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Who is Vault? 
 

Vault is a brand new clothing store exclusively for men. 

Opening in London in Spring 2012. 
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Brand Name 
 

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 emphasize this). On top of that, Vault products are meant to be perceived as 

valuable and worthy – exactly the type of products you would expect to find in a real vault.  

The word is short and very easily distinguishable. It contains 5 letters, among which 3 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). Therefore making a strong, masculine brand name for our company.  
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Segmentation 
 

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

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

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

gender and income.  

 

Vault‟s primary segment is young professional males aged 18 -35 with moderate to high source 

of income and education. 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. 

 

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

newly married (with no children). 

 

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

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

segmentation helps Vault to focus on one particular sub-market - London. 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 wants in terms of trends and comfort. Vault is segmenting the group through socio-

economic group BC1, which will help them identify the trends that are being sought in the 

market.  
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Targeting 
 

 

Research into Target Market 
 

As Mintel shows; Men are notorious for being reluctant shoppers, preferring to browse stores 

where they can indulge their hobbies and interests, rather than just look for clothes. The main 

reasons why men go shopping may be: replacing worn-out clothes; special occasions; 

cash/vouchers for Christmas. 

 

 

Target Market 

 
Primary Target 

Men 

18-35 

Socio-economic groups BC1 

Family Lifecycle stages 1 &2 

 

Secondary Target 

Women 

18-35 

Socio-economic groups BC1 

Family Lifecycle stage 2 

 

Targeting Strategy 

Vault will use the focus marketing strategy since they are targeting a niche market and are 

going to communicate the advertising in a unique ways.  

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

marketing mix. This strategy is particularly appropriate for businesses like Vault; operating in a 

niche market and with limited resources. 
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Positioning 
 

The positioning strategy is a key factor that has considerable impact on the brand-consumer 

relationship. 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.  

Vault positions itself as a „manly men‟s brand‟ and is a place where men can shop for 

fashionable clothes but in a more masculine environment. We want men to feel like they‟re 

having a drink with friends when they shop at Vault – we want them to feel comfortable even 

when they‟re shopping. 
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USP 

 

Vault offers men masculine clothes  

and a unique shopping experience. 

 

 

Vault‟s USP revolves around the idea of manliness: „Vault offers men masculine clothes and a 

unique shopping experience‟. The layout of the shop is also referred to in the selling proposition 

– the layout and ambience of the Vault stores are similar to a typical "bachelor pad" (i.e. less 

organised, yet visually attractive). The purpose of this is to create a masculine image around 

Vault, an image that makes Vault a „familiar‟ place for men less interested in shopping. 
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Media Consumption 
 

Vault must make assumptions as to the media habits of our target audience in order to reach 

them with advertising most effectively.  

92% of adults watch TV in their spare time; TV advertising is a highly efficient medium. On 

average adults spend 3.3 hours a day watching television. Going on assumptions of our typical 

audience we believe our consumer would watch channels such as Sky, E4 and Comedy Central. 

Typically Mad Dogs on Sky1 reaches 1.52 million, so 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 would be assumed that he had a job or 

education and commuted 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. 

Vault‟s target audience may drive to work so 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 since Capital FM 

broadcasts to 1,961,000 listeners weekly, we can assume that men on commute in their cars 

would listen to this station. 

Despite general considerations, according to membership statistics men are the more active 

participants in social networking sites. It would be a confident assumption to presume our key 

audience (young professional men) are active users of one or many social networking sites. 
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 Audience Profile 
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Media Selection 
 
Radio; Local radio stations in London and stations that cover London (where shop will be 

launched) because men commute to work. In the commuting hours; 6-10am and 4-7pm 

(RAJAR 2011)  

 98.5 Capital FM 

 102.2 Smooth Radio 

 Heart London 

 105.4 Magic FM 

 Total Absolute Radio (London) 

