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Pre Launch
#1 INFLUENCERS + AMBASSADORS
#2 NGOS  
#3 PR + MEDIA
#4 RETAIL PARTNERS
#5 COLLABORATIONS
#6 E-COMMERCE
#7 SOCIAL MEDIA

Launch
#8 AWARENESS CAMPAIGNS
#9 PARTNER POPUPS

Post Launch
#10 ECOMM
#11 EMAIL
#12 EVENTS + COMMUNITY 
#13 NGO CASE STUDIES
#14 GEOGRAPHIC EXPANSION
#15 PRODUCT EXPANSION
#16 MICRO CAMPAIGNS

Phases

08.
LAUNCH
PLAN
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Key Objective

2018
Aug-Sept Nov-Dec

2019
Jan-Jul

Key Objective Key Objective

Action List Action List Action List

Build your
cyrcle

Get to know us
+ Buy ZM

Buy
+ Share ZM

#1 INFLUENCERS 
+ AMBASSADORS

#2 NGOS  
#3 PR + MEDIA
#4 RETAIL PARTNERS
#5 COLLABORATIONS
#6 E-COMMERCE
#7 SOCIAL MEDIA

#8 AWARENESS 
CAMPAIGNS
#9 PARTNER POPUPS

#10 ECOMM
#11 EMAIL
#12 EVENTS + COMMUNITY 
#13 NGO CASE STUDIES
#14 GEOGRAPHIC EXPANSION
#15 PRODUCT EXPANSION
#16 MICRO CAMPAIGNS

LaunchPre Launch Post Launch
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Phase

Pre Launch 

08.
LAUNCH
PLAN

Key Objective

Action List

Build your
cyrcle

#1 INFLUENCERS + AMBASSADORS
#2 NGOS  
#3 PR + MEDIA
#4 RETAIL PARTNERS
#5 COLLABORATIONS
#6 E-COMMERCE
#7 SOCIAL MEDIA
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Phase

Pre Launch 
#1 
Influencers + Ambassadors

08.
LAUNCH
PLAN

Grow our influencer network.
Work with PR partner to ideate, reach out 
and secure relationships. Share our brand 
story and specific ways we might work with 
each influencer.

Strategy

Who 
+Look to our personas for inspiration.
+Engage celebrities or personalities with 
powerful communities/followings.
+Choose who genuinely represent your core 
values — women lifting women.
+Micro-level brand loyalists and local 
community players.

How 
 +Leverage their audience/ community 
reach.
+Ongoing stream of  influencer activation.
Collaborative campaigns.
+Re-posts of  content from brand loyalists 
in our communities.
+Genuine tie to your muse, help to share 
brand vision.

Example 
What if  we dedicated a capsule collection 
to an influencer of  choice and co- designed 
the collection with them?

Lead with authentic 
storytelling  
told from the perspective 
of  a brand muse

@itsmaryyoung 

Mary Young does not work with models. They prefer to tell 
the stories of  everyday women with a story of  strength.

@mmlafleur

MM. LaFleur tells the stories of  local heroes so that 
they’re audience can easily relate to their brand muses.

Case Study: 

@itsmaryyoung 
@mmlafleur
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Phase

Pre Launch 
#1 
Influencers + Ambassadors

08.
LAUNCH
PLAN

Grow our influencer network.
Work with PR partner to ideate, reach out 
and secure relationships. Share our brand 
story and specific ways we might work with 
each influencer.



53 

LAUNCH Plan

53 

Who 
+We refer to the NGO strategy for 
alignment with our cause

How 
+We conduct awareness campaigns for 
issues that are close to us.
+We donate a percent of  sales to NGOs 
of  choice.

Example 
What if  we worked with Lean In to raise 
awareness about equal pay on Equal Pay 
Day? What if  we donated 15% of  sales 
to UNWomen?

08.
LAUNCH
PLAN

@patagonia

Patagonia focuses their messaging on all of  their impact 
initiatives — not clothing , style or even their NGO partners.

Strategy

Communications 
focus on mission 
and cause 
moreso than the actual 
NGO partners

Phase

Pre Launch 
#2
NGO

Using our NGO strategy framework, select 
appropriate NGO partner/s who will 
help us achieve our goal of  ‘helping women 
thrive’ and propose specific ways we might 
work together

Case Study: 

Patagonia
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Phase

Pre Launch 
#2
NGO
WIN

08.
LAUNCH
PLAN
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Who 
We can look to our personas for inspiration
US based press
Strong female readership
35+ audience

How 
We leverage their mass reach
Events, contests and giveaways, key 
brand announcements, campaigns and 
collaborations, etc.
Occasional content collaborations with 
aligned media outlets
Help to share social impact stories

Example 
+ What if  we did a content series with the 
Oprah Magazine, to highlight 5 women 
who have used their platform to elevate 
other women?

