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Exectutive Summary

This report will focus on three emerging American and global 
trends: Rise of the Latinx, Ritual Empowerment & Radical 
Transparency and there corresponding product interpretations 
for Autumn/Winter 2020/21.
 
Through analyzing these upcoming trends, the report will high-
light key takeaways to harness them for the Los Angeles market 
and suggest impactful retail and communication strategies to 
highlight the opportunity for a positive ROI for Wolf & Badger.



Brand History

Wolf & Badger is a marketplace with over 800 independent fashion 
and lifestyle brands was founded in 2010 by Henry & George Graham. 

(Wolf & Badger, 2019)
According to Dasha Sessions, the Brand Manager, Wolf & Badger was 
founded on the idea of being a gallery to showcase the work of young 

and unique designs and give them a platform to sell their designs.
Their first store was opened in Notting Hill in 2010, expanding to a 

second store in London, then in March 2017, a store in New York City 
and then opening a new store in London’s Coal Drops Yard in July 

2018. (Imms, 2019)
The company has plans to expand its store concept to the American 

West Coast and open a store in Los Angeles.



SWOT Analysis

Key takeaways:

Ethical values are becoming more and more im-
portant within the retail industry. Moreover, while 
big brands struggle to make it part of their con-
cept,  Wolf & Badger has a massive advantage as 
it already is the core of its brand values and does 
not need to be added to the brand.
The unique concept and product range allow the 
brand to stand out on an already saturated market 
in California as long as they make sure to build up 
a sharp visual brand image so people can identify 
with the brand and 
become loyal customers.



STEEP Analysis
Key takeaways:

With its high population, California has 
many opportunities for retail brands to 

find their ideal customer. Especially His-
panics are an emerging customer group, 

which is currently still underserved.
With an updated store concept and the 
newest technology, brands will be able 
to enter the Los Angeles market, build 

a loyal customer base, and survive any 
political changes within the country.



When describing the Wolf&Badger core brand values, two words can 
not be missed: sustainable and ethical. However, Wolf&Badger com-
municates no clear visible communication or definition. 
Before continuing, these subjects need to be defined, and so they can 
then be communicated adequately. 

What is Sustainability?

In his book, Sustainability Kent Portney cites the definition of the World 
Commission on Environment and Development (WCED) from 1987 
which is still relevant today: “sustainability is an economic-develop-
ment activity that meets the needs of the present without compromis-
ing the ability of future generations to meet their own needs.” (Portney, 
2015)
He continues saying that “at its core, sustainability is a concept that fo-
cuses on the condition of Earth’s biophysical environment, particularly 
with respect to the use and depletion of natural resources.” (Portney, 
2015)
Most importantly, our natural resources are limited and can not be 
exploited endlessly. With an earlier Earth Overshoot Day each year, the 
day when humans use up more resources than the Earth and environ-
ment can regenerate in a year,  a more sustainable conscious approach 
to life and economy becomes more and more crucial. (Global Footprint 
Network, 2019)

Furthermore, we have to look at the retail environment, its brands, and 
the ethics in production.

“The basic premise of sustainability 
is that Earth’s resources cannot be 
used, depleted, and damaged indef-
initely. Not only will these resources 
run out at some point.” 
(Portney, 2015)

Ethics & Sustainability



What makes a brand ethical? 

The impact can be divided into three categories: “people, planet 
and animals.”
It is essential to look at the entire supply chain and make sure that 
every person involved in the production process can work under 
good working conditions and gets paid fairly.
Tying in with the sustainability definition, the way a brand uses re-
sources, handles use ióf chemicals, and its emissions are crucial for 
ethical production.
It is crucial to make sure all animals are protected as well and to 
check where materials such as wool are coming from (to avoid 
mulesing) and how leather is being used. 
(McClymont, 2019)

“Ethical brands are growing at twice the rate of their non-ethical 
counterparts and show no signs of letting up. More than ever, mar-
keters are realising that corporate social responsibility (CSR) pays 
dividends in increased brand trust and, ultimately, sales.”
(Davis, 2007)

Key takeaways:

In these uncertain times, people care a lot more about the environ-
ment than in the past decades, which gives brands with a focus 
on sustainability and ethics a considerable market advantage. It is 
important to take over responsibility and be open about the supply 
chain, wages, and mostly honest communication with the customer

"Ethical fashion 
represents a shift towards 

being conscious of how 
our choices impact the 

planet and its inhabitants" 
(McClymont, 2019)

Figure: IMPORTANCE IN DEFINING AN ETHICAL BRAND (Davis, 2007)



What does the brand stand for?

