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Tommy Hilfiger is one of the world’s most prominent lifestyle brand and they have been working 
to expand their target audience into a much younger market. Tommy Hilfiger has affiliated itself 
to pop culture and entertainment through the use of celebrity endorsements and collaborations. 
They have brought a whole new meaning and impact to celebrity collaborations. Tommy Hilfiger 
spent 210 million dollars on marketing and communication tools within the last year (2018). 
 
One of the biggest collaborations to make a statement within the fashion industry and put the 
brand on the younger market’s radar was TommyXGigi. The model was responsible for 
co-designing a variety of pieces that would later be shown on one of Tommy’s well-known 
extravagant fashion shows. Her 2017 show was at the roundhouse in London and the 2018 show 
was held in Milan. These collections were also part of the TommyNow approach, allowing viewers 
to buy the pieces as soon as they are seen on the runway. These fashion events were adorned 
with the world’s best supermodels, such as Bella Hadid, Winnie Harlow, Josephine Skriver and 
many more. This gave Tommy even more exposure on social media, since these models have high 
followings and engagement rates. This way the collection reaches a much higher rate of viewers 
and therefore, potential clients. Also helping reach a higher grade of consumers is the use of 
celebrities and influencers in the audience. These spectators are posting instant footage and 
opinions about the collection and the event. 
 
For men, Lewis Hamilton was responsible for co-design a line that would entirely please Tommy 
Hilfiger’s target market. This fashion show took place in Shanghai, only a few days before Fashion 
Week. As usual, Tommy Hilfiger, out on a very powerful show just outside the Fashion Week dates, 
in order to stand out from all the other designers. They also tend to use different venues such as 
the Tommy Pier, Tommyland, Rock Circus and TommNow Drive to ensure they stand out as much 
as possible and offer a new twist on fashion shows. Tommy Hilfiger’s  most recent collaboration 
was with Zendaya and it promoted the positive image of all body types. The show was also loaded 
with supermodels and plus sized models, encouraging a more realistic take on the fashion 
industry. Also announced this past fall was the two new brand ambassadors. Winnie Harlow and 
Hailey Baldwin were chosen to take part in the Icons of Tomorrow campaign, which celebrates 
people within the fashion, pop culture and music industry. This campaign allows followers to gain 
access to exclusive information about each icon being honoured and promotes diversity and 
awareness within the industries. 

Tommy Hilfiger has an incredible digital presence and marketing strategies that adhere to a wider 
range of consumers. Through the use of celebrities and influencers, Tommy has been able to 
revamp their brand image into a name that younger consumers want to wear as well as their 
more traditional ones. Through their Instagram, they are able to provide a more interactive appeal 
to its marketing. Rather than just posting pictures, Tommy has created a multitude of campaigns 
that get their followers to engage. Most recently was the Coca Cola campaign which allowed 
viewers of the brand’s Instagram stories to pick which designs and colours would they like to see 
in stores. 



DENIM WITH A CONSCIENCE

Our event will take place at Loews Hotel on de La Montagne St. in Montreal, the evening 
before the official opening of Festival Mode et Design (FMD). The campaign will be done 
heavily through social media (Instagram, Twitter, Facebook) and posters for the event will be put 
in colleges and universities (LaSalle, Dawson, McGill, Concordia) and malls (Alexis Nihon) near 
the FMD location. We have picked this location for the campaign since we are mostly 
targeting students and the public who will also be attending the festival. Our campaign will run 
for 1 month prior to the event, in order to ensure high awareness and engagement. The 
ultimate goal of our campaign is to take advantage of the FMD traffic and therefore raise 
awareness about the need for sustainability within the fashion industry, but more importantly 
in the denim industry. The event will allow the attendees to create and personalize sustainable 
Tommy Hilfiger Denim with embroidery and patches.  
 



 PROMOTIONAL STRATEGIES 

We will be using a variety of promotional strategies to ensure the success of our pop-up
event. In regards to the public relations aspect, we will be ensuring to have sustainability

mentioned in every one of our tools so as to remind the public and the media that this event is for 
the purpose of Tommy Hilfiger’s sustainability line, as well as to maintain a positive and

environmentally friendly image of the brand in the mind of the consumer, the media, and all
other parties who see our promotional material.

