Phase 1: Brand Management Strategy

TrendTide Clothing Co., once a rising player in India’s fast fashion market, is now grappling
with a 22% sales decline and a 45% customer churn rate. To reclaim its market position and
reconnect with its primary audience—Gen Z and Millennials—a renewed focus on brand
awareness, customer engagement, and retention is essential.

Brand Awareness Tactics

Online Tactic:

To rebuild digital presence and improve its Instagram engagement (currently at 1.2%, below
the 3.5% industry average), TrendTide will launch a wviral influencer campaign titled
“EcoThread: Style. Sustain. Slay.” This campaign will collaborate with 20—25 micro and
mid-tier influencers (10K-50K followers) known for eco-conscious and Gen Z-relevant
content. These influencers will post 15-30 second Reels wearing TrendTide’s new
EcoThread line—stylized to emphasize sustainability, inclusivity, and individuality. Reels
will feature rapid transitions, diverse models, and trending audio to drive engagement and
shares.

Offline Tactic:

TrendTide will conduct “Swap & Style” pop-up events across malls and colleges in cities
like Mumbai, Delhi, and Bangalore. At these events, attendees can swap gently used clothes
for discount vouchers and get styled by fashion reps using the EcoThread collection. The
events will also include Instagrammable corners for Reels creation, strengthening offline-to-
online synergy and encouraging user-generated content.

Audience Engagement Strategy

To engage Gen Z’s creative energy and desire for community participation, TrendTide will
launch a design contest titled “Sketch Your Style”. Followers will be invited to submit outfit
ideas for TrendTide’s next capsule collection. The top 3 designs will be turned nto real
products and featured online with creator credits. This not only increases interaction but also
deepens emotional investment in the brand.

Customer Retention Strategy

Given the high churn rate, TrendTide will introduce a loyalty program called “EcoPoints”.
Customers will earn points for sustainable purchases, event participation, and social shares.
Points can be redeemed for exclusive discounts, early access to launches, or upcycled
merchandise. The program will be integrated with the website and mobile platform,
rewarding consistent brand interaction and building long-term loyalty.

These strategies combine digital innovation with real-world experiences, helping TrendTide
rebuild trust, boost engagement, and reposition itself as a brand that not only follows fashion
trends but also champions values its audience cares about—sustainability, inclusivity, and
individ uality.



Phase 2: Growth Strategy Execution

In a market saturated with fast fashion players and shifting consumer expectations, TrendTide
must execute a dynamic growth strategy focused on customer acquisition and cost-effective
mnovation. With a I5 crore marketing budget and a core audience of digitally active Gen Z
and Millennials, TrendTide's growth efforts should leverage social credibility, rapid
engagement cycles, and value-driven positioning.

Customer Acquisition Tactic

To rapidly increase its customer base, TrendTide will launch a campus-centric influencer
acquisition campaign called “TrendTide Campus Stars.” This program will partner with
student influencers across top Indian universities (Delhi University, Mumbai University,
Christ University, etc.) to promote TrendTide’s flash sales and product drops.

Each influencer will receive custom discount codes (e.g., TTXCampus25) and a personalized
capsule they can showcase via short-form video content. In exchange, they will post 2-3
weekly Reels/TikToks featuring styling tutorials, try-ons, and calls to action. The campaign
will target both fashion enthusiasts and sustainability-minded students, offering 1000
cashback coupons to new users who make a purchase via a referral link.

This grassroots approach not only generates peer-level trust but also helps TrendTide expand
in regional urban clusters where word-of-mouth and digital virality intersect. Given the
average cost per influencer is 50,0001 lakh, TrendTide can activate ~30 influencers
within a X1 crore sub-budget.

Growth Hacking Initiative

To differentiate from typical discount strategies, TrendTide will implement a co-branded
college capsule collaboration series titled “Designed by U”—an innovation in co-creation
and brand affinity. The idea is to collaborate with fashion and design departments at select
colleges to create limited-edition apparel lines designed by students, sold under the
TrendTide label.

Each launch will be promoted via launch parties, livestreamed design showcases, and local
media partnerships. These collections will only be available for 30 days, creating urgency and
exclusivity. Collaborating colleges will receive a portion of the revenue as community
support, while the student designers will be credited publicly—building both hype and
goodwill.

This initiative will attract attention from media and Gen Z creators, making TrendTide a
brand that uplifts local talent while offering fresh, trend-forward fashion. Inspired by
VibeVogue’s use of flash sales, this growth hacking method adds a layer of purpose and
community involvement, increasing customer lifetime value.

