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Brand Name 
 

THE NAME – WHY “VAULT”? 

Vault has been chosen as it represents a chamber usually found in the lower levels of a 

building (e.g. banks). As the Vault clothing stores are always found downstairs, this creates a strong 

connection between the name and the brand identity; the arrow in the logo pointing down is meant 

to further emphasise this. In addition to this, Vault products are meant to be perceived as valuable 

and desirable - exactly the type of products you would expect to find in a real vault. These features 

of the name create an analogy in the consumers` minds that works both in the conscious and the 

subconscious levels.  

 

Semiotics was given great consideration while creating the name and the logo, every detail 

was carefully analysed. Regarding the arrow pointing down, this has been integrated into the logo in 

order to further emphasise the location of Vault stores - always downstairs. The letters are all black - 

a colour which accentuates masculinity and is of a classic nature (just like the clothing line available 

in the stores). The letters are bold and strong; which also points to masculinity - the main identity of 

the Vault brand.  

 

Simplicity is one of the main characteristics of Vault. The symbols are all strong while they 

maintain the "simplistic" status. The result is arguably and easily distinguishable brand name which 

aims to attract as many of the target consumers as possible.  

 

Vault is using a 'universally-recognised, commonly-shared and conventionally-used sign 

system' (Applied Semiotics 1996) in its name, thus avoiding confusion among consumers - again in 

relation to simplicity. The above defined signs used by Vault are simple letters and one arrow.  

 

The word is short and is likely to stand out. It contains five letters, among which three are 

considerably strong - the "V", the "L" and the "T". The word starts with a single strong letter and 

ends with the combination "LT", which stands out when pronounced (much like the famous "ST" in 

Starbucks). According to Clark (2007), such combinations of letters create distinguishable brand 

names and may be part of the founding blocks of success for the organisations represented by them.  

 

Augusto Ponzio from the University of Bari wrote in 2007 that semiotics is of a dialogic 

nature, as 'the meaning of a sign is a response, an interpretant that calls for another response, 
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another interpretant'. That being said, the Vault brand communicates with its target market using 

strong symbolism found in its name and logo. 

 

The target consumer of Vault products is a professional male, aged 18 to 35. He believes in 

his masculinity and has an affinity for suave yet simple clothing and the finer things in life. As a 

believer in the impressions clothes can create, he has classic tastes when it comes to what to buy. 

He prefers to stick with traditional and strong shades; like black and white. Even though he cares 

about how he looks, he does not particularly enjoy spending too much time in clothing stores. This is 

why Vault attempts to keep everything neat, simple and masculine.  

 

Vault's second target market, females with partners (but no children) are also carefully 

analysed. The typical female consumer is willing to help her man increase his style and masculinity 

by buying Vault clothing. This person is expected to go shopping either with her partner or alone 

(e.g. buying surprise gifts).  

 

These typical Vault consumers are part of the socio-economic group BC1 and are stage 1 or 2 

in terms of family lifestyle cycle (bachelors or newly married with no children). Targeted men are 

conservatives when it comes to style and they are considered to be introverts. They have a medium 

to high income; in particular a substantial disposable income; and tend to be present in the urban 

landscape.  

 

Vault is seeking to achieve a high brand loyalty considering the 80:20 rule: most of the time,  

80% of products sales come from 20% of the customers (Jobber 2009). According to the same 

source, it is acknowledged the Vault target market ("urban prosperity") represents 11.5% of the UK 

population.  
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USP 
 

Vault’s positioning strategy is directly related to its unique selling proposition, which Martin 

Davidson refers to as the ‘added value’ that can change a product into a brand (Davidson 1992: 23). 

Vault’s USP revolves around the idea of manliness; 

‘Vault offers men masculine clothes and a unique shopping 

 experience that reflects their masculinity’. 

The layout of the Vault stores is also referred to in the USP: every Vault store is located 

underground; with the window displays at the street level; and has a layout and ambience similar to 

a typical ‘bachelor pad’. The purpose of this is to create a more masculine image around Vault, an 

image that will make Vault a familiar place for those men less interested in shopping or fashion. 
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Segmentation and Targeting 
 

Market segmentation consists of separating a different market in sub-markets (Jobber 

2010). Segmentation also helps to create a better marketing strategy for a specific target audience. 

 

 The Vault brand will have to undergo a process to make sure it is well-established into the 

competitive UK market. This process will enable the brand to communicate effectively with the 

customer base. Firstly, Vault has to identify a suitable method to segment the market as a whole. 

Secondly, has to identify nature and features of each target group. Thirdly, the business has to 

position the product in the whole market, and then create a unique perception of the target group. 

