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YOUR BRIEF TO US:
Key Messaging Idea

“A Kinder Way to Clothe Your Kids”
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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
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1. Prioritize quality over bargain deals and fast fashion. 
2. Value sustainability and recognize that adopting an eco-friendly

lifestyle comes at a higher cost.

I

 TARGET AUDIENCE:

ECO-CONSCIOUS PARENTS
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WHAT OUR COMPETITORS ARE SAYING ABOUT
SUSTAINABILITY:
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SURVEY FINDINGS
1

INSIGHTS:
Cost Is the Biggest Barrier
Limited Availability / Awareness 
Competing Priorities 

2

INSIGHTS:
Diverse Levels of Concern 
Need for Awareness
 Potential for Persuasion
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Based on the research we completed we found ...

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

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

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

II

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

child’s future

III

THE PROBLEM

Sustainable clothing = Inconvenient

Fast fashion = Normal, affordable, harmless

Their purchases = Too small to impact the future

Right now, many parents think:
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 COMMUNICATION OBSTACLES 

21 3

TOO BORING
AND TECHNICAL 

GUILT TRIPPING VAGUE OR
UNREALISTIC
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OUR COMMUNICATIONS OBJECTIVE 

1

FROM:
“Sustainable fashion is
inconvenient.”
“Fast fashion makes the most
sense since my kids are constantly
out-growing their clothes.”

2

TO:
“Small choices made now will
impact my child’s future” 
“I wouldn’t give my child toxic
food—so why would I give them
toxic clothes?”

SHIFT THE MINDSET OF PARENTS:
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SITUATIONAL ANALYSIS 

Culture Company

Consumer Competition

Despite the state of the  environment, the
sustainability movement is still focused on

education, not future consequences

Parents want affordable clothing and care about
their children, which creates a tension between

eco-conscious values and price

Competition focuses on kindness and
sustainability education, Loop reflects what
parents care about the most- their children

Loop is a brand that protects kid’s
futures with planet-friendly fashion
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Parents care the most about their children’s future, so we need to
show them what's at stake due to their current purchasing habits.

IIII

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

IIIII

 CALL THEM OUT

THE OPPORTUNITY

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.
 You care about them, care about where you get their clothes
You Buy. They Pay the Price.
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BRAND POSITIONING

1

Currently, parents hear the
same messages from
competitors- no real
personal motivation

2

By choosing to be in the
Loop, you are positively
impacting your children’s
future



Reasons To Believe

Brand Values

How I Would
Describe the Product

Brand Personality

High Quality

Organic/
Sustainable

Subscription Service

ThoughtfulKindness

Organically sourced
material

Convenient

The Planet

Kids Caring

The Future Kind

“Loop” Trade-in
system 

Timeless

Light-Hearted

Recycled responsibly
to keep out of landfills

Brand Purpose

Insight
Parents care the most about their

children’s future, but they don’t see
it’s connection to their purchasing

habits.  

Create a better tomorrow for all kids 
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Make the connection for parents that their behavior today
affects their child’s tomorrow/future 

IIIIII

STRATEGY
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CAMPAIGN RECOMMENDATIONS

1

“The Future
Speaks”

2 3

“Life of a Loop
Tee”

“See the
Vision?”
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CAMPAIGN RECOMMENDATIONS
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 CAMPAIGN 1

“THE FUTURE SPEAKS”

CONCEPT:
Kids ask the big questions adults avoid. Dressed in
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.

TONE:
Playful. Honest. Thought-provoking.

EXECUTION:

Street-style interviews with
kids asking questions like:

“Where do your clothes go
when you throw them
away?”
“Would you rather have
trees or trash?”
“Do you want a clean Earth
or a stinky one?”

Reels + posts =
shareable, scroll-
stopping content

Kids in Loop Apparel
emphasize conscious

fashion choices



INTEGRATED MARKETING CAMPAIGN

@WEARLOOP.CO



INTEGRATED MARKETING CAMPAIGN

@WEARLOOP.CO

II
 CAMPAIGN 1

“THE FUTURE SPEAKS”

INSTAGRAM CAPTIONS:
Mini mics. Big questions. 👕💚
Sustainably made. Seriously curious.
Our little interviewers are on a mission—and dressed for it
sustainably.
They ask. You answer. We all do better. 🌱👦👧

WHY IT WORKS:
Child POV: Shifts focus from guilt-driven adult messaging to
future-focused accountability
Emotion + Humor: Light tone delivers serious truths in a
memorable way
Truthful "Call-Outs": Kids naturally question contradictions
without shame
Real Stakes: Connects fashion waste to lost play, polluted oceans,
and endangered wildlife
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CONCEPT:
A single Loop shirt, many stories. Through a
heartwarming video montage and side-by-side
photos, we follow one shirt passed between
children across milestones and memories —
showing how Loop’s recycling system brings
real stories to life.

