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Wolf & Moon is very proud of the fact that its 
products are British made so for the new range 
plan it will be important to use British suppliers. 
This is a good selling point for the brand as a 
WGSN report has found that increasingly “more 
consumers use activism to ensure their money 
stays local” (WGSN, 2018). This suggests that 
people would be willing to move to new brands 

and even spend more in order to make sure that 
the products are made locally. Wolf & Moon are 
also very passionate about worker’s rights so 
ensuring that working conditions are good and 
fair is paramount. They also claim that they 
are making a real effort to be environmentally 
responsible so the expansion will be a great 
opportunity to really focus on and push this.  

“efforts to reduce our 
plastic consumption.”

“as environmentally re-

sponsible as possible.” 
Although Wolf & Moon are making efforts to look like they are an environmentally 
responsible brand, the language on their website implies that this isn’t really the case. 
There is a clear lack of transparency in the last paragraph of their ethos. They are “as 
environmentally responsible as possible” and “making real efforts to reduce” plastic. 
This suggests that it isn’t a priority for them and not much is being done to actually 

achieve this.
For my project I will create much more brand transparency and enable customers to 
see information about every step of production. There will be a focus on environmental 
responsibility and actively fighting to protect the environment rather than being 
passive about the issue. This is important as Edelman’s Earned Brand Study found 
that “65% of global respondents won’t buy from a brand if it stays silent on an 
issue they feel it has an obligation to address” (WGSN, 2018). WGSN also found that 
“A growing number of consumers will be opting for brands that adopt sustained and 
measurable positive action within their own communities” (WGSN, 2018). This is an 
ideal opportunity for Wolf & Moon as they already associate themselves with British 

design and crafting.
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Wolf & Moon have 11,750 followers on Facebook and 35,900 followers on Instagram. Their 
customer base is mostly young women. Their customers are fashion forward and prefer creating 
trends to following them. They like to stand out from the crowd and are looking for statement 

pieces that aren’t too serious and really bring their look alive.

Wolf & Moon’s customer demographic are very proactive when it comes to their beliefs. A study 
by Cone’s found that “nine in ten Millennials would switch brands to one associated with a cause 
they believed in,” even if the brand was more expensive (WGSN, 2018). This shows that young 
people are increasingly willing to go out of their way to support brands that are actively helping 
an issue they’re passionate about. It has been shown that “70% of 16-24s believe that fashion 
retailers should be more environmentally friendly” (Mintel, 2018). It is therefore likely that 
creating an environmentally friendly brand would attract more young people to buy the products.

WGSN (2018). S/S 2020 Hardware & Details. [image] Available at: https://www.wgsn.com/content/search/#/trend%2520forecasts%2520ac-
cessories [Accessed 26 Nov. 2018].

S/S 2020 trends
Although accessories need to have unique designs to attract customers and encourage them 
to spend more money, they also need to be up-to-date with fashion trends. A Mintel report 
(2018) found that “fashion trends drive purchasing among young women”. As this is the 
main demographic for Wolf & Moon, making sure the range’s products fit the latest trends 

is essential.



10 11

S/S 2020

WGSN 2018
•Upbeat colours, playful shapes and oversized 
proportions 
•Sculptural Shapes
•Colour Blocking
•Delicate Chains or chunky links
•Coloured straps 
•Natural materials such as wicker, wood and bamboo
•Novelty Handles- D-ring handle
•3D embellishments e.g. floral
•Recycled Materials- leftover fabrics, trims and 
hardware 
•Over-the-top crystals

WGSN (2018). S/S 2020 Hardware & Details. [image] Avail-
able at: https://www.wgsn.com/content/search/#/trend%-
2520forecasts%2520accessories [Accessed 26 Nov. 2018].
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WGSN (2018). S/S 2020 Hardware & Details. [image] Available at: https://www.wgsn.com/content/search/#/trend%2520forecasts%2520accessories [Accessed 26 Nov. 2018].



12 13

S/S 2020
Range Plan

Wolf & Moon’s Spring/ Summer 2020 collection is made up of 3 stories. 
Story 1 is Bamboo Jewellery. Bamboo will be used instead of wood in all 
Wolf & Moon jewellery from 2020 on as it is a faster yielding, sustainable 
alternative to wood. The second story is Sea Litter Jewellery. These 
products will be made from sea glass or sea plastic collected from 
beach cleans to make use of materials that would otherwise be thrown 
in landfill. Story 3 is Bags. Bags are a new accessory for Wolf & Moon 
and research (Mintel, 2028) has shown that 50% of UK accessory sales 
come from handbags, making it a great market to expand into. The 
bags are made from GOTS certified organic cotton and cork leather, 
both of which are sustainable and environmentally friendly materials.