08.
LAUNCH
PLAN

@the.wing

Press tends to focus on a ‘disrupter’ message that has the 
brand’s cause at the root of  the message.

Strategy

Leverage PR 
to showcase how brands are 
gamechangers

Phase

Pre Launch 
#3
PR + MEDIA

Secure press and media partner/s for 
launch. Leverage our PR partner to help 
ideate, reach out and secure media meetings 
and coverage. Brief  them on key messages 
and pitching angles to secure heavy coverage 
for launch.

Case Study: 

The Wing
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Who 
+Retailers with like-minded brands 
and shared values.

How 
+They might assist with regular 
in-store activations.
+Promotions across their digital 
channels: web, social media, content, 
etc.
+Collaborative products or 
campaign initiatives.
+Customer service and brand 
knowledge.
+Feed back sales info and data.

Example 
What if  we collaborated on an 
exclusive capsule collection with 
Anthropologie and an NGO 
of  our choice to announce our 
partnership?

08.
LAUNCH
PLAN

Phase

Pre Launch 
#4
RETAIL PARTNERS

Expand circle of  multi-brand retailers. 
Associate ourselves with retailers that can 
emphasise our elevated value and make sure 
we are positioned where our competitors are. 
We should aim for aspirational retailers 
like Nordstrom, Saks, Shopbop, J.Crew, 
curated bookstores and established concept 
shops; as well as ‘everyday’ retailers like 
Zappos and Amazon/Smile.

Strategy
Case Study: 

Shopbob
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@anthropologie
A Woman Life Beyond The Frame, current campaing.

Phase

Pre Launch 
#4
RETAIL PARTNERS 
ANTHROPOLOGIE
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Who 
Strategically aligned brands with a similar 
vision and outlook (not competitors)

How 
+ Leverage their audience extension
+ Content, product or event collaborations, 
contests and giveaways, etc.
+ Help us portray a dynamic brand
+ Help to share brand vision

Example 
+ What if  we hosted a giveaway with 
Good Night Stories for Rebel Girls on 
social media, and donated X$ to our 
NGO of  choice for every entry?

@warbyparker
Warby Parker + Amanda Cadenet 
for #Girlgaze — a female powered 
publication.

08.
LAUNCH
PLAN

Phase

Pre Launch 
#5
COLLABORATIONS

Tap likeminded brands for potential 
collaborations (phases 2/3). In addition 
to working with influencers on product 
collaborations, we might consider working 
with a likeminded brand to launch a 
product collaboration.

Strategy

Leverage brand 
collaborations
to elevate their brand and 
reach new audiences

Case Study: 

Warby Parker
Toms

@toms
Toms and the Keith Haring 
Foundation partnered on a collection 
—The foundation aims to foster 
AIDS education, research and care.
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Phase

Pre Launch 
#5
COLLABORATIONS
REBEL GIRLS
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Phase

Pre Launch 
#6
eCOMM / WEBSITE

Prior to launching a proper e-commerce site, 
we should have a centre of  information 
where fans can come to learn what we’re 
all about, view our products, initiatives, 
retailers — and generally get to know us! 
This can be a simple informational website 
that can transition into a full-fledged 
e-commerce site when we’re ready. 

Strategy

Our website will 
represent our 
brand world 
and e-commerce centre 

Who 
Our audience comes here to learn more 
about both our brand and our products.

How 
+Simple website that is under 10 pages
+ Clearly showcases brand personality and 
key messages 
+ Product line is visible
+ A place to house content 
+ have a point of  view
+ Begin collecting emails for future 
communications
+ Product pages showcase product, without 
e- commerce function
+ Optional: we could link to our online 
retailers (i.e. Anthropologie) in lieu of  a 
shop function.

Case Study: 
www.ever yday.com
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Phase

Pre Launch 
#7
SOCIAL MEDIA (IG)

We open a window into our world through 
sharing our brand moodboard, stories 
of  women touched by our social impact 
programmes, co-created content with select 
influencers, and behind-the-scenes snippets. 
This is where our community gathers online. 
We celebrate the ZiGi & MARAiS 
muse, share our stories visually, and 
give our audience some behind-the-scenes 
fun — playing up our personality. We 
continue to expand on the content we create, 
incorporating all of  our pillars. 
We begin posting on Stories as outlined in 
our Instagram Guide. 

Strategy

Instagram is our 
inspiration and 
community hub. 