Finally, Vault has to develop a suitable marketing mix, and tailor the elements to the needs of the 

group. It is vital that the business undergoes this process in order to be successful; otherwise an 

incorrectly established brand is likely to fail if the business does not know its customer base and 

does not know how to reach them. 

 

Vault brand profilers will use demographic, geographic, and psychographic segmentation in 

order to divide the market into smaller variables to establish correct target audience. Firstly, 

demographics will help Vault to communicate with the correct audience, emphasising the age, sex, 

and income (Jobber, 2010). Vault’s primary segment is young professional males aged 18-35 with 

moderate source of income or in education, which Mintel 2010 established that these are the most 

active age demographics. The secondary market is represented by women with partners. Women 

love to reveal the true masculinity in their partners – and the Vault clothing can do just that through 

the brand and image the advertising will portray. 

 

According to family lifecycle stage, Vault will concentrate on stages 1 and 2 – bachelors and newly 

married (with no children). These males do not have many financial constraints and therefore 

substantial disposable income. 

 

Since Vault is a new business that is being introduced to the UK market, it is needs to divide 

the market into sub-markets to be able to focus and their advertising in a certain area. Geographic 

segmentation helps Vault to focus on one particular sub-market- London, England. Vault has chosen 

this area due to the population density.  

 

Psychographic segmentation will help Vault understand the lifestyle and personality of their 

target audience. This knowledge will help then to supply their target audience with their needs and 
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wants in terms of trends and comfort.  Vault is segmenting the group through classes BC1, which will 

help them identify the trends that are being sought in the market (Mintel 2010). 

 
Targeting 

 

Another important aspect to be considered when analysing the male clothing market is 

Vault’s targeting strategies, which “will determine the content, look, and feel” of their advertising 

(Arens, Weigold, 2009). Based on the segmentation criteria Vault is able to focus on certain 

segments as their target market.  

 
Jobber and Fahy (2009) categorise four main targeting strategies: undifferentiated 

marketing, differentiated marketing, focused marketing, and customised marketing that a business 

can use to target the main audience. However, since Vault is targeting a specific niche market only 

some are suitable for consideration in order to communicate correctly to the target audience.  

 

The focus marketing strategy; concentrated marketing; is most suited for Vault since they 

are targeting a niche market and are going to communicate the advertising in a unique ways. This is 

where the company decides to target one segment with one marketing mix. This strategy is 

particularly appropriate for businesses operating in a niche market and with limited resources or for 

start up businesses. 
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Positioning 
 

Jobber and Fahy (2009) identify positioning as the choice of the target group, where and 

when the business will compete, and how will they do it. Also here are keys to a successful 

positioning strategy drawn out by Jobber and Fahy (2009): 

 Clarity – Vault must be clear on the target market  

  Consistency – since Vault’s target market is consistently bombarded with messages, they 

need to break through the noise 

 Credibility – differential advantage has to be credible in the target customer’s minds.  The 

main purpose of positioning is ‘to own a word that ranks the product in the prospect’s mind’ 

in order to make the brand memorable (Arens, Weigold, Arens 2009.  

 Competitiveness – competitive advantage; a product/brand has to have a competitive edge 

in the market; which means Vault has to create a unique selling proposition that will add 

value to the image and transfer it into a brand (Jobber 2010).  

These are some of the key points Vault has to consider before positioning their strategy.  

 

The main purpose of positioning is ‘to own a word that ranks the product in the 

*consumer’s+ mind’ in order to make the brand memorable (Arens, Weigold, Arens 2009). Vaults’ 

advertising has to be strong to make sure that the target market understands the message that Vault 

is trying to portray.  Vault is trying to reach men on a different and modern level using the sexual 

and masculine appeal. This will help them to position Vault away from the competition in the 

market.  

 

Below is a positioning map which highlights where Vault see themselves in the market:  
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Consumer Characteristics 
 

The target consumer of Vault products is a professional male, aged 18 to 35. He believes in 

his masculinity and has an affinity for suave yet simple clothing and the finer things in life. As a 

believer in the impressions clothes can create, he has classic tastes when it comes to what to buy. 

He prefers to stick with traditional and strong shades; like black and white. Even though he cares 

about how he looks, he does not particularly enjoy spending too much time in clothing stores. This is 

why Vault attempts to keep everything neat, simple and masculine. 

Vault’s second target market, females with partners (but no children) are also carefully 

analysed. The typical female consumer is willing to help her man increase his style and masculinity 

by buying Vault clothing. This person is expected to go shopping either with her partner or alone 

(e.g. buying surprise gifts). 

These typical Vault consumers are from the socio-economic group BC1 and are stage 1 or 2 

in terms of family lifestyle cycle (bachelors or newly married with no children). Targeted men are 

conservatives when it comes to style and they are considered to be extroverts. They have a medium 

to high income and tend to be present in the urban landscape. 