In the store in Coal Drops 
Yards, Wolf&Badger com-
municates its brand values 
on a screen, which gives 
the customer a general idea 
of what the brand stands 
for.
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Brand Essence

Key takeaways:

At its core, Wolf&Badger is a brand that 
offers unique, eclectic pieces for a creative 
customer with a focus on sustainability & 
ethics.



Los Angeles Competitor Analysis 

- global retail online/offline 
stores.
- huge selection of unique 
homeware & lifestyle prod-
ucts with a bohemian feel
- the go-to place for unusual  
pieces
- in-store events

- homeware, fashion, jewelry, 
apothecary 
- “Refined handmade goods 
and carefully selected ob-
jects from around the globe. 
Available online and in-store.” 
(The Arc Shop, 2019)
- focus on product range 
made from female workers 
around the world

- homeware, fashion, jewelry
- selection of small unique 
designers

- online  global marketplace 
for fashion, jewelry & lifestyle 
products
- pop-up stores to engage 
with the community
- many events to celebrate 
local artists

Key takeaways:

As a mix of all, Wolf&Badger will be similar, yet unique enough to earn its rightful space within the Los Angeles retail 
market.



Influential Trends

RISE OF THE LATINX RITUAL EMPOWERMENT RADICAL TRANSPARENCY
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Rise of the Latinx

One of the biggest trends and changes in society is the rise of Hispan-
ics in the United States over the last decades. “By 2024, nearly half of 
the U.S. Millennial population will be multicultural.” (WGSN US Youth, 
2019). 

The 2018 midterm elections marked a significant shift in politics and 
pushed Hispanic representation in with 46 seats in the U.S. Congress 
to record high(WGSN US Youth, 2019). The Hispanic political participa-
tion will also shape the outcome of the 2020 presidential election.
Alexandria Ocasio-Cortez, one of the political key figures, is especially 
influential with Millennial and Gen X as she uses her Instagram-Plat-
form (3.9.m followers) to talk bout politics, but also shares her skincare 
routine, etc. (Houghton, Fried 2019)

More and more Hispanics are represented in pop culture and celebrat-
ed for their influences, especially in mainstream music and T.V.
Especially in California, the state with the highest Hispanic population, 
the Hispanic consumer needs to be considered in any retail and com-
munication strategy.
“Latinx consumers—the youngest minority group, with a median age of 
just 28—are swiftly approaching their peak earning years, accounting 
for 75% of all U.S. labor force growth over the last six years,” making it 
a market with lots of potential (Nielson, 2019).

(Source: LSN - Houghton, Fried 2019)



Ritual Empowerment

With the rise of the Hispanic population, we can also observe the rise of 
the Burja (Spanish witch) and overall higher interest in spirituality and folk 
traditions in younger generations, as it allows “Gen Z to regain control in 
a global climate of disorder and disharmony.” (Friend, 2019). 

While the interest in traditional religious institutions may be declining, 
80% of UK and US-based Millennials/Gen Z say “they feel a sense of 
spirituality and believe in a higher power” (Friend, 2019) and are interest-
ed in spiritual practices to balance out the phenomena of generational 
anxiety.

This updated interest in New Age beliefs and rituals comes from the 
digitalization of these ancient teachings and the rise of apps for Astrol-
ogy and Tarot readings. Alternative practices and their Social Media key 
figures are gaining an increasing following and empower their followers to 
express themself in all aspects of their life. 

Emilia Ortiz, a modern spiritual leader, “uses her digital platform to show 
how spirituality has links with everything from sexuality to race, skincare, 
and eating” (Friend, 2019) and to celebrate her Puerto Rican heritage.
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Radical Transparency

Spiritual practices encourage to connect with the inner self and recon-
nect with nature and valuing natural resources.  

In a time where we are moving from climate change to climate crisis, 
customers rethink their consumption and are more critical of the ma-
terials used in the products they buy and their impact on the environ-
ment. 

The Greta Effect and movements like #FridaysForFuture show clearly 
that the younger generation is not afraid to speak up, demand change, 
and dig deeper.  Society is “transforming (their) feelings of anxiety into 
fighting for their beliefs and values, and by 2020 local activism will be 
the new normal.” (Bell, 2018)
In a retail environment, customers will ask more questions about pro-
duction and demand a transparent supply chain and margin. 