Case Study: 

@everlane

How:
+ Co-create content with influencers and 
cross post (see slide 97)
+ Conduct contests/giveaways with 
established influencer/brand/media 
partners
+ Support via targeted paid social media 
(adverts and boosted posts)
+ User-generated-content competitions e.g. 
submit your #MOMENTSWITHZM to 
win a shopping spree at Anthropologie
(launch phase)
+ Cross promote with brand retailers (i.e. 
Anthropologie) (launch phase)
+ Call-to-action to shop @anthropologie 
and use #myanthropologie (launch phase)

Post frequency: 1x per day
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Strategy

Co-created Content

Case Study: 

@everlane

How 
Highlighting co-created influencer content 
within brand platforms. Both parties share 
the image using designated account tags and 
hashtags to extend reach. 
 

Post frequency: TBC

Phase

Pre Launch 
#7
SOCIAL MEDIA (IG)

We activate a regular stream of  influencer/
ambassador content. It would make sense to 
have a majority mid-to-micro level influencer 
strategy so that we can affordably sustain 
this, peppered in with larger influencers 
or media and brand partners when 
appropriate. We build relevant communities 
by targeting influencers we outline with our 
PR partner.
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How 
+ Post albums with lifestyle image (same 
as IG), followed by product images if  
possible (product on white background), 
caption to include call-to-action to shop @
anthropologie (launch phase)
+ Support via targeted paid social media 
(adverts and boosted posts) — particularly 
on best performing posts
+ Use Facebook Messenger to answer 
customer service queries
+ Conduct contests/giveaways with 
established influencer/brand/media 
partners
+ Always share our charitable initiatives, 
relevant press coverage, events, and video 
content here
+ Cross promote with brand retailers 
as often as possible (i.e. Anthropologie) 
(launch phase)
+ Trial using Facebook Events to share 
our brand led events (launch phase)
+ Use Facebook Live to cover our events 
(launch phase)

Phase

Pre Launch 
#7
SOCIAL MEDIA (FB)

This is where we share and promote longer 
format stories or videos. Facebook also acts 
as shop-able magazine, where we showcase 
product alongside brand imagery. 
Facebook content can mirror Instagram 
content, with the addition of  long-form 
articles or video that pertain to our brand 
i.e. relevant press, live event coverage, 
partner content, any editorial content we 
eventually create, etc. 

Strategy

Case Study: 

Warby Parker  
#WearingWarby

Post frequency: 1x per day

Co-created Content



64 

LAUNCH Plan

64 

Phases

Launch 

Key Objective

Get to know us
+ Buy ZM

08.
LAUNCH
PLAN

Action List

#8 AWARENESS CAMPAIGNS
#9 PARTNER POPUPS
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@itsmaryyoung
Mary Young is a lingerie and loungewear brand promoting a natural shape and the 
celebration of  women’s bodies
+ They launched the #SelfLoveClub to encourage women to love their bodies just 
the way they are. The concept and message is teased through a type driven post via 
Instagram. The following day, a video compilation of  all the women featured is posted 
via Instagram. This educates further on the concept.

Phase

Launch 
#8
AWARENESS CAMPAIGNS

We work with Anthropologie and our 
NGO partner to announce our arrival in-
store and to share our core values. In true
ZiGi & MARAiS fashion, we use our 
joint platform (Anthropologie + NGO 
partner + ZM) to tell the stories of  a 
selection of  local and national female heroes 
who are working to elevate women.

Strategy
Case Study: 

@itsmaryyoung

How 
+ Anthropologie to support the campaign 
through their digital channels (social 
media, blog) and physical spaces
+ Clear messaging and education on the 
meaning of  #WomensPerspective and how 
this reflects our values
+ Clear messaging that X% of  all 
proceeds will be donated to our NGO 
partner to help women thrive

Segments and Partners: 

TBD

Preferred Channel: 

ECOMM
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Phase

Launch 
#8
AWARENESS CAMPAIGNS

CONCEPT: 
A #WomensPerspective is about the belief  
that we can’t unlock the full potential of  
any workplace, community, industry, etc. 
until women’s voices are accurately and 
equally represented. It is about telling a 
woman’s story through her own perspective.

