
Phase 1: Brand Management Strategy 

Objective: 

Revive brand visibility and customer loyalty by addressing the 45% churn rate, declining engagement, 

and weak digital presence. This strategy targets Gen Z and Millennials through both online and offline 

initiatives that emphasize personalization, sustainability, and community. 

 

1. Brand Awareness Campaign 

a) Online Tactic – Micro-Influencer Marketing Campaign 

• Approach: Partner with 30–50 micro-influencers (10K–50K followers) on Instagram and 

TikTok. 

• Content: OOTD Reels, eco-fashion tips, and TrendTideRevive challenges. 

• Purpose: Boost engagement, brand authenticity, and reach among Gen Z (who prioritize 

sustainability and diversity). 

• Reference: Inspired by ZestWear’s “GreenVibe” campaign (10M+ views using mid-tier 

influencers). 

b) Offline Tactic – TrendTide Street Pop-Ups 

• Execution: Host interactive pop-ups in malls and college campuses across Mumbai, Delhi, 

and Bangalore. 

• Features: Live try-ons, sustainability exhibits, QR code-linked promotions, and photo walls. 

• Purpose: Increase physical engagement and rebuild trust by showcasing product quality and 

ethics. 

 

2. Audience Engagement and Retention 

a) Engagement Strategy – AI-Powered “Style Me” Quiz 

• Tool: Interactive style quiz on website/app to deliver weekly outfit suggestions tailored to 

personal tastes and body types. 

• Purpose: Reduce 65% bounce rate, enhance personalization, and boost conversion (currently 

1.8%). 

• Gamification: Style challenges encourage UGC (user-generated content) and peer 

engagement. 

b) Retention Strategy – “TidePoints” Loyalty Program 

• Features: Points for purchases, reviews, referrals, and event participation. 

• Benefits: Redeemable for discounts, exclusive access to eco-collections, and early product 

launches. 

• Purpose: Encourage repeat buying and long-term loyalty while reinforcing brand identity. 



 

Expected Outcomes 

Initiative Problem Solved Outcome Target 

Influencer Campaign Weak digital presence Boost Instagram CTR from 1.5% to 3%+ 

Street Pop-Ups Low offline engagement Rebuild trust and drive local brand recall 

Personalized Style Quiz Poor UX & high bounce rate Increase session time and conversions 

Loyalty Program High churn (45%) Increase repeat purchase rate and LTV 

 

Conclusion: 

This brand management strategy blends modern digital tactics with physical engagement to realign 

TrendTide with Gen Z and Millennial values. It fosters loyalty, enhances visibility, and sets the stage 

for sustainable growth and customer-centric innovation. 

 

 

Phase 2: Growth Strategy Execution 

Objective: 

Accelerate customer acquisition and revenue growth by using high-engagement, trend-driven 

strategies rooted in competitor insights and consumer preferences. This phase focuses on expanding 

TrendTide’s reach among Gen Z and Millennials while stimulating conversions. 

 

1. Customer Acquisition Strategy – Instagram Reels “Style the Tide” Challenge 

• Approach: Launch a viral Instagram Reels challenge inviting users to create their best 

TrendTide outfit transitions. 

• Execution: 

o Partner with 20–30 campus creators and micro-influencers (10K–50K followers). 

o Theme: "From College to Club" – showcasing versatile outfit transitions. 

o Hashtag: #StyleTheTide; weekly winners receive gift cards or exclusive access to 

upcoming drops. 

• Purpose: Capture attention of new Gen Z customers and increase user-generated content 

(UGC). 

• Reference: Mimics VibeVogue’s successful engagement tactics, adapted to Instagram 

(TrendTide’s primary channel with 140K followers). 

 

2. Growth Hacking Strategy – Limited-Time “Green Drop” Sales 



• Approach: Launch biweekly flash sales of new sustainable product lines under the label 

“Green Drop Fridays.” 

• Execution: 

o Promote exclusive drops of eco-friendly apparel (e.g., organic cotton kurtas) at 20% 

off for 48 hours. 

o Push via Instagram Stories, email, SMS, and pop-up banners. 

• Purpose: Drive urgency, boost conversions, and reposition TrendTide as a brand that values 

sustainability. 

• Reference: Inspired by ZestWear’s sustainable campaigns and VibeVogue’s flash sales model. 

 

Expected Outcomes 

Initiative Problem Solved Outcome Target 

Instagram Reels 

Challenge 
Weak Gen Z acquisition Improve reach, boost engagement to 3%+ 

Green Drop Sales 
Low conversion & outdated 

appeal 

Increase eco-line sales & AOV during 

promos 

 

Strategic Rationale: 

• Instagram Reels remains the top video discovery platform in India among Gen Z and 

Millennials. 

• Gen Z craves interactive, shareable brand experiences, especially when linked to fashion 

and social validation. 