Vault is seeking to achieve a high brand loyalty considering the 80:20 rule: most of the time, 

80% of products sales come from 20% of the customers (Jobber 2009). According to the same 

source, it is acknowledged the Vault target market (“urban prosperity”) represents 11.5% of the UK 

population. 
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Impact of Media Consumption 
 

After identifying our target audience and segmenting our market we can begin to map their 

media consumption which enables us to identify the best platform in which to communicate our 

message. We can begin to make assumptions as to their media habits and as 92% of adults watch TV 

in their spare time, TV advertising is a highly efficient medium to reach the target consumers (Key 

Note 2010). On average adults spend 3.3 hours a day watching television and from statistic sites 

such as BARB we can see weekly reports of the most watched programmes. Going on assumptions of 

our typical audience we believe our consumer would watch channels such as Sky, E4, BBC and 

Comedy Central. Typically Mad Dogs on Sky1 reaches 1.46 million, (BARB 2011), securing an 

advertising slot or even product placement within channels and programmes such as these would be 

a wise and beneficial investment.  

 

As our target audience is a professional male it can be assumed that he has a job or is in 

education and commutes privately or on public transport; such as trains; this leads us into looking at 

free newspaper releases such as Metro. Despite being a small compact newspaper the Metro 

distributes over 1.3 million copies across the UK on weekday mornings making the Metro the fourth 

biggest newspaper in the UK and there is a very real possibility our target audience commutes via 

trains or buses on the way to work and comes across one of these newspapers. (NRS 2011) 

 

Moving on from public transport, if our target audience drives to work it is likely that he may 

tune into various radio stations whilst waiting in peak hour traffic. With radio listenership figures it is 

hard to define a gender preference however our store is to be launched in London therefore we 

have looked into listening figures for the radio stations that cover London and the surrounding area. 

For example, Capital FM, which launched a survey into an area of 10,984,000 adults over the age of 

15, and according to their results their radio station was listened to by 1,961,000 (18%) people each 

week (Media UK 2010). 

 

According to Mintel statistics younger consumers and ABC1s are prime users of the fastest-

growing broadband platform, mobile broadband (Mintel 2008 – Emerging Media and Technology 

UK). As Smartphones and Iphones own a large segment of the population; their influence continues 

to grow and within that grows a supply of innovative applications, features and consistent access to 

social networking sites such as Facebook and Twitter. Despite it generally being considered women 

are the more active participants in social networking sites membership figures indicate the main 

social media sites are largely male led (Mintel 2008 – Online Social Networking UK) It would be a 
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confident assumption to presume our key audience; young professional men; are active users of one 

or many social networking sites. 

 

Based on the assumptions of the media consumption of our target audience, an audience 
profile can be structured: 
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Media Selection 
 

 After various assumptions have been made about the media with which our target audience 

engages with on a regular basis, Vault must now research which of these platforms will be used to 

advertise on.  

 

In terms of broadcast media, radio is still a popular medium, commercial radio reaches an 

average of 33,059,000 people; 64% of the population (RAJAR, 2010). Using the figures from RAJAR’s 

quarterly data release from February 2011 of London radio [see figure 1 in appendix], Vault can 

establish which stations reach the largest number of listeners. From figure one it is evident that 98.5 

Capital FM, 102.2 Smooth Radio, Heart London, 105.4 Magic FM, Total Absolute Radio (London), Kiss 

100 FM, LBC 97.3 and talkSPORT are the most listened to stations. Vault will place its advert [see 

figure 2 in appendix] on these stations and since the target audience of BC1 18-35 males commute 

to work, it will be aired during the commuting hours of 6-10am and 4-7pm. 

 

‘TV has always been amazing value because it delivers more profit than any other advertising 

investment’ with television giving ‘the highest return of any medium; £4.5m per £1m spent’ 

(ThinkBox 2010) so it is important for Vault to use television advertising as their second broadcast 

medium. By analysing the BARB Quarterly Reach Report from 2010 [see figure 3 in appendix] Vault is 

able to find which stations their target audience watch most frequently: by analysing 16-44 year old 

viewing figures and cross-referencing them with the viewing figures for ABC1. Figure four in the 

appendix shows an extensive list of channels and possible programmes that Vault would place their 

television advert [see figure 15 in appendix] on and during. However, it is important to note that 

whilst the report by BARB shows that ABC1 16-44 year olds watch children’s television channels, 

since Vault is  targeting lifecycle stages 1 &2, children’s channels have been omitted from the final 

channel selection list. Also omitted are non-commercial channels. Vault will place its advert over 

evening peak times; both early and late; 6-11pm and will be broadcast by region; to London and the 

surrounding area. 

