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OBJECTIVESOBJECTIVESOBJECTIVESOBJECTIVES



BUSINESS OBJECTIVES
Achieve significant YOY share of market growth (+20%) across all retail channels: e-
commerce, full-price retail, and outlet stores through a sustained year-round presence 
Drive repeat purchases and higher shopping frequency by: 

Strengthening loyalty and ongoing purchase behavior among the brand’s more
mature base of consumers, reinforcing brand salience across the brand’s full lineup of
product offerings 
Increasing Gen Z purchasing behavior of the Ralph Lauren clothing line by reinforcing
brand superiority and relevance 

Reinforce Ralph Lauren as a culturally connected, modern brand with meaningful
relevance in youth fashion, lifestyle, and digital culture
Ascertain potential for rapid growth of incremental sales on a geographic basis 
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Modernize and elevate the Ralph brand through bold storytelling that
authentically connects with Gen Z while remaining true to Ralph Lauren’s
iconic heritage 
Showcase the full Ralph lifestyle – apparel, accessories, and brand world –
in ways that inspire both online and in-store purchasing 
Deepen cultural relevance by embedding the brand within content,
creators, communities, and moments that matter to younger consumers,
strengthening long-term relevance and affinity 

MARKETING OBJECTIVES
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Armani - 9%

Express - 11%

Tommy Hilfiger - 12%

Ralph Lauren/Polo - 15%

Banana Republic - 19%

Calvin Klein - 30%

Kenneth Cole - 4%

SSSSHARE OFHARE OFHARE OFHARE OF
MARKETMARKETMARKETMARKET
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AUDIENCEAUDIENCEAUDIENCE
TARGET

AUDIENCE
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CALVIN KLEIN BANANA REPUBLIC

TOMMY HILFIGER EXPRESS

RALPH LAUREN

Consumers of Calvin Klein,
aged 18-24, skewing African

American. 

Consumers of Banana
Republic, aged 35-44,

skewing African American
and Hispanic. 

Consumers of Tommy Hilfiger,
aged 18-24 & 45-54, skewing

African American and
Hispanic. 

Consumers of Express, aged
25-34 & 35-44, skewing

Hispanic. 



TARGET AUDIENCE
STATEMENT

We are targeting purchasers of Ralph Lauren, Calvin
Klein, Tommy Hilfiger, Banana Republic, & Express,

aged 18-54, with a skew towards Black/African
American and Hispanic consumers. 
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INFLUENTIAL 
ISABELLA
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Hey y’all, my name is Isabella, and I am 20 years old (212)! I was born and raised in
Houston, Texas (115), and am currently a student (171) at the University of Houston, and
work full-time (117) to put myself through college. I am a junior majoring in business
management (222), with the goal of one day being the top of my profession (155). I spend
most of my weekends working (135). My religion is very important to me, and I attend
services frequently (122). 

I try to be money-conscious, but I am not always successful, as I tend to spend more
money than I expect (155). As a college student, I love keeping up with trends and enjoy
mixing high-end and affordable designer brands (160). I also really enjoy keeping up with
celebrity news and trends (188). I feel my best when I wear designer clothing and love
making a good impression (178). One of my favorite things is sharing my new outfits with
my friends, which often leads me to spend more than I should (201) just to be the first to
try new styles (204). In the future, I hope to achieve a higher social status (199) and build a
lifestyle that reflects success and confidence (156). To reach that goal, I am willing to
invest in myself and my appearance (232). 

My goals in life motivate me to take risks and strive to be my best every day (158). Coming
from a Hispanic background, I feel inspired by celebrities who share a similar heritage
(179), as they help me feel proud and connected to my roots- sometimes even more than I
feel with my own parents (182). I am really looking forward to this summer so I can explore
and embrace new trends right from the start (211). I am determined to keep growing,
chasing my goals, and creating a life that I am proud of. 
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Isabella
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MOTIVATED
MARCUS

Hey, what’s up! I’m Marcus. I’m 28 years old (142), living in Boston, Massachusetts (135),
focused on building a stable life for myself and my son. I work full-time (123) in the
Transportation and Material Moving industry (220) I take pride in being dependable and
stepping into leadership roles (131), and I am motivated to keep growing and eventually
move into a higher leadership position (168). Family is a big part of my life (116). I have a son
who keeps me active, and I like to spoil him when I can (116). My cultural background is an
important part of who I am (145), so seeing people who share my background succeed in
the media motivates me and makes success feel more attainable (237). 

When it comes to style, I keep things clean, classic, and put-together (101), keeping up
with fashion (220) and staying trendy (227). I like clothes that boost my confidence (114),
because I believe how you present yourself matters (121). Outside of work, I enjoy mixing
high and low-end pieces (208) and trying new styles now and then (215). Shopping is
something I really enjoy, especially online during downtime (146). I can be a bit impulsive,
chasing the thrill (142), sometimes spending more than planned (167) or buying things I
don’t necessarily need (181), but I like the excitement, what can I say?! I’m usually one of
the first among my friends to try new styles (265).

 I care about a better future for my son, so I think people should really take issues like
climate change seriously (117). At the end of the day, I’m focused on building a stable,
meaningful life. One that reflects hard work, confidence, and something I can be proud of.

16



MOTIVATED
MARCUS

Hey, what’s up! I’m Marcus. I’m 28 years old (142), living in Boston, Massachusetts (135),
focused on building a stable life for myself and my son. I work full-time (123) in the
Transportation and Material Moving industry (220). I take pride in being dependable and
stepping into leadership roles (131), and I am motivated to keep growing and eventually
move into a higher leadership position (168). Family is a big part of my life (116). I have a son
who keeps me active, and I like to spoil him when I can (116). My cultural background is an
important part of who I am (145), so seeing people who share my background succeed in
the media motivates me and makes success feel more attainable (237). 

When it comes to style, I keep things clean, classic, and put-together (101), keeping up
with fashion (220) and staying trendy (227). I like clothes that boost my confidence (114),
because I believe how you present yourself matters (121). Outside of work, I enjoy mixing
high and low-end pieces (208) and trying new styles now and then (215). Shopping is
something I really enjoy, especially online during downtime (146). I can be a bit impulsive,
chasing the thrill (142), sometimes spending more than planned (167) or buying things I
don’t necessarily need (181), but I like the excitement, what can I say?! I’m usually one of
the first among my friends to try new styles (265).

