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After exploring the entirety of Aerie’s promotional tactics and overall marketing, it is 
very evident that the company has created an image filled with a strong brand personality and 
sense of being.  The campaign that we examined and researched entitled “Aerie Real” is their 
current focus and has been going on since 2014.  This campaign’s target market and target 
audience is females ages 18-25 (millennials) and is all about spreading body positivity and 
loving yourself in any and all circumstances, especially while wearing the Aerie brand.  This 
overall message correlates to the overall goal of the campaign, which is to inspire women to be 
confident in their own bodies and truly love themselves.  The brand makes this their mission and 
wants to show those that make up their audience “real” women in their photos by not retouching 
any women in the images that are advertised with their products. 

 
In regards to the promotional tools used, Aerie has a heavy focus on promotion through 

social media, and their online presence is extremely cohesive and always focuses on showing off 
products, spreading positive messages, and updating their audience on different sales going on 
within the company.  Along with this, Aerie also uses their website and blog to promote and 
showcase their products and does this through the untouched images that they are known for. 
Aerie’s email list is another heavy influence in terms of promotion, and their rewards system that 
runs through parent company American Eagle Outfitters is another way that audience members 
can feel more connected with the brand and can become notified about specials and sales that 
others might not know about.  One more main promotional tool that Aerie uses is their 
advertising, and this is done through magazines, outdoor media, television advertisements, and 
social media ads.  All of these tools come together to make up Aerie’s promotional tactics, and 
each of them provide their own way of getting the brand to become more widely recognized 
while adding to their image. 
 

The most consistent tools used in the campaign were their social media, as it was not only 
the same across all platforms, but also aesthetically correlated with each other.  This is definitely 
Aerie’s strongest promotional tactic, as we found out very soon, and the combination of Twitter, 
Instagram, and Instagram proved to make the brand stand out from other companies.  The 
weakest tool used would definitely have to be print advertisements, considering the only real 
print ad that we could find was from a couple of years ago.  The brand could improve upon this 
by integrating the images used online and in their outdoor media into more magazines and forms 
of print.  Though this might seem to be a dying form of media, it could still be very beneficial for 
the company and is an area that could definitely use improvement. 
 

When looking at all that the campaign stands for and promotes, all of us definitely felt a 
connection with what being Aerie Real means.  The fact that the campaign targets an audience 
that all of us fall into also made it even more appealing to us all, and the topic of being body 
positive and attaining a better self-image is something that we, as women, can all relate to.  It 
helped that we were all passionate about the topic and loved what the company as a whole stood 
for, and we all can attest to the fact that Aerie knows how to cater to their audience and do things 
that not only reflect what they stand for but also integrate women of all shapes, sizes, and races 
into their brand. 
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As a whole, Aerie has done so much that we consider to be amazing and done the right 
way, but we feel that the main overarching thing that they have done is remain consistent. 
Whether it be with their social media handles, their photos, the times that they post, or even main 
slogans and words that they choose to use multiple times, their consistency is something that sets 
them apart from other companies.  We definitely feel as if they have achieved brand recognition 
through the #aerieREAL hashtag and campaign as a whole, and if shown any of their posts, it 
would be easy to see and say that it fits the Aerie theme.  With this being said, the only thing that 
we feel that the brand could do better would be to incorporate more video and print 
advertisements.  Since we as humans are visual creatures and tend to appreciate and purchase 
items more frequently after seeing videos and pictures, then Aerie could definitely attain an even 
bigger following through these marketing tools.  Other than this small change, we have really 
appreciated being able to follow the Aerie brand and research the #aerieREAL campaign, and we 
feel that it has the potential to not only grow the company, but also help women to love who they 
are and be themselves unapologetically through the brand. 
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Aerie is an uprising brand that is gaining many females of a variety of ages’ attention. 
Like many other companies, Aerie sells clothing products such as bras and underwear, but their 
brand and campaign is one of a kind. Aerie is a brand whose consumers can relate to the brand 
due to the use of ordinary people in their advertisement to the stories they tell in the “Show Your 
Spark” campaign. The Aerie real campaign is like none other and is finally a voice for women to 
be proud and show off the skin they are in. Aerie is owned by American Eagle Outfitters and has 
been around since 2006.  American Eagle has many store locations across the United States and 
also has a store locally that sells Aerie brand products. Their headquarters is currently located in 
Pittsburgh, Pennsylvania, and there are currently 148 physical store locations (American Eagle 
Outfitters Announces Pittsburgh's SouthSide Works Location As New Corporate Headquarters 
2).  

The only brands that are carried by the company is their original brand, which is 
American Eagle, and Aerie. The promotional campaign is one of a kind, and it sends out a 
message to many different kinds of women. We personally like the campaign because of how 
down to earth it really is.  The #AerieREAL campaign ties in with their product because the 
clothing is made in mind of women of all shapes and sizes, and this sends out a message about 
how one should love the skin their in.  
 

When looking at other companies that makes the same products as Aerie, they tend to 
show what is best fit for women in their target market. Many advertisements seems similar due 
to the norm of what society feels like a woman wearing something like that should look like, but 
Aerie took a different approach with this campaign. This company took women that look like 
you and I and let them express themselves in their own way for their ad campaign. Being true to 
who you are is a much bigger message than just promoting undergarments. It seems that the 
company wants consumers to see their clothing as not just a brand, but an overall movement for 
the beauty of all women.  
 

When looking at this movement in regards to the Aerie brand as a whole, there is 
definitely a smart and universal image that is being upheld based on their consistent advertising 
and other promotional tools. Since this brand does fall into the lingerie category, though they do 
also sell loungewear, sleepwear, swimwear, and other items, they are constantly being compared 
to or competing with Victoria’s Secret.  While both do sell products that fall into the same 
categorical branch, both spread different ideas and messages while sticking with their own 
aesthetic.  Aerie’s aesthetic falls into that of being soft, light, and comfort-driven.  Their products 
tend to center around a very feminine and youthful feel, and this makes them very competitive 
with the Pink by Victoria’s Secret line that caters to a younger audience as well. 
 

Aerie’s #AerieREAL campaign is one that has really helped the brand to redefine an 
image has ultimately helped it to be set apart from the others.  Its message about embracing the 
body that you are in is one that the campaign holds true, and it does this by refusing to retouch 
any image to reinforce a realistic image for girls and women everywhere.  The feel of this  
campaign is very fun, quirky, and confident and that directly coincides with the entire brand and 
its image as a whole.  This message is one that is appealing to many people, and the Aerie brand 
as a whole is one that has many positive associations with it in general. 
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Speaking of these positive associations, the brand equity of the Aerie brand is one that is 
very appreciated by a large majority of women.  Due to their message on body positivity and 
acceptance along with how successful the parent company American Eagle Outfitters is, it 
automatically allows for a marketing channel to be sent directly to the primary demographic. 
Not only this, but according to Forbes, Aerie consisted of approximately 19% of American Eagle 
Outfitters’ positive earnings (valued at $960 million) in the third quarter of 2017, which is only a 
2% decrease from 2016’s third quarter for Aerie (Forbes Trefis Team 1).  
 
 

 

 

 

 

 

 

This is a large percentage, and though Aerie is bringing in quite a few earnings, its main 
competitors in the market share over at Victoria’s Secret have more monetary earnings and a 
dominance in the market.  The thing is, though, Victoria’s Secret sales have actually dropped by 
5% in the third quarter ending in 2017 which gives Aerie an edge in the sense of their sales 
growing more than competitors at VS (L Brands Reports 3).  These statistics as a whole 
contribute to the growing lingerie market share, and the industry has grown from $29.23 million 
to $30 million from 2012 to 2017 (Statista).  