 

In addition to broadcast media, Vault will also use various outdoor and transit media. Vault’s 

target audience commute to work and therefore will see outdoor adverts such as billboards; 48 

sheets; bus stops and phone boxes. They will also see transit adverts such as those in the London 

Underground; 12, 48 and 96 sheets, media walls, wonder-walls and stair and escalator panels; train 

stations; rail stair lift and escalator panels; and the inside of buses; headliners. Vault will place their 
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adverts in these media both in London city centre and surrounding areas so as to reach the largest 

proportion of their target audience as possible. 

 

Vault will also use print advertising for their campaign. The first of these will be newspapers 

since 21,840,000 ABC1 adults and 14,583,000 15-44 year olds read newspapers (NRS 2011). As 

shown by the NRS 2011 Latest Top Line Readership Survey, there are a wide selection of daily, 

Sunday and free newspapers that Vault’s target audience engage with. From the statistics shown in 

figure five of the appendix, the target audience read various tabloid and broadsheet newspapers. 

Vault will use full page display ads. Figure five also illustrates the magazine supplements the target 

audience read on both weekdays and weekends. Figure six in the appendix details all newspapers 

and supplements Vault intend to advertise in.  

 

The second form of print media Vault will use is magazines seeing that 15,962,000 males read 

magazines (NRS 2011). Figure seven in the appendix shows NRS 2011 Latest Top Line Readership 

Survey data for the magazines most read by males. This shows Vault which are read most often by 

their BC1 18-35 target audience. However, it is not only stereotypical men’s magazines that are read 

by Vault’s target audience. When looking at the NRS 2011 Latest Top Line Readership Survey data for 

women’s magazines *see figure 8 in appendix+ it becomes evident that men also read a small 

selection of women’s magazines. It is therefore important for Vault to advertise in these magazines, 

as they will then target both the primary and secondary target audiences with one advert. Figure 

nine in the appendix gives the full list of magazines that Vault will place their adverts; display ads; in.  

 

‘Most people log in to social networks throughout the day, although 43% check social networks 

before bed, and one in five check them when they wake up’ (Risk 2010:2) and ‘Most respondents 

make complaints via a website (44%)’ (Risk 2010:2) so having a company website but also social 

networking profiles is important for Vault in the new-media age, especially since ‘18-34 year olds are 

the most likely to log in’ (Risk 2010:2). So Vault will create a company website which will hold brand 

information; such as the history of the company, company values and clothing ranges. The website 

will also give consumers the chance to give feedback or suggestions about clothing ranges or about 

the shop layout/shopping experience. The website will also link them to Vault’s Facebook page *see 

figure 10 in appendix] and Twitter page where consumers can interact with other consumers and 

also with Vault itself. The social media sites will allow customers to communicate with each other; 

share their purchases and discuss their shopping experiences. The social media platforms will allow 

Vault to launch their clothing ranges, receive feedback and set up competitions for customers. The 
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social media sites will also enable Vault to post links to their adverts which will previously be 

uploaded to YouTube via Vault’s channel and furthermore will give customers the chance to share 

Vault’s adverts with friends and colleagues, sending out Vault’s brand messages to a wider audience; 

and hopefully making their adverts viral hits.   

 

Finally, Vault will use a guerrilla stunt as part of their advertising. On the opening day of the 

shop, the mannequins in the shop window will not be mannequins but in fact real women. These 

women will be dressed in clothes from the Vault range [see figure 11 in appendix]. Throughout the 

day, one by one, the women will move from the shop window and disperse around London city 

centre. This will create a buzz within the city centre and people will look at the women; what they 

are wearing and where they are from; thus attracting them to the new Vault store.  
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Adverts 
 

After the media selection process and based on a creative brief [see figure 12 in appendix] 

Vault must then create adverts to promote their brand.  

Because advertising is a two-way process of communication in which the audience is 

‘neither homogeneous nor passive’ (Goldman 1987: 695), the advertisements for Vault try to make 

the audience an active part in decoding the advertising message, through the use of a particular type 

of language tailored to two main communications objectives; firstly to create a brand image that is 

likely to appeal to the target audience in order to generate sales, and secondly to inform potential 

consumers about the benefits of using the brand. Also, Vault is trying to encourage men to be 

different in the social context, in which it may be argued that men are highly emasculated; 

advertising within the fashion industry depicts men with strong feminine traits that are augmented 

by the style of clothes they wear. Thus, Vault seeks to enable men to be different by wearing 

masculine clothes that reflect who they are. Certainly, there are a great number of target consumers 

receiving the same message through the same advertising campaign, so one cannot possibly be 

different from other people just because they wear Vault clothes. But then again, ‘The trick is to be 

different like other people’ (Myers 1994: 83). 

