we will have the 

opportunity to promote our swimwear and the Victoria’s 

Secret brand as a whole, encouraging recent grads to 

move up from PINK to Victoria’s Secret. 

 

The many aspects of this creative promotion cannot 

be budgeted for. 
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VS SUMMER BASH 
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Budget Breakdown 
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YouTube: $1,001,250 

Facebook: $1,001,250 

Twitter: $624,060 

Instagram: $625,000 

Snapchat: $550,000 

Hulu: $516,750 

Times Square Billboard: $500,550 

Spotify: $91,000 

Pandora: $90,050 

 

Total: $4,999,910 



Summary 
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Our media plan will appeal directly to our target audience of 18-24 year old college aged 

women. Our audience is realizing they are coming to a point in their lives where they want to 

be taken more seriously and sophisticated, and are celebrating their accomplishments and 

what is to come: college graduation, a job, living on their own. 

 

Our digital media presence will ensure that they always know Victoria’s Secret is there to 

celebrate with them and wants to make their moments special. Our campaign is tailored to our 

target audience and all of their social media platforms. 

 

Our media plan covers the entire duration of the campaign, from March-September. The 

timeline is exactly in sync with our PR plan, making sure that the tone and message of the 

campaign is cohesive at all times. This tone will be an exciting, encouraging campaign that will 

entice PINK customers to make the transition and celebration to the Victoria’s Secret brand. 
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Lastly, thank you! It was truly an honor to get to work for such a 
powerful and impressive brand like Victoria’s Secret. You have made 
our capstone experience so enjoyable and fun. Thank you for this 
amazing opportunity. 
 

With love and appreciation, 
 

The Secret Collective 

THANK YOU! 
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Katie Cunningham, Senior, major in 

Public Relations with a minor in Interior Design. 

Hometown is Oklahoma City, OK. My faith, 

family, friends, and German Shepherds are by 

far the best things about life. Public relations 

called my name three years ago, as a 

Sophomore, when I realized that I could create 

relationships with people and write for a living. 

Talk about a dream! I look forward to continuing 

the dream after graduation in May.  

Alessandra Hull, Senior, major in 

Advertising with a minor in art. I came 

upon advertising by accident and 

immediately fell in love with it. I love 

advertising because it is a mix of art, 

business and psychology. I hope to move 

to the West coast and find an agency to 

call home upon graduation. 

Courtney Counts, Senior, major 

in Advertising. Hometown is Broken 

Arrow, Oklahoma. My professional 

passions are writing and developing 

strong advertising concepts for clients. 

Outside of school and work, I am an 

artist. I love food, art, my cats and good 

documentaries.  

Abby Seal, Senior, major in 

advertising. Hometown is Ada, Oklahoma. 

My professional passions involve music and 

art with a strong interest in advertising and 

marketing. My passions are stories in my 

professional life and my private life. In my 

rare free time, I like coming up with concepts 

for stores and artwork and relaxing with 

good music. 
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Olivia Taylor, Junior, major in Public 

Relations with a minor in Geographic 

Information Science. Hometown is 

Russellville, AR. Growing up in a small town, I 

stayed connected with my community. I have 

always enjoyed public speaking, writing, and 

working with people. So it was no question 

that PR was the path for me. I also run cross 

country and track at OU and look forward to 

pursuing a career in sports PR upon 

graduation. 

Jenna Smith, Senior, major in 

Public Relations with a minor in African 

American Studies. Hometown is Oklahoma 

City, OK. I chose PR as a sophomore when 

I discovered the opportunity to write 

alongside cultivating relationships. I plan to 

transfer over the beneficial skills I gained 

from PR into my new interests with human 

resources and recruitment. After 

graduation, I plan to move to New York City 

to pursue a career in talent acquisition. 
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Appendix: Topline Summaries 
Team Member: Courtney Counts 
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Appendix: Topline Summaries 
Team Member: Katie Cunningham 
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Appendix: Topline Summaries 
Team Member: Katie Cunningham, 

cont. 
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Appendix: Topline Summaries 
Team Member: Alessandra Hull 
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Appendix: Topline Summaries 
Team Member: Abby Seal 
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Appendix: Topline Summaries 
Team Member: Jenna Smith 
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Appendix: Topline Summaries 
Team Member: Jenna Smith, cont. 
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Appendix: Topline Summaries 
Team Member: Olivia Taylor 
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The Campaign:  
 