 
Since Aerie is owned by American Eagle Outfitters, it gives this brand several strengths 

and opportunities. Because American Eagle is such a strong brand alone, women consumers who  
frequently shop AE are more likely to trust the products that Aerie may have to offer. This is 
both a strength and an opportunity for Aerie. Even if AE’s frequent customers are skeptical of 
the Aerie brand, the campaign #AerieREAL has the opportunity to influence buyer behavior with 
their exceptional promotion. According to Aerie Global Brand President, Jennifer Foyle, 
“#AerieREAL celebrates real beauty, inside and out” (Aerie Empowers Women with Share Your 
Spark Campaign). The bold decision of promoting their products with raw, un-photoshopped 
images of models is the most significant and unique way this brand celebrates real beauty. Their 
main goal of celebrating real beauty inside and out, however, leaves this brands’ campaign open 
to endless possibilities. Having room to grow and expand a brand, while keeping the same 
overall goal is definitely a strength that Aerie holds. Through the openness of their campaign 
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message, the brand has several opportunities to connect and partner with influential actors, 
musicians, and more to expand their audience and agenda. 
 

Because Aerie is an extension of AE, customers who do not regularly shop at AE may be 
skeptical of shopping with Aerie. This becomes a weakness for Aerie’s campaign and ability to 
reach an audience outside of AE’s existing loyal following. Aerie’s affiliation with AE can also 
become a threat. If AE’s sales abruptly decline, consumers may associate their failure with 
Aerie. Another possible outcome of the #AerieREAL campaign is backlash and criticism on their 
lack of plus sizes, despite their message of body positivity. Threats also include the similar, niche 
stores that compete with Aerie continuing to dominate the market by adopting better promotional 
campaigns. 

 
Aerie has a concentrated/niche market for women looking for underwear, lingerie, bras, 

socks, loungewear, perfume, swimsuits, and more. According to Jeff Beer of fastcompany.com, 
“The brand’s target audience is 21-year-old women, with a broader reach of 15- to 35-year- 
olds” (Beer). Their product line includes leggings, sports bras, pajamas, hoodies, tank tops, 
swimsuits, sunglasses, along with different styles of underwear and bras that cater to the 
preference of the buyer’s body. A few features of their push-up bra include soft lace, a pretty 
bow at the front, and a hook closure in the back. The benefits of this product include a 
comfortable fit and confidence while wearing product. 
 

  Women may associate #AerieREAL with body positivity, AE, low prices and comfort. 
When you make a purchase, you get small tokens of their appreciation like stickers and DIY 
letters to personalize and give to loved ones.  They also encourage you to engage with them on 
social media platforms. Aerie uses family branding, so their entire store promotes and 
encourages the on-going #AerieReal campaign and its message. The reference price consumers 
may have if they shop in niche stores like Aerie align with Aerie’s actual prices. Items within the 
store are discounted, while others are at full price. Within the market, however, Aerie does not 
strive to have premium prices to compete with their competitors.  You are only able to purchase 
Aerie products from their website, the stand alone stores, or from American Eagle which makes 
this a direct, exclusive distribution.  

 
Our promotional campaign is heavily promoted using #AerieREAL when tagging 

Aerie in posts on social media. The message that the promotional campaign is sending out to 
consumers is one overarching idea of body positivity. A press release that hit the media on  
January 25 introduced the new spokespeople or role models for the campaign and the idea that 
there is also no retouching of the models. Aerie is promoting women empowerment through  
loving their real bodies because, “the real you is sexy” (#AerieREAL).  The promotional 
message exhibits corporate social responsibility because it’s all about being confident in your 
own self.  
 

This campaign currently lies on the  Product Life Cycle under the growth stage. This 
campaign has been going on since 2014 but is really just now gaining some traction, and the 
newest role models they have on their team are some very influential people helping keep this 
campaign alive and keep people aware of the message Aerie is trying to convey to their 
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consumers (Introducing #AerieREAL Role Models). This campaign is on all forms of social 
media, trying new promotional tools everyday to get the word out their to the consumers.  
Some of the promotional tools being used in this campaign are as follows: 
·      Advertising- Can be found on Aerie blog, direct mail, promotional emails  
·      PR & Sponsorship- NEDA awareness week, NEDA walk (non-profit), Blogs 
·      Personal Selling- in store employees helping customers  
·      Sales Promotion- runs coupons all the time on their website  
·      Digital- Instagram, Facebook, Youtube and Twitter  
 
An example of how they use Youtube as a promotional tool is in this video below when the 
company introduced the role models/spokespeople for 2018. The video also goes into detail  
about what the campaign is and what it means to each of the role models, which helps to show 
what the entire brand stands for as a whole.  
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The #AerieREAL campaign is both cognitive and affective because they are not only 
wanting to inform the consumers about the product but they also have an effect on women of all 
different shapes and sizes. This campaign is one that is very moving in terms of its effectiveness. 
The big idea is to be #AerieREAL and to love the skin that you are in. The goal seems to be to 
make clothes that are for women everywhere and to move away from the ordinary airbrushed 
model. I do see integration throughout all the advertisements because the message that is 
conveyed has the same end goal: to empower women. 

 
With this being said, out campaign could use puffery due to the fact that they promote the 

“real natural girl,” but who is to say that they actually are all-natural. Also, as far as 
crowdsourcing, the #AerieREAL campaign does not use it because although they want the 
feedback, they are not usually several sources within their advertisements. I do not see any 
stereotypes in the campaign because, unlike Victoria’s Secret, they promote the look of a 
common natural women. To tie in to that, I do see some corporate social responsibility with the 
promotion of the empowerment of women. This campaign is not just a message, it's a movement. 
I love how the brand uses women who give off the feel of ordinary women who look like you 
and me. This is also seem with Aerie’s involvement with NEDA (National Eating Disorder 
Association) and how involved the company is with their events and promoting bringing 
awareness to eating disorders.  With the #AerieREAL campaign, it encourages women to be 
more of themselves instead of anyone else, and this is something that sets it apart from other 
companies. 
 
A. SWOT 
 
Strengths: 

● Backed by strong, existing brand 
● Brand loyalty from American Eagle customers 

Weaknesses: 
● Because Aerie is an extension of AE, customers who do not regularly shop at AE may be 

skeptical of shopping with Aerie. 
●  Aerie’s campaign may not reach audiences outside of AE’s existing loyal following 

because of how closely they are affiliated. 
● Lack of plus sizes  

Opportunity: 
●  Opportunity to influence buyer behavior with their exceptional promotion 
● Through the openness of their campaign message, the brand has several opportunities to 

connect and partner with influential actors, musicians, and more to expand their audience 
and agenda. 

Threats: 
●  If AE’s sales abruptly decline, consumers may associate their failure with Aerie 
●  Potential backlash and criticism on their lack of plus sizes, despite their message of body 

positivity. 
●  Threats also include the similar, niche stores that compete with Aerie continuing to 

dominate the market by adopting better promotional campaigns. 
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B. Advertising Objective: 
 
#AerieReal uses every goal from the advertising pyramid and is what makes it a well-rounded 
campaign. 

● Awareness: Aerie wants to make consumers aware of their products through 
un-photoshopped/untouched photos of women through in their advertisements. 

● Comprehension and Conviction: Aerie wants consumers to understand and internalize 
their message/slogan: “The real you is sexy” 

●  Desire: The overall goal of this campaign is for women to feel empowered by the real 
them.Once consumers are exposed to this message through their advertisements, the next 
goal is for them to have a desire to be #AerieReal and buy into the product itself. 

● Action: After consumers have been exposed to this message, they have the decision to act 
on their desires to purchase. 

 
C. Creative Brief 
 

●  Problem Advertising Will Solve: The advertisements from this campaign hope to act as 
representation for normal girls who are “flawed” by societal standards. By showing 
un-photoshopped models, Aerie hopes to normalize the realness of the woman’s. 