The ‘Why she wears your new Vault shirt’ advert *see figure 13 in appendix] relies on the 

synergy between pictures and words to create ‘a unified sales concept more powerful than either 

words or pictures alone’ (Bly 1990: 23). Instead of being built solely on images or using a few odd-

looking words ‘as if the copy in advertisements was a mere design element’ (Ogilvy 1983: 88), the 

advert follows the illustration-headline-copy model which has proven highly successful in terms of 

sales over the years1. The reason for this is; as Alastair Crompton explains; that this layout is in 

accordance to the order in which the audience reads ads: image, headline, body copy, and 

logo/slogan (Crompton 1987). 

The illustration in the ‘Why she wears your new Vault shirt’ magazine advert uses several 

signs that ‘help tell a story’ (Williamson 1978: 21) through their dichotomous structure given by the 

signifiers and the signifieds. Firstly, the illustration is black and white, which is a signifier that may 

                                                           

1 Famous print adverts that follow the illustration-headline-copy include, among many others, DDB’s 
‘Lemon’ and ‘Think small’ for Volkswagen and Ogilvy & Mather’s ‘The man in the Hathaway shirt’ 
and ‘At 60 miles an hour the loudest noise in this new Rolls-Royce comes from the electric clock’.      
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signify simplicity and masculinity. Since the advert promotes a men’s brand, choosing the black and 

white image as a sign is likely to reinforce Vault’s advertising message. Secondly, the image depicts a 

woman dressed in what seems to be a man’s shirt; which can be inferred by the shirt being visibly 

oversized. These two contradictory signs add a surprise element to the illustration and aim to 

interest the audience into reading the advertisement. Despite being contradictory – the woman is a 

signifier whose signifieds, in this context, may be grace and sophistication, while the oversized shirt 

relates to a man and may signify masculinity and strength – the two signifiers make meaning 

possible because they are part of ‘a system of differences’ and therefore ‘it is the differences 

between signifiers which signify’ (Hall 1997: 32). 

The non-verbal language of the woman is another important structure of signs. The fact that 

the woman is looking at the camera is a nonverbal form of direct address which is likely to grab the 

audience’s attention and invite them to engage with the brand; ‘It is *…+ hard to turn off someone 

talking to you’ (Myers 1999: 41). Also, the woman’s open mouth, her exposed thighs and the fact 

that she is touching herself are signifiers whose signifieds may be sexuality and attraction. Through 

these signs that convey sexuality, it can be argued that Vault manages to appeal to the male 

population even though the overall image of the brand is not overtly sexual. Certainly, since ‘Signs 

do not possess a fixed or essential meaning’ (Hall 1997: 31), these are but a few possible 

interpretations of the signs in the Vault advert. 

By using the word ‘Why’, the headline seeks to interest the audience into reading the rest of 

the advert. As Crompton argues, ‘”Why” is an excellent word to use in a headline’ because it ‘makes 

your ad interesting’ (Crompton 1987: 66) by asking a question whose answer can be found in the 

body copy. The pronoun ‘your’ focuses the advertising message on the consumer rather than on the 

brand, while the use of the buzz word ‘new’ adds to the ad’s potential to raise interest. Including the 

name of the brand in the headline is an important consideration: ‘I advise you to include the brand 

name in your headline. If you don’t, 80% of readers (who don’t read your body copy) will never know 

what product you are advertising’ (Ogilvy 1983: 73). 

The body copy starts with a drop initial in order to get the reader’s attention (Ogilvy 1983: 

97). The first sentence, ‘You’re a guy’, informally addresses the target audience directly in a tone of 

voice similar to that in a man-to-man conversation. Repetition such as ‘The question is’, ‘or’ and 

‘you’ is frequent within the body copy and aims to reinforce the selling points while also having an 

aesthetic role in that it makes the text more readable. The latter aspect of the text is also related to 

the fact that the sentences used in the body copy are short and simple. The answer to the question 

in the headline is revealed in the last paragraph of the body copy: ‘Because *…+ you know you look 
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good.’ Finally, the logo and slogan are placed at the bottom of the advert – this position may 

represent the fact that all the points addressed in the advert have one conclusion: the brand itself. 