• “Green Drop” flash sales tap into value and urgency, encouraging eco-conscious consumption 

and brand reappraisal. 

 

Conclusion: 

Replacing TikTok with a Reels-based strategy ensures maximum local relevance while maintaining 

the virality and excitement needed for customer acquisition. When combined with urgency-focused 

sustainable drops, this growth plan will help TrendTide regain traction among style-savvy Indian 

youth. 

 

Phase 3: Social Media Analysis 

Objective: 

To identify and resolve key performance issues across TrendTide’s social media platforms, focusing 

on Instagram follower decline, poor engagement, and competitive benchmarking. The goal is to 

rebuild digital relevance and community interaction. 



 

1. Instagram Follower Decline Analysis 

• Data: 

o 2022 followers: 159,090 

o 2024 followers: 140,000 

• Percentage Drop: 

\frac{159,090 - 140,000}{159,090} \times 100 \approx \textbf{12% decline}  

Problem: Declining relevance, stagnant content strategy, and lack of influencer partnerships have 

eroded organic growth. 

 

Tactic to Improve Engagement – “Reel & Reveal” Series 

• Strategy: Launch a recurring Instagram Reels series titled "Reel & Reveal", where creators 

and customers style TrendTide pieces and reveal personal stories tied to fashion and 

sustainability. 

• Execution: 

o Weekly episodes featuring micro-influencers (15K–50K followers) and real 

customers. 

o Include styling tips, fabric sourcing highlights, and user shoutouts. 

o Incentivize participation with reposts and discount codes. 

• Purpose: Boost engagement rate from current 1.2% toward the industry average of 3.5%, 

using storytelling and authenticity to rebuild trust. 

 

2. Competitive Benchmarking vs. ZestWear 

Brand Market Share Instagram Followers Engagement Rate 

TrendTide 5% 140,000 1.2% 

ZestWear 15.49% 600,000 4.5% 

Gap Analysis: 

TrendTide lags significantly behind ZestWear in both digital footprint and interaction quality. 

 

Tactic to Close Engagement Gap – “Wear the Change” Influencer Collab Campaign 

• Strategy: Launch a 6-week Instagram influencer collaboration featuring 10–15 mid-tier 

creators to promote TrendTide’s upcoming sustainable and inclusive line. 

• Execution: 



o Focus on diverse representation, behind-the-scenes production stories, and 

transformation Reels (e.g., styling 1 piece in 5 ways). 

o Each influencer to post 2 Reels + 1 carousel post + 1 Story Q&A. 

o Branded hashtag: #WearTheChange 

• Purpose: 

o Aligns with Gen Z’s values: ethics, transparency, and creativity. 

o Aims to raise engagement to 3–4%, improve visibility, and position TrendTide as a 

conscious fashion brand. 

 

Expected Outcomes 

Issue Addressed Proposed Solution Target Outcome 

12% follower decline “Reel & Reveal” UGC series 
Re-engage lapsed followers & attract 

new 

1.2% engagement rate 
Influencer collab: 

#WearTheChange 

Reach 3–4% engagement (industry 

standard) 

Weak brand identity on 

IG 

Storytelling + value-focused 

content 
Improve community trust and relevance 

 

Conclusion: 

A dual approach combining engaging user-driven content with strategic influencer partnerships 

will help TrendTide close the engagement gap, rebuild social credibility, and regain lost followers. 

Instagram will become a key platform in revitalizing the brand’s identity among India’s fashion-

forward youth. 

Phase 4: BCG Matrix Analysis 

Objective: 

Analyze TrendTide’s product portfolio using the BCG Matrix to identify strategic priorities. This 

phase determines how to optimize the ₹5 crore marketing budget across categories based on market 

growth and relative performance. 

 

1. BCG Matrix Classification 

Product 

Category 

Revenue 

(2024) 

Growth 

Rate 
Classification Rationale 

Sustainable 

Line 
₹1.67 Cr 20% Star 

High growth & rising demand; 

emerging core focus 



Product 

Category 

Revenue 

(2024) 

Growth 

Rate 
Classification Rationale 

Athleisure ₹3.33 Cr 15% Star 
Trend-driven, aligns with Gen Z 

lifestyle 

Party Wear ₹4.17 Cr 10% 
Question 

Mark 

Moderate growth but needs style 

refresh 

Accessories ₹1.67 Cr 8% Dog 
Low revenue & weak brand 

association 

Casual Wear ₹9.17 Cr 5% Cash Cow Highest revenue but stagnating growth 

 

2. Category-Wise Strategy 

Category BCG Role Strategic Focus 

Sustainable Star Expand SKU range; promote via eco-campaigns 

Athleisure Star Collaborate with fitness influencers & college creators 

Party Wear Question Mark Refresh designs with K-pop & nightlife themes 

Accessories Dog Minimize marketing, bundle with other products 

Casual Wear Cash Cow Optimize ad spend to maintain stable ROI 

 