●  Advertising objective: This campaign utilizes every goal of an advertisement objective 
● Target Audience: 15-35-year-olds 
● Benefit Statement: “Challenging supermodel standards by featuring unretouched models 

in their latest collection of bras, undies and apparel” (Aerie’s Unretouched Ads 
‘Challenge Supermodel Standards’ For Young Women). 

● Key Benefits: Potential to gain confidence, body positivity, have style, and be affiliated 
with a solid brand/campaign. 

● Support for benefits: Spokespeople/ actresses/ athletes/ musicians are utilized in this 
campaign. They use Aerie Real as a commonality between them and Aerie’s audience of 
normal girls who have also been affected by how women are portrayed in advertisements. 
They use their influence and roles in the industry to help empower girls and spread body 
positivity. 

● Support Statement: "Time to think real. Time to get real. No supermodels. No retouching. 
Because the real you is sexy” (Lingerie brand makes a statement: NO more retouching 
photos). 

● Brand Personality: fun, quirky, and confident 
● Special Requirements: Must be un-photoshopped images, most of their ad’s are quickly 

identified through the quick disclaimers that they add to the corners of photos. They use 
the same cursive font for their logo. 
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Media Strategy: 

For Aerie’s #AerieREAL campaign, there are multiple different platforms used to both 
promote and advertise the overall brand and message.  Some of the more traditional media 
channels used include magazine advertisements. Aerie is marketing their campaign through print 
ads and media, and it is unique due to Aerie’s high digital presence since this is primarily one of 
the only forms of print ads used from the brand.  
 

Another type of media used that does not fall under the digital category is outdoor 
advertising.  The #AerieREAL campaign has been spotted in multiple outdoors locations and this 
has been a way to advertise to a mass audience that might not always be exposed to the brand 
online.  It can also help to target those who may not follow the brand on social media where they 
are more heavily involved and possibly even those from other demographics. 
 

In terms of online media channels, the #AerieREAL campaign is extremely familiar with 
these platforms and relies on them extensively for promotional tactics.  Perhaps the heaviest used  
channel  is Instagram, as Aerie is constantly inundating the account with new information and 
graphics. Since the app is so visual, it makes it easier than a primarily word-based platform like 
Twitter or Facebook to advertise not only the products, but their ideas behind no retouching as 
well.  Putting these unedited photos out into streams of media filled with alterations and changes 
has helped to set Aerie apart and has gained attention because of it, arguably furthering the 
success and growth of the company.  Aerie also has a blog that shares more behind the brand and 
more personal sentiments such as personal stories from the models and spokeswomen.  
 

Some of the final media channels that Aerie uses to get the brand’s message and image 
out to audiences is through television advertising and YouTube. These, in a sense, go 
hand-in-hand considering some of Aerie’s television advertisements are also on their YouTube 
channel.  However, the YouTube channel has a lot more content that is exclusive for those who 
search for or are subscribed to the Aerie channel. A lot of extended advertisements, 
behind-the-scenes footage, and more personal content is featured to help those watching attain a 
better sense of closeness to the brand.  This ultimately helps the brand to create those close bonds 
to its consumers and makes them put a face and personality to the brand more so than primarily 
looking at an advertisement.  
 
 After looking at all of these media platforms that Aerie uses to advertise, I definitely 
think that they have hit every major category to reach the target audience (women ages 15-24). 
The only thing that could be improved upon is their Pinterest account.  While this medium is not 
the most ideal form for advertising, the market that they are primarily catering to uses the 
platform a lot.  This could potentially gain more customers for Aerie in the grand scheme of 
things, especially if they put more focus into the account and connected more with their audience 
through it. 
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Allocating Funds: 

In terms of allocating funds after reaching these audiences through advertising, I 
personally would use the share of market/voice method for Aerie.  While all of the methods 
could work and be beneficial in their own ways, I feel like this method really considers the 
stance of where a particular company is at in comparison to other similar companies/brands in 
their market and takes a look at what a company can do to stand out in their advertising to excel. 
While this method focuses on other competitors quite a bit, it also makes companies look at their 
own unique selling point or what they can do to set themselves apart and make others want to 
ultimately purchase their product over someone else’s. 
 
 
Closer Look into Advertising Pieces:  

A. Print 
The advertisement that we chose to work on is from Seventeen Magazine from March 2017 
promoting their new bathing suit collection for 2017 summer. The advertisement is very vibrant 
with shades of blues as it is showing off the ocean 
with the sun hitting the water and reflecting white 
back. The Aerie logo is in cursive as usual with 
some print words around it in white stating what the 
ad is promoting. The model isn’t anyone 
particularly famous but she is in a pink bikini 
posing, smiling downwards.  
 

The features of this advertisement are that it 
is for a new bathing suit collection, but the box in 
the corner states that you can text a number to win a 
prize. The benefits that is advertisement is showing 
is that the new bathing suit collection is that they 
are the same as their push up bras just in swimsuit 
form. Also if you text that number you win a free 
gift and free shipping on your order. The appeal 
style in this advertisement is sex appeal leaning 
more towards partial nudity because the model is in 
a bikini. The execution of this advertisement is spokesperson, testimonial, presenter execution 
style because this model is being depicted as a normal person. 
  

This advertisement doesn’t have much to do with the current Aerie Real campaign going 
on currently. I would say this advertisement is not a good example of IMC for the brand Aerie 
but it does however still catch your eye and have the Aerie font you’re used to seeing all the 
time. I think the target market is still millennial females as from BPA 1. The model in the 
advertisement looks to be in her 20s, which is most of their clientele. There are a fair amount of 
teenagers in there as well because it does have the American Eagle name behind them. But the 
main audience is going to be females ages 16-25 or somewhere around that age group. 
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B. Digital (Facebook) 
The main purpose for the advertisement is to 

promote the clothing brand of course but this specific ad 
on Facebook is promoting some of their lingerie sets. 
The marketing department chose pink because it was 
getting close to Valentine's day and when you think of 
Valentine’s day one of course things of pink and red. 
The pink roses was a nice touch for Valentine’s day and 
the overall ad sends out the message of relaxation.  

 
In this advertisement there is not a voice over, 

spokesperson or any testimonial given by one. There is 
no audio or jingle present in this ad, nor is there a need 
for it due to it being so laid out for the consumer. There 
are no present features and benefit from the product 
except for the product itself with it being attractive to 
consumers.  

The Aerie real campaign has two appeals that 
stand out to me, and that is the admiration and emotion 
that is shown throughout their advertisements. As far as this specific ad on Facebook, it is more 
of a fun and playful ad due to the promotion of treating yourself for Valentine's Day. The 
execution for this ad would be straight sell because the ad is just promoting the lingerie set to 
consumers. It is relaying the same message with the clothes, but the promotional campaign 
message is not included in this specific advertisement. Last but not least, the targeted audience 
and market is for women, of all shapes and sizes.  
 

C. Digital (Twitter) 
 

An advertiser can purchase a tweet and have it 
labeled as “promoted” to reach a wide range of Twitter 
users. Aerie has utilized this form of advertisement with a 
tweet that says, “Let the real you shine. No retouching on 
this girl! #AerieREAL.” There is a photo attached to the 
tweet of an Aerie Real model laughing and lounging on a 
couch in her matching panty/bra set. In the corner of this 
photo, it says “No retouching on this girl!” It also includes 
their slogan, “The real you is sexy.” The font and color of 
the slogan in the corner of this photo are consistent with 
how they use the font/slogan combination on their other 
ads. 

