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WHO IS 
ABERCROMBIE
& FITCH? 

Abercrombie and Fitch is an
American lifestyle retailer that
focuses on everyday wear and
accessories.
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 Brand Image
EARLY 2000 VISION
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“Exc lus ive” brand

Teen-targeted 

Provocat ive and R isque Advert is ing

Expl ic i t  and Exaggerated Branding

Communicated Popular i ty ,  Wealth ,
and  Attract iveness

OLD  



-MIKE
JEFFRIES,
FORMER CEO 

"We go after the cool kids.
We go after the attractive,
all-American kid with a great
attitude and a lot of friends.
A lot of people don't belong
[in our clothes], and they
can't belong. Are we
exclusionary? Absolutely."
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REBRAND 
Primary Focus on

Inclusivity & Diversity
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Abercrombie’s 



If Abercrombie & Fitch does not
effectively promote their new
brand image and alter previously
held consumer perceptions about
their brand, they run the risk of
pushing away customers who 
 embody the brand’s new values.
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BIG  Idea  
THE  

What problem is the brand facing?  



How has the rebrand of
Abercrombie & Fitch helped
to promote inclusivity & alter
consumer attitudes about

the brand?
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RESEARCH 
Objective 



METHODOLOGY

DEPTH INTERVIEWS

FOCUS GROUP

SURVEY

SECONDARY
 RESEARCH

 1 .

2 .  

3 .  

4 .  
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Key Themes: Depth Interviews

SIZING
BODY 

POSITIVITY 
ADVERTISING

OLD BRAND
IMAGE

COMPARISONS 
TO 

COMPETITORS 
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Key Themes: Focus Groups 

OLD 
BRAND
IMAGE 

JEANS BODY 
IMAGE 

LACKING
SOCIAL
MEDIA

PRESENCE 

SIZING 
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WHY IS ABERCROMBIE
& FITCH'S REBRAND
IMPORTANT?

              of adults say diversity
in advertising impacts their
image of the brand.

             of respondents report
taking action after seeing an
inclusive or diverse
advertisement. 

62% 

64% 
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Quantitative Findings

Based on our model, consumer's
attitudes towards Abercrombie's social
media ads significantly predicts their
perception of the brand as inclusive
based upon the p-value. 
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Question 8
Rate the degree to which you agree with
the following statement: Abercrombie &

Fitch is an inclusive brand.
 

Likert scale
1-strongly disagree, 5-strongly agree

Question 15
How do you feel about Abercrombie ads

on social media?
 

Emoji with slider scale
1-angry face, 2-smile face



Quantitative Findings

Based on our test results, we
concluded that Abercrombie
consumers do not view the brand
as either inclusive or non-inclusive. 

Question 8
Rate the degree to which you agree with
the following statement: Abercrombie &

Fitch is an inclusive brand. 
 

Likert scale
1-strongly disagree, 5-strongly agree
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Quantitative Findings
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Based on the mean of survey
respondent's feelings towards viewing
Abercrombie as inclusive, we concluded
that the brand's customers do not feel
that the brand is either inclusive or
non-inclusive.

Question 8
Rate the degree to which you agree with
the following statement: Abercrombie &

Fitch is an inclusive brand.
 

Likert scale
1-strongly disagree, 5-strongly agree 



Quantitative Findings
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Based on valid percentages, we found
that only 24.6% of Abercrombie
consumers associate the brand with
body positivity, while 43.5% do not.

Question 28
Do you associate body positivity with

Abercrombie & Fitch?
 

Nominal scale
0-yes, 1-not sure, 2-no 
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Yes
64%

No
21.3%

Not Sure
14.7%

Does this Abercrombie ad look familiar to you? RESULTS

No
70.4%

Not Sure
16.9%

Yes
12.7%

74.47% strongly agree that
this ad is one they would
expect to see from the

brand

 65.52% somewhat
disagree that this ad is

one they would expect to
see from the brand



No
60.9%

Yes
27.5%

Not Sure
11.6%
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Are you aware
of Abercrombie's

inclusivity
campaign? 

RESULTS
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What are
the most
important
actions a
brand can
implement? 

RESULTS
58.33% reported that taking
accountability for past actions is very
important. 

45% reported that having a progressive
desire for change is very important. 

48.33% reported that acting on words is
very important. 
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LIMITATIONS
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We used a convenience sample, which is not
representative of the entire population. We could have
potentially missed out on input from those older and
younger than us within the brand's target market

Focus groups were narrowed to people from our class, so
we could not select certain participants.

Survey sample

Focus group

Project duration
Data collection and other aspects of the research report
were limited under time constraints.

Internal information
We were unable to access internal data from Abercrombie & Fitch
to better assess their concerns and current implementations.



CONCLUSION
The rebrand of Abercrombie & Fitch has not altered consumer attitudes significantly
enough in terms of inclusivity. 

Abercrombie & Fitch has certainly taken initiatives to become more inclusive, including
more diverse models, sizing options, etc. However, consumers either still have
associations of past branding, or are indifferent. They have no opinion on inclusivity,
and do not find the brand to be body positive. They expect to see ads similar to those
in the past instead of current ones.

 
From our research, our team believes Abercrombie & Fitch needs to
promote its rebranding effort more effectively through implementing new
promotional strategies. 
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RECOMMENDATIONS

 1 .

2 .  

3 .  

4 .  
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Focus on increasing brand awareness through brand-
specific, unique advertising  
  

Publicly address controversial past Image to educate
consumers on the brand’s growth 
  

Establish a body positivity campaign to diminish popular consumer
attitudes that associate Abercrombie with unrealistic, model-like
body standards

Implement in-store advertising that reflects
Abercrombie’s new values of diversity, inclusivity, and
body positivity 



THANKS FOR
LISTENING!

ANY QUESTIONS? 
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