08.
LAUNCH
PLAN

Strategy

How 
+ Anthropologie to support the campaign 
through their digital channels (social 
media, blog) and physical spaces
+ Clear messaging and education on the 
meaning of  #WomensPerspective and how 
this reflects our values
+ Clear messaging that X% of  all 
proceeds will be donated to our NGO 
partner to help women thrive

@zigimarais 
@antropologie
For our launch with Anthropologie, 
we will work with 5-10 women 
who are working towards equality 
and lifting other women within 
their local, national or global 
communities to share their stories 
through our campaign content series. 
We will style each individual in 
ZiGi & MARAiS and use our 
#WomensPerspective hashtag to 
educate on and solidify our values.
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Phase

Launch 
#8
AWARENESS CAMPAIGNS

Run the campaign across all 4 disctinct 
phases.

08.
LAUNCH
PLAN
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Phase

Launch 
#8
AWARENESS CAMPAIGNS

Campaign Collaterals
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Phases

Launch 
#9 
PARTNER POPUPS

08.
LAUNCH
PLAN

We launch community experiences, 
beginning with our branded campaign panel 
discussions. We will have a branded
‘popup’ like area within Anthropologie, 
where we can share our brand imagery 
and story. To promote the space 
and our campaign, we work with 
Anthropologie to co-promote and launch 
a series of  panel events in theme with our 
#WomensPerspective campaign, that will 
take place in-store. We can invite the women 
featured in our campaign to take part as 
panel speakers if  they so wish. We might 
also invite our NGO partners to take part.
The inaugural event should kick-off  
surrounded by friends, family, and our 
network of  relevant press, media, and
influencers. We offer an incentive during the 
event for our first customers e.g. a gift or a 
larger donation. We leverage our
press partner to get the message out.

Strategy
Case Study: 

The Wing

How 
+ A branded space: use our imagery and 
key copy to tell our story — consider a 
production partner to help design the space
+ Exclusive products or merchandise 
available and tailored to the local 
community
+ Communicated across all key channels: 
web, social media, email, press, partners, 
sponsors, etc.
+ Capture event content before-during-after 
for key social media channels (FB, IG, 
PT, YT)

Segments and Partners: 

TBD

Preferred Channel: 

ECOMM
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Phases

Post-Launch 

Key Objective

Buy
+ Share ZM

08.
LAUNCH
PLAN

Action List

#10 ECOMM
#11 EMAIL
#12 EVENTS + COMMUNITY 
#13 NGO CASE STUDIES
#14 GEOGRAPHIC EXPANSION
#15 PRODUCT EXPANSION
#16 MICRO CAMPAIGNS
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We will transition our website from an 
informational site to an e-commerce site and 
slowly shift focus from wholesale
distribution to direct-to-consumer (our own 
website and Amazon Marketplace). Now 
that our brand is becoming more
established, we can afford to take this route.
Call-to-action on key channels should 
transition to pointing our audiences towards 
our own channels, and less so towards
our wholesale partner channels. However, 
it is important to continue to have a strong 
physical/in-store presence.

Phases

Post-Launch 
#10  
ECOMM

08.
LAUNCH
PLAN

readers.com
Readers.com is the world’s largest designer reading glasses 
store 93% of  Pinners Use Pinterest to plan or make 
purchases.

Strategy
Case Study: 

Readers.com

Segments and Partners: 

TBD

Preferred Channel: 

ECOMM
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Transactional Emails
Transactional emails are triggered 
based on e-commerce actions which 
take place on the site. E.g.
an abandoned cart.

Marketing Emails
Marketing emails consist of  a 
welcome email series and regular 
weekly/monthly/ac hoc updates 
when we have new products or key
initiatives to announce.

We start marketing emails as early as 
launch. We gather emails via our marketing 
initiatives i.e. website, events, etc. and
begin by sending out a welcome email series. 
We may then send regular updates (ad hoc) 
when we have news to share.
Transactional emails come after we have 
transitioned to e-commerce. This list should 
be separate (but may overlap) with
our marketing list. Anyone who shops on 
our website or creates an account would be 
invited to opt into this list.

Phases

Post-Launch 
#11 
EMAIL

Strategy
Case Study: 

Grana
Lean In
...

Segments and Partners: 

TBD

Preferred Channel: 

EMAIL
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Launch a women’s bookclub. We will 
launch a book club to bring our community 
closer together and get them discussing
around topics that matter to them and to 
ZiGi & MARAiS.This is an opportunity 
for our team to interact with our audience in
real life.

