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Introduction: 

This report will present a media planning campaign for By Rotation, aiming to excite consumers about sustainability, generate 

buzz surrounding the brand, and enhance its media presence. By Rotation is a peer-to-peer fashion rental platform, allowing 

consumers to hire luxury fashion items whilst championing conscious consumption. This campaign will be developed 

following the four steps to PR planning model (Broom & Sha, 2013) to ensure the campaign is data-driven, strategically 

planned, thoroughly implemented, and can be evaluated effectively.  By integrating communications theories throughout the 

report, this plan aims to enhance consumer engagement with rental fashion, position By Rotation as an industry leader, and 

maximise media coverage. 

 

Background:  

By Rotation has been chosen as the subject of this report due to its trailblazing approach to sustainable fashion, using a peer-

to-peer business model which encourages the adoption of circular fashion and aims to build a large sustainability community 

(Sherrif, 2019). Since being founded in 2019, the brand has been featured by esteemed media outlets such as Vogue, Forbes, 

and BBC News. The platform’s strong mainstream appeal is evidenced by the acquisition of over 500,000 users (By Rotation, 

2025). As a result of the brand’s established media credibility, existing media relations networks, and proven appeal, this 

brand was selected as optimal for a media relations campaign. 



   
 

   
 

My engagement with By Rotation began when I rented a designer dress through the platform for my college prom. This 

interaction sparked my interest in the brand and its mission. Following this, I attended a panel discussion at the London 

School of Economics (LSE), where Eshita, the founder of By Rotation, shared her personal journey. During the discussion, she 

outlined her experience as an East Asian woman who, while on holiday, became aware of the detrimental impacts of fast 

fashion and textile waste. This influenced her decision to found By Rotation, a platform championing circular fashion. 

 

 

Situational analysis: 

Competitor and Industry Trends: 

Sustainability and circularity in fashion: 

Consumer preference for renting over ownership has become a social trend (Euromonitor, 2022). Research indicates that 

women are likelier to value sustainable fashion and engage with circular fashion services than men (Mintel, 2024), particularly 

Generation Z and Millennial female consumers (Statista 2024; Rim 2024). 

The sustainable fashion market is growing in profitability, offering opportunities for business growth within the sector 

(Statista, 2024). This is furthered by enhanced legislations, such as modifications to the Strategy for Sustainable and Circular 

Textiles (European Commission, 2022), which are providing opportunities for slow fashion and fashion rental services to 

prevail over ultra-fast fashion brands. 



   
 

   
 

Women are showing increased interest in swapping fashion and consuming secondhand fashion, reflected in a 70% rise in 

social media posts mentioning preloved fashion and a 29% increase in social media posts promoting slow fashion (Mintel, 

2024). However, despite consumers increasingly viewing sustainability as important, consumers are failing to change their 

buying patterns and engage with sustainable buyer behaviour (Mintel, 2024).  

 

 

Trends for pop-ups and fashion retailers: 

Pop-ups from rental fashion brands are scarce in London. Resultantly, pop-ups from sustainable fashion brands and fashion 

retailers have been examined. 

Firstly, in 2025, the vintage and archival fashion trend has been published by media outlets such as British Vogue, the BBC, 

and Hello! Magazine. Vestaire, a direct competitor to By Rotation, has recognised that “vintage fashion has become its own 

luxury status symbol” (Krentcil, 2025). Recently, the upcoming sustainable fashion brand ‘TRASH’ has taken advantage of this 

trend by hosting a pop-up event in Hackney, showcasing vintage designer pieces from private clients. Incorporating nostalgia 

in marketing can lead consumers to positively evaluate a brand (Loveland et al., 2010). 

Next, pop-ups have focused on interactivity, encouraging consumers to renew items from their wardrobes. For instance, 

Dylon Detergent promoted circular fashion with a pop-up in Covent Garden during London Fashion Week, encouraging 

customers to renew items from their wardrobe with masterclasses. This was featured by The Industry Fashion online. 

Finally, fashion pop-up events are constantly showcasing coveted pieces, including those from the private wardrobes of 

public figures and celebrities. For instance, in December 2024, the charity ‘Crisis’ hosted a pop-up event in Mayfair. It 

https://www.vogue.co.uk/article/vintage-fashion-trends-2025
https://www.bbc.co.uk/culture/article/20240911-vestiairie-collective-vintage-and-the-rise-of-archival-fashion
https://www.hellomagazine.com/tags/vintage/
https://www.theindustry.fashion/the-london-fashion-week-pop-up-inviting-you-to-renew-your-clothing/


   
 

   
 

featured luxury clothing donated by celebrities such as Kate Moss and earned the attention of media outlets such as Time 

Out, and the London Evening Standard. 

