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Executive Summary

This media kit contains a multifaceted campaign about the potential partnership 
between Aerie, a lingerie brand focused on female empowerment, and the National 
Domestic Violence Hotline, a non-profit that provides services and information for 
those in domestically violent scenarios. 
Within this campaign, Aerie will be marketing a limited-edition line of tank tops 
from which all the proceeds will go to the National Domestic Violence Hotline. 
Since Aerie has worked with non-profit organizations before, this campaign will be a 
good addition to their already long list of philanthropic work.
This collaboration will drive more traffic to Aerie’s website and provide opportuni-
ties for other sales to be made. It will also improve public opinion for the company. 
This campaign will work through a mix of traditional and social medias. Print ad-
vertisements and feature stories will be delivered through magazines that share Ae-
rie’s target market. Social media blasts will complement these traditional media piec-
es.
After this campaign, we hope to raise awareness for Aerie’s philanthropic efforts, the 
resources provided by the National Domestic Violence Hotline, and drive traffic to 
Aerie’s website and social media channels.



Media Pitch Memo

Subject Line: Aerie partners with National Domestic Violence Hotline

Ms Marsh:

Aerie has worked for years to empower women through our commitment to never 
retouch photos of our models. Now we are expanding our efforts to empower wom-
en by partnering with the National Domestic Violence Hotline. Aerie is launching a 
limited-edition tank top line featuring themes of female strength, all proceeds will 
go to the NDVH and its affiliated charities.
This story would be a great fit for your publication because we share the same goal of 
empowering women in every aspect of their lives. Many young women are not aware 
of the symptoms of a domestically abusive relationship, so through this partnership 
and campaign, we hope to spread awareness for the resource NDVH provides and 
support them financially.
We are offering you exclusive interviews with the Erin Summers, the creative direc-
tor behind the campaign at Aerie, Mary Susan Gallien Clinton, the CEO at NDVH, 
Jade Cowans, our commissioned artist, and our in-house domestic violence special-
ist.
I will follow up with you early next week. Feel free to reach out if you want more 
information. Thank you for your time and consideration.

Blake Wilcox
Senior Publicist, Aerie Brand

Contact:
Ariana Marsh
Writer for Teen Vogue Online
ajmarshian@gmail.com



News Release
For Immediate Release
March 18, 2019

Aerie has partnered with the National Domestic Violence Hotline and will release a 
line of limited-edition tank tops Apr. 1.
There are three tank top designs launching, done by Jade Cowans, an artist focused 
on female empowerment. 100 percent of the proceeds will go to the National Do-
mestic Violence Hotline.
“We really want to put our money where our mouth is. What better way to empow-
er all women than by supporting a charity that serves as a much-needed resource?” 
said Erin Summers, creative director of the project.
These tank tops will be available beginning Apr. 1 in stores across the United States 
and online beginning Apr. 1 at 6 a.m. Each tank top will be priced at $29.95. 
“We appreciate Aerie’s support in our mission to provide a resource to women in 
domestically violent relationships. We literally save women’s lives and could not do 
so without support from our partners,” said Mary Susan Gallien Clinton, CEO of the 
National Domestic Violence Hotline.
NDVH is a resource available 24/7 for people experiencing domestic violence. It 
provides the hotline itself, tons of information and statistics on their website, and 
external resources for people who need to relocate to a shelter or financial help. The 
website also provides an online chat option for people who are unable to speak over 
the phone.
Aerie is a lingerie brand that strives to empower women by never using photoshop 
on their models. Aerie has an extremely diverse cast of models. All sizes, skin colors, 
and ability levels are represented in the models they hire. Aerie has branched out 
into philanthropic efforts, partnering with charities like the National Eating Disor-
der Association and Free the Girls, non-profits that work to improve the wellbeing of 
all women.