The model in this ad is not a famous spokesperson, 
and there is no audio. Although the flyer only has two 
sentences, the slogan, along with the tweet in general, sum 
up the benefits that customers will receive as an Aerie 
consumer. The overall message of this advertisement is to 
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promote their message, rather than the actual product. If consumers are sold on the campaign 
message, however, the product is now something that consumers are more likely to purchase. 
 

This ad is integrated into the rest of the promotional campaign because the sole purpose 
of this promoted tweet is to act as a friendly reminder of their overall campaign message: The 
real you is sexy. Aerie Real uses lifestyle and slice-of-life executions to make this advertised 
tweet effective. It shows a regular girl in a regular setting while promoting a message that the 
brand hopes consumers will internalize and incorporate into their lifestyles. Aerie uses an 
emotional appeal by highlighting body positivity, a concept that some women may have a hard 
time accepting. 
 

This advertisement is targeted to normal girls who are “flawed” by societal standards. 
The wording of the tweet makes it personal to the reader and the un-photoshopped image used 
has the potential to strike a sense of representation or inclusivity to the target audience, which is 
the same throughout the entire campaign.  
 

D. Outdoor Media 
 

Though Aerie has a very 
prominent social presence, 
another area that they seem to be 
focusing on is outdoor media. 
After researching the multiple 
advertisements that Aerie has, 
we found a very interesting one 
that a lot of companies do not 
always have. This 
advertisements is on a bus in 
what looks to be a city, and 
pictured is an untouched photo 
of one of the Aerie girls looking 
genuinely happy in a swimsuit 
with the phrase “Love the SWIM You’re In. No retouching on this girl, the real you is sexy. 
#AerieREAL” plastered right beside her. Not only  
does this create a “play-on-words” as the bus is ultimately advertising Aerie’s swimwear, but it 
also promotes the company’s overall message of loving oneself and the empowerment of women.  
  

The psychology behind the font that they chose to use creates a very fun and inviting feel, 
and the white wording is visibly seen against the crisp blue background of the beach behind the 
model. The consistency of the chosen font is one that Aerie is known for, so the recognition 
factor is very present if passersby are familiar with the Aerie brand in any way.  
 

The model used in this advertisement is one of Aerie’s spokeswomen, Iskra Lawrence, 
who is a body positive activist and role model for the Aerie brand. She is not a conventional 
model and has actually modeled a lot of plus-size clothing before, so Aerie is really trying to 
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show the world that they want to be known for catering to a very broad and diverse category of 
women while using a woman who is very open about her message of spreading body positivity, 
which directly correlates with the Aerie message. 
 

The features and benefits of the swimsuit that is featured in the advertisement is not 
directly mentioned, but we would definitely say that the message that they are trying to reach 
here is that Aerie caters to a wide variety of customers of all shapes and sizes and wants to 
portray a sense of confidence if one were to buy one of Aerie’s swimsuits. This directly 
correlates to the appeal and execution style as many girls and women have the potential to see 
this confident and fun girl pictured in a swimsuit and may think, “Why can’t this be me?” 
Promoting this feeling of self-love is something that a lot of women want to have can appeal to 
their senses and make them want to feel that way in the body that they are in. 
 

This particular ad is definitely integrated into the rest of the promotional campaign, as the 
words written on the bus advertisement is a repeated phrase seen in many of their other swim 
advertisements. The repetition of the slogan, the font used in any of Aerie’s advertising, and the 
confident, fun, and quirky demeanor that all of the Aerie girls have in all of the ads create for an 
easily identifiable campaign that is consistent across the board. The consistency behind who they 
are appealing to (a younger audience of women) also helps to integrate all aspects of this 
campaign, as Aerie knows how to relate to them and can directly focus on them by picturing 
women around the same age who have a “real” appearance that consumers will understand 
better.  
 
Conclusion: 

The Aerie brand is very focused on their advertising strategy and executes it in a way that 
is both consistent and attainable.  They know how to target their audience and relate to them on a 
level that some companies are not as experience with quite yet, which sets them apart, especially 
in the lingerie category.  We feel that Aerie has a very strong presence with their #AerieREAL 
campaign and knows how to build this presence by surrounding their intended target market and 
audience on multiple platforms and channels.  We are excited to continue to see this brand grow 
and cannot wait to see what they choose to do in their future excursions.  
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A.  Press Release 

  
“Aerie Partners With the National Eating Disorders Association (NEDA)  for Fourth Annual 
Campaign” -Business Wire (https://bit.ly/2JlbTMP ) 
 

This Press Release is from February 15, 2018 introducing Aerie’s fourth year partnering 
with the National Eating Disorder Association (NEDA). Aerie is partnering with NEDA to 
support the body positivity movement “Strong. Beautiful. Me.” campaign by NEDA. Aerie is 
going to have graphic tees and underwear in store and online with 100% of the proceeds will go 
back to NEDA. Two other things that Aerie is doing to support NEDA is match customer’s 
donations up to $10,000 and everytime a customer’s posted a picture in an Aerie swimsuit with 
the hashtag “AerieREAL” they will donate a $1 to NEDA until July fourth. Business Wire says 
that since 2014 the Aerie campaign has changed from no retouching to female empowerment.  

 
For the most part everything we learned in class is included on this press release and were 

very thorough about some of it. The contact information was included for both the NEDA 
Foundation and Aerie at the bottom. Along with a boilerplate for NEDA, Aerie and American 
Eagle Outfitters which covers all companies involved in this sponsorship. Two things are 
missing, “For Immediate Release” at the beginning of the press release and the “###” to indicate 
that the press release is done. Some of the “publics” that might see this or that this might be sent 
to would be the employees and stockholders so they can be updated on what’s going on with the 
company. Also I think the customers and general public because some things get posted on their 
social media accounts with links to PR pieces.  

 
B. PR Initiative 

a. NEDA Sponsorship  
 
Aerie sponsors the Neda 

foundation walk, Neda is the National 
Eating Disorder Association. This 
organization supports those who are going 
through the tough situation with this 
eating disorder. Aerie host walks all over 
the united states that helps support the 
foundation. Aslo they bring awareness to 
the foundation as well. On aeries website 
there is a page that is dedicated to the 
Neda foundation and their non-profit organization Bright pink. They sell clothing have 
inspirational quotes on them and the sponsor the walk. Not only the walk but also they have 
something on there to help with the support of breast cancer.  

 
There is a quiz on the page call “The bright pink” quiz. This a quiz women can take that 

will show them their risk of breast cancer and ovarian cancer. Although this may separate from 
the Neda foundation, It does show the corporate social responsibility that company has. The 
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money that is made from the clothing sold in that line goes directly to the Neda foundation. The 
sponsorship for the bright pink ties in closely with the brand because it supports women health 

and supporting women is all Aerie is 
about.  The bright pink foundation 
would be considered cause marketing 
because of the non-profit organization 
and aerie coming together as one to 
make a difference. The overall 
message is to make a difference in the 
world, one can see that with both 
organizations that is the overall goal. 
The public's is directed towards.  
 

The PR initiative can help keep goodwill and favorable attitude with showing that this 
company isn't just about selling clothes it's about changing the world and helping the people in it. 
The brand over all connects to its audience through the #Aerie Real campaign, it connects with 
women all over and promotes self beauty. The Bright pink foundations which is cause marketing 
and social responsibility fits in with the marketing communications effort because of its support 
around women.  

 
b. Publicity Piece in Cosmopolitan Magazine 

This article was written on January 
25 of this year right after they announced the 
new spokespeople for the Aerie Real 
campaign. Each spokesperson was than 
interviewed and said why they wanted to be 
a part of this movement and what it means to 
them. Yara Shahidi states that, "I love 
supporting causes and movements that help 
perpetuate this idea of people rising 
together.” Aerie states that they picked these 
models for specific reasons, some including 
their influential voices and their self-made 
success.  