 

 

 

Competitor and case study analysis: Vinted and The House of Vinted Pop-Up 

Vinted successfully leveraged the vintage fashion, coveted pieces, and taking inspiration from private wardrobes trends in a 

pop-up event. In March 2025, Vinted took over a townhouse in South Kensington, showcasing fashion items from luxury 

brands such as Prada and Gucci. Each piece was arranged in a themed room, such as “Cottagecore Comeback.” Attendees 

could browse the curations of public figures such as Guilia Valentina, and fashion workshops were run by leading stylists. This 

event was covered by press outlets such as Secret London, Time Out, and Retail Gazette. Immediately following this event, 

Vinted launched a new service where customers can purchase pre-loved designer pieces from the wardrobes of fashion 

creators and filter by trending styles including ‘vintage’ and ‘statement piece.’ The launch of this service simultaneous to the 

event effectively prolonged the buzz surrounding the brand, continues to earn coverage from media outlets, and links the 

immersive pop-up experience to a tangible product offering which keeps audiences engaged after the event has finished. 

This pop-up effectively used the elaboration likelihood model (Petty & Cacioppo, 1986) to engage attendees with preloved 

fashion. The brand engaged with the central route, as attendees could learn styling tips and speak to designers about the 

importance of shopping preloved fashion. The peripheral route was activated by the excitement of attending an exclusive 

event, browsing celebrity wardrobes, and stimulating hedonic emotions through celebrity endorsements (Chung et al., 2017). 

https://www.timeout.com/london/news/crisis-is-launching-a-christmas-pop-up-in-london-this-week-with-items-donated-by-liam-gallagher-kate-moss-and-more-120924
https://www.timeout.com/london/news/crisis-is-launching-a-christmas-pop-up-in-london-this-week-with-items-donated-by-liam-gallagher-kate-moss-and-more-120924


   
 

   
 

Furthermore, the brand effectively used the two-step flow theory (Katz, 1957) by targeting opinion leaders, such as public 

figures and media outlets, who spread awareness of the event to a broader audience. 

Vinted’s pop-up provides an immersive experience through prompting sensory and emotional engagement, encouraging 

customer participation, and linking the experience to tangible product offerings.  

For further competitor analysis, refer to Appendix 1.  

 

 

 



   
 

   
 

 

 

 

 

 

 

 



   
 

   
 

 

 

 

 

 

 

 

 



   
 

   
 

 

SWOT Analysis on By Rotation: 

 

 

 



   
 

   
 

 

PESTLE Analysis: 

 

 

  

 

 

 



   
 

   
 

Current Stakeholders: 

 



   
 

   
 

Communications Audit on By Rotation: 

By Rotation currently uses the two-step flow theory (Katz, 1957) by targeting key opinion leaders such as celebrities, 

influencers, and esteemed publications, who relay fashion and sustainability messaging to followers. 

 



   
 

   
 

 



   
 

   
 

 

Media Research: 

 

 

 



   
 

   
 

 



   
 

   
 

 

 



   
 

   
 

 

 

 

 

 

 

 



   
 

   
 

Strategy and Implementation: 

Opportunity Statement:  

Female Generation Z consumers are communicating a high level of interest in sustainable fashion and have yet to adopt the 

use of rental fashion services, leading to an optimal opportunity to further market penetration. 

 

SMART Objectives Following AIDA Model: 

By creating a balance of informational, motivational, and behavioural objectives, this PR campaign is likely to be highly 

successful (Tench, 2009). 

1. Interest: Drive media coverage to contribute to a 10% increase in website traffic within four weeks of the pop-up, 

tracked through referral data and tracking links. 

Positive media coverage from trusted sources will increase By Rotation’s credibility and expose the brand to diverse 

audiences. Increased website visits lead to a higher chance of application downloads and referrals. Furthermore, website 

visitors may be retargeted to increase the likelihood of conversions. This will target the following publics: PR and media 

outlets (direct target), and audiences consuming the media (indirect target). 

 

 

 



   
 

   
 

2.  Desire: Achieve 1,000 sign-ups for the By Rotation app from pop-up attendees and social media engagement within 

three weeks. 

App sign-ups will ensure By Rotation leverages the buzz from the pop-up and transitions engagement into user acquisition. 

This objective contributes to revenue growth, and the brand may engage with app users to foster brand loyalty. This will target 

the following publics: event attendees, influencers, and media (direct targets). 

 

3. Action: Achieve a 10% conversion rate from pop-up attendees to first-time renters on the By Rotation app within four 

weeks. 

This objective aims to bridge the significant gap between consumers' stated interest in circular fashion and their actual usage 

of circular fashion services (Mintel, 2024), indicating that a behavioural change has occurred. Conversions to first-time 

renters further indicates that the overall aim of educating and exciting consumers on circular fashion has been achieved.  This 

objective increases user acquisition, retention, and revenue. This will target the following publics: pop-up attendees (direct 

target), media, influencers, investors, potential customers, and sustainability advocates (indirect targets). 