 
 
In-Depth Calendar 
 
 



March 2017 
Sunday Monday Tuesday Wednesday Thursday Friday Saturday 

1 2 3 4 

Press release: VS 

Moments app launch 

Social Media: VS 

Moments app 

VS Moments App: 

Show app users to 

customize app with 

school schedule 

Social Media: 

Announce Spring 

Break Social Media 

Contest 

5 6 7 8 9 10 11 

Commercial (TV & 

Online): Spring Break 

promo 

Social Media: Spring 

Break Social Media 

Contest 

VS Moments App: 

Offer Spring Break 

discount 

VS Moments App: 

Offer Bachelorette 

Party discount 

Social Media: Spring 

Break Social Media 

Contest 

VS Moments App: 

Offer Spring Break 

TGIF Happy Hour 

Social Media: VS 

Moments  

12 13 14 15 16 17 18 

Commercial (TV & 

Online): Spring Break 

promo 

Social Media: Spring 

Break Social Media 

Contest 

VS Moments App: 

Offer Spring Break 

discount 

VS Moments App: 

Offer Bachelorette 

Party discount 

Social Media: Spring 

Break Social Media 

Contest 

VS Moments App: 

Offer Spring Break 

TGIF Happy Hour 

Social Media: 

#EarnYourWings 

graduation promo 

19 20 21 22 23 24 25 

Commercial (TV & 

Online): Spring Break 

promo 

Social Media: Spring 

Break Social Media 

Contest 

VS Moments App: 

Offer Spring Break 

discount 

VS Moments App: 

Offer Bachelorette 

Party discount 

Social Media: Spring 

Break Social Media 

Contest 

VS Moments App: 

Offer Spring Break 

TGIF Happy Hour 

Social Media: 

#EarnYourWings 

graduation promo 

26 27 28 29 30 31 1 

Commercial (TV & 

Online): Spring Break 

promo 

Social Media: Spring 

Break Social Media 

Contest 

VS Moments App: 

Offer Spring Break 

discount 

Press release: 

#EarnYourWings 

graduation promo 

announcement 

Social Media: 

#EarnYourWings 

graduation promo 

VS Moments App: 

Offer Spring Break 

TGIF Happy Hour 
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April 2017 
Sunday Monday Tuesday Wednesday Thursday Friday Saturday 

2 3 4 5 6 7 8 

Social Media: 

Announce winner os 

Spring Break social 

media contest 

VS Moments App: 

Offer Incentive 

Social Media: 

#EarnYourWings 

graduation promo 

VS Moments App: 

Offer Incentive 

9 10 11 12 13 14 15 

Social Media: 

#EarnYourWings 

graduation promo 

VS Moments App: 

Offer Incentive 

Social Media: 

#EarnYourWings 

graduation promo 

VS Moments App: 

Offer Incentive 

16 17 18 19 20 21 22 

Social Media: 

#EarnYourWings 

graduation promo 

VS Moments App: 

Offer Incentive 

Social Media: 

#EarnYourWings 

graduation promo 

VS Moments App: 

Offer Incentive 

Press release: An 

Angel Gets Her First 

Set of Wings promo 

Social Media: 

#FirstSetofWings 

promo 

Commercial (TV & 

Online): Angel Get Her 

First Set of Wings 

23 24 25 26 27 28 29 

Social Media: 

#EarnYourWings 

graduation promo 

VS Moments App: 

Offer Incentive 

Commercial (TV & 

Online): Angel Get Her 

First Set of Wings 

VS Moments App: 

Offer Incentive 

Press release: VS 

Beach Bash Summer 

Party 

Social Media: 

#FirstSetofWings 

promo 

Commercial (TV & 

Online): Angel Get Her 

First Set of Wings 

30 

Social Media: 

#EarnYourWings 

graduation promo 
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May 2017 
Sunday Monday Tuesday Wednesday Thursday Friday Saturday 

1 2 3 4 5 6 

Social Media: 

#EarnYourWings 

graduation promo 

Commercial (TV & 

Online): Angel Get Her 

First Set of Wings 

Social Media: 

