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Burberry sparks interest in eyewear
collection by showcasing British talent
May 6, 2013

 
By ERIN SHEA

British fashion house Burberry is sparking consumer interest in its new eyewear
collection by showcasing British talent in a music-themed campaign.

The label is promoting its new Burberry Spark sunglasses collection through a series of
music videos that show up-and-coming British musicians wearing the sunglasses. The
videos and images are being shared on the brand’s social media pages, which could help
Burberry reach a younger demographic.

“Burberry is looking for ways to reach a younger demographic, specifically tastemakers,”
said Lauren Klostermann, head of industry for fashion at Blue Moon Works, a Denver,
CO-based digital marketing agency.

“Pulling from up and coming bands such as the Coastal Cities is a great way to identify
with the tastemaker group,” she said.

“It brings a lifestyle introduction to its summer sun-wear, in a medium outside the runway
and it also ties the brand to emerging British artists, which keeps it relevant.”

Ms. Klostermann is not affiliated with Burberry, but agreed to comment as an industry
expert.
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Burberry was unable to comment directly.

Getting into the groove

The collection features new eyewear for men and women in bright colors used in the
brand’s 2013 runway collection.

The soundtrack to the campaign is presented by three British bands, Coastal Cities, The
Night IV and Broken Hands. Each track has its own Burberry-produced music video.

The musicians are featured in a music video that shows the band members wearing the
Burberry sunglasses.

The first video shared was “Nothing Ever Changes” by Coastal Cities. It was shared May 1
on YouTube, Facebook and Twitter.

Coastal Cities video

The music videos serve as a Burberry eyewear commercial.

"Nothing Ever Changes" by Coastal Cities - The Burberry Spark Sunglasses Campaign

“Once Burberry brings in the consumer to the videos it is  sharing on its Facebook page,
the consumer is now watching a three-minute commercial under the guise of a music
video,” Ms. Klostermann said.

The videos and still images have been shared through Burberry’s social media, which
helps the brand reach a younger demographic.
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Also, this campaign helps show consumers that the label is up-to-date with technology and
culture.

“This strategy has the ability to establish brand-loyalty for the consumer, and opportunities
for Burberry to better connect and understand their target market,” said Dalia Strum,
professor at the Fashion Institute of Technology and founder of Dalia Inc., New York.

“Any opportunity to engage with their consumers allows Burberry to create memorable
experiences, where it can integrate into its target market's lifestyle," she said.

Rock star
Burberry has incorporated musical elements into its other campaigns.

For instance, the label established its global flagship store as an entertainment venue with
a ticketed concert series called “Live at 121 Regent Street.”

Burberry held its first concert April 23 that featured award-winning British rock band
Kaiser Chiefs with more acts to be announced later this year. Unlike a public
performance, Burberry’s concert series – where tickets are free – gathers brand loyalists
and devoted music fans to experience one part of the brand (see story).

Also, Burberry pushed its straight-off-the-runway men’s items as well as big-ticket apparel,
accessories and coats from ads in the Pandora iPhone application that seemed to
strengthen brand awareness more than trigger mobile purchases.

Images from a Burberry’s eyewear campaign are shown while users listen to music,
which may have encourage clicks from the broad demographic of Pandora app users who
are more likely able to afford sunglasses than other items. The ad brought consumers to a
mobile-optimized site that let them browse and purchase the most pricy items from the
label’s fall/winter 2012 collection (see story).

By using music-focused campaigns, Burberry can focus on creating experiences for
consumers to convent them to brand enthusiasts.

“The strategy to focus on associating the power of music with experiences evokes
emotion and attachment to the immersive experience,” Ms. Strum said.

“By focusing on strategic partnerships in synergistic verticals, this strategy focused on
innovative brand marketing and creating a more enjoyable, even desired consumer
experience,” she said.

Final take
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