 I care about a better future for my son, so I think people should really take issues like
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CONTENT
CARLOS
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Hello everybody, my name is Carlos! I’m 54 years old (129), living in Los Angeles, California
(139), where I’ve built my life through years of hard work and consistency. I work full-time in
transportation and material moving (248), with experience in production roles (243) and
maintenance-related work (178), so I’m used to long, demanding days (106) and being
someone people can rely on (131). I’m always looking to grow and take on more
responsibility when I can (168).

Family is everything to me. I’m a father and a grandfather (134), and I stay very involved in
my family’s life (170), making sure I’m present and supportive whenever they need me.
Outside of work, I like to enjoy myself. I spend a lot of time at casinos and gambling (207)
(242) (348) (346), and I also unwind by watching TV regularly (120), keeping up with
entertainment, sports, and popular shows (132) (138) (141). I enjoy social environments and
interacting with others (174), especially in settings with energy and activity.
When it comes to money, I try to be responsible, but I tend to spend on experiences and
entertainment (155) (167), and I’ll often buy things I like even if I don’t need them (181). I like
trying new styles (215), staying on top of trends (220), while still maintaining a clean, classic
look (101).

I care about how I present myself—I choose clothes that make me feel confident (114)
because I know appearance says a lot about you (121). That’s why I’m drawn to brands like
Ralph Lauren, which reflect success, confidence, and timeless style.
At the end of the day, I’m focused on working hard, taking care of my family, and enjoying
life along the way.
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ELEGANT
ELEANOR
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"I don’t do 'hello'—if you’re in this room, you already know who I am from the labels I'm
wearing (169/172). I view my age much like the vintage Bordeaux I serve when showing
guests through my home (128/129): I am sixty-three years seasoned, though thanks to a
rather clinical commitment to my skincare (128) and the occasional professional 'tweak'
(148), I haven’t seen a wrinkle since the Bush administration.

My home in New York City (146) is a curated gallery of the latest decor (119), and my closet
is a seasonal rotation of the newest fashion (142). I’ll admit I’m trendy (137), and while I
occasionally find I’ve spent more than even I anticipated on a wardrobe refresh (135),
quality is a non-negotiable expense. My days are spent as a Project Manager (141/130),
steering complex, high-stakes initiatives from inception to flawless execution; once the
final deliverable is signed off, my husband (111) and I take our usual center-orchestra seats
for the latest Broadway opening (121). I strive for a high social status (155) because I’ve
earned the top of my profession (125). My life is meant to be an impressive benchmark for
others (147), which is why I volunteer my time to the right causes (117) and rely on high-end
magazines to keep my perspective sharp (160). I find comfort in the reliable tradition of my
weekly religious services (117), and I prefer the loyal, quiet companionship of my designer-
bred dog (117) to the loud opinions of the masses.
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New York
Los Angeles
Chicago
Boston (Manchester)
Miami-Ft. Lauderdale
Philadelphia
San Francisco-Oak-San Jose
Washington DC
Dallas Ft Worth
Houston
Tampa-St. Pete (Sarasota)
Sacramento-Stockton-Modesto
Columbus, OH
Cleveland-Akron (Canton)
Orlando-Daytona Beach-
Melbourne
Charlotte
Raleigh-Durham (Fayetvlle)
San Diego
Baltimore 

Ralph Lauren Brand Sales 50.56% — Ralph Lauren Category Sales: 40.92%
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19 Cities Where BDI > 101



COMMMUNICATIONCOMMMUNICATIONCOMMMUNICATION
GOALSGOALSGOALS

COMMMUNICATION
GOALS
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Provide 50% reach
at a 3+ frequency to

prepare for
upcoming
campaigns
nationally.  

Provide 50% reach
at a 6+ frequency at
our target DMA to
keep awareness

throughout
campaign year. 
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MEDIA STRATEGY
STATEMENT

Our brand strategy focuses on high-impact media
outlets, with a heavy emphasis on sports events,

supported by television, radio, and out-of-home ads,
and a large social media presence to deliver targeted,

engaging content to key audiences.
34



TELEVISIONTELEVISIONTELEVISIONTELEVISION
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155 124
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131

121128
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SPORTSSPORTSSPORTSSPORTS

179

175

126

170178

225

122

110 160
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268

259

249242

SPANISH LANGUAGE TVSPANISH LANGUAGE TVSPANISH LANGUAGE TVSPANISH LANGUAGE TV
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Tropical (251) Jazz (210)

RADIORADIORADIORADIO

Spanish Adult
Contemporary (166)

Adult Hits (153)Adult Contemporary 
(137)



SPORTSSPORTSSPORTSSPORTS
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ALL- 175, W- 227, H- 206

RALPHRALPHRALPHRALPH LAURENLAURENLAURENLAUREN

HERITAGE IN MOTIONHERITAGE IN MOTION
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Five Billboards;March, April, May; Miami, FL



XXXX
Coco GauffCoco GauffCoco GauffCoco Gauff

Followers: 2.3M

All-143, AA- 196, H- 126

RALPHRALPHRALPHRALPH LAURENLAURENLAURENLAUREN
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XXXX

All- 143, AA- 196 H- 126

Followers: 5.3M
JANNIK SINNER

RALPHRALPHRALPHRALPH LAURENLAURENLAURENLAUREN
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All- 225, AA- 218, H- 225

RALPHRALPHRALPHRALPH LAURENLAURENLAURENLAUREN
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EVENTSEVENTSEVENTSEVENTS



All- 212, W- 197, H- 404 

RALPHRALPHRALPHRALPH LAURENLAURENLAURENLAUREN
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The Polo ClubThe Polo ClubThe Polo ClubThe Polo Club
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53One Billboard; April, May; Miami, FL.



