TrendTide Brand Management Strategy

To rebuild TrendTide’s brand equity and relevance by realigning its identity with the evolving values of its
target consumers—Gen Z and Millennials—through a renewed focus on style, trust, ethics, inclusivity, and
value. This repositioning will be executed via high-impact, culturally resonant campaigns amplified across
digital platforms and physical touchpoints.

Brand Repositioning Framework
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Casual Wear Athleisure Sustainable Line

Product Focus for Brand Rebuild

TrendTide will concentrate campaign energy and product innovation on three core categories:

e Casual Wear (%9.17 Cr revenue, 5% growth): Trust rebuild with fashion refresh

e Athleisure (%3.33 Cr, 15% growth): Youth lifestyle alignment with activewear creators

o Sustainable Line (%1.67 Cr, 20% growth): Tap into eco-conscious Gen Z trends
These categories will feature new fits like oversized silhouettes, gender-fluid streetwear, and upgraded
textiles to meet quality and fashion demands.

Tactical Rationale & Projected Impact
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Growth Strategy Execution

Strategic Objective: Reignite revenue growth by targeting TrendTide’s highest-potential categories—Casual
Wear, Athleisure, and the Sustainable Line—through product innovation, flash campaigns, and high-
conversion digital experiences. Tailor messaging for Gen Z and Millennials with a mix of culture-led and value-
driven outreach.

Growth Segment Activation Plan

Pl s Why It’s a Growth Lever Execution Approach
Category
Contributes ~46% of total revenue (29.17 Cr in 2024) . . . .
Casual . . o Relaunch with baggy/oversized fits via “FreshFitSzn”
Wear but is impacted by outdated design feedback (35%) and campaign: promote via Reels
stagnant 5% growth rate.
Fastest-growing non-sustainable segment (15% market . . . ” "
Athleisure growth); appeals to Gen Z's lifestyle aesthetics and Launch creator-led motion campaigns (“Wear Your Run”) for
o performance & streetwear
practicality.
. Though smallest in revenue (X1.67 Cr), it has the highest . « - .
Susf_a;:eable market growth rate at 20% and aligns with 30% of Drop QR-coded ls:‘tc?é:lfj (;l gd;rirfaaré?s(r}g(;?tyle with thrift-
consumers demanding sustainable fashion. y pactp

Tactical Campaign Rollout
1. Product Drops + Flash Sales
o Launch weekly or monthly capsule collections in key categories.
o Promote time-limited deals via the TrendDrop Flash Sales on the mobile app.
Use gamified elements (spin-the-wheel, mystery coupons) to attract app users and reduce cart
abandonment.
2. Campus Trend Activations
o Deploy on-ground marketing in 120+ colleges through fests and fashion shows.
Offer exclusive trial zones, styling contests, and merchandise giveaways to create UGC at scale.
o Incentivize student ambassadors with commissions and visibility.
3. Digital Personalization Engine
o Integrate Al Fit Tool and MyTide Looks feed on website/app.
o Leverage browsing history, style preferences, and real-time trends to deliver curated product bundles.
o Improve digital experience to reduce the 65% bounce rate and boost the 1.8% conversion rate.
Targeted Messaging Approach

Segment Platform Focus Tone & Message Conversion Objective
Instagram Reels, YouTube Shorts, | Culture-driven, expressive, purpose-led. Drive flash sale participation, UGC
Gen Z (18-24) " " ; ;
campus events Be seen. Be the trend. creation, new app installs
. . Email, Carousel Ads, OTT Value-oriented, reliable, aspirational. Improve repeat purchase rate and
Millennials (25-34) " : " ; ;
platforms Quality that lasts. Style that reflects you. increase casualwear conversion

Performance KPIs and Targets

Metric Current Status Target (Post-Campaign)
Website Conversion Rate 1.8% >3.0%
Instagram Engagement Rate 1.2% >3.0%
Revenue from Sustainable Line 21.67 Cr (8.35%) %3.0-3.5 Cr (15-18% of revenue)
Monthly App Users Low active base 2x growth from current monthly sessions
Flash Sale Impact Not implemented 20-25% spike in short-term sales volumes
Repeat Purchase Rate (Churn Control) Churn = 45% Reduce churn to below 30%

Strategic Message to the Market

“TrendTide is not just following trends—we're shaping them. With fresh styles, lasting quality, and conscious
collections, we're dressing India’s youth for what’s next, not just what’s now.”




Social Media Analysis — TrendTide Clothing Co.