Introduction 
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Wolf & Moon jewellery was previously all made from 
wood. The amount of time required for trees to grow 
is unsustainable compared to the amount that people 
rely on wood even when sourced from managed forests. 
Bamboo is the perfect sustainable alternative to wood 
as it is light-weight, durable and flexible (Atanda, 2015). 
It is one of the fastest growing plants in the world and 
so takes up less space to grow than trees and doesn’t 
require any chemical fertilizers. It also has natural pest-
resistant qualities that mean it doesn’t require any 

harmful pesticides to grow (Carter, 2008).

Style Name: Bamboo Bead Necklace
Material: Bamboo, Silver wire

Volume: Medium
Type: Fashion

Time to Make: 4 hours
Retail Price: £115.55
Cost Price: £37.62
Intake Margin: 67%

Style Name: Bamboo CIrcle Bracelet 
Material: Bamboo, Silver wire

Volume: High
Type: Core

Time to Make: 2 hours
Retail Price: £58.50
Cost Price: £19.17
Intake Margin: 67%

Style Name: Bamboo Bead Bracelet
Material: Bamboo, Silver wire

Volume: Medium
Type: Fashion

Time to Make: 4 hours
Retail Price: £85.00
Cost Price: £35.44
Intake Margin: 58%
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Style Name: Bamboo Drop Earrings
Material: Bamboo, Silver wire

Volume: High
Type: Fashion

Time to Make: 2 hours
Retail Price: £62.00
Cost Price: £17.49
Intake Margin: 72%

Style Name: Shoehorse Necklace
Material: Bamboo

Volume: Low
Type: Statement

Time to Make: 1.5 hours
Retail Price: £45.00
Cost Price: £20.85
Intake Margin: 54%

Style Name: Shoehorse Bracelet
Material: Bamboo

Volume: High
Type: Core

Time to Make: 2 hours
Retail Price: £30.90
Cost Price: £14.72
Intake Margin: 52%

Sea litter collected on beach cleans is used for the sea litter 
collection. The products vary depending on the availability 
and condition of materials. They can be made from either 
sea glass or sea plastic, but most will be plastic as it is 
more readily available. The jewellery is made by churning 
and breaking up the plastic then sticking it together with 
a plant derived bioepoxy resin binder. Beach cleans often 
don’t solve the problem of litter, rather move it to another 
place. Wolf & Moon’s sea litter jewellery saves the litter 
collected from ending up in landfill, as much of the plastic 

used is non-recyclable.
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Style Name: Square Drop Necklace
Material: Sea Plastic/Glass, Cotton

Volume: High
Type: Core

Time to Make: 2 hours
Retail Price: £45.00
Cost Price: £16.47
Intake Margin: 63%

Style Name: Square Gem Bracelet
Material: Sea Plastic/Glass, Cotton

Volume: High
Type: Core

Time to Make: 2 hours
Retail Price: £32.00
Cost Price: £16.45
Intake Margin: 49%

Style Name: Sea Plastic Gem Ring
Material: Sea Plastic, Bamboo

Volume: Medium
Type: Statement

Time to Make: 4 hours
Retail Price: £55.00
Cost Price: £33.35
Intake Margin: 39%

Style Name: Sea Plastic Cascade
Material: Sea Plastic, Silver Wire

Volume: Medium
Type: Statement

Time to Make: 4 hours
Retail Price: £79.00
Cost Price: £32.94
Intake Margin: 58%

Style Name: Round Drop Earrings
Material: Sea Plastic/Glass, Silver 

Volume: High
Type: Statement

Time to Make: 3 hours
Retail Price: £45.00
Cost Price: £24.68
Intake Margin: 45%

Style Name: Bamboo Band Ring
Material: Sea Plastic, Bamboo

Volume: Low
Type: Fashion

Time to Make: 4 hours
Retail Price: £85.00
Cost Price: £33.79
Intake Margin: 60%
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Wolf & Moon’s accessories range is expanding to 
include bags. The bags are made from GOTS certified 
organic cotton and cork leather. GOTS certified organic 
cotton has strict rules on the environmental and social 
impacts of the production of the cotton throughout 
the supply chain. Cork leather is made by removing the 
bark of cork oak trees without damaging the trunk. 
This means that the tree is not damaged to produce 

the leather and doesn’t require any replanting.