The billboard advert [see figure 14 in appendix] uses a black and white illustration for the 

same reasons as the magazine advert. However, the woman depicted in this outdoor ad looks more 

submissive, which can be inferred by her head being tilted forward. A rather obvious signifier in this 

advert is the woman being naked, which is a clear reference to sex and attraction. Like in the 

magazine advert, the woman is touching herself and looks straight into the camera, which not only 

reinforces the sexual attraction, but also establishes a form of nonverbal direct address whose 

purpose is to grab the attention of the target audience. The woman’s hair, smile and look are signs 

that may be associated to sexual intercourse. This idea is also implied and reinforced by the tagline 

in the advert, ‘Can I borrow your shirt?’, which addresses men directly. To make the message clear, 

the advert offers information about the brand: ‘The new clothing store. Exclusively for men’. It is 

worth noticing that the text reads ‘The new clothing store’ and not ‘A new clothing store’. The 

reason for this is to highlight the innovative style of the store rather than qualify it as ‘any of the 

stores that have been opened recently’. Vault’s logo and website are also included as a way of 

directing potential consumers to the brand. 

Finally, the TV advert [see figure 15 in appendix] uses black and white image to convey 

simplicity and masculinity. The first shot depicts a woman being undressed of a suit jacket by a man 

standing behind her. One particular sign stands out here: the man is taller than the woman and 

seems to be overlooking her, which may symbolise power and safety and reflects the socio-cultural 

myth according to which men are strong and women may need protection from men. Both 

characters are smiling, which is a signifier that may signify happiness, but also a state of play that is 

more obvious in the following scenes. The next shot shows the man holding the suit jacket in one 

hand and facing the woman: the Vault logo and a cashier can be seen in the background, which 

signify a shop. The romantic way in which they look at each other conveys attraction and when the 

man says ‘I’ll have this one please’ while looking at the jacket; the fact that the woman is actually the 

shop assistant is revealed. The man’s calm and flirty tone of voice is another important detail within 

the semiotic analysis and may signify sexual attraction. The last scene of the TV commercial depicts 

the man going out of a Vault store and holding a Vault bag in his hand. The shop and the Vault logo 

are fully visible in order to increase the chances of consumer recall. Also, visual repetition has been 

used, since the Vault logo appears both above the shop’s door and on the man’s bag. The words ‘The 

new store. Exclusively for men.’ – written in black thick letters which are signifiers that reinforce the 

masculine image of the brand – provide valuable information about Vault: the viewer learns that 
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Vault is a clothing store (because the man bought an item of clothing) and that the store is for men. 

Also, ‘new’ and ‘exclusively’ are two buzz words that may increase the effectiveness of the 

commercial.  
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Creative Process 
 

The idea behind Vault’s advertising is a result of various group meetings and discussions. The 

aim of the Vault team was to make the brand stand out within the market. Thus, it was decided that 

Vault should be given a masculine image that is directed at the men who are less interested in 

fashion and who would like to dress in a way that reflects their masculinity.  

The initial idea that took shape from this positioning was to advertise Vault as a store whose 

ambience and layout would be similar to that of a gym/locker room. However, the team came to the 

conclusion that selling clothes in a gym-like store which does not provide gym services (and which 

does not even sell sportswear) would be rather nonsensical.  

Thus, it was decided that the brand’s advertising would reflect masculinity by referring to 

young males in a different way, hence the strong yet subtle sexual appeals. Also, the team found 

through primary research; a focus group of six 18-24 year old males; that young males take pride in 

seeing their partners wear some of the men’s items of clothing, especially shirts.  
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Scheduling 
 

 Below is a Gantt chart that illustrates the schedule followed by Vault from the initial 

planning stages through to the advertising and shop launch in spring 2012.  
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Appendix 
 

Figure 1 

- RAJAR Quarterly data release for London radio stations, 2011  
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Figure 2 
 
 
 
 
 
 
 
 

 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
  

 

 

 

 

 

 

 

 

Why she wears your new Vault shirt. 

 

By Vault 

 

20-second radio advert.  
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MAN #1 

 (COARSE, SEXY VOICE) 

Why she wears your new Vault shirt.  

You’re a guy. The question is not what you’re wearing today. 

The question is what she’s wearing tomorrow whilst she’s 

making you some breakfast. That’s the question.  

Because if she’s wearing your shirt then you know you look 

good.  

 

WOMAN #1 

(STRONG, SEXY VOICE) 

 A new and exclusive clothing store for men.  

Vault.  