 

 

 

 



   
 

   
 

 

Identifying and targeting stakeholders: 

These publics have been identified using the power-interest matrix (Johnson et al., 2002). 

Publics have been classified (see Appendix 2). 

 



   
 

   
 

 

 

 

 

 

 

 



   
 

   
 

 

Prioritising Key Stakeholders with Justification: 

 

 

 

 

 

 

 



   
 

   
 

 

Key Messaging: 

The key message for this campaign is “Any Occasion, By Rotation.” It infers that consumers can wear trending, high-end, 

exclusive garments for an accessible price during every luxury occasion, allowing consumers to stand out whilst saving the 

planet. There are endless possibilities to the clothing available on By Rotation’s platform. This key message can be used as 

the campaign’s featured hashtag, #AnyOccasionByRotation.  

The secondary key message will be “Head Turning Fashion, With No Fashion Footprint.” This message will be used to subtly 

educate consumers on the importance of sustainable fashion without leading to brand activation burnout (Warc, 2024). 

 

Campaign Strategy Proposal: 

This campaign has a single overarching strategy. By Rotation will host a pop-up inspired by pop culture, featuring wardrobe 

pieces owned and inspired by celebrities. This presents the opportunity to engage Generation Z fashion-conscious 

consumers, fashion fanatics, and popular culture enthusiasts, allowing By Rotation to enhance brand awareness, generate 

excitement, drive media coverage, and position the brand as a leader in fashion and sustainability. The pop-up will begin with 

an exclusive pre-event press day and will then take place over three days.  

 

Justification Based on Situational Analysis: 



   
 

   
 

This pop-up is relevant and timely as it leverages the recent trend of fashion pop-ups showcasing coveted pieces that take 

inspiration from celebrities and private wardrobes. Generation Z will be targeted as they strongly value sustainability (Mintel, 

2024) and resonate strongly with celebrities and popular culture (Esposito & Raymond, 2023). 

The pop-up aligns with By Rotation’s brand messaging by emphasising building brand communities based on common 

interests. Furthermore, it aligns with By Rotation’s existing use of social media to promote celebrity fashion inspiration. The 

brand has partnered with celebrities, such as Ellie Goulding, to offer their garments on the platform. As a result, the pop-up 

will have tangible product offerings to maximise the return on investment for this campaign. 

This pop-up aligns with the uses and gratifications mass communications model (Katz, 1974) by outlining how media is 

consumed that caters to personal interest. According to this theory, consumers may engage with our pop up for diversion, 

personal relationships, and personal identity. Engaging with celebrity culture is an “important point of social connection” 

(Couldry & Markham, 2007, p.2) which is satisfied through engagement with media as a form of escapism (Gabbiadini et al., 

2021). Consumers engage with celebrities and popular culture to express social values and subcultures (Thomson, 2006).  

This pop-up will leverage the social judgement persuasion theory (Sherif et al., 1961) to change consumer behaviour, as 

consumers are interested in circular fashion but hesitant to adopt the service (Mintel, 2024). Basing the pop-up on celebrity 

fashion leverages the consumers’ latitudes of acceptance, as Generation Z consumers are particularly receptive to the 

messaging of celebrities and public figures (Kowalczyk & Pounders, 2016; Chevalier, 2024). 

 



   
 

   
 

Tactics:  

The objectives, alongside corresponding tactics which follow the POSE model (Hanlon, 2025, p.66) have been listed. For 

sample tactics, refer to Appendix 3. 

 

 



   
 

   
 

 



   
 

   
 

 

 

 

 

 

 

 

 

 



   
 

   
 

 

Budget using Cost-Breakdown Structure (CBS): 

 



   
 

   
 

 

Our total estimated budget ranges from £61,000 - £92,000. To reduce costs, internal staff will assist with the event. Influencer 

and venue rates will be negotiated, and By Rotation will only feature the wardrobes of celebrities they have already partnered 

with – such as Ellie Goulding.  

 

 

 

 

 

 

 

 



   
 

   
 

 

Timeline: 

 

 

 

 

 

 

 

 

 



   
 

   
 

 

 

Evaluation – Campaign Tracking and Measurement: 

The expected engagement has been evaluated using the AMEC measurement framework. 



   
 

   
 

 



   
 

   
 

 



   
 

   
 

 

 

 

 

 

 



   
 

   
 

A variety of campaign tracking tools will be implemented in this campaign. 
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Appendix: 
Appendix 1: Competitor analysis 



   
 

   
 

 

Appendix 2: 



   
 

   
 

 

 

 

 

 

 

Appendix 3: Mock-ups of tactics 



   
 

   
 

Mock brand-owned social media post: 

 

 

Mock goody bag: 



   
 

   
 

 

 

 

Mock outreach to PR and media outlets: 
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