All- 163, W- 123, AA- 212, H- 159

RALPHRALPHRALPHRALPH LAURENLAURENLAURENLAUREN
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Three Regular Billboards, One in Times Square; October & November



All- 163, W- 123, AA- 212, H- 159

RALPHRALPHRALPHRALPH LAURENLAURENLAURENLAUREN
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Five Billboards; March, April



All- 161, W- 241, AA- 159, H- 200

RALPHRALPHRALPHRALPH LAURENLAURENLAURENLAUREN
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ZendayaZendayaZendayaZendaya
Followers: 177M (Instagram)
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Tom HollandTom HollandTom HollandTom Holland
Followers: 64.1 M (Instagram)
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Anne HathawayAnne HathawayAnne HathawayAnne Hathaway
Followers: 41.6M (Instagram)
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Matt DamonMatt DamonMatt DamonMatt Damon
No online presence
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All- 139, W- 124, AA- 177, H- 159

RALPHRALPHRALPHRALPH LAURENLAURENLAURENLAUREN
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Olivia RodrigoOlivia RodrigoOlivia RodrigoOlivia Rodrigo
Followers: 39.7M
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Don ToliverDon ToliverDon ToliverDon Toliver
Followers: 5.5M
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All- 139, W- 124, AA- 177, H- 159

RALPHRALPHRALPHRALPH LAURENLAURENLAURENLAUREN
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Jason SudeikisJason SudeikisJason SudeikisJason Sudeikis
Followers: 5.5M
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Hannah WaddinghamHannah WaddinghamHannah WaddinghamHannah Waddingham
Followers: 1.5M
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MUSICMUSICMUSICMUSIC
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All- 144, W- 158, AA- 100, H- 152

XXXX
RALPHRALPHRALPHRALPH LAURENLAURENLAURENLAUREN
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All- 143, W- 130, AA- 227, H- 134

XXXX
RALPHRALPHRALPHRALPH LAURENLAURENLAURENLAUREN
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INFLUENCERSINFLUENCERSINFLUENCERSINFLUENCERS



1 video: $8,000 estimated, actual cost
$16,000  
Media Buy: $500,000
Influencer creative: $50,000

Instagram: 2M followers
TikTok: 5.2M followers
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1 video: $10,000 estimated cost
Media Buy: $500,000
Influencer Creative: $50,000

Instagram: 4.2M followers
TikTok: 14.7M followers
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MAGAZINESMAGAZINESMAGAZINESMAGAZINES



All 126, W 154

RALPHRALPHRALPHRALPH LAURENLAURENLAURENLAUREN
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All-159, AA- 217, H- 209

RALPHRALPHRALPHRALPH LAURENLAURENLAURENLAUREN
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All-170, H- 176

RALPHRALPHRALPHRALPH LAURENLAURENLAURENLAUREN
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OUT OFOUT OFOUT OF   
HOMEHOMEHOME

OUT OF 
HOME



On Top of Taxis:
All Consumers: 187
All In New York City

Jun-Sep: 5 Total
Oct-Dec: 20 Total

Side of Buses:
All Consumers: 123

Dallas
Houston

Los Angeles 
New York

October-December
3 in Each Listed DMA 90

Billboards:
All Consumers: 101 

All DMAs: 2 Each
Miami Mar-May: 5

LA & New York Jun-Aug: 5
New York City Oct-Nov: 3
Times Square Oct-Nov: 1
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Wrapping Waymos
On Top of Taxis:

All Consumers: 187
Los Angeles

San Francisco
Dallas

May-July
Five in Each Listed DMA

Wrapping a Building
Billboards:

All Consumers: 101
NYC Empire State Building: January

Miami Tower: March-May
San Fransicso Transamerican Pyramid: July-August

NYC Ralph Lauren Flagship Store: October-December 



SPECIALSSPECIALSSPECIALSSPECIALS



SPECIALSSPECIALSSPECIALSSPECIALS

177

93

241

167110

164

152

118

112

One :30 Commercial Spot at Each



PROGRAMMATICPROGRAMMATICPROGRAMMATICPROGRAMMATIC



Tactic Flight Months Budget

Targeted Display Feb, May, Jul, Nov, Dec $500,000

Targeted Video Feb, May, Jul, Nov, Dec $500,000

We will be using high-traffic digital platforms based on consumers
ages 18-54. 

PROGRAMMATIC
STATEMENT
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PAID SEARCHPAID SEARCHPAID SEARCHPAID SEARCH
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SOCIALSOCIALSOCIALSOCIAL

155

157

100

146

108

148
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BUDGETBUDGETBUDGETBUDGET



Television (National)
34%

Official Partnerships
24.4%

Television (Local)
11.8%

OOH
8.5%

Specials
7.6%

Internet
6%

Branded Content
4%

Programmatic
1.4%

INCREMENTAL BUDGET
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Television (National) - 
Television (Local) - 
Specials - 
Internet - 
Radio/Streaming - 
Out-Of-Home - 
Branded Content - 
Programmatic - 
Events - 
Official Partnerships - 
Research & Testing - 



BASE BUDGET
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Television (National) - 
Television (Local) - 
Specials - 
Internet - 
Radio/Streaming - 
Out-Of-Home - 
Branded Content - 
Programmatic - 
Events - 
Official Partnerships - 
Research & Testing - 

Official Partnerships
31.3%

Television (National)
25%

Internet
10%

Specials
9.7%

Television (Local)
9.1%

OOH
8.4%

Branded Content
4.1%

Events
1.4%



SEASONALITY

JFM

46.34%

AMJ 

13.90%

JAS 

12.96%

OND

26.80%

A YEAR IN FOCUS
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RESEARCHRESEARCHRESEARCHRESEARCH
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RESEARCH & TESTING
Track digital media performance by monitoring views, impressions, and click-through rates.
Analyze engagement metrics and website traffic to evaluate the effectiveness of additional
online strategies.
Review quarterly sales reports against results from previous years to identify trends and
performance patterns.
Test and optimize campaign messages throughout the term to improve performance and
audience resonance.
Use these insights to inform and refine future strategic direction. 
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Strategy 
Specials 
Programmatic
Budget 
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OBJECTIVESOBJECTIVESOBJECTIVESOBJECTIVES



BUSINESS OBJECTIVES
Drive incremental revenue and market share within the men’s fragrance
category (+10% SOM)
Grow Gen Z awareness and trial of Ralph Lauren men’s fragrance portfolio,
leveraging both brand heritage and new product storytelling
Improve conversion performance across e-commerce and key retail
partners
Ascertain the potential for rapid growth of incremental sales on a
geographic basis

111



Showcase product superiority and emotional resonance using elevated,
visually rich, modern fragrance storytelling

Encourage trial and repeat purchases via sampling programs, influencer
collaborations, and immersive retail activations

Establish Ralph Lauren Men’s Fragrances as a lifestyle accessory essential
to personal style and modern self-expression

MARKETING OBJECTIVES
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SSSSHARE OFHARE OFHARE OFHARE OF
MARKETMARKETMARKETMARKET
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TARGETTARGETTARGET
AUDIENCEAUDIENCEAUDIENCE
TARGET

AUDIENCE



115

CK ONE MICHAEL KORS

DOCLE & GABBANA BLEU DE CHANEL

RALPH LAUREN

Consumers of ck One and
female purchasers, aged 18-

24, skewing Hispanic. 