 
This PR initiative ties into the brand because it’s very literally about the brand and the 

new things happening with the brand. This PR initiative piece overall goal is to inform all the 
readers who the new spokespeople are, why they were picked and what it means to them. This is 
also a good piece to connect the brand with the audience because they are going to want to know 
what is going with the brand, this article included an Instagram post which is great way to 
incorporate social media and to get people to look more into what the company has to offer. The 
article from Cosmopolitan fits perfectly with the brand and IMC because it’s all very consistent 
with the brand image and personality.  
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c. Cause Marketing GMA Interview  

In this PR initiative, Aerie is 
featured on Good Morning America and 
uses cause marketing tactics to address 
the importance of self-love and body 
positivity. While this content is about 
women and the way they are portrayed in 
media, this segment was aired on national 
television in hopes to reach a broad 
audience and benefit all publics/potential 
consumers/supporters of Aerie. 

 
 GMA compares and contrasts the 

magazine covers that these celebrities are featured on to the raw images. Pointing out these 
inconsistencies on national television shows viewers how harsh the photoshop reality is and acts 
as a segway to introduce Aerie. After they used these comparisons to show how photoshopping 
is an issue for celebrities, they showed how it can effect regular women, both mentally and 
personally through sharing a social experiment curated by Buzzfeed’s staff. Buzzfeed let a few 
of their female staff members go through a professional photo shoot and let editors photoshop 
their images as if they were about to be featured on a major platform.  

 
Most women have romanticized the idea of having a “perfect” body and have all dreamed 

of what they would look like without what makes them feel self-conscious, however, this group 
of women was in complete shock and dismay after seeing their imperfections stripped away with 
the click of a few buttons. This news segment comes full circle and ties Aerie’s campaign of real 
beauty into the conversation. They began to compare Aerie to competitors like Victoria Secret, 
which worked tastefully considering the content of this news piece. The overall message of the 
PR initiative was not to smite the competition, but to show how harmful unrealistic, 
photoshopped images are to the personal perceptions and identities of women. Buzzfeed was 
able to capture that, while #AerieReal is working hard to change the conversations so 
publications like Buzzfeed will not have to create content to prove the harsh realities of how 
unrealistic women are portrayed in media. 

 
All of Aerie’s initiatives essentially fit in with an Integrated Marketing Communications 

effort. This one, in particular, is definitely consistent with Aerie’s overall message and campaign 
because the entire segment was in support of #AerieReal. 
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d. Press Agentry - Aerie Pop-up Shop 

 One form of press 
agentry that that Aerie is 
involved with is definitely 
their pop-up tour.  The tour 
consists of a small pop-up 
shop traveling to different 
college campuses across the 
country in order to promote 
the brand through sales 
promotion while also 
encouraging and catering to 
Aerie’s target market.  This 
year’s theme is “Beach 
Happy!” and it correlates 
with their summer and swimwear-heavy theme right now.  The tour happened the past 
couple of years as well, but it is back and bigger this year involving six stops with some 
of Aerie’s role models like Iskra Lawrence showing up at some of the pop-up locations 
and just showing kindness and encouraging the women who come to the event. 
 
This PR initiative ties into the brand because it is encouraging women to love themselves 

and spreads positivity.  Whether it be through providing photo walls with encouraging messages 
such as the one pictured above that Iskra is in front of or just taking the time to directly reach out 
to its audience through this entire tour, the Aerie brand and #AerieREAL campaign aligns 
perfectly with it. 

 
The overall message of this PR initiative, and a circulating theme within the tour and 

brand right now, is more specifically catered towards loving yourself and taking care of yourself, 
with a focus on body positivity in swimsuits and summer apparel.  I think that this is super 
important, and it can be difficult for many women and individuals to feel confident in swimwear, 
so this focus on “loving the swim you’re in” is such an important concentration for the tour. 

 
I definitely feel as if this PR initiative is catering directly to the consumer part of the 

publics.  This entire tour is for anyone, and I think that it shows that Aerie really cares about and 
listens to its audience.  Not only does it make consumers feel special to the brand, but I think that 
it shows the brand’s loyalty to its audience and wants to reciprocate that.  This helps with 
maintaining goodwill and favor among the audience because it shows that the brand is not only 
creating products for money, but to make women feel empowered and confident in the Aerie 
brand.  This connects the brand to the audience in a way that not many other brands do, and I 
think this direct line of communication and promotion does a lot of good for the brand as a 
whole. 
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This form of press agentry fits in with and integrated marketing communications effort in 
many ways.  Not only do all of the slogans, themes, and logos match on this tour with other parts 
of Aerie’s digital and brand presence, but it also envelopes the same overarching message of 
self-love and body positivity.  There is no questioning what brand this tour is for when passersby 
see it, because everything about it screams “Aerie.”  This, as previously mentioned, helps the 
brand’s audience to recognize it through all of its coherent branding and messages, which overall 
allows for a better sense of what the brand is about.  Overall, I feel as though this PR initiative is 
a very important decision on the brand’s part, and I think that it definitely sets it apart from its 
competitors and other brands as a whole.  
 

C. PR Comparison  
 

Aerie is extremely unique when it comes to their advertisement and PR initiatives. 
Because of how relevant the overall message of #AerieReal is to today’s social climate, the two 
(advertising and PR), flow seamlessly together.  While the advertisements are paid content with 
the goal of selling products, they still send out an important message whether consumers buy the 
products or not. Their advertisement is just as fun as their publicity initiatives, which is 
important to potential supporters/consumers. The advertisement and publicity pieces may differ 
in their viewership. For example, paid promotion on social media platforms have the opportunity 
to reach larger audiences than content users may have to search for. While both spread the same 
positive message, one is paid for and has an underlying goal of selling products by showing their 
features/ benefits, while the other is simply raising awareness of the brand and their goals to 
reform societal beauty standards. 
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A. Instagram 
 

Aerie’s Instagram currently has 848 thousand 
followers and the company posts frequently.  Their 
main handle is just @aerie.  Normally a picture a day is 
posted, if not a few more than that. Compared to 
their competitor Victoria’s Secret who has 8 million 
followers, Aerie is lacking by about 7 million 
followers. The comments from customers vary under 
each photo that is posted, and there are some 
instances where Aerie actually responds and 
expresses their appreciation for the comments and 
support. Many comments are about how much 
customers love their clothing, and this is helpful 
considering many of the company's posts are about 
new arrivals and even have links with the prices.  

 
There are two items that are a main focus for 

the brand, especially right now going into Summer. The target audience for these products, along 
with Aerie in general, is women, especially millennial women. The IMC efforts are definitely 
consistent for the brand, and this is because they are promoting all of their new products while 
still incorporating the entire #AerieREAL campaign. The company posts many pictures of their 
spokeswoman in all of this new clothing and incorporates all of it with the campaign while 
incorporating girls of all shapes and sizes.  

 
With it getting close to the summertime, the sales 
promotion tactic on the post with swimwear is perfect 
timing. Also, with the post having pricing links on 
them, it may be considered a point of purchase tactic. 
If someone were to click on a piece of clothing in the 
photo, they could easily see the price and it would 
take them to where they could order it.  The bright 
and fun colors are very significant to the brand and 
the campaign is mentioned throughout the page.  This 
mixed with the ease of one to be able to purchase or 
even make one consider purchasing because the price 
is right there in front of them is what makes the brand 
different from others. 
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B. Facebook  
 
Aerie’s Facebook handle is just “@Aerie” with 
the blue verified check mark, their page has a 
little under 2 million people that like or follow 
them. The target audience for their Facebook page 
is millennial females in conjunction with their 
store and brand as a whole.  
 