#FirstSetofWings 

promo 

VS Moments App: 

Offer Finals Week 

Incentive 

Social Media: 

#EarnYourWings 

graduation promo 

7 8 9 10 11 12 13 

Social Media: 

#FirstSetofWings 

promo 

Commercial (TV & 

Online): 

#EarnYourWings 

Graduation promo 

Social Media: 

#EarnYourWings 

graduation promo 

Commercial (TV & 

Online): Angel Get Her 

First Set of Wings 

VS Moments App: 

Offer Finals Week 

Incentive 

Social Media: 

#FirstSetofWings 

promo 

14 15 16 17 18 19 20 

Social Media: 

#EarnYourWings 

graduation promo 

Commercial (TV & 

Online): Angel Get Her 

First Set of Wings 

Social Media: 

#FirstSetofWings 

promo 

VS Moments App: 

Offer Finals Week 

Incentive 

Social Media: 

#EarnYourWings 

graduation promo 

21 22 23 24 25 26 27 

Post social media 

promotion 

Social Media: 

#FirstSetofWings 

promo 

Commercial (TV & 

Online): 

#EarnYourWings 

Graduation promo 

Social Media: 

#EarnYourWings 

graduation promo 

VS Moments App: 

Offer Finals Week 

Incentive 

Social Media: 

#EarnYourWings 

graduation promo 

VS Moments App: 

Offer Finals Week 

Incentive 

28 29 30 31 

Commercial (TV & 

Online): 

#EarnYourWings 

Graduation promo 

Social Media: 

#EarnYourWings 

graduation promo 

VS Moments App: 

Offer Graduation 

Incentive 

VS Moments App: 

Offer Graduation 

Incentive 
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June 2017 
Sunday Monday Tuesday Wednesday Thursday Friday Saturday 

1 2 3 

Social Media: 

#EarnYourWings 

graduation promo 

VS Moments App: 

Offer Finals Week 

Incentive 

Social Media: 

#FirstSetofWings 

EVENT promo 

4 5 6 7 8 9 10 

VS Moments App: 

Offer Summer Beach 

Bash Incentive 

Commercial (TV & 

Online): Angel Get Her 

First Set of Wings 

Social Media: VS 

Summer Beach Bash 

Commercial (TV & 

Online): 

#EarnYourWings 

Graduation promo 

Social Media: 

#EarnYourWings 

graduation promo 

VS Moments App: 

Offer Graduation 

Incentive 

Social Media: 

#FirstSetofWings 

EVENT promo 

11 12 13 14 15 16 17 

VS Moments App: 

Offer Summer Beach 

Bash Incentive 

Commercial (TV & 

Online): Angel Get Her 

First Set of Wings 

Social Media: VS 

Summer Beach Bash 

Commercial (TV & 

Online): 

#EarnYourWings 

Graduation promo 

Social Media: 

#EarnYourWings 

graduation promo 

VS Moments App: 

Offer Graduation 

Incentive 

Social Media: 

#FirstSetofWings 

EVENT promo 

18 19 20 21 22 23 24 

VS Moments App: 

Offer Summer Beach 

Bash Incentive 

Commercial (TV & 

Online): Angel Get Her 

First Set of Wings 

Social Media: VS 

Summer Beach Bash 

Commercial (TV & 

Online): 

#EarnYourWings 

Graduation promo 

Social Media: 

#EarnYourWings 

graduation promo 

VS Moments App: 

Offer Graduation 

Incentive 

Social Media: 

#FirstSetofWings 

EVENT promo 

25 26 27 28 29 30 1 

VS Moments App: 

Offer Summer Beach 

Bash Incentive 

Commercial (TV & 

Online): Angel Get Her 

First Set of Wings 

Social Media: VS 

Summer Beach Bash 

Commercial (TV & 

Online): VS Summer 

Beach Bash 

Social Media: VS 

Summer Beach Bash 

Event: VS Summer 

Beach Bash 

Social Media: 

#FirstSetofWings 

EVENT promo 
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July 2017 
Sunday Monday Tuesday Wednesday Thursday Friday Saturday 

2 3 4 5 6 7 8 

Commercial (TV & 

Online): Angel Get Her 

First Set of Wings 

VS Moments App: 