Consumers of Michael Kors
and female purchasers, aged

25-34, skewing African
American. 

Consumers of Dolce &
Gabbana and female

purchasers, aged 18-24 & 45-
54, skewing African American

and Hispanic. 

Consumers of Chanel Bleu
and female purchasers, aged

18-24 & 45-54, skewing
African American and

Hispanic. 



We are targeting consumers and female
purchasers of all Polo Fragrance, CK One,
Michael Kors, Dolce & Gabbana, & Bleu De

Chanel, ages 18-54, with a skew towards African
American and Hispanic consumers/purchasers.

TARGET AUDIENCE
STATEMENT
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PERSONASPERSONASPERSONASPERSONAS



Hey everyone, my name is Jalen Johnson, but people call me JJ. I’m 21, African
American, and proud to serve in the U.S. Army Reserves (198). I live in Philadelphia,
Pennsylvania (161) while navigating life as a husband and young father to my child,
who is under one (139).

I’m always watching, listening, or reading something throughout the day (265). I also
spend time alone flipping through magazines in the morning (252), and I rely on
them to stay up to date on fashion and trends (248). I’m also very active on my
phone, obviously, using social media (123), especially Instagram (254), where I
engage with content like filters and posts (137). 

When it comes to style, I buy brands that reflect my image (194), and I’m willing to
spend some money if it's worth it (220). I’m influenced by trends (229), celebrities
(217), and social media (266), and I’m usually one of the first among my friends to try
something new out (230). Fragrance is key; you've gotta smell good. I’ve been
around and purchased multiple colognes (150, 222), usually in the $100+ range (112),
and I’m especially influenced by samples—like ones I find in magazines (215). 

I love any and every sport. I especially love watching college sports (223) and the
NBA (213), though with my guys. Whether it’s watching games or tailgating (174), it’s
part of my routine. I also listen to the radio daily for music, news, and sports talk, and
it strongly influences me too (218).
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My name is Craig. I am 48, from the suburbs of San Francisco, California (136), and Gen X
through and through (279). I am married with kids still at home (220), and the primary earner
(209). I work in management (173), and when something matters to me, I invest in it. I spend
$250 or more a year on cologne for myself (757), usually picking up one, sometimes two or
three bottles (147–155). I will buy cologne as a gift too, usually in the $50–$99 range (247),
but what I buy for myself is more considered. It is part of my routine.

Outside of work, I brew wine, beer, whatever fits the season, at least once a week,
sometimes more (258–213). In the fall, you will find me tailgating (122–203) with my family. I
go to auto shows when they are in town (101–142), and I am in a fantasy sports league I
probably take a little too seriously (284). Now and then, I will spend a weekend at an antique
market with my wife (162). I am also a regular at a pool table (230) at a sports bar I have
been going to for years. My style is consistent. I gravitate toward Brooks Brothers and
Kenneth Cole, classic and built to last (207–224). Most mornings, I am reading with my
coffee around 9 am (152). If a fragrance ad catches my attention, there is a good chance I
will be buying it online that same evening (200–231).

I am on LinkedIn (287) more than anywhere else. That is where I live professionally, and
people come to me for advice on everything from business travel to what car to buy. I will
post something every now and then, like a video from the go-kart track (182), but I am not
scrolling TikTok. Late at night, I usually have something playing in my ears. Most nights it is
either Fantasy Football Today because my league waiver wire does not manage itself (234),
or Car Talk because I have been listening to it since before my kids were born and it still
makes me laugh on the drive home (201). That is my wind-down.
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Hey y’all! My name is Danielle, and I am a 28-year-old (118) African American (130)
based in the Southeast (148), where I rent my home (230) in Atlanta, Georgia. I
graduated from college with my bachelor’s (124) and work full-time (123) in sales
(200). I am currently engaged (312) and am the mom to three beautiful children
(246). When I’m not in the office, I like to attend music festivals monthly (619), go
out with my girls (152), cook (220), and create social media content at least two to
three times a month (361). 

This just goes to show I am a HUGE lover of all things social media! I love
Instagram (254), Shutterfly (256), Snapchat (152), and TikTok (122) the most. I am
also known to use filters (237), posting blogs (249) now and then. Have to look
good for the followers! I’m influenced by trends (229), and I like to post reviews
(357) when able because I like brands that align with my desired image (350). In the
past 12 months, I’ve spent $250 or more on cologne (179) and have purchased
three or more bottles (222). What can I say, I like my man to smell good.

I strive for high social status (205) and aim for career success (175), but sometimes
that leads to experiencing stress while trying to juggle work and my family (135).
My heritage is very important to me (220), and I don’t want my kids to forget where
we came from. I’ll admit, I am a little bit of an impulse buyer (176) and believe that
designer labels can enhance someone’s image (238). That’s why I’ve taken to
purchasing my fiancé's cologne. 
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EAGER
EARNESTO

My name is Ernesto Maldonado. I am 58 years old, born outside of the United
States (171), and my roots go back to Cuba (232). I now live in Miami, Florida. I work
full-time in construction and trades (281), and my household brings in over
$100,000 a year (104). I have been married for a long time, and my kids are still at
home with us (183). We are a family of three or four under one roof (142). At home,
we speak only Spanish (219). And every Sunday, you will find me at church (166). 

I am not a man who cuts corners, especially when it comes to how I present
myself. I wear Lacoste (147), Ralph Lauren (213), Hugo Boss (142), The North Face
(119), Tommy Hilfiger (264). I spend $250 or more on cologne for myself every year
(191), and I buy three bottles or more, some for me and some as gifts (216-137). I
believe that brand name is the best indicator of quality (239), whether it is clothing,
food (212), or my prescriptions (244). Store brands? No. That is not for me (145). I
drive a crossover SUV (123), a foreign one, because in my opinion, a foreign car
carries more prestige than an American one (209).