The involvement on their posts are very 
infrequent and all over the place, some posts get 
35 likes, 230 like and one post even got 1.7 
thousands like. Same as the likes on these posts 
the comment count numbers are all over the place 
ranging from 5 comments to endless comments. 
The one involvement piece that is consistent in 
low number are the shares of the posts, I looked back quite a ways and the most shares I could 
find on one post was 28. Similar to their Instagram page they do post everyday if not twice a day 
showing that they are very active as a company trying to engage their followers.  

 
I believe that the Facebook page is consistent with the brands IMC efforts because not 

only are a lot of the posts also posted on other social media platforms but the campaign, aerie 
real is still very apparent with the no retouching of the models. Other promotional tools I see 
being used on their Facebook page is under the notes section a PR piece for NEDA which is a 
sponsorship tool. 

 
Aerie is doing really well in trying to get their 
customers involved by posting everyday 
because it’s keeping them relevant in the 
customers mind. The more people see what 
they are doing or just see them pop up on their 
feed the more likes, follows, shares or 
comments they will get. The thing they are 
doing wrong on this Facebook page is not a 
lot of original material, meaning 90% of the 
posts on Facebook are from Instagram. 
Customers are seeing the same thing across 
all platforms, so they become bombarded and 
almost irritated with the same content, 
decreasing involvement.  
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C. Twitter 
 

Aerie’s Twitter page, though 
not as large as their Instagram page in 
terms of followers, still has quite a 
large audience makeup of around 
106,000 followers. Just like their 
many other platforms, the brand 
remains consistent with their handle 
name by using @Aerie, which makes 
it both easy and convenient for their 
audience to find them on social 
media.  

 
Focusing on the brand interaction specific to Twitter, though, we really find their account 

to be interactive with their audience, with a heavy focus on tweeting photos, links, or products 
along with retweeting multiple messages from their followers. Though there are not that many 
replies from the brand to the audience tagging or tweeting them directly, their action of liking 
and retweeting is still very interactive, in our opinion, and there is a healthy balance of the brand 
tweeting their own products along with sharing others’ opinions and experiences through 
retweets. After looking at the accounts who are tweeting at the brand and taking into account 
previous information that was found on our audience, the target audience is still definitely 
millennial women more than any other demographic. 

 
We feel as if IMC efforts are definitely consistent with the #AerieREAL campaign that 

we have been studying all semester. Not only do all of the aesthetics continue to match up and 
flow effortlessly, but Aerie’s Twitter leads with its body-positive beliefs in a more unique way 
than any of the other platforms by showcasing positivity through its retweets of actual audience 

members. Though they are not 
specifically tweeting things that directly 
say what their brand is about, they let 
their followers say it all and give them a 
spotlight by using their large following to 
share others’ thoughts. This almost seems 
more personal to me, as a follower, 
because it allows for there to be more of 
a relatable aspect to hear it coming from 
other women similar to myself.  

 
One of the main marketing tactics that I 

see used on Aerie’s Twitter is sales promotion. This goes anywhere from them promoting the 
ability to purchase a bikini bottom for $5 with any bikini top purchase to buy one get one free 
leggings.  Another sales promotion tactic that they use are contests, such as one that they held on 
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Instagram (but linked on Twitter) where the winner would receive a $50 gift card. Though Aerie 
is involved with NEDA, it is not really implemented or shown on their Twitter account, so this is 
one area that I feel that they are lacking on in terms of promotion. 

 
Overall, I feel that Aerie’s Twitter is very aesthetically accurate and effective for the 

brand as a whole.  They fulfill goals of the #AerieREAL campaign beautifully and allow for their 
audience to really shine through the multiple retweets shown on the account.  I think that they are 
doing an amazing job of staying on brand and creating a space for their audience to be able to 
stay in tune with multiple opportunities and products established by Aerie.  The only thing that 
they might consider doing is replying to some of their audience, but honestly I feel as if simply 
retweeting the comments and messages is enough to interact with their audience as a whole and 
allows for them to shine over a small reply. 
 

D. Youtube 
Aerie’s Youtube channel can be found as 

“Aerie,” and currently has about 15,000 subscribers. 
Like the overall brand of Aerie, the content found on 
Aerie’s Youtube is geared towards millennial females 
who may be interested in behind the scenes interactions, 
interviews, featured products, and how-to videos. 

 
In each playlist, there is different content that 

seems to be updated more frequently than the others. 
For example, Aerie updated their “Behind the Scenes” 
playlist with a new video a week ago, while the other 
playlists have not been updated for three months or 
more. Their viewership is popular for certain playlists as 
well. The Aerie Role Model campaigns have gotten 
about 940k views. Their highest number of views has 
been 2.4 million. Those views come from the 
#ShareYourSpark visual promotion. Content from their “Real Talk” playlists with Barbie ranks 
next with 2 million views, and content featuring Emma Roberts from the “#AerieReal” playlist is 
next with 1.3 million views. 

 
This social media platform definitely uses consistent IMC efforts to reiterate the 

#AerieReal campaign. Although each playlist/section of the youtube content caters to something 
different to spark viewer interest, the underlying message of being #AerieReal lies heavy within 
each one of them. Aerie’s Youtube also posts visuals of their products and announce sales via 
visuals which can be considered sales promotion.  

 
This brand has done a great job organizing their content and making their channel 

navigable to viewers. They should, however, upload content more consistently and use better 
tactics across other social media to get more viewership of lengthier content.  
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E. Website 

When looking at Aerie’s website, I feel that they do an amazing job of updating it and 
making it both organized and 
informative for its users.  Not only does 
it promote its current sales or offers on 
the front home page, but it also 
showcases an area on the homepage 
that gives more of an insight as to what 
the entire Aerie brand is about and their 
#AerieREAL campaign.  As it has 
already probably been implied, there is 
a lot of sales promotion associated with 
the website, and through all of Aerie’s 
social media platforms do a great job of 
keeping people informed of different sales promotions going on, the website always has them 

advertised and 
grouped together so 
that they can be easier 
to find.  Aerie’s 
website also involves 
some cause marketing 
with NEDA (National 
Eating Disorders 
Association), where 
some of their 

specified products advertised have 100% of the profits going straight to the organization. 
 
In terms of Aerie’s IMC through their website, we definitely feel that it is very consistent 

with all of their other platforms and areas of marketing. Not only does it state all of the sales 
promotions as previously stated, but it also fits the same aesthetic and brand personality, which 
helps with their marketing strategy. The optimal use of promotion of the #AerieREAL campaign 
throughout the website through use of promoting their cause marketing with NEDA, the same 
use of sales promotions, and using their top website photo to match their social media photos are 
what makes this brand so consistent with their IMC.  This cross-over of photos between media 
platforms along with their use of the same slogans such as, “The real you is sexy,” add to the 
already present consistency factor, and this can help with brand recognition as their audience 
navigates through all of their digital media. 

 
We feel as if the brand does really well with organizing their website to include important 

and informative areas of the home page. We also like that their campaign and main message as a 
brand is showcased on their homepage as well so that possible new customers or those not 
familiar with them can instantly know what they are about. There is nothing confusing as to what 
exactly the brand stands for, what they produce, and what their aesthetic is, and this definitely 
makes it easier to consumers to recognize and gives them a sense of comfort and familiarity. The 
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only possible downside that we could possibly see is that their website is actually through their 
parent company’s website American Eagle Outfitters.  
 

F. Compare 
 

When looking at the different social media platforms, Instagram and Facebook are the 
most similar because many of the post on Facebook link back to Instagram. There is way more 
involvement from their followers on Instagram and Twitter than on Facebook. Almost every 
Instagram post gets above 10,000 likes some even more than 20,000 likes, but Facebook they get 
around 300 likes sometimes even less per post. On Twitter, Aerie repost’s more of their 
followers post then on any other social media platform. Also on Twitter it seems to be more 
encouragement of women and the movement of the real you is sexy and aerie real with no 
retoushing of the models. Youtube is a very different social media platform because they use it to 
post their blog videos or promotional vidoes and is not consistent with posting regularly. The 
message is still consistent throughout all the social media platforms as well as the promotion of 
their clothing.  
 