Offer #FirstSetofWings 

Incentive 

Social Media: 

#FirstSetofWings 

EVENT promo 

Commercial (TV & 

Online): Angel Get Her 

First Set of Wings 

Social Media: 

#FirstSetofWings 

EVENT promo 

Event: #FirstSetofWings 

Event 

Hire social media 

specialist 

9 10 11 12 13 14 15 

Commercial (TV & 

Online): Angel Get Her 

First Set of Wings 

VS Moments App: 

Offer #FirstSetofWings 

Incentive 

Post social media 

promotion 

VS Moments App: 

Offer Incentive 

Post social media 

promotion 

VS Moments App: 

Offer Incentive 

Post social media 

promotion 

16 17 18 19 20 21 22 

Commercial (TV & 

Online): Angel Get Her 

First Set of Wings 

Send out email 

informing of 

tomorrow’s meet 

Post social media 

promotion 

VS Moments App: 

Offer Incentive 

Post social media 

promotion 

Send out recap of 

Scott’s performance 

Post social media 

promotion 

23 24 25 26 27 28 29 

Commercial (TV & 

Online): Angel Get Her 

First Set of Wings 

VS Moments App: 

Offer Incentive 

Post social media 

promotion 

VS Moments App: 

Offer Incentive 

Post social media 

promotion 

SVS Moments App: 

Offer Incentive 

Post social media 

promotion 

30 31 

Commercial (TV & 

Online): Angel Get Her 

First Set of Wings 

VS Moments App: 

Offer Incentive 
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August 2017 
Sunday Monday Tuesday Wednesday Thursday Friday Saturday 

1 2 3 4 5 

Post social media 

promotion 

VS Moments App: 

Offer Incentive 

Post social media 

promotion 

Post social media 

promotion 

6 7 8 9 10 11 12 

Commercial (TV & 

Online): Angel Get Her 

First Set of Wings 

VS Moments App: 

Offer Incentive 

Post social media 

promotion 

VS Moments App: 

Offer Incentive 

Post social media 

promotion 

Post social media 

promotion 

13 14 15 16 17 18 19 

Commercial (TV & 

Online): Angel Get Her 

First Set of Wings 

VS Moments App: 

Offer Incentive 

Post social media 

promotion 

VS Moments App: 

Offer Incentive 

Post social media 

promotion 

Post social media 

promotion 

20 21 22 23 24 25 26 

Commercial (TV & 

Online): Angel Get Her 

First Set of Wings 

VS Moments App: 

Offer Incentive 

Post social media 

promotion 

VS Moments App: 

Offer Incentive 

Post social media 

promotion 

Post social media 

promotion 

27 28 29 30 31 

Commercial (TV & 

Online): Angel Get Her 

First Set of Wings 

VS Moments App: 

Offer Incentive 

Post social media 

promotion 

VS Moments App: 

Offer Incentive 
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September 2017 
Sunday Monday Tuesday Wednesday Thursday Friday Saturday 

1 2 

Post social media 

promotion 

Hire social media 

specialist 

3 4 5 6 7 8 9 

Commercial (TV & 

Online): Angel Get Her 

First Set of Wings 

Post social media 

promotion 

Post social media 

promotion 

Post social media 

promotion 

VS Moments App: 

Offer Incentive 

Post social media 

promotion 

VS Moments App: 

Offer Incentive 

10 11 12 13 14 15 16 

Commercial (TV & 

Online): Angel Get Her 

First Set of Wings 

VS Moments App: 

Offer Incentive 

Post social media 

promotion 

VS Moments App: 

Offer Incentive 

Post social media 

promotion 

Post social media 

promotion 

17 18 19 20 21 22 23 

Commercial (TV & 

Online): Angel Get Her 

First Set of Wings 

VS Moments App: 

Offer Incentive 

VS Moments App: 

Offer Incentive 

Post social media 

promotion 

Post social media 

promotion 

24 25 26 27 28 29 30 

Commercial (TV & 

Online): Angel Get Her 

First Set of Wings 

Post social media 

promotion 

Post social media 

promotion 

VS Moments App: 

Offer Incentive 

Post social media 

promotion 
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