 
 

- Vault radio advert script 
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Figure 3 
 
[see insert]  
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Figure 4 
 

Channel Possible Programmes 

4Music UK Hot 40, 4Music Top 20 

Alibi Taggart, Castle, Silent Witness, Waking the Dead 

Challenge TV Who Wants to be a Millionaire, Takeshi’s Castle, 

Family Fortunes 

Channel 4 Jamie’s Dream School, Come Dine with Me, 

Desperate Housewives 

Channel 4+1 Jamie’s Dream School, Come Dine with Me, 

Desperate Housewives 

Channel One Brit Cops: Zero Tolerance, Death Defying 

Rescues, Most Shocking  

Channel One +1 Brit Cops: Zero Tolerance, Death Defying 

Rescues, Most Shocking 

Comedy Central South Park, Trump Roast, Don’t Give Up 

Comedy Extra Frazier, M*A*S*H, Mr Bean, Monty Python, 

Cheers, Spitting Image 

Comedy Central +1 South Park, Trump Roast, Don’t Give Up 

Dave Top Gear, Fifth Gear, QI, Have I Got News For 

You 

Dave ja vu Top Gear, Fifth Gear, QI, Have I Got News For 

You 

Discovery American Chopper, Dirty Jobs, Sons of Guns, 

Man Vs. Wild, Cops & Coyotes  

Discovery Real Time A Place in the Sun, Time Team, Property Ladder 

Discovery Turbo American Choppers, Wheeler Dealers, 

Firepower, The Garage, Trainspotting 

Discovery +1 American Chopper, Dirty Jobs, Sons of Guns, 

Man Vs. Wild, Cops & Coyotes 

DMAX Dancing King, LA Ink, I Didn’t Know I Was 

Pregnant 

E! Snoop Dog’s Fatherhood, E! True Hollywood 

Story, Live From the Red Carpet, Keeping Up 
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with the Kardashians  

E4 Skins, Tool Academy, Glory Daze, The Cleveland 

Show 

E4+1 Skins, Tool Academy, Glory Daze, The Cleveland 

Show 

Film4 A Life Less Ordinary, Me Myself and Irene, The 

House of Flying Daggers, Volcano, Witness 

Film4+1 A Life Less Ordinary, Me Myself and Irene, The 

House of Flying Daggers, Volcano, Witness 

Five Phone Booth, Double Team, The Gadget Show 

Five USA CSI: New York, CSI: Miami, Law & Order, NCIS 

Five USA+1 CSI: New York, CSI: Miami, Law & Order, NCIS 

Fiver Police Interceptors, Cowboy Builders, The 

Mentalist, Chuck 

Fiver+1 Police Interceptors, Cowboy Builders, The 

Mentalist, Chuck 

FX Dexter, True Blood, NCIS, Family Guy, The Wire 

G.O.L.D Only Fools and Horses, Vicar of Dibley, Gavin and 

Stacey 

G.O.L.D+1 Only Fools and Horses, Vicar of Dibley, Gavin and 

Stacey 

ITV1 Law & Order UK, Wire in the Blood, Trial and 

Retribution, Taggart, The X Factor 

ITV1HD Law & Order UK, Wire in the Blood, Trial and 

Retribution, Taggart, The X Factor 

ITV2 Celebrity Juice, Secret Diary of a Call Girl, 

American Idol, The Vampire Diaries 

ITV2+1 Celebrity Juice, Secret Diary of a Call Girl, 

American Idol, The Vampire Diaries 

ITV3 The Sweeney, Above Suspicion, Lewis, Numb3rs 

ITV4 Aviva Premiership Rugby, British Touring Cars, 

Heineken Cup, The Professionals, UEFA 

Champions League, UEFA Europa League, 
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Ultimate Force 

ITV4+1 Aviva Premiership Rugby, British Touring Cars, 

Heineken Cup, The Professionals, UEFA 

Champions League, UEFA Europa League, 

Ultimate Force 

LivingTV Bedlam, Cougar Town, Grey’s Anatomy, Bones 

LivingTV+1 Bedlam, Cougar Town, Grey’s Anatomy, Bones 

More4 Come Dine With Me, Time Team, Grand Designs, 

Location Location Location  

More4+1 Come Dine With Me, Time Team, Grand Designs, 

Location Location Location 

Movies24 Perry Mason, Paradox, Firetrap, Tripping the 

Wire, Mary Higgins Clark 

MTV Hits The Official UK Top 40, Hellcats, Jersey Shore 

National Geographic TV Explorer, Finding Atlantis, Hard Time, 

Countdown to Catastrophe 

Quest How It’s Made, Mighty Ships, Industrial 

Revelations, American Chopper, Extreme 

Engineering 

Sky Atlantic 24, ER, Curb Your Enthusiasm, Boardwalk 

Empire, Mad Men, The Wire 

Sky1 Mad Dogs, House, Modern Family, Lost, Fringe, 

House, An Idiot Abroad  

Sky2 The Simpsons, X-Files, Melrose Place 

Sky3 Road Wars, Prison Break, Cold Case 

Sky Movies Action & Adventure 2012, Iron Eagle,  

Sky Movies Comedy The Hangover, Observe and Report, He’s Just 

Not that into You, Couples Retreat 

Sky Movies Modern Greats Pulp Fiction, Hannibal, Cast Away, Great 

Expectations 

Sky Movies Premiere Dear John, The Imaginarium of Doctor Parnasuss, 

Book of Blood 

Sky Movies Premiere+1 Dear John, The Imaginarium of Doctor Parnasuss, 
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Book of Blood 