 Kiss 100 FM 

 LBC 97.3 

 talkSPORT 

  

Television; Just in the London region to begin with. At prime time 6-11pm (which covers both 

early and late peak) All of these are watched by ABC1 16-44 males (BARB 2011) 

 

Terrestrial Channels Digital Channels 

  

 Channel 4 

 Five 

 ITV1 

 

  

 4Music 

 Alibi 

 Boomerang 

 Challenge TV 

 Channel 4+1 

 Channel One 

 Channel One+1 

 Comedy Central 

 Comedy Central Extra 

 Comedy Central+1 

 Dave 

 Dave ja vu 

 Discovery 

 Discovery Real Time 

 Discovery Turbo 

 Discovery+1 

 DMAX 

 E! 

 E4 

 E4+1 

 Film4 

 Film4+1 

 five USA 

 five USA+1 

 fiver 

 fiver+1 

 FX 

 G.O.L.D 

 G.O.L.D+1                         

Good Food 
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Terrestrial Channels Digital Channels 

    

 ITV1 HD 

 ITV2 

 ITV2+1 

 ITV3 

 ITV4 

 ITV4+1 

 LivingTV 

 LivingTV+1 

 LIVINGit 

 More4 

 More4+1 

 Movies24 

 MTV Hits 

 National Geographic TV 

 Quest 

 Sky Atlantic 

 Sky1 

 Sky2 

 Sky3 

 Sky Movies Action & 

Adventure 

 Sky Movies Comedy 

 Sky Movies Modern Greats 

 Sky Movies Premiere 

 Sky Movies Premiere+1 

 Sky Movies SciFi-Horror 

 Sky Movies Showcase 

 Sky News 

 SkySports 1 

 SkySports 2 

 SkySports 3 

 SkySports 4 

 SkySports News 

 Syfy 

 Universal 

 VIVA 

 Watch 

 Watch+1 

 Yesterday 

 

 

 

 

 

Outdoor; London city centre and surrounding area. Driving past on commute 

 Billboards 

 Bus stops 
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Transit; on the commute, London and surrounding area 

 Underground 

 Train stations 

 Buses (the inside ones) 

  

Print; all read by ABC1 15-44 males (NRS 2011)  

 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) 

 Weekly magazines: 

 What‟s On TV 

 Radio Times 

 TV Choice 

 TV Times 

 Take A Break 

 OK! 
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 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 

  

Internet; 

 Company website 

 Social networking sites:  

o Facebook – to promote competitions, offers and new clothing ranges and 

chance for interaction with target market 

o Twitter – to promote competitions, offers and new clothing ranges and chance 

for interaction with target market 

o YouTube – uploading/sharing of adverts 

  

Guerrilla; 

 

 On the opening day of the store, the window display will have real women as a pose to 

mannequins. Who will be dressed in various items of Vault clothing (with visible logos). One 

by one throughout the day, they will disperse from the window display and into the city 

centre. 
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Adverts 

 

 

 
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.  
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  Backing music fades in. Music is up-

tempo, strong quick beat. 

Caribbean/electro style melody. 

English male vocals.  

 

CU of man looking over woman‟s 

shoulder. She is wearing a man‟s 

shirt. He takes the shirt off her.  

 

The camera zooms out to a MS and 

pans to the left as the man moves to 

the side of the woman, holding the 

shirt. 

Cut to front of store MS.  

 

The door of the Vault store opens 

and the man walks out carrying a 

Vault bag.  

 

As the man walks, the tagline fades 

in. „The new store. Exclusively for 

men‟.   

 

Music fades out.  

END. 

MS as man gazes into the woman‟s 

eyes.  

 

Pause. 

 

The man then says “I‟ll have this one 

please”. 

 

Camera zooms out as the woman 

takes the shirt from the man and 

walks towards the checkout. 

TV advert 
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Billboard advert 
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Bus stop advert 
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Print advert #1 
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Print advert #2 