H. App 
 
Aerie doesn’t specifically have an app but their parent brand, 
American Eagle, has an app with a section that is dedicated to 
Aerie. The picture on the left is the home page when you open the 
app, it’s all about American Eagle. To find the picture on the right 
you have to scroll down about 
halfway down the page, click on 
Aerie and than it takes you to the 
“Aerie App”. The app has two 
goals; goal one is to let the 
customers know all the sales and 
coupons that are running in stores 
and onlines; goal two is for their 
rewards program because now 
you have to use the app to scan 
your rewards card, they no longer 
accept the physical card. 

 
The target market for this app is millennial females and 

any customer with a rewards card that still wants to be able to 
use their card to get points. The app connects customers to the 
brand because it’s up to date with all the sales and coupons 
going on but you can also favorite pieces of clothes and put 
outfits together online, directly putting them into the customers bag to be purchased. The app 
benefits the customers because in this day in age everything needs to be at the tip of their fingers, 
so having an app you can buy from without having to go on a laptop and online connects the 
younger generations coming to be the target audience. 
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A. Distribution Channel (below) 

  
Producer Retailer Consumer  
 
 

● Consumer sales promotions are aimed at the consumers 
● Trade sales promotions are aimed at retailer  

 
B. Consumer Sales Promotions: 

1. This is a coupon I 
received in an email 
earlier last week. This 
sales promotions is also 
being used the another 
promotional tool, 
advertising. At the 
bottom of this graphic 
and throughout the 
email I received there 
were a ton of pictures 
of people in all the different types of bathing suits they sell and they remind the 
consumer at the bottom that with every picture you take of yourself in a swimsuit 
from Aerie using the hashtag “#arieREAL” and they will donate $1 to NEDA. 
This sales promotion is trying to get consumers in the store or online looking at 
their product and hopefully potentially buying something. I believe that this sales 
promotion represents the consistency in IMC for my promotional campaign 
because the graphics that are included on this coupon are women of all sizes, 
races and ages showing the Aerie Real love your body and no retouching to be a 
true statement.  

 
2. I received in an email that went out last week, that 

Aerie is looking for their consumers to join the Aerie 
Real campaign. The sales promotion is used in 
conjunction with their other promotional, social 
media, specifically Instagram. The same day I 
received this in an email it was posted on their 
Instagram page. Their post currently has 3,609 likes 
and about 135 comments on it. The goal that this sales 
promotion is trying to achieve is awareness of their 
campaign and to get their consumers excited and 
involved in this bigger movement they are trying to 
implement worldwide. There is a consistency with the 
IMC in this sales promotion and the rest of their 
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campaign. The graphic uses the outlines of the current Aerie Real Role Models and is 
literally about the campaign.  

 
3. Summer is approaching so currently 

all their sales promotions are geared 
toward summer wear including all 
their current coupons are swimsuit 
related. This last sales promotion is 
on the Aerie website right when you 
open it, they are running 60% off all 
one piece bathing suits. This picture 
being used is Iskra posing in a 
tropical setting. The other 
promotional tool that is being 
utilized in combination with this 
consumer promotion is social media. 
Aerie didn’t post the exact picture that was used on the website, but the most recent post 
on Instagram is about 60% off one piece swimsuits. This consumer promotion is trying to 
achieve consumers to come to Aerie to buy all their new swimsuits for this summer 
season. Having Iskra be the model for this coupon shows IMC consistently because she is 
one of the new Aerie Real Role Models.  

 
C. Trade Sales Promotions 

 
Since Aerie is an extension of American Eagle Outfitters and both of them are 

independent retailers and do not make sales through anyone other than themselves, there are no 
intermediaries for the brand.  With this being said, looking at trade sales promotions for Aerie 
can be a little more difficult to understand considering they are not as traditional or visible as 
with companies that work to advertise and push promotion onto intermediaries.  
 

One of the only trade sales promotions that I can 
personally see going on with Aerie is how involved the entire 
AEO company is with their rewards system and how they use 
each other interchangeably to advertise and promote their 
brand. 
  

While it is also appealing to the customer, the trade 
sales promotion comes in when the brand realizes that the 
target audience for Aerie is the same of that of the parent 
company. This is appealing to the brand, because even though 
they all contribute to the same receiving end, they can use this rewards system that gives special 
coupons and offers for both Aerie and American Eagle Outfitters to also work in harmony with 
each other, therefore circulating more earnings and attention for the entire organization. 
Ultimately, the goals trying to be achieved when doing this are to remind consumers that the 
entire company, especially Aerie, is still relevant and constantly providing their consumers with 
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new items that live up to their image, quality, and aesthetic. These definitely show consistency 
when it comes to IMC because Aerie heavily promotes its rewards program, so it tying in with 
the entire American Eagle Outfitters brand and being able to use rewards on either part of the 
company shows its sense of unity and loyalty that Aerie has been known to show to its audience. 
 

Since this is the only real primary trade promotion considering the situation of Aerie 
products being sold independently (along with the rest of AEO), one hypothetical way that the 
brand can increase this area would be if the company wanted to gain the attention of other 
companies (i.e. working with a televised talk-show for young women whose views align with the 
brand’s) through a special deal such as allowing the show to dress these young women in the 
Aerie brand at an extremely discounted rate.  This would not only gain attention from other 
companies and even consumers, but it would also help the brand to move product, therefore 
become a tactic of trade sales promotion.  This would be an example of a dealer incentive since 
the “television show” would be advertising and creating a demand for the clothing through their 
wearing of it, and it ultimately gave the company doing business with Aerie a discount.  Since 
this television show would be lining up with the target market and beliefs of Aerie, it would 
definitely fall into their IMC and could be a new way for them to increase their presence and 
sales. 

Another hypothetical way that Aerie can get their brand more recognized with other 
companies or larger names is having a set-up at a trade show that pertains to Aerie’s market and 
values.  Again, while Aerie does not sell their product in bulk for other companies to sell, this 
would be a good way to give discounts or promote their beliefs.  Since there are also a lot of 
people higher-up in the spectrum of the business world at some trade shows, it could also 
possibly result in more information and opportunities for Aerie to find another corporation 
similar to NEDA to work with in the future and could further their work with other non-profits, 
etc.  Offering these discounts or simply going to these trade shows and letting others know what 
the Aerie brand is all about could potentially just help the brand overall and get others to make 
purchases or even become advocates and advertise, while ultimately helps the company to move 
more product.  This would ultimately fulfill the marketing goal of increasing product/brand 
awareness and even reaching a new audience, considering trade shows bring about a wide variety 
of people, even though Aerie would more than likely set up in a trade show that pertains to 
millennials, especially women, more than other random ones.  I feel as if this would maintain the 
consistency in Aerie’s IMC because reaching out to these audiences and potentially bringing 
about more awareness for NEDA while also meeting other suitors that the brand could 
potentially partner with in the future helps the company to stay on brand with their emphasis on 
contributing to other causes as a whole.  Though this is hypothetical, I really feel as if this could 
be beneficial for Aerie due to their lack of intermediaries and the special circumstance that the 
entire company is in.  
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D. Direct Marketing 
 

Aerie already has an impactful marketing effort with the emails they send out to their 
consumers who have signed up through their website. Emails provide things such as coupons and 
details about their products. Also on their website is a sections where customers can post pictures 
of them in their aerie attire. It seems to be a very impactful marketing effort because it allows 
customers to share real life feedback in a different form. In addition to that I think that in every 
bag in each store there should be flyers in there promoting the website but to branch out even 
further they should allow customers to be able to leave comments with the pictures that they 
post. The database would mostly collect the comments that are saved with each photo. If the 
company had a day out of the whole year to celebrate women and their empowerment through 
#Aerie real day. During that event the store could allow customers to get a free pair of underwear 
with their purchase and also have a place for the girls to take photos in a cut out #Aerie real 
picture. To take is a step forward their social media website could do the same thing the website 
does but in a different way. The company could allow their followers to post picture of 
themselves in their most natural and beautiful state, which is what #Aerie real is all about. It 
creates a strong relationship with their customers because it shows them that they value all 
women. Also the marketing effort ties in with their campaign message and that message all 
women can relate too. It also gives people a chance to see real women in the clothing they want 
to purchase. 
 

