


Introduction
Victoria’s Secret is the largest American retailer for lingerie, but when it comes to its growing sports line, the brand has 
several well-established competitors to work against. Based on our consumer research, we came to the conclusion that 
VSX does not stand out from the current perceptions of the Victoria’s Secret brand. Consumers do not view VSX as 
serious athletic wear and believe that the products are not worth buying in comparison to its competitors. 

What current consumer thinking looks like:
○ “I don't think anyone at Victoria's Secret’s knows anything about sports. I would wear VSX yoga pants, 

sports bras, and tanks, but just to lounge in. It’s not something I would associate with athletics. I would 
expect other brands to have better quality.”

What future consumer thinking will look like:
○ “I trust that VSX is durable, comfortable, and fashionable. I wear their yoga pants, sports bra, and tank top 

to the gym, my yoga, kickboxing, and cycling classes, and to run errands or meet up with friends. I love 
how fit and functional their products are, inside and outside of the gym.”

Based on where we want VSX to be, we will focus on:
○ Who the competitors are
○ What audience VSX should be targeting
○ Where VSX should position itself in the marketplace
○ How VSX will carry this out with its advertising plan



Marketing Problem



Marketing Objective



Situation Analysis

Predictions
2015: 65.66 B 
2016: 67.67 B

Predictions
2015: 14.38 B
2016: 14.66 B



Situation Analysis
● Year-over-year sales have 

increased annually since 2011
● Our data indicates that this trend 

will continue into 2015 and 
beyond

● We can leverage increased 
sales and in-store traffic to grow 
comprehension of VSX among 
active shoppers



Trends Analysis

● Active lifestyle
○

●
○
○

●
○



Trends (con’t)

● Increased social aspect of workouts
○ “Selfies” and “Outfit Of The Day” (#OOTD) posts on 

social media
○ Group workouts (yoga, spinning, CrossFit, 

November Project, etc.)



Competitive Analysis

● 3 main competitors
○ Lululemon Athletica
○ Nike
○ Under Armour



Lululemon
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Nike
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Under Armour
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●
●
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https://www.underarmour.com/en-us/iwillwhatiwant


Competitive Summary
•

•

•

The main takeaway is that Lululemon stands out as a more wellness-
oriented brand, whereas Nike and Under Armour reflect a more 
physically active lifestyle.



Implications for VSX
● Competitive analysis shows that VSX should position itself based on 

performance 
○ The athleisure industry places a premium on quality and performance 

without sacrificing fashion
○ VSX is all about fit, function, AND fashion



Brand Analysis 
● Product

○ Victoria’s Secret’s versatile line of sports bras are well-known for their 
support and offer customers the ability to express their individuality 
through a variety of colors, styles, and patterns.

● Price
○ Sports bras: VS $30-63, Lulu $42-58, Nike $30-75, UA $25-55
○ Athletic pants: VS $50-70, Lulu $82-118, Nike $40-200, UA $40-90

● Place
○ VSX is available in VS stores and on their website.

● Promotion
○ Facebook page has 949k likes, Twitter account has 49.9k followers, 

and Instagram page has 871k followers
○ Primarily word-of-mouth advertising; specific VSX catalogue



Target



Meet Alice



Meet Sandra
Sandra is 43-years-old, married with a 15-year-old daughter (Kate), and living in Newton. 

She is the CFO of a staffing firm and makes $140,000. Combined with her husband (Hank) 

who is a lawyer, their HHI is $260,000. Sandra and Hank bought their house in Newton in 

2010 as Kate was preparing to enter for middle school.

She isn’t much of a TV watcher, but will turn on Food Network for recipe ideas, 

HGTV to help think of ways to spruce up the backyard, and is hooked on Game of Thrones. 

She listens to either WBUR or Mix 104.1 (depending on whether or not Kate is in the car) 

during her commute, and will usually flip through Women’s Health, The Atlantic, Bon 

Appetite, or Every Day with Rachael Ray before going to bed. Due to the nature of her job, 

she is constantly checking her phone for emails on Outlook. She also frequents the NY 

Times website and WebMD to stay up to date on news and health information.

