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YOUR BRIEF TO US:

Key Messaging ldea
“A Kinder Way to Clothe Your Kids”

Mission
(What we do)

Design kids apparel that's
kind to kids, parents and
planet.

Vision
(Why we do it)
A world that's in a

better state than when we
found it.

@WEARLOOP.CO

Positioning
(Space we want to occupy)

Kind kids apparel.
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YOUR BRIEF TO US:
The Ask

1.Develop a creative idea and consumer-facing tagline based on
the message of “A kinder way to clothe your kids.”
2. Tactics (with a focus on Instagram as the main media channel)
that are interesting enough to generate earned media.
3. Design a system to be used for things like
a.Social media content (IG feed and stories)
b.Business card handouts
c.Print ads

@WEARLOOP.CO
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SURVEY FINDINGS

(1) (2

INSIGHTS: INSIGHTS:
e Cost Is the Biggest Barrier e Diverse Levels of Concern
e Limited Availability / Awareness e Need for Awareness
e Competing Priorities o Potential for Persuasion

at are the biggest challenges you face when trying to shop sustainably for ow important is shopping sustainably to you?

@WEARLOOP.CO
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RESEARCH FINDINGS

Based on the research we completed we found ...

“| like to shop for kids clothes with minimal designs so | can send them
to my nieces and nephews.”

“| usually stick to buying [my kids] clothes at Target, it's the most
convenient.”

“I had my kids later in life so | can afford to spend more on their
clothing, especially If It Is sustainable.”

@WEARLOOP.CO
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THE PROBLEM

The challenge isn’t just making parents aware of sustainable
clothing—it’s changing how they perceive its impact on their
child’s future

Right now, many parents think:
Sustainable clothing = Inconvenient
Fast fashion = Normal, affordable, harmless

Their purchases = Too small to impact the future

@WEARLOOP.CO
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COMMUNICATION OBSTACLES

o o o

TOO BORING GUILT TRIPPING VAGUE OR
AND TECHNICAL UNREALISTIC

@WEARLOOP.CO
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OUR COMMUNICATIONS OBJECTIVE

SHIFT THE MINDSET OF PARENTS:

(] (-

FROM:
N : : : TO:
e “Sustainable fashion is 5 : :
: : N e “Small choices made now will
Inconvenient.

impact my child’s future”

e “| wouldn’t give my child toxic
food—so why would | give them
toxic clothes?”

e “Fast fashion makes the most
sense since my kids are constantly
out-growing their clothes.”

@WEARLOOP.CO
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SITUATIONAL ANALYSIS

Culture Company

Despite the state of the environment, the
sustainability movement is still focused on
education, not future consequences

Loop is a brand that protects kid's
futures with planet-friendly fashion

Consumer Competition
Parents want affordable clothing and care about Competition focuses on kindness and
their children, which creates a tension between sustainability education, Loop reflects what
eco-conscious values and price parents care about the most- their children

@WEARLOOP.CO
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CALL THEM OUT

THE OPPORTUNITY

"Parents do everything they can to ensure a good future for their
kids. Why not when it comes to clothes?"

Loop Apparel will stand out by shifting the focus from just "saving the planet" to saving their kid'’s

future.

It's not about you—it's about your child’s future. Every purchase decision you make today affects
their world tomorrow.

e You care about them, care about where you get their clothes

e You Buy. They Pay the Price.

@WEARLOOP.CO
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BRAND POSITIONING

[ (-

Currently, parents hear the By choosing to be in the
same messages from Loop, you are positively
competitors- no real impacting your children’s
personal motivation future

@WEARLOOP.CO



Subscription Service Organic/ How | Would

Sustainable

Reasons To Believe

Organically sourced Describe the Product
material Timeless
Recycled responsibly High Quality
to keep out of landfills
Insight
“Loop” Trade-in Parents care the most about their Convenient
system children’s future, but they don’t see
it's connection to their purchasing
habits.
Kindness
Brand Purpose Thoughtful
Create a better tomorrow for all kids .
Light-Hearted
The Planet

Brand Values

e Caring Brand Personality

The Future Kind



avior today
ow/future
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CAMPAIGN RECOMMENDATIONS

© O ©

“The Future “Life of a Loop “See the
Speaks” Tee” Vision?”

@WEARLOOP.CO
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CAMPAIGN RECOMMENDATIONS

Living

Looking

Retention

Barrier

Parents are shopping for
clothes online/ scrolling on
online platforms

Interrupt where parents are
looking for children’s
clothing

Parents make habitual
purchases we need to
interrupt their auto

purchasing.