“Consumers want to know who has made their clothes. People are really ask-
ing the question, going deeper into the brand supply chains.” (Fish, 2019)



Target Customer:

Consumer profile:

- love sharing what they like  with their friends & family
- community-focused
- love reviews and reading them before purchasing and will 
influence decision-making
- Spanish is key: “language is a strong cultural connection point” 
(Nielsen, 2019)
- heritage and their roots are significant
- want to shop local and support community
- shop mostly online
- in-store shopping is a family outing/ way to spend 
time together
- value an organized well-structured store
- Latinx consumers love merging  their digital and physical 
shopping experience
- demand for a digitally augmented experience

To future-prove the Wolf&Badger, it is crucial to focus on  Millennials and rising Generations like Gen Z.
However, Los Angeles provides the brand with a tremendous opportunity to also focus on an emerging and widely overlooked mar-
ket: Hispanics.

“By 2023 the buying power of the United States Latinx population is expected to top $1.9 trillion, which is higher than the gross 
domestic product (GDP) of countries like Australia, Spain and Mexico.” (Nielsen, 2019)

pictures from
 the 2019 N
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“Latinx consumers select 
brands they like whose image 
and values align with their 
own? 45% of Latinx consumers 
expect the brands they buy to 
support social causes, a rate 
17% higher than for the total 
population. “(Nielsen, 2019)



Recommended Location:

Over the last few years, the neighborhoods in the LA North, 
situated east of Hollywood, became more and more popular, 
attracting the creative modern crowd and celebrities at the same 
time.
In an article on WGSN, LA experts say that the Los Feliz, Silver 
Lake & Echo Park area has a “thriving creative community with 
fashion-forward shopping; emphasis on local designers”(Hurip, 
2019). 

Opening a new store in Silver Lake will align perfectly with 
Wolf&Badger’s brand identy.



Visual Merchandising & 
Retail Strategies:
Celebrate Hispanic Heritage

- Make use of Silver Lake Hispanic Heritage by incor-
porating Hispanic inspired elements in the retail space 
with a modern twist and bold colours.
- Incorporate homeware/decor elements that are for 
sale within the sale space (Example: Anthropologie)
- playfully mix vintage furniture from various earas as 
Millennials are interested in “mix-and-match newstal-
gia”.(Dickinson, 2019)
- Latinx prefer shopping in their native language, so to 
guarantee the best customer service sale personnel 
needs to be fluent in Spanish 

“Don’t reinvent the wheel; refresh it 
with a pick-and-mix of inspirations 
from the past to inform contemporary 
designs” (Dickinson, 2019)

Focus on community

Communal Space throughout the retail space that invites to 
sit down, chat & connect with others

Glass Studio Space
- Meet the Maker 2.0: brands are invited to use the Studio as 
their workspace. Opportunity for brands to meet their cus-
tomers in person
- Workshops with brands: Customers can get involved in the 
process of making and customizing their product 

Suggestion: Collab with Stela 9: Workshop creating natural 
dyes and celebrate Guatemalan heritage 



Ritual Empowerment

- Wellbeing in focus 
- Create spaces to disconnect (trend of 2020, WGSN) 
“Holistic approach to build up their mental resilience in a more 
sustained and deliberate manner” (LSN, 2019)

- Conscious in-store Crystal Workshops (collab with Spellbound 
Sky, New Age store in the neighborhood) to help people relax 
and educate them about the ancient benefits of healing crystals 
and alternative traditions
Mystical-Inspired Art

- add illustrations and mural from Artist Darren Thomas Magee, a 
California-based artist, to the retail space
- his illustrations are celebrated on Instagram and will draw in LA 
Creative Customer
- add his prints to product range

Digital Transparency

Merging Online & Offline experience:
- QR-Codes on rails allow the customer to connect with 
the maker, gain access to Maker/Designer-Interviews, 
Studio-Tours 
- QR-Code on each tag allow the customer to learn more 
about the materials, transparent supply chain & links to 
customer reviews of item and brand.
 
- easy access to reviews to build brand trust: 
“64% US Hispanics say they read online reviews before 
making a purchase (US Youth: Hispanic Consumers, 
WGSN 2019) 



Product Trend Forecasting:
Inspired by the emerging trends mentioned in the first part of the report, corressponding product trends for the upcoming A/W 20/21 
season can be identified.

According to the WGSN Trend Forecasting Team, these are the identified colors of the season for the North American markte:
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Trends Autumn/Winter 20/21

ETHICAL WANDERER MODERN MYSTIQUE ECO EVOLUTION
“Authenticity, technology and sustainability will become more important than ever for the North America market in A/W 20/21, and this will directly impact 

colour choice, with contemporary fashion directions that explore natural inspirations, as well as transseasonal brights that can work year-round.” 
(WGSN Colour team, 2018)
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Recommendations

In AW 20/21, craftsmanship, beading and weaving tech-
niques and artisanal Latin American designs influences 
will be showcased on key accessory items such as 
“blanket scarves and wraps, crafted earrings, beaded 
bags and belts”  (WGSN Buyers’ Briefing, 2019). 