Objective: Boost TrendTide’s digital relevance and engagement by deploying creator-led campaigns across
social platforms and optimizing SEO and user experience to drive discovery, conversion, and loyalty.

Current Digital Snapshot (2024)

Channel Current Value Industry Benchmark / Issue
Instagram 140,000 followers; 1.2% ER 3.5% average; 12% follower drop from 2022
TikTok 50,000 followers; 2.0% ER Below viral engagement rate of 5%+
Website Traffic 180,000 monthly users 20% drop since 2022; 65% bounce rate
Conversion Rate 1.8% Benchmark: 3.5%; low due to UX and trust gaps

Campaign-Based Engagement Strategy

Campaign Platform(s) Approx. Reach Engag_ele_r;wfgr;iUpllﬂ Purpose & Impact
TrendDrop Challenge Reels, Shorts, IG, OM-10M views | +2% ER —> target 3.5-4% Boost Gen Z virality, rebrand fashion-forward
YouTube image
Style That Lasts |G Carousels, 7M-9M views +1.8% ER — target 3% Trust-building via creator durability testing
YouTube Ads )
IG Reels, QR . o L . . .
EarthsGotStyle UGC, Pinterest 6.5M—7M views | +1.6% ER — target 2.8% | Eco-brand positioning via QR-linked storytelling
Wear Your Run ;22{;5’ TikTok, \I/S:/AVQIZM +3% ER — target 4.5-5% | Showcases athleisure in motion; algorithmic lift
Campus Trend IG, TikTok (via _~5M soglal Not direct; builds organic P_eer-led college-based acquisition & regional
UGC) impressions UGC discovery
- . Website + 1G ~2M sharesvia | +1.3% ER — target 2.5 . . S
Al Fit Experience integration MyTide 39 Personalized fit-sharing, improved trust

ER = Engagement Rate
SEO & UX Optimization Strategy
e On-Site Fixes:
o Target bounce rate reduction from 65% to <45% through improved navigation, faster loading, and
dynamic visuals.
o Use video testimonials and “Try before You Buy” Al sizing modules to boost retention.
e SEO Improvements:
o Add product-rich schema, optimize images with alt text and keywords.
o Start a trend blog (e.g., “Fresh Fits Weekly”) to improve long-tail visibility.
o Goal: Increase organic traffic share by 30%.

Post-Campaign KPIs & Digital Growth Goals

Metric Current (2024) Target (Post-Campaign)
Instagram Engagement Rate 1.2% >3.5%
TikTok Engagement Rate 2.0% >4.5%
Website Bounce Rate 65% <45%
Organic Traffic Share Low +30%
Conversion Rate 1.8% >3.0%
Monthly UGC (Reels/Looks) Low 5% increase

Strategic Summary-With over 40M projected views across platforms, TrendTide’s social-first
campaigns are engineered to turn creators into brand advocates and scrolls into conversions. From
QR-embedded eco-reels to motion-focused styling drops, we are not just gaining impressions—
we're regaining influence.




BCG Matrix Classification — TrendTide Clothing Co. (the Company)

Company Situation Overview (2024):
TrendTide has seen significant decline between
2022 and 2024:
e Revenue fell by 22% (%25.64 Cr — %20 Cr)
o Market share dropped from 7.6% to 5%
e Customer churn rose to 45%;
satisfaction dropped to 60%.
o Key issues: poor product quality, outdated
designs, lack of sustainability and inclusivity.

Despite the fast fashion market

growing ~5% annually, TrendTide lags
behind due to:

e Weak consumer trust and brand relevance
e Underperformance on digital

(1.2% 1G engagement vs. 3.5% industry avg)

« Operational inefficiencies and outdated production

BCG Classification: Dog

The brand holds low market share in a moderately growing industry and is

A

Market Growth

underperforming against both market growth and competitor

benchmarks.

Market Share

BCG Matrix Classification of TrendTide’s Key Product Lines (2024)

Product Revenue X | Market Consumer Competitive BCG Reasonin
Line Cr) Growth Perception Positioning Classification g
Quality concerns ((:;emsFt)\(;\t/iet:rrs Declining sales and stagnant growth
(50%), outdated . ! Weakening Cash 9 gnant g
Casual . VibeVogue) are RSN make this segment unsustainable
9.17 5% (low) designs (35%), : Cow — At Risk of e ;
Wear . ! stronger in - unless revitalized; market leadership
high churn, falling Lo Becoming Dog . : .
sustainability and is fading rapidly.
trust
trends
VibeVogue
Strong Gen Z strong, but High growth and growing cultural
. 15% appeal; aligned TrendTide can influence; successful campaigns and
AT 3.33 (high) with active, position around Star Gen Z alignment give this category
expressive fashion lifestyle/street long-term strategic potential.
culture
Rising interest New product line with limited
. 20% g ' ZestWear leads in Question Mark market share; rapid market growth
Sustainable 30% Gen Z : .
. 1.67 (very recycled materials (Potential Future and cultural demand offer
Line - demand eco L Lo
high) - and content reach Star) significant opportunity with the
options - L .
right positioning and investment.