Once people get in the loop,

what do we say to them

Comms Task

Introducing the idea of
buying sustainable clothing
for their children

Place ads in channels to
start conversation and
curiousity around Loop

Show an ad right before
parents make a purchase
on other websites

Introducing new colorways
and products

@WEARLOOP.CO

Channel

Instagram

Online retail ad

placement

Online retail ad
placement

Owned Social Channels
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CAMPAIGN 1

“THE FUTURE SPEAKS”

CONCEPT: TONE:

Kids ask the big questions adults avoid. Dressed in Playful. Honest. Thought-provoking.
Loop Apparel, child interviewers use tiny mics

outside fast fashion stores to highlight the

disconnect between adult buying habits and the

world their kids will inherit.

EXECUTION:

Street-style interviews with
kids asking questions like:
e “Where do your clothes go

when you throw them Kids in Loop Apparel Reels + posts =
away?” emphasize conscious shareable, scroll-
e “Would you rather have fashion choices stopping content

trees or trash?”
e “Do you want a clean Earth
or a stinky one?”

@WEARLOOP.CO
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CAMPAIGN 2
(13 9
LIFE OF A SHIRT
CONCEPT:
TONE:
A single Loop shirt, many stories. Through a
heartwarming video montage and side-by-side Personal, Circular, Real

photos, we follow one shirt passed between
children across milestones and memories —
showing how Loop’s recycling system brings
real stories to life.

EXECUTION:

Short video + photos of

different kids wearing Side-by-side images
the same shirt on: e Same shirt. Different

e Picture day, birthday kids. Same milestone.
parties, bike riding, Different years.

zoo trips, Christmas

e #intheloop

Include a “Get to Know

Me” card with each item,
letting kids share stories
as the shirt is passed on.

@WEARLOOP.CO
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First Day of
Kindergarten Kindergarten

Kindergarten

100k views 100k views
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CAMPAIGN 2

“LIFE OF A SHIRT”

POTENTIAL ADD-ON

CONCEPT

e When a child recycles a Loop piece, they can send
along this personalized sheet.

e The next child who receives the recycled item
inherits the story, building an emotional connection
and celebrating the item's journey.

WHY IT WORKS:

e “When you choose Loop, you're not just donating

and hoping for the best. You can literally see the went to my
impact — your child’s old shirt lives on with ~~ first day
another child, carrying real stories and real 2 Lo of school
memories forward.” s wearing

e Builds Loop Community: | - this shirt
o Connects families through shared experiences.
o Encourages loyalty through emotional
connection.

@WEARLOOP.CO
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“LIFE OF A SHIRT” @

WHY IT WORKS:

It makes circularity visible and personal.

o Parents and kids can see the Impact.

It taps into a parent’s mindset
o This is about showing parents that their purchasing decisions
carry forward. |t creates a reason to talk and share.
It creates a reason to talk and share.

o Parents love to share moments, especially when they're
meaningful. A shirt with a backstory becomes a post, a memory, a
conversation starter.

Loyalty Driver:
o Increases sentiment and retention by making Loop feel like more
than a product — it’s a shared legacy

@WEARLOOP.CO
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CAMPAIGN 3

“SEE THE VISION?”

CONCEPT:

A powerful visual campaign that contrasts two futures — one lush and thriving, the other
polluted and bleak.

This campaign asks parents: Which future do you want your child to grow up in?
Loop becomes more than clothing — it’s a choice for their future.

EXECUTION:
TONE:

e Urgent, empowering, emotional

e CTA: #SeeTheVision -one outfit at a time

e Through powerful visual contrasts between a
thriving, healthy planet and one damaged by
pollution and waste, this campaign delivers
an emotional wake-up call.

@WEARLOOP.CO
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“SEE THE VISION?” @

KEY MESSAGING:

e Choosing Loop is choosing their child’s future.
e Qutfits today. Planet tomorrow.
e Your next purchase is your child’s world in the making.

WHY IT WORKS:

e Future-Focused: Frames purchasing Loop apparel as a direct investment in
their child’s future.

e Emotional Choice: The powerful storytelling forces parents to make the choice

e FOMO + Empowerment: Makes parents feel accountable, but offers an
empowering solution through Loop.

e Child's Voice: Keeps kids at the center — their hopes, dreams, and concerns.

@WEARLOOP.CO



Dear Future Me,

Do you still climb trees?
T hope there are still frees.
And flowers. And bees
(but only the nice ones).
And candy. Lots of candy.

If the Earth is broken, you
can't have candy. Or trees.
Or frogs.

So please tell grown-ups

to stop being so messy with
the planet.

Loop clothes help, I think.
They‘re made of magic or
something.

Dear Future Me,

Hi. T hope you still like space
Stuff and Legos.