Together, these acquisition and hacking strategies position TrendTide not just as a brand that
sells, but one that builds culture, rewards creativity, and listens to the people it serves—
turning students into stylists and consumers into creators..



Phase 3: Social Media Analysis

TrendTide’s current social media performance reveals a clear disconnect between its brand
identity and digtal strategy. As of 2024, TrendTide’s Instagram following dropped to
140,000, down from 159,090 in 2022, representing a 12% decrease. More concerning is its
1.2% engagement rate, which lags behind the industry average of 3.5% and far behind key
competitors like ZestWear (4.5%) and VibeVogue (6%0). These trends reflect the brand’s
failure to maintain relevance in a highly dynamic Gen Z-dominated content environment.

Tactic to Improve Instagram Engagement

To reverse this decline and revitalize its digital presence, TrendTide will launch a 30-day
interactive campaign titled “The EcoThread Challenge.” This campaign will be a multi-
phase Instagram and TikTok push combining short-form videos, giveaways, and influencer
partnerships.

Core features:

e Influencer-led Reels featuring styling transitions, outfit reveals, and “Get Ready
With Me” formats using TrendTide’s new sustainable line.

o User-generated content prompts encouraging followers to style their own
“EcoThread” look and tag the brand to win weekly rewards.

o A storytelling focus where influencers share personal stories related to conscious
fashion, sustainability, and body positivity.

e Weekly “Feature Fridays” where top creators from the community are reshared on
TrendTide’s official page.

The goal is to increase two-way interaction, create emotional resonance, and encourage viral
behavior. Based on similar campaigns by ZestWear and VibeVogue, this tactic is expected to
double TrendTide’s engagement within two months.

Competitive Benchmarking & Engagement Gap Closure
Zest\Wear:

600K followers

4.5% engagement

Strong storytelling, behind-the-scenes content, and influencer-led reels
Market share: 15.49%

TrendTide:

o 140K followers

o 1.2% engagement

o Market share: 5%

o Minimal influencer presence, outdated content formats, and low storytelling quotient

Recommended Strategy:



To close the engagement gap, TrendTide must adopt a value-based content strategy built
around three pillars:

1. Authenticity: Post behind-the-scenes videos of how EcoThread garments are made,
showing sourcing, stitching, and packaging processes.

2. Representation: Feature a diverse cast of influencers and customers (different sizes,
gender identities, and skin tones) to reflect the 25% of consumers who demand
inclusivity.

3. Interactivity: Use polls, AMAs (Ask Me Anything), and TikTok duets to turn
passive viewers into active participants.

Additionally, building a micro-ambassador program with brand-aligned creators (2K-10K
followers) can drive deeper loyalty and grassroots-level visibility. These content creators,
though smaller, often have higher trust and engagement with niche audiences, helping
TrendTide connect where mass marketing fails.

Through these tactics, TrendTide can transform its Instagram page from a passive catalog to a

vibrant, participatory brand community—Dbridging the engagement gap with both creativity
and credibility.

Phase 4: BCG Matrix Analysis

To optimize resource allocation and ensure sustainable recovery, TrendTide must categorize
its product portfolio using the BCG Matrix, evaluating each category based on market
growth rate and relative market share. This analysis provides a strategic lens to determine
where to invest, where to scale down, and where to innovate.

Product Category Classification

1. Casual Wear (R9.17 Cr revenue | 5% market growth)

o Classification: Cash Cow

o Rationale: Highest revenue-generating category with steady demand but
limited growth.

o Strategy: Focus on maintaining profitability through cost control and modest
updates. Introduce eco-friendly fabric alternatives (organic cotton) and expand
colorways to appeal to trend-savwy Gen Z customers.

2. Party Wear (R4.17 Cr revenue | 10% market growth)

o Classification: Question Mark

o Rationale: Moderate growth but declining consumer interest due to
pandemic-era wardrobe shifts.

o Strategy: Test seasonal capsule collections through influencer-led content
around festive periods. Co-create with local fashion schools to refresh appeal
while minimizing risk.

3. Athleisure (X3.33 Cr revenue | 15% market growth)

o Classification: Star

o Rationale: High growth and increasing consumer interest in comfort-driven
fashion, especially among Gen Z and Millennials working or studying from
home.



o Strategy: Expand product line through bold colors, gender-neutral fits, and
influencer-led  fitness collabs. Introduce subscription boxes for monthly
deliveries.