Phases

Post-Launch 
#12  
EVENTS + COMMUNITY

08.
LAUNCH
PLAN

+ Our books should contain themes that 
resonate with our brand i.e.
books that help women thrive
+ We host the list of  books via our www 
and on goodreads.com
+ We recruit influencers/thought leaders 
to join the bookclub, share
about it online, and attend our regular 
book club meet-ups
+ We announce each new book via key 
comms channels
+ Following the end of  a book, we share 
our favourite quotes via key
comms channels
+ We create a community hashtag to 
encourage readers to share online
i.e. #ZMREADS
+ We might tie in an NGO i.e. Room to 
Read

Strategy
Case Study: 

‘Our Shared Shelf ’

Segments and Partners: 

TBD

Preferred Channel: 

TBD
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We continue regular community events, with 
the aim of  building a real life community. 
Modelled after our launch event —
our goal during these events is not to make 
sales but to create safe spaces where women 
can be introduced to our brand,
bond and meet like minded peers, and be 
inspired. This might take form in a panel 
discussion, a fireside chat, a movie
night, our bookclub meet-ups, etc. There is 
an option to tie in fundraising and donate 
all proceeds to an NGO, but these
events should normally be free.

Phases

Post-Launch 

08.
LAUNCH
PLAN

#12  
EVENTS + COMMUNITY

Segments and Partners: 

TBD

Preferred Channel: 

TBD

Strategy
Case Study: 

The Wing
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Begin putting together case studies about 
our NGO initiatives. This will give us 
credibility when approaching new
relationships and partners — whether they 
are brands, retailers, NGOs, influencers, 
etc.

Phases

Post-Launch 
#13 NGO CASE STUDIES

08.
LAUNCH
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How  
+ Aim to put together 1 x case study per 
quarter
+ Add this to internal pitch documents 
and tailor case study selection based on type 
of  partner
+ Use the best case studies to highlight on 
our key communications channels
+ Diversify ideas for how partners can 
engage with our brand as we grow i.e. 
product collaborations, awareness
campaigns, fundraising , etc.

Strategy
Case Study: 

Patagonia

Segments and Partners: 

TBD

Preferred Channel: 

TBD
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We model our country expansion after 
our US launch campaign. We take our 
learnings from the US launch and localise
this campaign for the UK/EU/ASIA 
with local partners, influencers, press, etc. 
Launch with both local value retailers (i.e. 
TJX EU/UK) and aspirational retailers 
(i.e. Anthropologie EU/UK).

Phases

Post-Launch 
#13 GEOGRAPHIC EXPANSION

08.
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How  
+ Aim to put together 1 x case study per 
quarter
+ Add this to internal pitch documents 
and tailor case study selection based on type 
of  partner
+ Use the best case studies to highlight on 
our key communications channels
+ Diversify ideas for how partners can 
engage with our brand as we grow i.e. 
product collaborations, awareness
campaigns, fundraising , etc.

Strategy
Case Study: 

@Anthropologieeu

Segments and Partners: 

TBD

Preferred Channel: 

TBD
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We dip into brand/influencer/retailer/
NGO collaborations for limited edition 
products and collections. This will build
excitement with new and aligned audiences. 
It is a self-funded marketing strategy. 
We share collaborations across all key
channels via both parties. 

Phases

Post-Launch 
#15 PRODUCT EXPANSION

08.
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How  
+ Aim to put together 1 x case study per 
quarter
+ Add this to internal pitch documents 
and tailor case study selection based on type 
of  partner
+ Use the best case studies to highlight on 
our key communications channels
+ Diversify ideas for how partners can 
engage with our brand as we grow i.e. 
product collaborations, awareness
campaigns, fundraising , etc.

Segments and Partners: 

Amanda de Cadenet
@Girlgaze
...

Preferred Channel: 

Website
Instagram
Facebook
You Tube

Strategy
Case Study: 

Warby Parker
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Micro-campaigns for individual product or 
colour announcements. For smaller scale (not 
campaign level or major collection drops) 
product drops, we conduct micro-campaigns 
via our owned channels. The goal is to build 
excitement and the feeling of  newness. These 
micro-campaigns run through a shortened 
tease-launch-post launch schedule.
Consider expanding our product line where 
it makes sense as a brand and where there 
is market opportunity.
i.e. blue light glasses to target a younger 
demographic of  women.

Phases

Post-Launch 
#6 MICRO-CAMPAIGNS

08.
LAUNCH
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tease // 1-3 days
+ tease new product or new colour
arrival (vague imagery/bts)
+ direct audience to sign up for email
alerts and/or to stay tuned
+ gift insiders product 2-3 weeks
before release

launch // 1-3 days
+ announce the new colours or
products via key channels
+ all communications lead towards a
product page

post launch // 3-5 days
+ sustain interest in the new products
or colours through lifestyle
imagery 
+ editorial pieces
+ all communications lead towards a
product page

Preferred Channel: 

Instagram
Facebook

Strategy
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Phases

Post Launch 
Review Everything

08.
LAUNCH
PLAN