3. Suggested Budget Allocation (₹5 Crore) 

Category Allocation (₹) % of Budget Justification 

Sustainable ₹1.5 Cr 30% Leverage 20% growth & Gen Z eco-demand 

Athleisure ₹1.2 Cr 24% Aligns with rising demand & Reels-friendly 

Party Wear ₹0.8 Cr 16% Needs revamp to capture mid-tier fashion buyers 

Casual Wear ₹1 Cr 20% Retain loyal customer base, boost efficiency 

Accessories ₹0.5 Cr 10% Use in combos/gift kits, limit standalone push 

 

Expected Outcomes 



Initiative Goal Anticipated Impact 

Boost Sustainable Line Position as ethical Gen Z favorite 
+Revenue, +brand perception, 

+loyalty 

Push Athleisure 
Expand trend-aligned product 

visibility 

+Conversions, +social content 

engagement 

Party Wear Refresh Modernize appeal 
+Relevance, +new customer 

acquisition 

Optimize Casual & Bundle 

Acc. 

Maximize ROI from core 

categories 

+Stability, +average order value 

(AOV) 

 

Conclusion: 

TrendTide’s strongest opportunities lie in the Sustainable Line and Athleisure, which deserve 

aggressive promotion. Budget should be balanced with sustaining the Cash Cow (Casual Wear) and 

experimenting cautiously with Party Wear. Accessories should play a supporting role. This matrix-

based allocation aligns resources with market dynamics and consumer trends. 

Phase 5: Porter’s Five Forces Analysis 

Objective: 

To assess the competitive dynamics of India’s fast fashion market using Porter’s Five Forces. This 

analysis identifies external pressures impacting TrendTide’s performance and outlines strategic 

actions within the ₹5 crore marketing budget to strengthen its position. 

 

**1. Threat of New Entrants – Moderate to High 

• Barriers to Entry: 

o Low startup costs and e-commerce accessibility lower entry barriers. 

o However, brand recognition, supply chain maturity, and scale remain challenges 

for newcomers. 

• Impact on TrendTide: 

o New brands (e.g., ThriftTrend, VibeVogue) are entering quickly with viral, niche 

strategies. 

o Market share is being diluted (TrendTide dropped from 7.6% to 5%). 

• Strategic Response: 

o Invest in brand differentiation through sustainability, inclusivity, and community 

engagement. 

o Build supplier exclusivity for sustainable materials to protect supply-side 

advantages. 



 

2. Bargaining Power of Buyers – High 

• Consumer Profile: 

o Gen Z and Millennials demand affordability, ethics, and personalization. 

o 30% want sustainable materials; 25% seek inclusive sizing. 

• Impact on TrendTide: 

o Price sensitivity (avg. order value dropped to ₹1,100) limits profit margins. 

o Lack of alignment with values has caused brand erosion (60% satisfaction). 

• Tactic Within Budget: 

o Allocate ₹1.5 crore (30%) to sustainable & inclusive collections, bundled with an 

influencer-led awareness campaign. 

o Launch “Wear The Change” initiative to connect with ethical fashion seekers. 

 

3. Competitive Rivalry – Very High 

Brand Market Share Engagement Rate Differentiator 

ZestWear 15.49% 4.5% Sustainability, AI personalization 

VibeVogue 10.33% 6% (TikTok) K-pop/Bollywood trends, flash sales 

ThriftTrend 5.16% Niche community Thrifted fashion + events 

• Impact on TrendTide: 

o Low 1.2% Instagram engagement and 45% churn highlight weak positioning. 

• Differentiation Strategy: 

o Position as India’s Inclusive & Ethical Streetwear Brand: 

▪ Blend cultural relevance (Bollywood + street fashion) with eco-values. 

▪ Use storytelling-led Reels, community pop-ups, and loyalty incentives. 

 

Summary of Force Responses 

Force 
Pressure 

Level 
TrendTide Action Budget Link 

Threat of New 

Entrants 

Moderate-

High 

Strengthen brand identity, exclusive 

supply 

R&D & brand 

awareness 



Force 
Pressure 

Level 
TrendTide Action Budget Link 

Buyer Power High 
Offer sustainable, inclusive fashion 

lines 

₹1.5 Cr (30%) 

allocation 

Competitive Rivalry Very High 
Position via content + ethical 

differentiation 

Influencer + Reels 

strategy 

 

Conclusion: 

TrendTide operates in a high-pressure market with savvy buyers and aggressive competition. To 

thrive, it must use its ₹5 crore budget to establish a unique, value-driven identity, deepen loyalty 

with conscious consumers, and create brand equity that newer entrants can't replicate quickly. 

 