For our direct marketing, we will be 
sending out special invitations directly to all

influencers and big players in the fashion scene 
of Montreal to make sure that they are aware of 
our event. The invitation will come in the form 

of a denim pocket decorated with Tommy
Hilfiger patches containing a written invite with 

all of the event details inside. The denim 
pockets will all be made from 100% recycled 

Tommy Hilfiger denim. We are planning to invite 
select Montreal based fashion influencers via 
these direct invitations including Alicia Moffet

(@aliciamoffet), Cindy Cournoyer 
(@cindycournoyer), Vanessa Pilon 

(@vanpailong) and PierreOlivier Beaudoin 
(@pobeaudoin). The purpose of these personal 

invitations is to gain direct contact with 
influencers who will in turn bring attention to 

the event.

For our sales promotion category, we will be having a contest where the first twenty
people to arrive at the event get their customized sustainable denim jacket for free. We expect that 
this incentive will encourage people to come to the event as soon as we open, ensuring a fun and 

lively evening.

For our advertising initiative, we are planning to put up posters for our event at Lasalle College, 
as well as in public areas around Place Des Arts where FMD is held so that attendees of FMD will be 
aware of the event. As Lasalle College is one of our sponsors, we will be able to use our posters on 
location to attract college students to our event. This is extremely important to us as we know that 
the future of the industry will largely be determined by the sustainable choices made by those who 

are currently in fashion school.



Under the umbrella of digital/internet marketing, we will be using the hashtag
#TommyxSustainability for all of our promotional tools to create cohesiveness throughout 

all of our promotional efforts as well as to keep the focus on our environmental initiative for 
thispop-up. We will also be posting on the Tommy Hilfiger Instagram, Facebook and Twitter 

pages, aswell as paying for boosted Facebook ads. The reason for this digital marketing effort 
is thatTommy Hilfiger already boasts over 11 million Instagram followers and 12 million 

Facebook fans, so we are guaranteed to reach a wide audience.

We will also be using a look book of the Tommy Hilfiger sustainable denim line to display
the merging of fashionable clothing with environmental initiatives.

TOMMYxSUSTAINABILITY



STYLE SHEET 

COLOR PALETTE 

PREMIUM FONT 
Gill Sans 
Bold 
Light

SECONDARY LOGO

PATTERN  FONT  



PRESS KIT 

For the packaging of our 
press kit, we decided 

to opt for a simple and 
sustainable design. In 

relation to our 
sustainable journey, we 
used recycled packages 
and recycled patches 
from used denims. We 
aim to encourage good 
and eco-friendly actions 
that provide benefits to 

the earth.
 

The inclusion of a Press 
Release is a good way to 

improve the brand’s image 
and visibility. The event 

immediately gets a 
world-wide distibution as 

well. 

Fact Sheet:
Brief resume about the 
company and the event.

Press Release:
Official announcement 
about the event to the 

media
Using a Fact Sheet saves a 
lot of time to many people 
because it is to-the-point 
with the important facts 

and it is easy-to-read. 



SPONSORSHIP PROPOSAL




TOMMY X SUSTAINABILITY
18.08.19

Soirée 7 à 11: Denim With a Conscience
1425 rue de la Montagne

SPONSORSHIP PLAN

https://global.tommy.com/
@TOMMYHILFIGER

#TOMMYxSUSTAINABILITY

The first page of the sponsorship proposal 
document is used to indicate the brand in 
question, the logo, the name of the event, 
the time and the place along with relevant 

social media handles and hashtags. The 
second page begins with a brief description 
of the event and its goal, followed by the 
advantages of becoming a sponsor of the 
pop-up. Below is a chart clearly indicating 

the specific perks that are accorded to each 
sponsorship package and what each 

package entails, called the “light wash”, 
“medium wash”, and “dark wash” packages 

to keep within the sustainable denim theme. 

The final page of the document is the 
sponsorship agreement, beginning with a 

small word of thank you on behalf of Tommy 
Hilfiger and containing the lines upon which 
to sign and date for both the sponsor and 

the Tommy Hilfiger representative. Splashes 
of green are also present within the 

document to remain concurrent with the 
colour palette for the rest of the tools and 

material relating to the event.



INVITATION AND POSTER

The visual aesthetic for the Tommy X Sustainability event follows the subject of 
the event itself. Focusing mainly on jean a appeal and displaying the classic 
tommy jeans look, with their classic colours . However, showcasing tommy 
jeans’ new sustainable feature is the reason of the added green colours to 

each visual element (including the poster, the invitation, the lookbook, and the 
promotional posts) to highlight a new, and more eco-responsible direction for 

Tommy Jeans.