4. Accessories (X1.67 Crrevenue | 8% market growth)

o Classification: Dog

o Rationale: Low revenue and limited differentiation; consumer feedback does
not highlight accessories as a priority.

o Strategy: De-prioritize standalone accessories. Instead, bundle items (bags,
scrunchies, jewelry) with main apparel products as free add-ons to increase
cart value without driving standalone investment.

5. Sustainable Line (X1.67 Cr revenue | 20% market growth)

o Classification: Emerging Star

o Rationale: Rapid growth driven by consumer demand for sustainability,
though current market share is small due to recent launch.

o Strategy: Heavily invest in visibility, influencer-backed launches, and
transparency (e.g., “Know Your Fabric” tags with QR code linking to sourcing
info). Offer limited-time EcoThread collections with special packaging and
messaging.

Suggested Budget Allocation by Category (from X5 crore)

Category Budget Key Focus

Athleisure 30% Scale with influencer & comfort push
Sustainable Line 25% Hero product line, market differentiation
Casual Wear 20% Improve fabric quality & retention
Party Wear 15% Test new drops and festive bundles
Accessories 10% Bundle with outfits or limit SKUs

By aligning its marketing budget with the BCG Matrix, TrendTide can prioritize high-impact
categories, minimize waste, and strategically innovate in emerging segments like
sustainability and athleisure.

Phase 5: Porter’s Five Forces Analysis
To understand its competitive positioning and identify areas for strategic advantage,
TrendTide must analyze the fast fashion landscape through Porter’s Five Forces. This
framework evaluates the intensity of competition and the attractiveness of the market.
1. Threat of New Entrants — Moderate
The barriers to entry in India’s fast fashion industry are relatively low due to:

o Minimal upfront capital for launching online-only brands

o [Easy access to third-party manufacturers

e Social media enabling rapid brand awareness at low cost

However, scaling sustainably with quality control and customer trust is challenging.



TrendTide’s Strategy:
To defend against new entrants, TrendTide must strengthen brand loyalty through:

e Value-driven identity (sustainability + inclusivity)
e Community programs like “Swap & Style”
« High-quality, transparent sourcing stories to build trust

2. Bargaining Power of Buyers — High
Gen Z and Millennial customers are empowered, informed, and values-driven. They demand:

o Affordable yet ethical fashion
o Transparency in sourcing
e Inclusive sizes and representation

TrendTide has already lost a chunk of this base due to poor fabric quality and outdated
designs. 70% of buyers are price-sensitive (earning 32-5 lakh), while 62% of Gen Z prioritize
sustainability.

TrendTide’s Strategy:

Introduce a transparent pricing model and sustainability tag system (QR codes for sourcing
origin). Implement an EcoPoints Loyalty Program to reward repeat purchases, upcycling,
and social sharing—making buyers feel valued and involved.

3. Competitive Rivalry — Very High

TrendTide competes in a crowded X400 crore market, where:
o ZestWear leads in sustainable fashion (15.49% market share)
o VibeVogue wins Gen Z through viral content (10.33%)
e ThriftTrend champions community-based thrift and upcycling

All three capitalize on influencer marketing, strong digital presence, and niche positioning.

TrendTide’s Strategy:
Differentiate through:

o Affordable sustainability (EcoThread line)
o Personalization (Al-driven website UX)
o Community engagement through co-branded college drops

4. Threat of Substitutes — High

Consumers have many alternatives:

o Thrift platforms (ThriftTrend, Instagram sellers)
o International players (H&M, Zara)
e D2C niche brands promoting minimalism or preloved fashion



TrendTide’sStrategy:
Offer unique perks like:

» Buyback/Upcycle program
o Exclusive access to co-created college collections
o Emotional branding around creativity and individuality

5. Bargaining Power of Suppliers — Moderate
TrendTide sources from Surat and Vietnam but faces issues like:

e Quality inconsistency
o Outdated manufacturing tech
o Weak supplier accountability

TrendTide’sStrategy:
Build long-term partnerships with sustainable, local suppliers. Invest in digital quality control
systems and shared training programs to ensure durability and trust in every product.

By leveraging insights from this Five Forces analysis, TrendTide can address systemic
weaknesses and capitalize on untapped opportunities—rebuilding its brand in a way that’s
competitive, authentic, and future-ready.