###
For More Information:
Blake Wilcox
Senior Publicist, Aerie Brand
bwilcox@aerie.com
777-777-7777



Sponsored Content Feature

College is the perfect time to explore and express yourself within relationships. This, 
like most things, comes with endless challenges. Many young women do not know 
the signs of an unhealthy relationship or what to do if they find themselves in one.
Don’t worry, you aren’t alone. 57% of college students find it difficult to identify dat-
ing abuse in unhealthy relationships.
“It’s heartbreaking how many young women suffer abuse in their college years be-
cause they don’t know what constitutes abuse. We just want people to know that 
there are resources out there,” said Jennifer Foyle, Global President of Aerie.
Aerie has partnered with the National Domestic Violence Hotline to raise awareness 
of abusive behavior in relationships and to save as many lives as possible. Beginning 
Apr. 1, Aerie will carry a limited-edition line of tank tops, every purchase will benefit 
the National Domestic Violence Hotline non-profit.
The National Domestic Violence Hotline is not only a crisis hotline for people in 
danger, but it also provides in-depth resources about abusive behaviors and strate-
gies to carefully exit abusive relationships. 
No matter your relationship status, it is important to be educated about the signs of 
a potentially abusive relationship. Safety should be your number one priority when 
dating.
Women disproportionately suffer at the hands of domestic abuse, and empowerment 
is one of the best ways to combat this tragic reality. That is why Aerie has consistent-
ly worked to empower all women regardless of size, race, ability, or financial status. 
“When you love yourself, you know how you deserve to be treated. Aerie and the 
Domestic Violence Hotline want everyone to believe they deserve better than an 
abusive relationship. Through this partnership, we hope to make every woman be-
lieve in their own agency,” Foyle said.

Contact:
Rachel Sanders
Wellness and Culture Editor, Buzzfeed
rachel.sanders@buzzfeed.com
Rationale: Ms Sanders writes and publishes serious pieces about issues like immigra-
tion and classism, domestic violence is along these lines of important problems spe-
cific to a United States audience. Plus, Buzzfeed’s target audience is young, a college 
demographic is likely to come across this piece.



Strategic Message Planner
Advertising Goal:
 To reinforce Aerie’s mission statement of female empowerment by extending their 
philanthropic efforts to domestic violence support.
Key Client Facts: 
• Aerie is under the parent brand American Eagle, founded in 2006 and 1977, re-

spectively.
• Aerie launched its “unretouched” campaign in 2014 and has not used photoshop 

in any ads since.
• Aerie has partnered with many influencers to spread their message of inclusion. 

Aly Raisman (Olympic Gymnast), Samira Wiley (Activist and Actress), Molly 
Burke (Disabled Activist and Motivational Speaker).

• Aerie has received praise in AdWeek for its 2018 campaign to expand inclusion 
(within its models) to people with visible disabilities and medical conditions. This 
included people that use forearm crutches, people with visible diabetes ports, 
women with ostomies, etc. https://www.adweek.com/brand-marketing/aerie-con-
tinues-its-real-streak-casting-models-with-illnesses-and-disabilities/

• Aerie has partnered with organizations like NEDA, Free the Girls (human sex 
trafficking), Thread International (recycled materials), Bright Pink (breast cancer)

• The company is known primarily for its lingerie (bras and underwear) but also 
sells loungewear and pajamas.

• For 2018, American Eagle made $4.0 billion, up from $3.2 billion the previous 
year.

Product Key Features:
What is the product? 
• Racerback tank tops with artwork on the front, featuring themes of feminism and 

empowerment.
• The tank tops will sell for $29.95 each
• They will feature bright colors and colorful art.
Purpose of Product?
• To donate funds to the National Domestic Violence Hotline on behalf of Aerie.
• To provide a comfortable top for spring and summer- perfect for layering
What’s it made of?
• Lightweight cotton



• Sustainably and ethically sourced materials
• Manufactured ethically, fair trade, etc
Who and what made the product?
• Fairly treated factory workers physically made the product
• Project designed by Erin Summers, creative director at Aerie
• Artist: Jade Cowans
• CEO worked with at NDVH: Mary Susan Gallien Clinton
• Product sold in stores and online beginning April 1, 2019
Target Audience and Demographics
The target audience for this tank top line is young women ages 16-24. These women 
either have had a positive relationship with Aerie in the past or are looking for a lin-
gerie brand with a more positive message. They want to shop at a lingerie brand that 
values them for more than their money.
Women targeted in this campaign either have experienced domestic violence, 
known someone who has been a victim of domestic violence, or has immense sym-
pathy for those affected by domestic violence. Females age 18-24 statically are most 
often the victims of domestic violence, so these two demographic subsets are paral-
leled. Over 50% of women age 18-22 reported having a friend that had experienced 
sexual or domestic violence.
These women are high school graduates, and most attend college. They likely work 
part time and have some expendable income for clothing purchases.
These women have purchased from Aerie before and usually only purchase when 
they need something new. They are unaware of Aerie’s philanthropic work.
Product Benefits
• These tank tops are beautiful designs, likely to get compliments from friends and 

family.
• Self-satisfying feeling that supporting a charity gives.
• The tank tops provide a great spring and summer staple piece that is perfect for 

any event, and great for layering.
• Philanthropic efforts bragging rights.
• Education about NDVH as a resource.
Direct Competitors
• Gapbody: Customers want better structured bras and underwear with a wider 

size range. The loungewear by this brand is often a flimsy polyester and can only 
be used as pajamas.