The demand for crochet, handmade trimmings, and 
hardware will rise in the upcoming season. WGSN sug-
gests the following Hashtags to follow: #crafteddetails 
#consideredcraft #handcrafted 

Product Recommendations: 

Focus on handbags: with 22,7% handbags are still the 
number one luxury item customers, especially Hispan-
ics, like to spend their money on.

A brand that would work well is the ethical Guatema-
lan-American brand STELA 9  as they embody the 
Wolf&Badger brand values and work closely with indige-
nous Guatemalan people.
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Recommendations
Product Recommendations: 

A brand that would work well is the LA-based brand Astara, as they take the 
trend of healing crystals to the next level and adorn their sustainable hand-
crafted shoes with crystals for support positive energies with each step. 
(Astara, 2019)

As mentioned earlier, Wolf&Badger should consider selling prints & post-
cards by Darren Thomas Magee. He also works a lot with brands to cre-
ate bespoke illustrations andcould create an exclusive print collection for 
Wold&Badger.

Not only will the ritual empowerment and Now Age 
movement influence the people, but it will also make a 
significant influence on the A/W 20/21 season, especial-
ly occasion wear for the festive months will be refined 
by mystical prints.

Designs and prints of the upcoming season will be 
inspired by astronomy, ancient alchemy prints, and the 
19th-century Victorian age (Wharton, 2019). Delicate 
star prints will work nicely with feminine details and will 
make A/W 20/21 extra magical. (Watkins, 2019)
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Recommendations

Product Recommendations: 

A great brand to work with would be T/ALA. The sustainable new brand 
from London already had a very successful Pop-Up in LA & Collabora-
tion with LA- Starlet Jordan Woods. LA- customers are familiar with the 
brand and after a completely sold out pop-up, have proven to love it.
The founder Grace Beverly is a Gen X - Influencer/ Activist herself and 
with a following of over 1million, has a significant reach on social media 
to possible promote Wolf&Badger collaboration (for free). 

While all markets try to tap into natural fabrics, the best opportunity to stand 
out will be within the activewear range and challenge a market filled with syn-
thetic fabrics to use eco-friendly recycled materials and be completely trans-
parent of the production process.

“Fabrication and colour is key in local and limited production from brands with 
integrity and a cause. At the core is a palette of muted greens and browns, in 
part inspired by our increasingly polluted atmosphere” (Textile View N.127)

As Yvonne Kostiak and Clare Varga mention in their Women’s Active Apparel 
report, a key item of the season will be the Power Bra made from sustainable 
materials, which will empower the woman who wears it to perform the best 
during her workout with minimal impact on the environment (Kostiak & Varga, 
2019). It is ideal to invest in the sports bra range as “the global sports bra mar-
ket is expected to reach $142 million by the end of 2025, growing at a CAGR 
of 10.7% from 2019 to 2025.”(Kostiak & Varga, 2019)



E-Commerce & 
Digital Strategy Proposal

Objective:
create impactful campaigns that communicate brand 
values, strengthen customer loyalty, drive sales, and 

educate the conscious consumer.



Analysis Current Strategy:
E-Commerce: 
-  no clear communication on ethical values behind Wolf&Badger on homep-
age
- for vest practice look at online retailer Accompany - they mention their val-
ues write when you arrive on their landingpage

Suggestions: making “ethical” center of the website 
- Create more content that is educational & entertaining 
- Brand Values need to be visual on the homepage (without scrolling)
- Be more strict: “encourage” should change into requiring
- Adding more info on makers & materials and encourage brands to share 
their supply chains, wages & margins for more transparency
- Digital Content / Studio Tours. Showcase new designs in video format
- Content needs to be accessable in-store through QR-Codes
- To highlight the ethical focus even more change the W&B tagline to: WOlf & 
Bader - Independant ethical brands. 

Social Channels:
- with an engagement rate of onyl 0.17% and average comments of 3.28 per 
post (socialblade, 2019) the W&B Instagram currently has no real engagement 
and huge growth potential
- In the future, nourish and grow W&B Online-Community 
—> posts need to be more engaging, using Instagram Story highlights to 
highlight events & educate customers on sustainable materials 
(—> W&B Sunday School)
- clear communication of values 
- Community focused



Campaign 1: 
Hispanic Heritage 

Exploring Guatemala 

In honor of the Hispanic Heritage Month from September 15th to October 15th, 2020 the Wolf & Badger 
team can collaborate with a small group of niche influencers (such as Lee From America) and the brand 
Stela 9 to visit the artisanal makers in Antigua, Guatemala to take part in a Guatemalan crafts workshop.