Outside of work, my life is soccer. MLS, international, I watch it all (244 /173). Every
morning, I sit down with a magazine and a coffee (169). I am on YouTube, LinkedIn,
and Facebook, following the news and sports (156). I listen to the radio to stay
current on trends (298), and I always have my eye on a good daily deal (265). When
my house needs work, I hire the right people to do it (134). My friends come to me
when they have questions about money (205), and I enjoy that. I have always
believed that if you carry yourself with pride (127), work hard, and choose quality in
everything you do (193), the world takes notice.
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GEOGRAPHYGEOGRAPHYGEOGRAPHYGEOGRAPHY



New York
Los Angeles
Chicago
Philadelphia
Washington DC (Hargstwn)
Miami Ft Lauderdale
Dallas Ft Worth
Houston
San Fransico Oak San Jose
Boston (Manchester)
Atlanta
Tampa St Pete (Sarasota)
Orlando Daytona Bch Melbrn
West Palm Beach, Fort Pierce
Sacramento Stykton Modesto
Baltimore
Columbus OH
Hartford & New Haven
Raleigh Durham (Fayetteville)

Ralph Lauren Fragrance Polo Brand Sales 64.08% — Category Sales: 57.73%
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19 Cities Where BDI > 101
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COMMUNICATION
GOALS



Provide 50% reach at 3+
frequency to build and

sustain awareness of Ralph
Lauren Polo Fragrance for
the upcoming campaign

year nationally.

Achieve 50% reach at 6+
frequency locally at our
key target DMAs to drive

fragrance purchase
consideration and sustain

TRPs from campaign
launch through the holiday

gifting season.
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MEDIA STRATEGY
STATEMENT

Our strategy focuses on high-impact media that aligns directly with our
fragrance consumers and purchasers. We are utilizing a mix of national
and local TV with a strong sports presence, while music partnerships

and radio help extend reach. Out-of-home placements increase
visibility and awareness, while a heavy social media presence drives

engagement to amplify awareness across our target audience.
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277

453

LATE NIGHT

217180

178 153

PRIME TIME STREAMING

124

170

168170

142



236

151 224

253 151

200

150

SPORTSSPORTSSPORTSSPORTS
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SPANISH LANGUAGE TVSPANISH LANGUAGE TVSPANISH LANGUAGE TVSPANISH LANGUAGE TV

256
308

286

361
144
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All consumers: 144, 
Female Purchasers: 136

All consumers: 135, 
Female Purchasers: 122

All consumers: 100, 
Female Purchasers: 107
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SOCIALSOCIALSOCIALSOCIAL

148

All Consumers: 159
All Female Purchasers: 122

All Consumers: 113
All Female Purchasers: 111

All Consumers: 94
All Female Purchasers: 105

All Consumers: 134
All Female Purchasers: 148

All Consumers: 121
All Female Purchasers: 133



SPECIALSSPECIALSSPECIALSSPECIALS



ESPY COMMERCIALESPY COMMERCIALESPY COMMERCIALESPY COMMERCIAL

All Consumers: 252, Female Purchasers: 151
150



SPORTSSPORTSSPORTSSPORTS



MAXVERSTAPPENMAXVERSTAPPEN

RALPH POLORALPH POLORALPH POLO
FRAGRANCESFRAGRANCESFRAGRANCES
RALPH POLO
FRAGRANCES

All consumers: 224, Female Purchasers: 140
152



(121, 133)
153
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2 billboards; February; Miami, Florida



RALPH POLORALPH POLORALPH POLO
FRAGRANCESFRAGRANCESFRAGRANCES
RALPH POLO
FRAGRANCES

All consumers: 262, Female Purchasers: 132

XXXX
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Official Sponsor of the NBAOfficial Sponsor of the NBAOfficial Sponsor of the NBAOfficial Sponsor of the NBA
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EVENTSEVENTSEVENTSEVENTS



All consumers 109, Female purchasers 102

RALPH POLO FRAGRANCESRALPH POLO FRAGRANCESRALPH POLO FRAGRANCESRALPH POLO FRAGRANCES
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160December; Rockefeller Center, NY



Polo Pop-Up at Rockefeller CenterPolo Pop-Up at Rockefeller CenterPolo Pop-Up at Rockefeller CenterPolo Pop-Up at Rockefeller Center
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One billboard in December



Consumers: 238, Female Purchasers: 129

RALPH POLORALPH POLORALPH POLO
FRAGRANCESFRAGRANCESFRAGRANCES
RALPH POLO
FRAGRANCES

XXXX
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Outfitting Jeremiah Smith for 2027 NFL DraftOutfitting Jeremiah Smith for 2027 NFL DraftOutfitting Jeremiah Smith for 2027 NFL DraftOutfitting Jeremiah Smith for 2027 NFL Draft

1631 billboards; March, April; Washington D.C.



Consumers: 120, Female Purchasers: 141

RALPH POLORALPH POLORALPH POLO
FRAGRANCESFRAGRANCESFRAGRANCES
RALPH POLO
FRAGRANCES

XXXX
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ROBERT PATTINSONROBERT PATTINSONROBERT PATTINSONROBERT PATTINSON



Outfitting Robert Pattinson for the Batman Movie PremiereOutfitting Robert Pattinson for the Batman Movie PremiereOutfitting Robert Pattinson for the Batman Movie PremiereOutfitting Robert Pattinson for the Batman Movie Premiere
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MUSICMUSICMUSICMUSIC



All consumers: 139, Female purchasers: 139

XXXX

RALPH POLORALPH POLORALPH POLO
FRAGRANCESFRAGRANCESFRAGRANCES
RALPH POLO
FRAGRANCES

167



168



XXXX

RALPH POLORALPH POLORALPH POLO
FRAGRANCESFRAGRANCESFRAGRANCES
RALPH POLO
FRAGRANCES

All consumers: 147, Female purchasers: 143 169
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MAGAZINESMAGAZINESMAGAZINESMAGAZINES



Consumers: 42, Female Purchasers: 173

RALPH POLORALPH POLORALPH POLO
FRAGRANCESFRAGRANCESFRAGRANCES
RALPH POLO
FRAGRANCES
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March/April & Sep/Oct. Issue (2 Full Pages)March/April & Sep/Oct. Issue (2 Full Pages)March/April & Sep/Oct. Issue (2 Full Pages)March/April & Sep/Oct. Issue (2 Full Pages)
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BRIDAL GUIDE ONLINE VERSIONBRIDAL GUIDE ONLINE VERSIONBRIDAL GUIDE ONLINE VERSIONBRIDAL GUIDE ONLINE VERSION



Consumers: 260 Purchasers: 172

RALPH POLORALPH POLORALPH POLO
FRAGRANCESFRAGRANCESFRAGRANCES
RALPH POLO
FRAGRANCES

175
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October Issue (Cover 4)October Issue (Cover 4)October Issue (Cover 4)October Issue (Cover 4)