• Victoria’s Secret PINK: Customers do not feel represented by the models the com-
pany uses. They also want a less expensive alternative to the expensive loungewear 
at PINK.

Indirect Competitors 
• Amazon: There are plenty of designed tank tops that are cheaper because of Ama-

zon’s production structure. However, purchasing similar tank tops from Amazon 
do not have the same philanthropic component.

• Donating directly to NDVH: It cuts Aerie out as a partner in the donation which 
will cut traffic to Aerie’s website. However, people looking to donate do not re-
ceive a physical piece to keep if they do not purchase the tank top.

Product Brand Image
• Current brand image: A body-positive brand that provides a wide range of bra 

sizes to focus on inclusion.
• Desired brand image: A brand that takes its empowerment claims seriously 

through consistently engaging in philanthropic efforts that directly benefit the 
general wellbeing of women nationwide.

• Brand image challenge: There is a general mistrust of brands, the public finds it 
hard to genuinely trust a brand’s intentions. 

Strategic Message: The Promise
Purchasing and Aerie x NDVH tank top will benefit women by providing education 
and crisis resources for people struggling with domestic violence.
Strategic Message: The Proof
• 57% of young women do not know how to identify and abusive situation
• Providing education and resources helps prevent domestic violence, and its asso-

ciated escalations
• Aerie is empowering women by providing more access and financial help to this 

resource
• Aerie’s tank tops are fashionable and versatile



Print Advertisement

Aerie has always worked to empower women in every way. Since women suffer 
disproportionately at the hands of domestic violence, Aerie has teamed up with 
the National Domestic Violence Hotline to raise vital funds to keep the Hotline 
as an available resource. Together, Aerie and NDVH have produced three tank 
top designs that will be available in Aerie stores beginning April 1. All proceeds 
will go to the National Domestic Violence Hotline. 

For more information, please visit www.aerie.com/NDVH.

BUYING THESE TANK TOPS WILL 
SAVE WOMEN’S LIVES.



Broadcast Advertisement

Placement: This ad should be run on Spotify or Pandora between songs, specifical-
ly for people within our target demographic. Women age 16-24 should receive this 
ad from Mar. 18 through Apr. 18.



Social Media Monitoring
Instagram
• Aerie Instagram account functions 

like a blog.
• Fast, kind, friendly responses to cus-

tomers with customer service ques-
tions and general comments.

• Consistently reposting blogger and 
customer pictures when they tag Aerie 
in their pictures.

• Recent partnership with Marvel ahead 
of the Captain Marvel release. They 
used the hashtag “#AeriexCaptain-
Marvel”

• Themes around female power within 
this partnership

• Combatting Instagram’s algorithm by 
promoting posts to followers, making 
sure no one misses a post.

Twitter
• Primarily posts pictures of new prod-

ucts with links to purchase
• Retweets comments from followers 

and fans
• To kick off swimsuit season, they run 

sweepstakes to win gift cards, promot-
ed via their social media channels.

• Consistently posting about ongoing 
sales and promotions with links.



Social Media Strategy
Instagram
This platform provides endless poten-
tial for well-produced photography and 
videography. Instagram is already full of 
“aesthetically pleasing” content so Aerie’s 
brand works well. 
For this specific partnership, Aerie 
should do profile features of women 
whose lives were saved by the National 
Domestic Violence Hotline, similar to 
the ones they do for their #AerieREAL 
Role Models. 
A brief quote and story about the impor-
tance of the service along with a photo of 
the woman wearing one of the tank tops 
would be perfect to increase awareness 
for Aerie as a brand and for NDVH as a 
service.
Twitter
Video content often goes viral on Twit-
ter, much more often than a photo of 
a swimsuit with a link. News sites like 
NowThis feature “clickworthy” news clips 
regularly. 
A short stylistic video explaining the 
partnership between Aerie and NDVH 
would likely get more retweets than their 
usual posts of links. 
Again, this type of content will raise 
awareness for both companies and drive 
traffic to their respective websites.