Style Name: Colour Block
Fabric: Cork Leather

Volume: High
Type: Core

Retail Price: £46.50
Cost Price: £16.50
Intake Margin: 65%

Style Name: Gemstone Flower
Fabric: Cork Leather

Volume: Medium
Type: Fashion

Retail Price: £32.50
Cost Price: £9.50
Intake Margin: 71%

Style Name: Fountain Handle
Fabric: Cork Leather

Volume: Low
Type: Statement

Retail Price: £56.00
Cost Price: £20.20
Intake Margin: 64%
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Style Name: Cloudy Petals
Fabric: Cork Leather

Volume: Medium
Type: Statement

Retail Price: £82.00
Cost Price: £28.70
Intake Margin: 65%

Style Name: Asymmetric Cascade
Fabric: Cork Leather

Volume: Medium
Type: Statement

Retail Price: £50.15
Cost Price: £18.50
Intake Margin: 63%

Style Name: Two-Tone Cascade
Fabric: Cork Leather, Organic Cotton

Volume: Low
Type: Fashion

Retail Price: £52.00
Cost Price: £22.00
Intake Margin: 58%
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Promotional
 Activity

proposalthe problem

In order to resonate with our customers, 
Wolf & Moon will be rebranded as a 
sustainable brand. A new product range has 
been developed using sustainable materials. 
Packaging will also be made from sustainable 
materials. To build a relationship of trust 
with customers we will keep our business 
very transparent and open. Consumers will 
be able to easily find information about our 
manufacturing processes, our materials, and 

our suppliers on our website. 

In order to change the brand perception 
there will be many promotional activities, 
including an exhibition for the Spring/Summer 
2020 range. These activities are designed to 
introduce more customers to Wolf & Moon 

and to create an association with 
sustainability.   

Sustainability is becoming increasingly important to 
consumers. Wolf & Moon’s target market of female 
millennials are particularly concerned with sustainability 
as 48% of them are interested in more environmentally 
friendly clothing (Mintel, 2017) They’re also willing to 
pay more for sustainable products, but only slightly more 

(Grant, 2019).  

Wolf & Moon was a company trying to appear as 
environmentally appropriate but not making any real 
commitments to do so. The brand wasn’t very open 
with customers about what they were trying to do to 
achieve this stating only that they were making “efforts 
to reduce” its plastic consumption. There was no actual 
information about how much plastic was used or how the 
company was reducing this. There was no information 
about the business’ material suppliers so it was difficult 
for consumers to do their own research to see how 

sustainable the production of the products was.
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Customer Profile

Pen Portrait

Name: Natalie
Age: 22
Relationship Status: Single
Occupation: Freelance Photographer
Location: London
Fashion Needs: Bold pieces with lots of personality, sustainability
Brands they wear: Wolf & Moon, Vintage Shops
Brands they aspire to wear: Nadinoo, Elvis & Kresse, Charlotte Olympia
Social Media: Instagram, Pinterest, Facebook

Natalie is a fun-loving young woman living on the outskirts of London but spends a lot of time 
travelling for work. She uses a lot of Instagram to show off her photography as well as look 
for things which catch her eye. She also uses Pinterest and Facebook to a lesser extent. She 
has a bold, slightly whimsical but still cool style and needs to stand out from the crowd whilst 
remaining fashionable. She’s passionate about the environment, loves nature, and values ethical 
fashion, actively searching for brands working towards sustainability. She shops at a lot of 
vintage stores, hoping to find unique stand-out pieces and save money and the environment 
in one. She also likes quirky British brands like Nadinoo, Elvis & Kresse and Charlotte Olympia 

but finds these too expensive.

Instagram.com. (2018). Swann & the Berries

Customer journey canvas

Has been following 
Wolf & Moon on 
Istagram for a 
while but never 

actually bought any 
products.

Sees post on 
Istagram timeline 
from Wolf & Moon 
about launch event. 

Goes to the event 
as it is in her area. 
Gets there early 
and recieves a 
goody bag.

Participates in the 
competition  by 
sharing a photo 
of earrings to 
Instagram but 

doesn’t win them.

Goes on Wolf & 
Moon’s website a 
few days after the 
event to find the 
earrings she liked.

Orders the earrings 
using the discount 
from the goody 

bag.

Recieves the 
earrings and is 

pleased.

Shows earrings to 
family and friends 
and tells them 

about the materials 
used, creating word 

of mouth.

