GAP
GETTING INTO A
BRAND’S GROOVE

Gup wanted to link their meyu-positioning
*Individudls of Style” to a buck-to-school
foroduct push onh cords. And Gup wanted
it fo be purt of their “For Every Generation”
target.
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What we wanted:

— to link “Individudils of Style to u back-to-school product push
— to set u broud target, but not too tfeen or too 30-somethiny
— to move u lot of cord punts in short selling window

What we did:
- we set up the seuson’s cord punt us the new jeun
— put the product essence info u tight mantra A new groove. A hew jeun.”
- found perfect theme sony: Mudonnu’s “Get Into the Groove”
— Mmude it u*hew’ sonyg by getting Madonna and Missy Ellioft re-mix it with
" hew groove”
— drove home the “Individudls of Style” ideu with 4 monoygramming program
— mude it must-have with buck pocket M’s embroidered for Mudonnu und
Missy in the ads

What we achieved:

— gave hew life und layers to the brand’s muain equity “Individuadls of Style”

— Gup blew out cords und the blue version becume Gup’s fustest selling
punt o dute

— Harper’s Buzaar couldn’t resist the concept und put Madonnu their
August cover

- Mudonhnu wus humed Bazaur’s ugeless style icon

— Press and coverage wus off the charts

Summary

One good ideu leuds to the next. Gap’s brand position gave us a way in,
The product led to u high-recdll theme. Credutive solves for our furget led to
colluborating with the perfect talent. The talent starred in our soundtrack, tv,
forint und fress coups
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