EXECUTION:

 CAMPAIGN 2

“LIFE OF A SHIRT”

Short video + photos of
different kids wearing

the same shirt on:
Picture day, birthday
parties, bike riding,
zoo trips, Christmas
#intheloop

Side-by-side images
Same shirt. Different
kids. Same milestone.

Different years.

Include a “Get to Know
Me” card with each item,
letting kids share stories
as the shirt is passed on.

TONE:
Personal, Circular, Real
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 CAMPAIGN 2

“LIFE OF A SHIRT”
SPECIAL DAYS

“This Loop shirt Is repeating
the 1  grade!”st

“His fifth birthday but the
shirts second!”

“Worn with love. Passed with
care. Made to share.”

“Different kid. Same courage.
Same shirt.”
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 CAMPAIGN 2

“LIFE OF A SHIRT”
SIDE BY SIDE
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“LIFE OF A SHIRT”
POTENTIAL ADD-ON

CONCEPT 

When a child recycles a Loop piece, they can send
along this personalized sheet.
The next child who receives the recycled item
inherits the story, building an emotional connection
and celebrating the item's journey.

WHY IT WORKS:

“When you choose Loop, you’re not just donating
and hoping for the best. You can literally see the
impact — your child’s old shirt lives on with
another child, carrying real stories and real
memories forward.”
Builds Loop Community:

Connects families through shared experiences.
Encourages loyalty through emotional
connection.
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“LIFE OF A SHIRT”

WHY IT WORKS:
It makes circularity visible and personal.

Parents and kids can see the Impact.
It taps into a parent’s mindset

This is about showing parents that their purchasing decisions
carry forward. It creates a reason to talk and share.

It creates a reason to talk and share.
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: 
Increases sentiment and retention by making Loop feel like more
than a product — it’s a shared legacy
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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:

CTA: #SeeTheVision -one outfit at a time
Through powerful visual contrasts between a
thriving, healthy planet and one damaged by
pollution and waste, this campaign delivers
an emotional wake-up call.

 CAMPAIGN 3

“SEE THE VISION?”

TONE:
Urgent, empowering, emotional
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“SEE THE VISION?”

KEY MESSAGING:
Choosing Loop is choosing their child’s future.
Outfits today. Planet tomorrow.
Your next purchase is your child’s world in the making.

WHY IT WORKS:
Future-Focused: Frames purchasing Loop apparel as a direct investment in
their child’s future.
Emotional Choice: The powerful storytelling forces parents to make the choice
FOMO + Empowerment: Makes parents feel accountable, but offers an
empowering solution through Loop.
Child's Voice: Keeps kids at the center — their hopes, dreams, and concerns.
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CHILD-FUTURE SELF LETTER

Mothers Day Fathers Day

​
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“TWO FUTURES”

​
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"THE SIDE-BY-SIDE EXPERIMENT"

​

Concept:
Kids are asked to describe the future they want.
Then shown environmental damage and asked
what they think.
End Scene:
Parents watching the footage, visibly moved.
Final Message:
“Your choices shape their future. #SeeTheVision
and Join The Loop. ”
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OUT-OF-HOME ADVERTISEMENTS

​

STATIC/PRINT:
 “ARE YOU IN THE
LOOP?” 
⟶  CREATE FOMO

Par tner with a local
elementary school to
create an ar t  contest
for kids
Have them draw
nature + animals to
have as the
background of the ad

BILLBOARD AD:
Shock passerby
drivers on the
highway and push
them to ‘See the
V ision’ and ‘Join the
Loop’
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January February March April

JuneMay July

September 

August

October November December

See the vision
Mother’s Day 

Story of a shirt
(Back to school)

Farmers
market pop-
up

Story of a
shirt (Back to
school)

See the vision
Father’s Day
World Environment
Day 
National Children’s
Day

Story of a
shirt (Back to
school)

Story of a shirt
(New Year, Same
Shirt)

Farmers
market pop-up Farmers

market pop-
up

Ear th Day

The Future Speaks
(halloween)

Life of a Shirt
(Halloween)

The Future
Speaks
(Thanksgiving)

The Future
Speaks
(Christmas)

National
Parents’  Day

Story of a shirt
Valentines
Day Farmers

market pop-
up

Farmers
market pop-up

Farmers
market pop-up

See the vision

See the vision

First day of Spring



INTEGRATED MARKETING CAMPAIGN

@WEARLOOP.CO

MEDIA OUT REACH/PR
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PR EVENTS

PARTNERSHIPS /  POP-UPS

Local Farmers Markets
Local Librar ies
Elementary Schools

Ear th Day
Back to School Season
Holiday Shopping
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PR EVENTS



DISCUSSION 
QUESTIONS & FEEDBACK 



THANK YOU!


