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Our mission is to make 
sustainable clothing 

“
a wardrobe staple. ”
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our mission

The fashion industry is working to become more 
sustainable and ethical and we want to be part of making 
that happen. We want to fill women’s wardrobes with 
all the necessities and essentials it needs to create an 
amazing outfit or maybe to just lounge around in. Our 
goal is to make sustainability a wardrobe staple at an 
affordable price.

We have created a brand that solely focusses on minimal 
and basic clothing, in the hope to be women’s go to 
place for anything from joggers and leggings to t-shirts 
and hoodies. 

Our brand isn’t just about our products but about our 
people too. We are inclusive. Our aim is to empower 
and inspire. 

image: zara.com
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communication channels Instagram also has a variety of in-app shopping features including 
story swipe-up links and product tag links which will be another 
easy way for SUNDAY.’s customers to shop. Instagram stories will 
also be a great way for the brand to interact and involve their 
consumer through the use of interactive features like Q&As and 
reposts. The social media app also has business functions that allow 
businesses to view insights and analytics such as most popular posts, 
engagements and user demographics which would be a really useful 
and insightful tool for SUNDAY. to make promotions and content as 
relevant and engaging as possible for the consumer.

Facebook will be used to promote the brand itself. It will advertise 
the sustainable practices SUNDAY. has in place along with 
relevant information and inspiration on how consumers can follow 
more sustainable lifestyles. The Facebook page will still promote 
SUNDAY.’s products through the use of imagery by using the same 
content as Instagram posts but the Facebook page will primarily 
promote the concept and values of the brand rather than the actual 
product. 

SUNDAY. will use social media channels Instagram and 
Facebook to promote and publicise the brand as well as 
communicate with their consumer.

Instagram will be the primary social media channel used 
because as an image focussed platform, it gives SUNDAY. 
the freedom to present and promote content applicable to 
the brand and its consumer whilst being able to be creative 
and imaginative. Instagram is also the second most engaged 
network after Facebook and has 1 billion active monthly users 
(Instagram, 2019). 

images: @lissyroddy Instagram
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social media plan
Product promotion and marketing will mainly take 
place on SUNDAY.’s Instagram account. SUNDAY. will 
use a number of marketing strategies on social media 
to reach as many people as possible. Firstly, SUNDAY. 
will use paid Instagram advertisements to promote the 
brand’s Instagram page and products which can be 
seen on both Instagram stories and the main Instagram 
feed. “A third of Instagram users purchased a product 
promoted by an influencer” (Ste Davies, 2019). Using 
this information, another form of promotion will be 
through influencer marketing. SUNDAY. will gift 
products to relevant influencers that relate to and reflect 
SUNDAY.’s target audience in exchange for content 
creation. 

SUNDAY.’s main Instagram page will consist of 
campaign imagery, motivational and empowering 
messages and reposts from influencer content. Sunday 
will use Instagram’s story feature to repost customer’s 
imagery as well as swipe links to products. 

SUNDAY. will post on Instagram daily. After conducting 
a survey with SUNDAY.’s target audience, I found 
that between the hours of 8am and 10am and in the 
evening after 5pm are prime times to post to Instagram 
to engage with and reach our target audience. 

image: @cinziabaylisszullo
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SUNDAY. is a women’s positive brand, “International 
Women’s Day” falls on March 8th every year, this 
would be a great and relevant opportunity to promote 
the brand further by posting relevant campaign imagery 
and offering discount to our customers whilst celebrating 
this empowering and uplifting day. Another female 
empowerment celebration is “Galentines” which is 
celebrated on February 13th every year, again this is 
another opportunity for SUNDAY. to produce content and 
promotions targeting our audience whilst encouraging 
female empowerment and unity. 

SUNDAY. is a sustainable brand that strives to help the 
planet as much as it can. Earth Day (April 22nd) is an 
annual event that celebrates support for environmental 
protection. Earth Day would be a relevant occasion 
to highlight SUNDAY.’s sustainable practices and its 
achievements from the year through the use of social 
media.
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pr plan
SUNDAY. will gift products to relevant and relatable 
influencers who follow the same values and initatives 
as SUNDAY. including people like entrepreneur Grace 
Beverly, Marielle Elizabeth and Sophia and Cinzia to 
name a few. We will also gift products to fashion editors 
and journalists to try out our products and write about 
us as a brand and our products. This will include gifting 
packages to Vogue’s first sustainability editor and 
podcast presenter Clare Press and Who What Wear 
fahion editor Judith Jones. We opted to send products 
to these influencers and editors because they have an 
honest and valued following and have similar values as 
us as well as being renowned for what they do. 

image by me
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packaging

Each order will be packaged in a biodegradable, 
branded box. To reduce waste within our packaging 
we have opted not to wrap each product separately 
especially not in plastic. Instead all products will be 
wrapped in recyclable tissue paper and sealed with 
a SUNDAY. branded sticker. In the unlikely event a 
customer is not happy with their order we will not 
use paper return which will reduce paper wastage, 
instead returns can be made online or on the app. 