Scy Movies SciFi-Horror X Men, The Matrix, The Faculty 

Sky Movies Showcase Amelia, Jennifer’s Body, Sherlock Holmes, Rising 

Sun, Snatch 

SkySports1 Masters Tennis, Premier League Preview, 

Football League Weekender 

SkySports2 UEFA Champions League, Road To London, 

WWE: Late Night Smackdown 

SkySports3 ICC Cricket World Cup, Total Rugby, Tight Lines, 

PGA Tour Golf 

SkySports4 Seniors Golf, Watersports World, Cage Fighters 

SyFy Buffy the Vampire Slayer, V, Warehouse 13, 

Heroes 

Universal Rookie Blue, Without a Trace, CSI: NY,  Law & 

Order: Special Victims Unit  

VIVA Teen Mom, Official Chart Update, Wildest Antics 

Watch Doctor Who, My Family, Total Wipeout, Celebrity 

Masterchef, Two Pints of Lager and a Packet of 

Crisps 

Watch+1 Doctor Who, My Family, Total Wipeout, Celebrity 

Masterchef, Two Pints of Lager and a Packet of 

Crisps 

Yesterday We’ll Meet Again, Tales from the Green Valley, 

Hitler’s Idols, Nazi Hunters 

 
 
Figure 5 
 
[see insert] 
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Figure 6 
 
   Free newspapers – read on commute:  

 Metro 
 City A.M. 
 London Evening Standard 
 Sport (free magazine) 

 

 Daily Newspapers; 
 The Sun 
 Daily Mail 
 Daily Mirror 
 The Times 
 The Guardian 

 Sunday Newspapers; 
 News of the World 
 Mail on Sunday 
 Sunday Mirror 
 The Sunday Times 
 The Observer 

Magazine Supplements; 
 Buzz (The Sun - Saturdays) 
 Weekend (The Daily Mail on Saturdays) 
 Weekend (The Guardian on Saturdays) 
 You (The Mail on Sunday) 
 Live (The Mail on Sunday) 
 The Sunday Times Mag (The Sunday Times) 
 Style (The Sunday Times) 
 Culture (The Sunday Times) 
 Business (The Sunday Times) 
 Money (The Sunday Times) 
 Fabulous (The News of the World – Sunday) 
 Celebs on Sunday (Sunday Mirror) 
 Homes & Holidays (Sunday Mirror) 
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Figure 7 
 
[see insert] 
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Figure 8 
 
[see insert] 
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Figure 9 
 
  Weekly magazines: 

 What’s On TV 
 Radio Times 
 TV Choice 
 TV Times 
 Take A Break 
 OK! 

 Monthly magazines: 

 Sky Magazine 
 National Geographic 
 BBC Top Gear 
 Men’s Health 
 FHM 
 ASDA Magazine 
 Sainsbury’s Magazine 
 Waitrose Kitchen 

 Bi-Monthly magazines: 
 Sky Sports 
 Sky Movies 
 TESCO Magazine 
 Your M&S 
 John Lewis Edition 

 
 Quarterly magazines: 

 The Nat Trust Mag 
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Figure 10 
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Figure 11 
  



266MKT Applied Advertising   2542377 2626231  2757476 2827285 2827584 
 

Page 34 of 39 
 

Figure 12 
 
  

VAULT – CREATIVE BRIEF 

  

Brief Description of the Task 

We need an advertising campaign to launch Vault as a high street 
clothing store for men. We are looking for advertising that clearly 
differentiates Vault from other brands through the attitude of 
advertising and the overall image of the brand. 

  

The Target Audience 

Men aged 18 to 35, in socio-economic groups BC1 and at stages 1 & 2 
of the family lifecycle who are not particularly interested in fashion but 
who nonetheless like to look good and masculine. 

  

The Message 

Vault is a high street clothing store designed exclusively for men and 
that helps men look good without feeling emasculated. 

  

The USP 

Vault offers men masculine clothes and a unique shopping experience – 
the layout and ambience of the Vault stores are similar to a 
typical "bachelor pad" (i.e. less organized, yet visually attractive). 

  

Tone of Voice 

Casual, down to earth, similar to that in a man-to-man conversation. 

  

Media 

Broadcast, Print, Outdoor, Transit, Interactive/Online and Guerilla 
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Figure 13 
 

 
 - Vault print advert 
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Figure 14 

 
- Vault Outdoor advert; billboards, sheets 
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Figure 15 

- Vault TV advert storyboard 
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