COMMUNICATION TOOL 

LOOKBOOK 

This event has an overall goal to raise 
awareness for a sustainable alternative 
to the production of clothing within 

the industry. Therefore, the collection 
chosen to be showcased at the event 
is formed with pieces that follow a 
coherent colour palette (red and 

blue to represent Tommy Hilfiger’s 
logo and green to represent sustain-
ability). Moreover, most of the pieces 
are denims made f at least 20% recy-
cled cotton and also uses less water 
throughout the manufacturing pro-

cess. All denims can be purchased and 
thereafter customized with embroider-
ies and patches provided at the event. 
There is a range of denims going from 
overalls to mom jeans and shorts. For 
men, we will provide three different 
fits for the jeans which include, clas-

sic, straight and slim. All sizes for men 
will range from XS to XXXL and for 

women it will range from XXS to XXL, 
just as seen in stores. The other pieces 
chosen to be at the event are the ore 

t-shirts (Tinos) and or sweatshirts with 
large logos. There are also accessories 
for the attendees who want something 
smaller and subtler. We will have black 
and yellow caps and a variety of slides. 
The key to our event is the need for 
sustainability within the fashion in-
dustry and that is what inspired the 

choices for the pieces.



COMMUNICATIONS BUDGET

The communications budget for this event revolves around each promotional tool used to 
bring people to the event, and how many steps are involved in making each aspect come 

to fruition. The first thing added to the budget is the photoshoot, (this included paying the 
models and the photographer for one days work) which is the basis of all visual promotional 
elements. The second is the editing process, and the hours spent making sure the photos are 
properly treated (some for sponsored online material). Most pictures are designated to the 
poster, invitation, and lookbook design, which is the third part of this budget, acting as the 

most impactful. After having the designs in place the printing process for the poster and the 
invitation are the following factors of the budget. They ensure visibility in the physical world, 

where as the sponsored posts, an other element of the budget, take care of the visibility in the 
online world. All these elements creating a sum of under 8,000 dollars (CAD). 



In conclusion, we have used a wide variety of tools and ideas throughout this campaign
to make our pop-up and the mission behind it a success. Our goal was to create an event to

promote the sustainable Tommy Hilfiger line that uses a range of 20%-100% recycled materials.
The event was to be an evening held on the rooftop of Loews Hotel Vogue in Downtown

Montreal. The reason for the choice of venue is not only the beautiful roof terrace and central
location, but because it’s where the model castings for FMD take place, furthering our traffic
from attendees and participants of this festival. We also made the date of our event one day

before FMD 2019 takes place, hoping to attract even more fashion connoisseurs and enthusiasts.
We planned to have sustainable denim jackets for sale and have Lasalle College student

volunteers personalizing them for guests of the event. The use of fashion school students within
the event is crucial, as our goal is to inspire the up and coming players of tomorrow’s fashion
industry to continue environmental initiatives. We planned to have a photo booth on site, so
that guests can take photos in their new jackets and share them on social media using our

hashtag, thus bringing more attention to Tommy’s sustainable initiative. Our use of a look book
as a communication tool was to create a link in the mind of our consumers that eco-friendly
can still be fashionable and on trend. We used a wide array of promotional tools including but

not limited to posters, personalized invitations, social media posts, and our jacket contest so as
to reach the widest possible audience in the most efficient way, and to excite them about our
event and our environmental initiatives. We chose the location of the event itself, Loews Hotel

Vogue, as one of our sponsors in the hopes of being able to minimize the financial impact of our
pop-up by having the cost of renting the space covered, as well as potential security and free
parking for our VIP guests. We also chose to have Lasalle College as a sponsor to ensure the

student volunteers and to be able to put up our posters on their campus to draw the attention
of the industry professionals of the future. In regards to the aesthetic of our campaign and all of
our tools, it was incredibly important to us to maintain the simplicity and clean, crisp look that

evokes not only the spirit of Tommy Hilfiger, but also of a less environmentally detrimental
future within the industry. We used the tried and true Tommy palette of red, white and blue and
added the green to keep the focus on our natural world, and to represent visually that Tommy

Hilfiger’s new line is indeed synonymous with responsibility and sustainability.


