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ABOUT THE
BRAND

Urban Outfitters celebrates individuality, creativity, and youth culture. Fashion, music, and art intersect to create a
space where self-expression thrives.

TARGET AUDIENCE
Gen Z & young millennials (16—30)

» Style-conscious

» Culture-driven

+ Digitally fluent

» Value authenticity over polish

CULTURAL IDENTITY
Rooted in indie culture, 90s / early 2000s nostalgia, vintage revival, and street style influence.

SOUND & ATMOSPHERE

Relaxed yet energetic. Indie, alternative, nostalgic influences that reinforce freedom and creativity.




THE CONCEPT

UO Academy is a conceptual campaign exploring the tension between conformity

and individuality within university life.

Students move through rigid routines and uniform styles, representing the pressure

to blend in.

Three expressive individuals disrupt this environment through fashion, movement,

and creativity — inspiring others to embrace individuality.

Through music, style, and collective energy, the campaign positions

Urban Outfitters as a catalyst for self-expression and cultural identity.

SELF-EXPRESSION

Fashion becomes a language for identity and creativity.

COLLECTIVE ENERGY

Individual confidence inspires others to break from confarmity.

YOUTH CULTURE

Indie aesthetics, nostalgia, and contemporary creativity shape the visual world.




THE AUDIENCE

GEN Z & YOUNG MILLENNIALS
AGE 18-28

* Fashion & self-expression
» Music, art, and creative culture
* Vintage and nostalgic aesthetics

« TikTok, Instagram, Pinterest inspiration

« individuality
+ authenticity
* inclusivity

* creativity

Urban Outfitters consumers gravitate toward indie, vintage-
inspired, and trend-led fashion that allows them to experiment with
identity and self-expression.




THE NARRATIVE

CONFORMITY

The advert begins on a university campus where students move
through repetitive routines in uniform styles, reflecting the pressure

to blend in.

DISRUPTION

Three students challenge this monotony through bold styling and
creative expression, shifting the energy as music and movement

begin to transform the space.

THE MOVEMENT

As students embrace individuality, the campus becomes a
collective celebration of style. The advert ends in the vinyl room

with the three heroes.

“WE’'RE THE MOVEMENT.”



STOCRYBCARD

Visual Campaign

Journey




CLASSROOM
Mood Board

Routine +
Conformity

Neutral tones
reflect routine
and conformity.
The classroom
environment
feels repetitive
and restrained,
contrasting the
expressive
spaces that
follow.

Classtroom

Dancers are set in a classroom, uninterested and bored afuring a

lecture. The hero is siHing in the back, not Faying attention.

No colours are introduced in this room, every*hing is

neaur*ra!, 7%6 only s*and OUTL is Hne I'rero.



FASHION ROOM IFashion Room
Mood Board = 0 e

Dancers are scattered around the room, making
themselves look busy by utilising the props.

Experimentation +
Transformation

The fashion room
represents
experimentation and
transformation. Students
move away from the
restrained classroom
environment and begin
interacting with clothing,
fabrics, and styling tools.
The space feels active
and collaborative, with
materials, mannequins,
and design boards
encouraging creativity.
This room is where the
three heroes unite and
the teacher embraces the
Urban Qutfitters style..

This room is where the trio for the 3 heros happens,
and the teacher changes into their urban outfit.




VINYL ROOM
Mood Board

Expression +
Celebration

The vinyl room represents
the final transformation and
celebration of individuality.
The space feels vibrant,
expressive, and full of
personality, reflecting the
energy of the collective
dance scene. Warm lighting,
music elements, and relaxed
interiors create an
atmosphere of creativity
and freedom. This is where
everyone fully embraces the
Urban Qutfitters aesthetic,
coming together as a
collective while the three
heroes remain the central
focus.

Vinyl Room

R AT

Dancers are CO”@C?L!—VQI_IJ dressed in Urban OM'I"H'/"/'QFS I.HSP!.I"QO’ OU"'{H'S,

Lol |

this room rePresen*s crea*ivhty and indiuidualhly‘

This is the final room we see in the video, ena'ing with the three
heroes as the focus and dancers ';narfyin_q" behind them.




MOVEMENT CONCEPT

Choreographic Process

INDIVIDUALITY

Expressive & Experimental



LOCATION & SET DESIGN

Producﬁon Cons1derat1ons

Lecture Hall — Conformity Environment

Fashion Studio — Creative Experimentation

Vinyl Room — Expression and Individuality

« uniform desk rows

* neutral backpacks & notebooks
+ fluorescent lighting

* mannequins and styling tools
« fabric boards and sketches
* collaborative workspace

* warm lighting
* music & vinyl elements
* relaxed lounge environment

ALTERNATIVE LOCATIONS

community halls « public libraries « classrooms - studio sets
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COSTUME HAIR, AND MAKEUP DIRECTION

CONFORMITY LOOK — CLASSROOM / FASHION ROOM  INDIVIDUALITY LOOK — VINYL ROOM

Structured institutional styling reflects routine As the narrative progresses, styling shifts from uniformity into

and uniformity. expressive Urban Outfitters-inspired looks.
T

» layered silhouettes

+ vintage & Y2K influence

« statement textures

» accessories & jewellery

» mixed prints and colour

» textured hair movement

+ individuality between

characters

* black & white palette
» minimal silhouettes
* uniform tailoring

» restrained makeup
» clean hair styling




MUSIC DIRECTION AND CULTURAL COLLABORATION

Soundtrack and artist partnership reinforcing youth culture.
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TRACK DIRECTION HERO ARTIST
COLLABORATION

Rush — Troye

Sivan PinkPanthress

The campaign Positioned as the cultural

soundtrack captures face of the campaign,

freedom, movement, reflecting:

and collective energy,

supporting the » nostalgic Y2K aesthetic

narrative shift from « indie credibility

conformity to * strong connection with

individuality. Gen Z audiences

WHY THIS WORKS

« Aligns with Urban Outfitters’ cultural positioning
* Reinforces youth-driven identity

» Strengthens brand relevance




TOTAL PROPOSED BUDGET
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