Images and videos produced during the trip can be used for overall digital communication strategy and 
also across all stores to emphasize ethical fashion. 
During Hispanic Heritage Month, pictures can be used to promote products with Hispanic influences such 
as the bags from Stela 9 online.



Timeline:

January 2020:    discuss trip with Stela 9, reserve opening for July/August 2020
February 2020:   book influencer research & booking (suggestion @Leefromamerica)
March 2020:    book flights & photographer
July 2020:   1 week trip to Guatemala 
August 2020:    post production photo/video material and media planning
15.Septemer 2020:   invite Stela9 founder to LA store for in-store event to kick of Hispanic Heritage Month
September/October 2020:  in-store/online pomotion during Hispanic Heritage Month



Campaign 2: 
Crystal Education
To accompany and promote the in-store crystal workshop men-
tioned in the section on retail strategies, Wolf&Badger can also 
collaborate with Spellbound Sky online to create social media 
posts inspired by healing crystals.

Spellbound Sky will choose a  crystal such as rose quartz, write 
a short text on the healing properties and the Wolf&Badger 
product team will pick matching products from their online shop 
(example a pink-colored clothing item) to match the crystal.

This is a very quick way to continuously tap into the mystical 
movement and create new content that is educational and pro-
motes sales at the same time.
Rose Quartz is the stone of universal love.  It 
restores trust and harmony in relationships, 
encouraging unconditional love.
(Charms of Light, 2019)
Timeline:
 
February 2020:   reach out to Spellbound Sky & plan event in-store
March 2020:   create content (crystal - product pictures)
April 2020:   in-store Crystal Workshop and promotion through   
   crystal content online
May-July 2020:   add crystal content throughout other social media  
   postings



Campaign 3: 
Eco Sunday School

To create more transparency throughout the Wolf&Badger and the brand they work with, 
it would be beneficial to be open about supply chains and educate customers on specific 
sustainable processes.

This can easily be done in a weekly Podcast on Sundays with the 
name “Eco-Sunday School”potentially record it over the phone to 
avoid travel costs. Wolf&Badger can invite designers they work with 
to speak about materials they use, explain the design process and 
their approach to fair wages etc.
The podcast is aimed to inform the customer and educate them on 
sustainable practices & materials. If will also help to promote brand 
loyalty as the customer will come back regularly to learn more.

In the future, the podcast can also be turned into a live in-store event 
and discussion to engage with the customer base in person. The 
talks can be recorded and later streamed via video or podcasts plat-
forms.

Timeline:
 
February 2020:   research podcast topics
March 2020:   reach out to brands that cover topics
April 2020:   start recording first 4 podcasts
May-July 2020:   start postporduction & release the first podcast 



Conculsion
To guarantee Wolf&badgers sucessful store opening in Los Angeles and future 
succes in the Californian retail environment it is important to tab into local trends 
and movements and look beyond what other brands are offering. 

Making Hispanics, the biggest underrepresented minority group and strongest 
buying section in the future in California, central to the retail stargey will help 
Wolf&Badger to stand out in Los Angeles.

Staying true to the brands core values: sustainability & empowering ethical inde-
pendtant brands while focusing on a startegy that is based on community, ethics 
and alternative apporches will lead the company to a successful LA store.





Appendix





Case Studies:
Visual Communication of ethical values
Bad practice: Stella McCartney (London)

While Stelle McCartney is famous for her sustainable and ethical 
design approach within the fashion industry, there are no signs of 
in-store communication about it. A customer, who might not be 
familiar with the concept will not even notice it when entering the 
store for the first time. 

Good practice: ALBIVA - (Pop Up Floral Street, London)

Luxury beauty brand Albiva has a clear visual communication of 
their values and what they stand for, they also use igredients used 
in their skincare as decor. It makes it very easy for the customer 
to understand the brand values right after entering (or even just by 
looking through the store window).

pictures from store visits by author.



Visual Merchandising: (Anthropologie London Chelsea)
The Anthropologie store can be accessed through a relatively small storefront and at first glance, might seem unimpressive. 
However, once you enter through the old-school door, the customer feels like entering the magical world of Narnia, as the store 
opens into a large sales floor with lots of nooks and corners, various colorful decorations and many seating areas. The store 
layout encourages t the sense of exploration in the customer, making an Anthropologie store visit a unique experience.
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Mindmap: Thoughtprocess & Inspiration
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