GQ Online Version



OUT OF HOMEOUT OF HOMEOUT OF HOMEOUT OF HOME



Billboards 
All Consumers: 103

All Female Purchasers: 101
All DMAs (2)

Boston, Atlanta, NYC (1)

Bus Wraps
All Consumers: 121

All Female Purchasers: 114
Atlanta, Georiga (1)
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Airport  Advertising
All Consumers: 199

All Female Purchasers: 182

179

O’Hare (Chicago)  - February
DFW (Dallas) - June

LaGuardia (New York) - December



PROGRAMATICPROGRAMATICPROGRAMATICPROGRAMATIC



Tactic Flight Months Budget

Targeted Display Feb, May, Jul, Nov, Dec $500,000

Targeted Video Feb, May, Jul, Nov, Dec $500,000

PROGRAMMATIC
STATEMENT

We will be using high-traffic digital platforms based on male
consumers & female purchasers ages 18-54 preferences. 
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BUDGETBUDGETBUDGETBUDGET



Television (National)
40.8%

Official Partnerships
20%

Television (Local)
19.5%

OOH
7.4%

Internet
4.9%

Events
4%

Branded Content
0.2%

INCREMENTAL BUDGET

184

Television (National) - $71,430,530
Television (Local) - $34,128,350
Specials - $1,000,000
Internet - $8,643,436
Radio/Streamed Music - $3,452,684
Out-Of-Home - $12,890,000
Branded Content - $305,000
Programmatic - $1,000,000
Events - $7,000,000
Official Partnerships - $35,000,000
Research & Testing - $150,000



BASE BUDGET

185

Television (National) - $40,959,501
Television (Local) - $20,477,010
Specials - $1,000,000
Internet - $8,634,912
Radio/Streamed Music - $3,433,577
Out-Of-Home - $8,040,000
Branded Content - $305,000
Programmatic - $1,000,000
Events - $7,000,000
Official Partnerships - $35,000,000
Research & Testing - $150,000

Television (National)
40.8%

Official Partnerships
20%

Television (Local)
19.5%

OOH
7.4%

Internet
4.9%

Events
4%

Branded Content
0.2%



SEASONALITY

JFM

35.19%

AMJ 

16.11%

JAS 

13.75%

OND

34.95%

A YEAR IN FOCUS
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RESEARCH & TESTING
Track digital media performance by monitoring views, impressions, and click-through rates.
Analyze engagement metrics and website traffic to evaluate the effectiveness of additional
online strategies.
Review quarterly sales reports against results from previous years to identify trends and
performance patterns.
Test and optimize campaign messages throughout the term to improve performance and
audience resonance.
Use these insights to inform and refine future strategic direction. 
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	EET
	HE
	EAM
	Rachel Bradburry
	Abbey Earnshaw
	Briana England
	Esther Makwaza
	Hannah Wagner
	Kate Hook
	Molly McClendon
	Thomas Richardson
	Sara Williams

	ALPH
	AUREN
	CONTENT LIST
	Objectives
	Share of Market
	Target Audience
	Personas
	Geography
	Communication Goals
	Strategy
	Specials
	Programmatic
	Budget
	Research

	OBJECTIVES
	Achieve significant YOY share of market growth (+20%) across all retail channels: e-commerce, full-price retail, and outlet stores through a sustained year-round presence
	Drive repeat purchases and higher shopping frequency by:
	Strengthening loyalty and ongoing purchase behavior among the brand’s more mature base of consumers, reinforcing brand salience across the brand’s full lineup of product offerings
	Increasing Gen Z purchasing behavior of the Ralph Lauren clothing line by reinforcing brand superiority and relevance
	Reinforce Ralph Lauren as a culturally connected, modern brand with meaningful relevance in youth fashion, lifestyle, and digital culture
	Ascertain potential for rapid growth of incremental sales on a geographic basis

	BUSINESS OBJECTIVES
	MARKETING OBJECTIVES
	Modernize and elevate the Ralph brand through bold storytelling that authentically connects with Gen Z while remaining true to Ralph Lauren’s iconic heritage
	Showcase the full Ralph lifestyle – apparel, accessories, and brand world – in ways that inspire both online and in-store purchasing
	Deepen cultural relevance by embedding the brand within content, creators, communities, and moments that matter to younger consumers, strengthening long-term relevance and affinity

	TARGET AUDIENCE
	CALVIN KLEIN
	Consumers of Calvin Klein, aged 18-24, skewing African American.

	BANANA REPUBLIC
	Consumers of Banana Republic, aged 35-44, skewing African American and Hispanic.

	RALPH LAUREN
	TOMMY HILFIGER
	Consumers of Tommy Hilfiger, aged 18-24 & 45-54, skewing African American and Hispanic.

	EXPRESS
	Consumers of Express, aged 25-34 & 35-44, skewing Hispanic.

	TARGET AUDIENCE STATEMENT
	We are targeting purchasers of Ralph Lauren, Calvin Klein, Tommy Hilfiger, Banana Republic, & Express, aged 18-54, with a skew towards Black/African American and Hispanic consumers. 

	PERSONAS
	INFLUENTIAL  ISABELLA
	INFLUENTIAL  ISABELLA
	Isabella
	MOTIVATEDMARCUS
	MOTIVATEDMARCUS
	Marcus
	CONTENT CARLOS
	CONTENT CARLOS
	Carlos
	ELEGANT ELEANOR
	ELEGANT ELEANOR
	Eleanor
	GEOGRAPHY
	Ralph Lauren Brand Sales 50.56% — Ralph Lauren Category Sales: 40.92%

	19 Cities Where BDI > 101
	COMMMUNICATION GOALS
	Provide 50% reach at a 3+ frequency to prepare for upcoming campaigns nationally.
	Provide 50% reach at a 6+ frequency at our target DMA to keep awareness throughout campaign year.
	STRATEGY
	Ralph Lauren Quintiles
	TV

	Ralph Lauren Quintiles White Skew
	TV

	Ralph Lauren Quintiles African American Skew
	TV

	Ralph Lauren Quintiles Hispanic Skew
	TV

	MEDIA STRATEGY STATEMENT
	Our brand strategy focuses on high-impact media outlets, with a heavy emphasis on sports events, supported by television, radio, and out-of-home ads, and a large social media presence to deliver targeted, engaging content to key audiences.