14



Labels / Swing tags

SUNDAY.’s swing tags will be on each product 
with the products details including materials the 
garment is made from, the price, size and a 
barcode. The swing tag will be made from a thick 
biodegradable card. The logo will be glossy on 
the matte card to make it stand out but also so it 
looks simple and minimal. 
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Appendix / competitors
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H&M
H&M are a multi-national clothing retailer, 
specialising in fast fashion for men, women and 
children. Their vision is to lead the change towards 
a circular and renewable fashion industry. H&M 
follow sustainable and ethical practices across 
all of their collections and are very open and 
transparent about the actions they are taking, 
how they are doing them and why. 95% of cotton 
used by H&M and 57% of all materials they use 
to make their products are recycled or sustainably 
sourced (H&M Group, 2019). As H&M are so 
transparent about their resources and practices, 
the information H&M disclose could inspire and 
influence Sunday’s ethical practices and resources 
to be as sustainable and ethical as possible. 

H&M also have a ‘conscious’ collection which 
consist of garments that they count as more 
sustainable. To be part of the collection, a garment 
must contain more than 50% sustainable materials. 
A green swing tag is used to distinguish ‘conscious’ 
garments (H&M, 2019). This initiative could make 
consumers more aware of the garments they are 
purchasing and how sustainable it is. Although 
Sunday aims to be as sustainable as possible 
across all garments, this could be an interesting 
idea to promote the potentially greener products 
if there were to be any. 

image: H&M
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Organic Basics

Organic Basics are a clothing brand who sell 
underwear and athleisure wear for men and 
women. As a brand their sole focus and aim is to 
be sustainable, by only using materials that care 
for the environment and only partnering with 
factories that care about their impact. Organic 
Basics are a very transparent brand who open 
up to their customers about where they source 
their materials from and how and where their 
products are made. Each year they issue an 
‘Impact Report’ which highlights all of their 
practices and sustainable achievements from the 
year. Being so open with their customers is more 
likely to make their customers trust them which 
could lead them to be more loyal to the brand. 

Sunday aims to be as sustainable and transparent 
as possible so by researching the practices and 
innovations Organic Basics has in place gives 
me an idea on how I can do so. 

image: Organic Basics21 22



swot

Strengths

- Sustainable / Eco-friendly
- Ability to communicate with consumers efficiently 
through the use of social media
- Current and relevant
- Follows a consistent aesthetic and brand image
- Innovative

Weaknesses

- Limited financial resources
- Not well established - hard to compete with more 
renowned and established brands
- Limited resources
- Independently ran - lack of team support
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Opportunities

- Growth of product range
- Collaborations with relevant brands
- Events / pop-up shops to promote the brand 
further 
- Increased sustainability interest
- Partnerships / collaborations with social 
influencers
- Trading products through other brands 

Threats

- New start-up brands within a similar market
- Unable to meet consumer demands with small 
work force
- Keeping up with ever-changing technology 
advances
- Changing in consumer behaviours
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marketing mix

Product
Everyday and loungewear, for women focussing 
on wardrobe staples and minimal essentials. The 
products will be made from organic, recycled 
or upcycled materials and manufactured in a 
sustainable and ethical way that will keep water, 
chemical and energy usage to a minimum.

Price

In line with competitors and customer expectations, 
Sunday’s price range will fall between £10-£40. 
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Place

All Sunday products will mainly be sold online 
to reach its target audience on a platform that 
is widely available and engaging to the target 
audience. Products will also be available through 
social media, particularly Instagram with its quick 
shopping tool and product tagging.

In the future, making Sunday products available 
at other fashion retailers like ASOS or Topshop 
would be a great way to obtain more sales and 
customers. 

Promotion

The brand will be heavily promoted on Instagram, 
through the use of paid advertisements and 
paid or gifted collaborations with influencers in 
exchange for content creation. Customers will 
also be encouraged to share their purchases on 
Instagram and in return Sunday will repost posts 
/ stories which will stimulate exposure and a 
good customer experience. 
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