Becomes a 
returning customer, 
keeping up to date 

with the brand 
through Instagram 
and the W&M blog.
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PROMOTIONAL Calendar
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PROMOTIONAL 

MATERIALS
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PROMOTIONAL events

Wolf & Moon will host bimonthly beach cleans across 
the UK in partnership with Surfers Against Sewage. 
These will help to solidify the company’s image as a 
sustainable brand, especially helped by the connection 
to trusted organisation, SAS. It is also an opportunity 
for Wolf & Moon get the materials for the sea litter 
jewellery range whilst helping out the local community. 

March 28/03/2020
May 30/05/2020
July 25/07/2020

September 26/09/2020
November 28/11/2020
January 30/01/2021

BEACH CLEANS
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EXHIBITION

The launch event for Wolf & Moon’s rebranding is 
an educational exhibition designed to showcase the 
2020 product range along with the brand’s ethos. It 
is an opportunity to change our brand perception in 
order to be recognised as a sustainable brand focused 
around transparency. The event will feature our 
products along with information about the materials 
and suppliers used. It will explain the importance of 
sustainability. As the event is an exhibition, there will 
be no stock for attendees to buy. However, there will 
be iPads located in the store which consumers can 
use to browse the Wolf & Moon website and order the 

products they are viewing to their homes.
The event will start with a private launch night for 
special guests and influencers, followed by two days 
where it will be open to the public. The influencers 
invited specialise in sustainable fashion and will be 
perfect for changing Wolf & Moon’s brand perception.

Date: 18/02/2020

time:
18:00-22:00

Date: 19/02/2020-
20/02/2020

time:
10:00-19:00
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roi

The return on investment from the 
exhibition will include:

•Changed brand perception
•Repositioning- as a sustainable brand

•Brand Loyalty
•Brand exposure
•Increased Sales

The event will change the brand 
perception and help to reposition Wolf 
& Moon as a sustainable brand. By 
amplifying our message of sustainability 
and showing people how we practice, we 
will be viewed as a sustainable brand by 
the public. As the event is based around 
sustainability, advertising for the event 
will lead to people associating Wolf & 

Moon with sustainability. This will also 
be amplified by associating with Surfers 
Against Sewage and sustainability 
Influencers as they are already viewed 

as sustainable.

Brand loyalty will be a major benefit 
of the event as people are more likely 
to be a loyal customer of sustainable 
brand. A study presenting participants 
with a brand before and after a fictional 
expansion into sustainability found “that 
there is a strong, positive correlation 
between attitudes towards sustainability 
and brand loyalty (Kuchinka et al, 2018).  

Advertising for the event, plus the event 
itself will increase brand exposure. This 
will increase social media interaction and 
the number of visits to the website, in 
turn increasing profits for Wolf & Moon. 

 Over the last 6 months the average traffic for 
Wolf & Moon’s website was 17,200 visitors. The 
event will increase the number of visitors to the 
website in many ways. 2,697-12,803 visitors are 
estimated to be generated from the paid social 
media advertising for the event. This means the 
average would be estimated at 7750 over a month.
We would estimate that the 200 people attending 
the event from unpaid social media posts and 
through the leaflets would also visit the website.

The giveaway competition in the event is estimated 
to have a big effect on Wolf & Moon’s social 
media activity. If 40% of the people attending the 

exhibition 

Semrush (2019)
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took part in the competition, this would 
lead to 568 tagged Instagram posts. 

The average Instagram user has 150 
active followers (statista.com, 2015) 
so on average each post will be shared 

with 150 people. 

568 x 150 = 85,200 viewed posts.

Our survey found that 50% of people 
questioned would consider buying a 
product shared by someone that they 
follow and 38.89% of people might 
consider it. If we consider that 88.89% 
of people who see the posts would 
consider buying the products, this could 
theoretically see a potential of 75,734 

views to Wolf & Moon’s website. 

However, 50% of Instagram’s users are 
male (Statista.com, 2019) so we would 
discount 50% of this number. This 
leaves the number of female viewers 

interested at 37,867.

65% of Instagram users fit in to Wolf 
& Moon’s target demographic of 18-34 
year olds (Statista, 2018). This brings 
the potential website traffic number to 

24,613 people.

7750
+200

+24,613
=32,563

In the UK, on average, 4.31% of website 
visits result in purchases (Saleh, 2018). 
This means that the total of 32,563 
visits would result in 1,403 sales. If we 
take the average product retail price 
from Wolf & Moon’s Spring/Summer 
2020 range of £56.96, this would result 

in £79,914.88 total sales. 

This would be the maximum expected 
return from the exhibition. However, 
it’s unlikely that everyone who says 
they would consider buying a product 
shared by friends would actually go to 
the effort of going on to the website. 
Therefore, the expected benefit would 
be 65% of this number at £51,944.67.