	TELEVISION
	PRIME TIME
	110
	125
	145
	145


	STREAMING
	125
	131
	128
	121


	LATE NIGHT
	149
	155
	124
	178
	175

	SPORTS
	170
	122
	126
	179
	160
	110
	225

	SPANISH LANGUAGE TV
	242
	268
	249
	259

	RADIO
	Tropical (251)
	Jazz (210)
	Adult Contemporary  (137)
	Adult Hits (153)
	Spanish Adult Contemporary (166)

	SPORTS
	RALPH
	LAUREN
	HERITAGE IN MOTION
	ALL- 175, W- 227, H- 206


	Five Billboards;March, April, May; Miami, FL
	RALPH
	LAUREN
	Coco Gauff
	Followers: 2.3M
	All-143, AA- 196, H- 126

	RALPH
	LAUREN

	JANNIK SINNER
	Followers: 5.3M
	All- 143, AA- 196 H- 126

	RALPH
	LAUREN
	All- 225, AA- 218, H- 225

	EVENTS
	RALPH
	LAUREN
	All- 212, W- 197, H- 404

	The Polo Club
	One Billboard; April, May; Miami, FL.
	RALPH
	LAUREN
	All- 163, W- 123, AA- 212, H- 159

	Three Regular Billboards, One in Times Square; October & November
	RALPH
	LAUREN
	All- 163, W- 123, AA- 212, H- 159

	Five Billboards; March, April
	RALPH
	LAUREN
	AT
	All- 161, W- 241, AA- 159, H- 200


	Zendaya
	Followers: 177M (Instagram)

	Tom Holland
	Followers: 64.1 M (Instagram)

	Anne Hathaway
	Followers: 41.6M (Instagram)

	Matt Damon
	No online presence

	RALPH
	LAUREN
	AT THE
	All- 139, W- 124, AA- 177, H- 159


	Olivia Rodrigo
	Followers: 39.7M

	Don Toliver
	Followers: 5.5M

	RALPH
	LAUREN
	AT THE
	All- 139, W- 124, AA- 177, H- 159


	Jason Sudeikis
	Followers: 5.5M

	Hannah Waddingham
	Followers: 1.5M

	MUSIC
	RALPH
	LAUREN
	All- 144, W- 158, AA- 100, H- 152

	RALPH
	LAUREN
	All- 143, W- 130, AA- 227, H- 134

	INFLUENCERS
	Instagram: 2M followers TikTok: 5.2M followers
	1 video: $8,000 estimated, actual cost $16,000   Media Buy: $500,000 Influencer creative: $50,000

	Instagram: 4.2M followers TikTok: 14.7M followers
	1 video: $10,000 estimated cost Media Buy: $500,000 Influencer Creative: $50,000

	MAGAZINES
	RALPH
	LAUREN
	All 126, W 154

	RALPH
	LAUREN
	All-159, AA- 217, H- 209

	RALPH
	LAUREN
	All-170, H- 176

	OUT OF  HOME
	On Top of Taxis: All Consumers: 187 All In New York City Jun-Sep: 5 Total Oct-Dec: 20 Total
	Side of Buses: All Consumers: 123 Dallas Houston Los Angeles  New York October-December 3 in Each Listed DMA
	Billboards: All Consumers: 101  All DMAs: 2 Each Miami Mar-May: 5 LA & New York Jun-Aug: 5 New York City Oct-Nov: 3 Times Square Oct-Nov: 1
	Wrapping a Building Billboards: All Consumers: 101 NYC Empire State Building: January Miami Tower: March-May San Fransicso Transamerican Pyramid: July-August NYC Ralph Lauren Flagship Store: October-December
	Wrapping Waymos On Top of Taxis: All Consumers: 187 Los Angeles San Francisco Dallas May-July Five in Each Listed DMA
	SPECIALS
	118
	112

	SPECIALS
	One :30 Commercial Spot at Each
	177
	241
	164
	152
	110
	167

	PROGRAMMATIC
	PROGRAMMATIC STATEMENT
	We will be using high-traffic digital platforms based on consumers ages 18-54.
	Tactic
	Flight Months
	Budget


	PAID SEARCH
	108

	SOCIAL
	157
	155
	146
	148

	BUDGET
	INCREMENTAL BUDGET
	Television (National) -  Television (Local) -  Specials -  Internet -  Radio/Streaming -  Out-Of-Home -  Branded Content -  Programmatic -  Events -  Official Partnerships -  Research & Testing -

	BASE BUDGET
	Television (National) -  Television (Local) -  Specials -  Internet -  Radio/Streaming -  Out-Of-Home -  Branded Content -  Programmatic -  Events -  Official Partnerships -  Research & Testing -

	SEASONALITY
	A YEAR IN FOCUS
	JFM 46.34%
	AMJ  13.90%
	JAS  12.96%
	OND 26.80%

	RESEARCH
	RESEARCH & TESTING
	Track digital media performance by monitoring views, impressions, and click-through rates.
	Analyze engagement metrics and website traffic to evaluate the effectiveness of additional online strategies.
	Review quarterly sales reports against results from previous years to identify trends and performance patterns.
	Test and optimize campaign messages throughout the term to improve performance and audience resonance.
	Use these insights to inform and refine future strategic direction.

	CONTENT LIST
	Objectives
	Share of Market
	Target Audience
	Personas
	Geography
	Communication Goals
	Strategy
	Specials
	Programmatic
	Budget
	Research

	OBJECTIVES
	BUSINESS OBJECTIVES
	Drive incremental revenue and market share within the men’s fragrance category (+10% SOM)
	Grow Gen Z awareness and trial of Ralph Lauren men’s fragrance portfolio, leveraging both brand heritage and new product storytelling
	Improve conversion performance across e-commerce and key retail partners
	Ascertain the potential for rapid growth of incremental sales on a geographic basis

	MARKETING OBJECTIVES
	Showcase product superiority and emotional resonance using elevated, visually rich, modern fragrance storytelling
	Encourage trial and repeat purchases via sampling programs, influencer collaborations, and immersive retail activations
	Establish Ralph Lauren Men’s Fragrances as a lifestyle accessory essential to personal style and modern self-expression

	HARE OF
	MARKET
	TARGET AUDIENCE
	CK ONE
	Consumers of ck One and female purchasers, aged 18-24, skewing Hispanic.

	MICHAEL KORS
	Consumers of Michael Kors and female purchasers, aged 25-34, skewing African American.

	RALPH LAUREN
	DOCLE & GABBANA
	Consumers of Dolce & Gabbana and female purchasers, aged 18-24 & 45-54, skewing African American and Hispanic.

