
1 

CHANNEL Strategy

We identified 8 common communications 
approaches amongst this set of  successfully 
launched purpose driven brands.

Case Studies:

MM.Lafleur
Patagonia
Warby Parker
Mary Young
The Wing

Intro
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#1
Lead with authentic 
storytelling 
—  
told from the perspective 
of  a brand muse

@mmlafleur

@itsmaryyoung

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

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

Activation Principle
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Activation Principle

#2
Foster community 
both online and 
offline

@the.wing

@itsmaryyoung

The Wing has great regular offline 
programming — to encourage
their members to develop deeper 
relationships.

Mary Young hosts regular panel 
discussions around self  love —
a topic/conversation the brand is 
owning.
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Activation Principle

#3
Leverage PR 
— 
to showcase how brands are 
gamechangers

@the.wing

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

#4
Communications 
focus on mission 
and cause 
— 
moreso than the actual NGO 
partners

@patagonia

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



6 

CHANNEL Strategy

Activation Principle

#5
Leverage brand 
collaborations 
— 
to elevate their brand and 
reach new audiences

@warbyparker

@toms

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

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



7 

CHANNEL Strategy

Activation Principle

#6
Work with a variety 
of  partners 
— 
towards a singular mission

@patagonia

Patagonia has one mission: build the 
best product, cause no unnecessary 
harm, use business to inspire and 
implement solutions
to the environmental crisis — and 
many initiatives and partners to 
accomplish this mission.

- corporate partnership
- employee activism
- environmental campaigns
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Activation Principle

#7
Don’t sacrifice 
fashion for any 
cause 
— 
behave look and sound like a 
contemporary brand

@warbyparker

@itsmaryyoung

Mary Young, Patagonia, Warby 
Parker — all realise that their 
customers want to look good at the end 
of  the day, while
contributing to a cause they care 
about. It is not ‘enough’ to be cause 
driven, aesthetics still matter.
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Activation Principle

#8
Create relatable 
content that reflects 
the audience  

@mmlafleur

MM. LaFleur uses their blog — 
The M Dash — to share relatable, 
authentic and intelligent content that 
reflects the interests of
their audience. The women are 
approachable and feel ‘real’.
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#1 Lead with authentic storytelling 
— told from the perspective of  a brand muse

#2 Foster community both online and offline

#3 Leverage PR 
— to showcase how brands are gamechangers

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

#5 Leverage brand collaborations 
— to elevate their brand and reach new audiences

#6 Work with a variety of  partners 
— towards a singular mission

#7 Don’t sacrifice fashion for any cause 
—  behave look and sound like a contemporary brand

#8 Create relatable content that reflects the audience 

Principles List
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CHANNEL
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The role of  the channel strategy is to 

determine the key channels we will use to 

communicate with our audience, and to 

define a clear role for each channel. 

 

With limited resources, we can’t be 

present everywhere, all the time.

Our approach is to focus our efforts where 

they count most, which starts with defining 

ZiGi & MARAiS’s channel selection. 

Intro
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Channel Hubs

ONLINE

Our audience comes here to learn more 

about both our brand and our products.

The primary role of  our website is to sell 

product. Removing barriers to purchase is 

essential: quick access to customer service, 

pro-actively answering questions and 

providing incentives to purchase.

ZiGi & MARAiS social impact 

content supports our sales function by 

demonstrating credibility, providing a 

space for newcomers to ‘meet’ us and for 

loyalists to gain an in-depth understanding 

of  our brand.

Website

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

06.
CHANNEL
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Channel Hubs

OFFLINE

This is a fun way to immerse our audience 

in our core values: purpose driven, 

radically inclusive, quality obsessed, and 

leaders in sustainability. Events are 

earlier in the customer journey and might 

not directly bring sales. Influencers can be 

leveraged.

Events
+popups

Events are unique immersive 
experiences for our 
community, bringing our 
spirit to life!
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Channel Hubs

OFFLINE

These are full-fledged retail spaces for our 

audience to get educated on our brand 

and product. Strategically aligned retail 

partners (shop-in-shop) and influencers 

can be leveraged. As a clear point-of-

purchase, popups are deeper into the 

customer journey.