E. Personal Selling 
 

Aerie does not have intermediaries, however, personal selling is used by Aerie 
employee’s to create dialogue, trust, and relationship with potential customers when they arrive 
in the store. This promotional tool is essential to Aerie’s brand because shoppers may often need 
guidance/assistance when searching for certain sizes or finding the right product for their body’s 
shape/size/needs.  

 
In Aerie, the salesperson will ask if they can help the shopper in any way. If not, the 

salesperson will follow that inquiry up with a quick rundown of any promotions/discounts/sales 
that are going on so that the shopper is aware before they begin to look around. Getting the 
customer to purchase is not always the goal and intention of customer interaction. Making sure a 
customer is comfortable and informed while in the store is what makes personal selling genuine 
and relational.  If the shopper needs help finding a product or has a need that they think a product 
of Aerie can meet, the salesperson uses personal selling by pitching a potential product. They 
will often give features and benefits until the shopper is convinced or has enough information to 
move forward. Aerie could strengthen this promotional tool if they extended the #AerieReal 
campaign to their customer service. Through visual promotion, Aerie could highlight their 
employees as helpful, relational, and non-judgemental to drive the number of in-store 
visits/purchases up. 
 

Aerie could use personal selling to photo booth/kiosk companies to see if they will allow 
Aerie’s slogan and hashtag campaign to be printed on photos purchased from consumers at 
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various locations surrounding the nearest Aerie store. This makes the random photo booth in the 
mall an aesthetic experience and drives sales up for both companies. 

 
 Aerie could also potentially sell to a music festival that is 
located on a beach like Hangout Fest. In their pitch, they can ask 
that their swimwear/sunglasses/brand be used in the festival’s 
upcoming visual promotion. They could also set up booths 
around the festival and sell products/promote their campaign.  
 
 

 They could also reach out to shea moisture/hair product 
businesses to see if they would want to style their models in Aerie 
products when they are creating visual promotion of their models. For a 
while, Aerie could include sweet tokens of appreciation in the hair 
products packaging.  
 

Lastly, Aerie could prospect a home good/furniture store. When the company sells an 
aesthetically pleasing set of furniture made for dorm rooms or geared towards millennials, Aerie 
would see if the furniture store would allow them to include a miscellaneous product that fits the 
nature of the furniture purchased. When someone buys that furniture set, they will get a nice 
letter and product of Aerie.  

 
As a sales representative of Aerie pitching these ideas, we would initially do research on 

the business/person we are selling to and build a strong rapport to ensure easy dialogue. This 
dialogue will show them the personality of myself, and more importantly, the Aerie brand. We 
would then present a strong business plan with visually appealing aids that merge the identity of 
Aerie with the identity of the business we are pitching to. Having an effective visual aid will 
boost how realistic the partnerships could be. We would ask questions that could unfold any 
problems they may be experiencing in their market and offer solutions where Aerie can help. 
After the first pitch is successful and we go into a partnership, we will continue to follow up with 
the company to make sure their needs are being fulfilled. 
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Murfreesboro Store, The Avenue 
 
Aerie Murfreesboro location has all their 
swimsuits and summer apparel out and 
ready to sell to the customers. They have 
half a wall, as shown in the left picture, that 
they use to display their swimsuits because 
this store is connected to the American 
Eagle and it’s an open concept style store. 
A week later and the one piece swimsuits 
are now $25 and all the sale signs are in 
highlighter yellow to show off that they are 
marked down once again.  
 
 

The picture to the right is a display of the cropped 
comfy tank top that is new this season, they paired it with 
leggings below in the bins. Similar to all the other Aerie stores, 
their displays are outfits put together that make you want to buy 
the whole outfits, really good marketing strategy.  
 

 
 
 
 
 
 
Opry Mills Mall, Nashville, TN 

 
With summer approaching very quickly Aerie has 
already put out their swimsuits and cover ups all over 
the store. In the picture to the left, that was almost 
the entire wall of swimsuits, color coated and on 
display with solids and patterned. At the time I 
visited the store they were doing a sale for $30 one 
pieces and $25 each for bikinis, so they had little 
signs all over the store about it.  
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In the picture to the right was a outfit on display that 
they had previously posted on Instagram and the SURF 
sweatshirt was featured as Rachel Platten's (2018 Aerie Real 
role model) favorite. Compared to their competition, PINK or 
Victoria Secret, the store is much brighter and display outfits 
go together nicely. The way they set it up makes you want to 
buy the entire outfit not just one piece of it.  

 
 
 
 

 
 
Wolfchase Galleria in Memphis, TN 

The retail presence of the Aerie in at the Wolfchase Galleria was a bit different. This 
store is a stand-alone location so American Eagle and their products are not connected. 
Everything in this store was strictly in support of the Aerie Real brand. The store was clean and 
well organized, giving customers the freedom to shop without confusion and clutter. This 
location would not allow me to take photos of the store; however, the store was filled with visual 
representations of #AerieReal. They promote the Aerie role models and have beautiful, un 
photoshopped images of their models plastered around the store. They utilize the sticky notes 
and sharpies in their dressing rooms as well. 

 

Knoxville, TN 

The atmosphere of the Aeriestore encapsulated the brand perfectly in comparison 
to their media platforms, beliefs, and aesthetic.  Mainly driven by fun, bright colors, 

upbeat music, organized set-ups, and informative sales representatives. 
The entire set-up of the store fell directly in line with the brand 
personality of Aerie and with all of the positive messages spread around 
the store and slogans that are seen throughout their social media and 
media presence. Through great organization, tactics such as free bags, 
sales on the products, and helpful/knowledgeable sales representatives, 
Aerie knows how to create a brand presence that accentuates their 
overarching aesthetic. The only thing that was not represented in the 
stores that Aerie always does a good job of including online is their 
affiliation with NEDA, but it could be hidden somewhere that was not 
in plain sight. 
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Packaging 

 

The packaging is always nice and neat. Their bags are the standard and consistently a 
gray and off-white color. The packaging does not tie into any promotion or campaign, but the 

consistency of the packaging is important for Aerie’s solid brand 
recognition. Too many changes in something as simple as the 
packaging could potentially confuse customers and take attention 
away from their already 
successful campaigns.  

During the holidays, 
they did include DIY love 
letters and stickers in the 
packaging for free.  

This next photo is one of a recyclable bag that 
reads “#aerieREAL” in bright coloring that I particularly 

received after 
purchasing from 
an Aerie 
location. They do not always do this (most of the time 
it is one of their normal paper bags that have the 
hashtag on it), but on special occasions at the start of 
seasons or if they have a large promotional sale going 
on, they will give customers a recyclable bag 
promoting the brand campaign on it. 

This not only provides an extra perk for the 
consumer, but it also catches the attention of 
passersby who see others holding the bag and could 
potentially get them to either think about or actually 
enter the store. 
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