Sandra loves hitting the gym, going on runs, and recently got into yoga. However, 

due to her hectic schedule she is usually limited to fitting them into her schedule on the 

weekends, or maybe once a week after work. 

As her interest in yoga has increased, she’s been looking for some more pants 

and sports bras that she can wear to the studio and/or gym, but also keep on if she has to 

run and pick up Kate before having time to change. While not an active shopper at Victoria’s 

Secret, she has recently been going to the stores more often to help out Kate. 

Upon seeing the VSX offerings in store, she was initially intrigued by their design, 

but is hesitant to try them out because she thinks they are part of the store’s Pink line and 

does not want to dress like her daughter.



Original Research
● SurveyMonkey - 177 female respondents (see attached)
● MRI+ data - women who work out 2+ times/week and women who spend $150+ on workout attire in the 

last 12 months
● Social media trends/observations - Facebook, Twitter, Instagram
● VS in-store visits - spoke to shoppers and salespeople, observed shopping habits
● VS website research - called corporate offices and spoke with associates



Strategies
●

○

●
○

●
○



Media Recommendation

● Magazines
○ The Atlantic, People,Fitness, Women’s Health, 

Shape, Bon Appetit, O The Oprah Magazine 



Media con’t
● Social media

○ Facebook, Twitter, Instagram
○ Tumblr
○ Due to a large social media following, utilizing a variety of 

social media platforms will allow VSX to stay on top of new 
trends and create buzz

● Display ads
○ Billboards, Commuter Rail Stations, etc.

● Seasonal advertising (4 seasons)
○ Different products are for different activities depending on the 

season 



Creative Brief
● Task: Earn trust among the target audience by establishing the strengths of VSX while forming it as its own 

unique line that still stays true to the Victoria’s Secret brand.

● Target: Women, age 25-44, college graduate, middle-upper class, urban/suburban, physically active, spends 
time outdoors, watches less TV than the average American, prefers reading magazines, confident, outgoing, 
spontaneous

● Barrier: VSX does not establish itself from Victoria’s Secret’s current offerings; our target does not think that VSX 
products are worth buying.

● Insight: Women want sportswear for inside and outside the gym so they can feel great while working towards 
their best.

● Idea: VSX provides fit, function, and fashion that allows women to express their personality while working out.



Creative Brief
● Proof:

○ Victoria’s Secret has proven it understands the many forms and shapes of the female body and has well-
established lines of lingerie and undergarments; VSX has been designed to provide supportive, high-
quality, and comfortable sportswear that can be worn during physical activities.

○ VSX provides a variety of styles and colors, and multiple options that express individuality 
○ Instagram account with over 800K followers: users are expressing a lot of positivity

■ “These are my favorite workout leggings! I love the bright colors and they are so so so comfy to 
work out in!”

■ “Those are the only sports bras I have.”

● Response:
○ Consumers will think of VSX as a go to brand for athleisure clothes
○ New Victoria’s Secret customers will try VSX

● Measurement: 
○ More traffic to the VSX section of the stores

■ Sales
○ Social media analytics

■ Likes, shares
■ Increased conversation among this line of products: create buzz



Creative Brief
● Thought starters:

○ SurveyMonkey responses
■ “I tend to look for more coverage, high quality, versatility, and being able to try it on. I would 

associate VS with ‘sexy’ clothing, and they throw their logo on EVERYTHING. I'm not too keen on 
logos. If it was sold in stores (not only in catalogs) I would check it out in store to see if it's 
impressive or not.”

● Mandatories:
○ Diversity among models
○ All images used in branding should convey strength and confidence
○ Use a gym setting instead of a social setting as often as possible
○ Messaging/branding should allow customers to connect to the brand
○ Motivation
○ Not overly sexual

● Brand Promise:
○ VSX provides fit, function, and fashion that allows women to express their personality while working out.



Execution

- Ads show workouts squeezed in by a woman who has a job and a social life to fit in as well over the course of one week 
- Use only one model per "week" for continuity in each batch of ads



Execution
Below video:

“Ready to go home for the day,
but not before finishing up my 
#VSXEverydayWorkout
#NoRest #ThirstyThursday
#ThirstyForAbs #KnockOutFit”

http://www.youtube.com/watch?v=VkL9QLSPssQ
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