Events
+popups

Popups gather community, 
bringing a deeper look into 
our brand world, while 
boosting our credibility. 

06.
CHANNEL
STRATEGY

Where:
branded spaces, 
distribution partner stores, 
bookstores, 
etc.



37 

CHANNEL Strategy

Social

ONLINE

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.

Instagram

Instagram is our inspiration 
and community hub.

06.
CHANNEL
STRATEGY

Frequency:
Posts 1x per day
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Social

ONLINE

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

Facebook is our information 
and shop-able editorial hub.

06.
CHANNEL
STRATEGY

Frequency:
Posts 1x per day
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Social

ONLINE

This means this might be the first 

touchpoint or discovery point for our 

customers. We need to be clear in saying 

what we do and quick in demonstrating 

what we’re all about.

Paid Social

Social adverts attract new 
audiences — amplifying our 
most important messages. 

06.
CHANNEL
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When:
We use paid social to widen our reach as a new brand, and to 
support key initiatives.
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Partners

ON/OFFLINE

They should be aligned with our brand 

vision and the ideal customer we seek. 

A strong partnership can help us reach 

new audiences and authentically bring our 

brand to life through: customer service, 

POS branding , in-store activations or 

events, and inclusion in their own digital 

content + social media channels.

Multi Brand

Our multi-brand partners are 
our brand extension. 

06.
CHANNEL
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How:
Multi-brand partners place us side by side (both on and off line) with 
likeminded brands. The brands our partners carry should be considered to 
ensure alignment with our own values.
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Partners

ON/OFFLINE

They build credibility, attract strategic 

audiences, and create word of  mouth. 

They are a representation of  our muse, 

who we associate with, and the values we 

preach.

Influencers

Influencers are our social 
impact amplifiers.  

06.
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How:
+ Pitch brand concept
+ Develop pool of  inf luencers (with help from our PR partner)
+ Regularly engage them to collaborate
+ Engage in deeper campaign interactions if  they are the perfect muse
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Partners

ON/OFFLINE

We collaborate with established like-

minded brands to reinforce our core values, 

spirit and what we stand for. Aligning 

with the right brands is key to developing 

our own strong brand image.

Brands

Brand partners act as our 
‘friends’ in high places. 

06.
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How:
content, product or event collaborations, contests and giveaways 
— whatever we can dream up.
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Partners

ON/OFFLINE

They are absolutely core to everything that 

we do. They allow us to deliver on our 

core values in the form of  tangible results. 

They bring our social impact statement to 

life!

NGO

Our NGO partners are the 
heart of  our business.  

06.
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Why:
We want to see women thrive — by supporting female health 
issues, female progression, and access to education.
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Partners

ON/OFFLINE

We will use PR not only to place ourselves 

within the fashion landscape, but to 

tell our authentic story — reinforcing 

the impact that we are driving through 

messaging about our business model and 

latest collaborations and/or initiatives. 

PR gives us credibility, and can be 

adapted based on the outlet and relevant 

angle.

Press 
+ Media

Empowerment 
reinforcement. 
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How:
key announcements and brand moments i.e. events and 
popups, new collections, high-profile collaborations, key social 
programme initiatives and campaigns, etc.
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Partners

ONLINE

This is where we share stories of  

our community and upcoming news/ 

collections. Newsletters pertaining to our 

social impact initiatives feel personal. We 

use email to keep our community informed 

about important updates, local events, 

‘first dibs’ product information, and to 

loop them in on our journey.

Email

Email is our intimate voice. 

06.
CHANNEL
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Frequency:
Welcome series 
+ ad hoc (send with purpose i.e. key news updates)
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Program

ONLINE/OFFLINE

They get access to exclusive member 

rewards and events, and behind-the-

scenes information such as upcoming 

developments or products. In return, we 

ask for their help in promoting our brand 

and providing valued feedback.

Loyalty

Our insider program — to 
leverage and reward our 
brand loyalists. 
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Areas of  Impact
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