THE FASHION PERSPECTIVE / 02

The Art of Everyday.

An independent fashion marketing campaign concept inspired by ZARA.

Campaign premise

Everyday is not ordinary. The proposed campaign repositions ordinary daily moments as opportunities for
individual expression, using versatile styling and architectural product imagery rather than aspirational
lifestyle portraits.

Strategic foundation

Challenge (strategic hypothesis): Fashion campaigns can feel removed from everyday use. A
product-led narrative could make versatility and styling relevance more tangible. This is a creative
hypothesis, not a measured consumer finding.

Objective: Build consideration and inspiration through a consistent three-part editorial story. Proposed
outcomes: engagement with styling content, saves, visits to the concept landing page and product
exploration. No results are claimed.

Audience hypothesis: Style-conscious, digitally engaged adults interested in contemporary tailoring and
adaptable wardrobes. Segment requires validation; no official ZARA audience definition is claimed.

Positioning: Everyday wardrobe pieces, styled with editorial intention. The concept is informed by the prior
independent brand case study, especially its finding that strong visual identity should be connected to
practical discovery.

Creative idea

Campaign title: THE ART OF EVERYDAY Proposed line: EVERYDAY IS NOT ORDINARY.

08:15 / BEGIN: Morning Light — ivory shirt, beige tailoring, understated accessories. Bright architectural
setting.

14:40 / MOVE: City in Motion — dark tailored layers and functional accessories. Stronger contrast and
directional light.

20:10 / BECOME: Evening Transition — black draped eveningwear, minimal bag and heels. Warm,
cinematic lighting.



VISUAL CONCEPT / PRODUCT-ONLY

Three moments. One story.
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MARKETING STRATEGY

From concept to channels.

Owned channels

A dedicated campaign landing page anchors the three looks. Supporting editorial placements can link to
product categories only after real merchandise and product availability have been checked.

Instagram / organic

Three vertical editorial posts (one per moment), a three-frame carousel connecting the looks and Stories
that highlight styling details. Product-only imagery is intentional.

Short-form video / proposed

A 10-15-second stop-motion or close-up sequence of garments, fabrics and accessories transitioning
across three moments. No human models are required.

Four-week rollout

Week 1: teaser and concept reveal. Week 2: BEGIN. Week 3: MOVE. Week 4: BECOME and a recap
carousel. Dates and media budget are intentionally not invented.

Measurement plan

Reach and impressions (awareness); saves and shares (inspiration); click-through to the landing page
(interest); product-page exploration (consideration). Establish baseline and targets before launch; results
are not available.

Risks & mitigations

Al-generated images are not verified ZARA products: label them as concept visuals, avoid purchase claims
and do not imply an official collaboration. Validate audience and message with small qualitative tests
before any real activation.

Independent educational portfolio project by Anna Steinbusch, 2026. Not affiliated with, commissioned by, or endorsed by ZARA or
Inditex. All campaign imagery is Al-generated and illustrative; garments are not verified ZARA merchandise. Strategic ideas and
proposed metrics are hypothetical.