T hope you have a dog. And that
the air smells good and not like
farts. Sometimes the air smolls

like farts when we drive by trash.
Ew.

I think we should keep the Earth clean.
Because it's where we live.

And because Mom says we don't get
a second Earth like we do with video
games.

T like my Loop hoodie ‘cause it's soft
and doesn't have the scratchy tag.
Please dont throw it away. Give it o
someane else when I get too big and
strong for it.

Okﬂy bye, jack
595G B}

e

Deor Fulule ".““34*_\(‘\( :

Love,

Ava ) ﬁ







How would you d‘es-:ri gLols of t'rees. good health...
the future you'want? And giantlbroccoli!

[

] -&But what if it was to hot That, F::uld be really,
ever play outside again? __ Ireally sad.
» ‘ =

; ! ‘ YOUR CHOICES

SHAPE THEIR FUTURE.

#SEETHEVISION
AND JOIN THE LOOF.

)
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BILLBOARD AD:
e Shock passerby

STATIC/PRINT:

Are you =55
“ARE YOU IN THE

__in the Loop?

\ "] LooP?” :rhe"\]OrId the drivers on the
. CREATE FOMO 'nl;ecrlzts.tartswith highway and push
Oice ‘
e Partner with a local make— Se them to ‘See the
lement hool t e (T Joi
:rz:tznazr;/riccozies: Seeth&WSlon, Vision’ and ‘Join the

for kids

e Have them draw
nature + animals to
have as the
background of the ad

Your apparel choices today
affect your children's
future tomorrow.

Be thechange. |&

loop apparel

@WEARLOOP.CO
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@WEARLOOP.CO
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the gOOd trade the sustainable fashion forum

MISSION ~ Boulder
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PR EVENTS

PARTNERSHIPS / POP-UPS

e Local Farmers Markets e Earth Day
e Local Libraries e Back to School Season
e Elementary Schools e Holiday Shopping

@WEARLOOP.CO
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PR EVENTS

Get Ready to Be Called Out (Nicely) by Kids at Loop’s Farmers Market
Booth

Shaop planct. friendly kidswear, hear real questions from tiny truth.tellers, and help shape a future your kids
will thasik yeu for

BOULDER, April 21, 2025 — This Sundsy, Loop Apparel is popping up st the [Name] Farmers Market
with Little Vaices, Big Futures — a kid-powered experience designed (o spark conversations, creativity,
and more conscious shopping. From hilarious mic-dsop questions to fusure-themed coloring stations, this
boath s more than just ancther vendor — it's a mament for families 1o see (and shop for) a better future
together.

et ready, paremts! Owr smallest citizens have big thoughts — and they 're not afraid to ask the tough
stull. The “Kids Call It Out™ mic booth mviles young inferviewers 1o ask adulis passing by things like:
Wy do yoir biy sore clothes i vour clocet ¥ already Gdl?” and "D pour waesil yoir clothes to kelp or
Huart the Earth? " 1t's all pan of Loop's bold new campaign #DoYeouSeeTheVision, which challenges
families fo rethink fashion through their children's eyes.

Loop's Farmers Market booth will also feature the "What Will Your Future Look Like?" coloring
station, where kids can illussrate their dream future — from plastic-free oceans 1o clean playgrounds —
‘while their grown-ups browse Loop's adorable, upeyveled, and compestable kidswear collection. Every
purchase supports circular Fashion and a cleaner planet.

New this year, visilors can explore the "Story of a Shirt"” showcase, where select Loop pieces come
‘with their own history. Esch featured item includes a tag telling the story of the child who previously
‘wore it — the advenfures it’s been on, the memories it carries, and how it's ready for its next chapter. It's
a living reminder that clothing can have a life well beyond just ane child, and that every story stilched
into these ganments matters.

Pasents are also invited to bring their cutgrown Loap Apparel pieces to the booth. The event will double
a5 a drop=off center, making it easy for families 10 retam their used items and keep the Loop in motion
— reducing waste and giving clothes snother chance to be loved.

And don't forget to stop by the Vision Wall Photo Station o snag a pic with your child’s art and enter
ouf giveawny. You might just win some fres Loop gear of goodies!
“Ohar brand is built on the idea that kids grow fast — and their clothes should, 100, says Go, co-founder

of Loop. “But more than that, we want parents 10 hear what their kids hope the world will look like, and
realize they have the power o help make it real.”

Loop Apparel is a sustainability-first kids clothing brand making it easier (and cuter) for families to shop
‘with intention. With compostable materials, circular production, and creative campaigns that center kids®
wvoices, Loop is inspiring the next generation to care about the clothes they wear — and the: future they
inheril.

Contact:

@WEARLOOP.CO
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THANK YOU!

&