	BLEU DE CHANEL
	Consumers of Chanel Bleu and female purchasers, aged 18-24 & 45-54, skewing African American and Hispanic.

	TARGET AUDIENCE STATEMENT
	We are targeting consumers and female purchasers of all Polo Fragrance, CK One, Michael Kors, Dolce & Gabbana, & Bleu De Chanel, ages 18-54, with a skew towards African American and Hispanic consumers/purchasers.

	PERSONAS
	JAUNTY JALEN “JJ”
	JAUNTY JALEN “JJ”
	JAUNTY JALEN “JJ”
	CLASSIC CRAIG
	CLASSIC CRAIG
	CLASSIC CRAIG
	DRIVEN DANIELLE
	DRIVEN DANIELLE
	DRIVEN DANIELLE
	EAGER EARNESTO
	EAGER EARNESTO
	EAGER EARNESTO
	GEOGRAPHY
	Ralph Lauren Fragrance Polo Brand Sales 64.08% — Category Sales: 57.73%

	19 Cities Where BDI > 101
	COMMUNICATION GOALS
	Provide 50% reach at 3+ frequency to build and sustain awareness of Ralph Lauren Polo Fragrance for the upcoming campaign year nationally.
	Achieve 50% reach at 6+ frequency locally at our key target DMAs to drive fragrance purchase consideration and sustain TRPs from campaign launch through the holiday gifting season.
	STRATEGY
	Ralph Polo Fragrance Consumer Quintiles (All)
	TV

	Ralph Polo Fragrance Consumer Quintiles  (White Skew)
	TV

	Ralph Polo Fragrance Consumer Quintiles  (African American Skew)
	TV

	Ralph Polo Fragrance Consumer Quintiles  (Hispanic Skew)
	TV

	Ralph Polo Fragrance Female Purchaser Quintiles  (No Skew)
	TV

	MEDIA STRATEGY STATEMENT
	Our strategy focuses on high-impact media that aligns directly with our fragrance consumers and purchasers. We are utilizing a mix of national and local TV with a strong sports presence, while music partnerships and radio help extend reach. Out-of-home placements increase visibility and awareness, while a heavy social media presence drives engagement to amplify awareness across our target audience.

	TELEVISION
	PRIME TIME
	180
	217
	178
	153

	STREAMING
	124
	170
	170
	168

	LATE NIGHT
	277
	453

	SPORTS
	224
	151
	253
	200
	150
	236
	151

	SPANISH LANGUAGE TV
	256
	308
	286
	361

	RADIO
	RADIO
	All consumers: 144,  Female Purchasers: 136
	All consumers: 100,  Female Purchasers: 107
	All consumers: 135,  Female Purchasers: 122

	SOCIAL
	SOCIAL
	SPECIALS
	ESPY COMMERCIAL
	All Consumers: 252, Female Purchasers: 151

	SPORTS
	RALPH POLO FRAGRANCES
	MAXVERSTAPPEN
	All consumers: 224, Female Purchasers: 140


	(121, 133)
	2 billboards; February; Miami, Florida
	RALPH POLO FRAGRANCES
	All consumers: 262, Female Purchasers: 132

	Official Sponsor of the NBA
	EVENTS
	RALPH POLO FRAGRANCES
	All consumers 109, Female purchasers 102

	December; Rockefeller Center, NY
	Polo Pop-Up at Rockefeller Center
	One billboard in December

	RALPH POLO FRAGRANCES
	Consumers: 238, Female Purchasers: 129

	Outfitting Jeremiah Smith for 2027 NFL Draft
	1 billboards; March, April; Washington D.C.

	RALPH POLO FRAGRANCES
	ROBERT PATTINSON
	Consumers: 120, Female Purchasers: 141

	Outfitting Robert Pattinson for the Batman Movie Premiere
	MUSIC
	RALPH POLO FRAGRANCES
	All consumers: 139, Female purchasers: 139

	RALPH POLO FRAGRANCES
	All consumers: 147, Female purchasers: 143

	MAGAZINES
	RALPH POLO FRAGRANCES
	Consumers: 42, Female Purchasers: 173

	March/April & Sep/Oct. Issue (2 Full Pages)
	BRIDAL GUIDE ONLINE VERSION
	RALPH POLO FRAGRANCES
	Consumers: 260 Purchasers: 172

	October Issue (Cover 4)
	GQ Online Version
	OUT OF HOME
	Billboards  All Consumers: 103 All Female Purchasers: 101 All DMAs (2) Boston, Atlanta, NYC (1)
	Bus Wraps All Consumers: 121 All Female Purchasers: 114 Atlanta, Georiga (1)
	Airport  Advertising All Consumers: 199 All Female Purchasers: 182
	O’Hare (Chicago)  - February DFW (Dallas) - June LaGuardia (New York) - December
	PROGRAMATIC
	PROGRAMMATIC STATEMENT
	We will be using high-traffic digital platforms based on male consumers & female purchasers ages 18-54 preferences.
	Tactic
	Flight Months
	Budget


	BUDGET
	INCREMENTAL BUDGET
	Television (National) - $71,430,530 Television (Local) - $34,128,350 Specials - $1,000,000 Internet - $8,643,436 Radio/Streamed Music - $3,452,684 Out-Of-Home - $12,890,000 Branded Content - $305,000 Programmatic - $1,000,000 Events - $7,000,000 Official Partnerships - $35,000,000 Research & Testing - $150,000

	BASE BUDGET
	Television (National) - $40,959,501 Television (Local) - $20,477,010 Specials - $1,000,000 Internet - $8,634,912 Radio/Streamed Music - $3,433,577 Out-Of-Home - $8,040,000 Branded Content - $305,000 Programmatic - $1,000,000 Events - $7,000,000 Official Partnerships - $35,000,000 Research & Testing - $150,000

	SEASONALITY
	A YEAR IN FOCUS
	JFM 35.19%
	AMJ  16.11%
	JAS  13.75%
	OND 34.95%

	RESEARCH
	RESEARCH & TESTING
	Track digital media performance by monitoring views, impressions, and click-through rates.
	Analyze engagement metrics and website traffic to evaluate the effectiveness of additional online strategies.
	Review quarterly sales reports against results from previous years to identify trends and performance patterns.
	Test and optimize campaign messages throughout the term to improve performance and audience resonance.
	Use these insights to inform and refine future strategic direction.