Strategic Recommendations to Resolve TrendTide’s Brand Position

Issue Strategic Solution
Dedm"lrgugf[msumer Improve product quality; launch proof-based campaigns (e.g., “Style That Lasts” with influencer durability tests).
CrgEl Hire digital marketing experts; implement micro- and mid-tier influencer programs and targeted ad campaigns.
underperformance
o Wetgsne Redesign website UX; integrate Al-based sizing tools and virtual trial features.
conversion

L_ack of F’ra.“d Rebrand as “Future-Fit Fashion” — blending style, ethics, affordability, and cultural relevance.
differentiation




Porter’s Five Forces Analysis — TrendTide Clothing Co. (2024)

1. Threat of New Entrants — Moderate to High

While entry into fast fashion requires capital and sourcing partnerships, digital platforms have lowered barriers.
Influencer marketing, low-cost D2C models, and niche brand positioning allow new players to enter quickly.
TrendTide’s own decline in brand loyalty and digital performance further weakens its ability to defend its
space.

Key Factors:

E-commerce allows low-cost entry. Consumer loyalty is weak and shifting.

Manufacturing and distribution can be outsourced. Niche brands (e.g., thrift, upcycled) gaining traction.

Impact on TrendTide: Vulnerable to newer, more agile brands, especially those appealing to Gen Z ethics or
viral aesthetics.

2. Bargaining Power of Buyers — High

Gen Z and Millennials dominate the target market and have strong expectations. With easy access to
alternatives, buyers exercise significant power. Price sensitivity due to inflation, combined with demand for
sustainability and inclusivity, forces brands like TrendTide to adapt or lose relevance.

Key Factors:

High price sensitivity (70% cite inflation concerns). Clear preference for sustainability (30%) and inclusivity (25%).
Easy comparison of styles, prices, and ethics online. High customer churn (45%) at TrendTide indicates low switching
cost.

Impact on TrendTide: Must deliver value, ethics, and personalization to retain customers.

3. Bargaining Power of Suppliers — Moderate

TrendTide sources from Surat and Vietnam but faces quality issues due to outdated production systems and
weak supplier oversight. While alternative suppliers exist, switching costs (retraining, renegotiation) and the
need for quality control investments increase supplier influence.

Key Factors:

Inconsistent quality in current supply chain. Dependence on external suppliers for both volume and speed.

Limited in-house control over materials and process. Supplier improvements require upfront investment.

Impact on TrendTide: Supplier inefficiencies directly impact brand perception; tighter control and
diversification are needed.

4. Threat of Substitutes — High

Substitutes include second-hand fashion, thrift platforms, rental clothing, and high-street global brands (like
H&M or Zara). With rising environmental awareness, many Gen Z customers prefer slow fashion or upcycled
clothing. Apps and online communities for thrifting add to convenience and appeal.

Key Factors:

ThriftTrend’s growing traction via swap-and-style events. Eco-focused consumers favor upcycled alternatives.

International fast fashion players offer similar price + better quality. | DIY culture and resale apps like Poshmark or Depop gaining users.

Impact on TrendTide: Substitutes are eroding TrendTide’s low-price advantage, forcing a shift toward brand

purpose and quality.

5. Industry Rivalry — VVery High

The fast fashion market is saturated with aggressive, trend-responsive players. Competitors like ZestWear and

VibeVogue have outpaced TrendTide by investing in sustainability, creator campaigns, and inclusive branding.
Price wars, rapid trend cycles, and shifting platform algorithms heighten the competition.

Key Factors:

ZestWear holds 15.49% market share with sustainable focus. VibeVogue uses viral campaigns and college flash sales effectively.

TrendTide’s Instagram ER at 1.2% vs. ZestWear’s 4.5%. 22% sales decline in two years reflects competitive disadvantage.

Impact on TrendTide: Urgent need to differentiate via cultural relevance, product trust, and digital
performance.




