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Background & Analysis 

“Many a small thing can be made large with the right kind of Advertising” (Mark 

Twain). This quote led me to the idea of researching the different types of pathways within 

Emerging Media and how they could create a new form of advertising, translating the digital 

identity of a brand to something physical which in turn would provide a wider audience for 

an independent brand and highlight the importance and viability of sustainable fashion 

practises. 

As of 2018, retail spending of jewellery has risen 6.8% in the past year totalling to £13.9 

billion which continues to grow, highlighting the desire within consumers. (See Appendix 1) 

There is also a need for jewellers to lean towards more ethical practises when creating their 

products and provide a platform for female traders and creators. Also, a study provided by 

Lyst proved that there is a gap within the market for earrings as the new must-have, the 

bigger and the bolder and unique, the better. It focused my search to Independent Jewellery 

brands which hold a primarily internet following who deal in ethical procedures when 

creating their products. This led me to connecting with online brand ‘Pom Up Your Life’ 

which provide handmade earrings made from vegan yarn and recyclable packaging to begin a 

collaboration for an ad campaign to boost sales and awareness of the brand. (See Appendix 

2) 

The idea of ‘Physical Cinema’ and how it instantly connects with audiences through 

movement can be translated flawlessly towards an ad campaign, as having a physical 

interaction with a product or brand inspires reliability, openness and trust. This form of 

Emerging Media is not dissimilar to the concept of Guerrilla Marketing (See Appendix 3) 

which is unique and unconventional and can be interactive generating a buzz with consumers 

more so than conventional advertising tactics. So, my aim is to combine these two elements 

to create a dynamic ad campaign in collaboration with my chosen brand.  

 

Objectives & Framework 

The objective of this project is to boost awareness and sales for this brand combining 

elements of guerrilla marketing and physical cinema to create an inclusive ad campaign 

which coincide with the brands values and existing aesthetic. This will be an open 

collaboration with the designer and creator of ‘Pom Up Your Life’ using her advice and 

stylistic ideas to showcase her work. This will not only be performing a service but 

establishing a connection.  I want this campaign to have several stages which will culminate 

in a large interactive performative piece. 

-Stage 1: Create flyers which will be posted around the University of Winchester 

Campus creating a subtle yet informative introduction to the brand.  

-Stage 2: Create an inclusive promotional film highlighting the earrings for online 

publication and on screens around campus. 



-Stage 3: Stage a surprise pop-up fashion show at a student union event.  

(See Appendix 4) 

 

These stages will take place over the stem of a few weeks which will all lead to the end goal 

of boosting awareness and custom towards this brand, it introduces what is primarily an 

Instagram based enterprise more to the public eye. I’ve chosen to hold these events at the 

University of Winchester as the brands values of sustainability coincides with the 

University’s own ideals, and for them to be the host of this campaign will continue to 

promote these principles and inspire students to think more about sustainability as a whole.  

Also, it will make more people aware of the more eco-friendly and independent brands that 

are available to them, rather than relying so heavily on ‘Fast Fashion’ and promoting more 

conscious shopping habits. (See Appendix 5) 

 

Collaboration  

 

Both Sophie (The creator of ‘Pom Up Your Life’) and The University of Winchester will be 

vital collaborators for this project to be a success. Sophie will be offering stylistic advice to 

the overall aesthetic of the campaign and how her products should be presented and offering 

valuable insight to her existing clientele. Having gained a large following on Instagram and 

recently taking on style ambassadors to boost her client base, she understands how best to 

market her product and is the key designer, so it’s imperative her work is showcased through 

all methods that are planned.  The University will be more of a silent collaborator acting as 

the host for where the campaign will take place, but linking back to the point I made earlier, it 

will be valuable  to establish a partnership for this campaign as it’s the prime location not 
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only for the key demographic of customers which will be students, but match the values both 

the brand and the University represent. 

It’ll be worthwhile for the University and the Student union to endorse this venture because:  

- It links with their values for sustainable practise 

- Shows support for independent brands and businesses  

 

Research on Emerging Media  

The choice of which Emerging Media to input with my campaign falls to Participatory 

Story, Co-Creation Media and Physical Cinema. Purely because it can allow community 

members in this case the consumers to be actively involved in the campaign, immersing 

themselves in the experience and campaign. It also links to the idea of combing both 

digital and physical marketing. In terms of Physical Cinema, it encourages participants 

(In this case the models for the pop-up show) to tell a story with their bodies. I aim for the 

models to not only be displaying the earrings, but to showcase the sustainable values and 

practises which the brand represents. With inspiration from Bjork’s performance of 

Vulnicirua’s Quicksand, she was surrounded by projections and lights with cameras 

capturing a real time performance whilst adding layers of digital images and effects, 

creating an augmented reality.  (See Appendix 6) 

Participatory Media ties in closely with the collaborative process I want to achieve with 

Sophie. A project in Neighbourhood Planning used Participatory Media to represent the 

stories of citizens within the community in order to identify the needs of the community 

and further the progress of planning. (See Appendix 6) 

An article on Social Media Today states that Co-creation and collaborative marketing is: 

“one of the most relevant and authentic forms of content marketing brands can 

create” (Garcia, A) .and how valuable collaboration can be for marketing a product. 

“Collaborative marketing tactics can crush traditional marketing and advertising 

and generate not only meaningful interactions, but also significant increases sales.” 

(Garcia, A) (See Appendix 6) 

 

 



 

Pro’s 

- I’m passionate about shopping and promoting local and independent brands 

personally, so I’d like to introduce this to as many people as possible. This project 

provides opportunity to build up the awareness and business of an Independent brand, 

also highlights importance of businesses with ethical practises and inspiring the idea 

of ‘Shop local, Think Global’. 

- Gives opportunity to create a unique and inclusive ad campaign  

- My existing skillset for producing and filmmaking will mean the project will be 

developed with the upmost quality and precision, given the brand a professional and 

admirable campaign. 

- Inspire a sense of community with the planned involvement of the pop-up fashion 

show and the video.  

- A culmination of the steps for the ad-campaign will be a unique experience creating 

consumer engagement  

- Provide insight to how business owners wish to connect with their key demographics 

and give valuable knowledge and practise into advertising.  

Con’s 

- It is an ambitious project, so there is always a risk of the pop-up fashion show failing. 

Valid permission might not get secured, meaning having to move to a location that 

might not have the same desired impact.  

- There is every risk that efforts may be ignored by consumers.  

- Given the length of the project and the timescale given, there is a rush to make sure 

everything is carried out with the upmost quality. With that in mind, the plans I have 

might not all be achievable, so may require prioritisation of which step I want to focus 

on.  

- Creating and managing a pop-up fashion show is new territory for me, so will require 

a lot of planning and research which will help, however lack of experience may be a 

hinderance.  

-  

 

 

Critical review of Technical Development 

 
With the elements of Emerging Media I plan to use with this project, it will require 

practises I don’t have much experience in i.e. with physical cinema it’s a new 

dynamic of filmmaking, which would require for this project potentially manipulation 

of digital images, and working with projections. This could require more 

collaboration on the practical side with lighting technicians or those with more 



experience on After Effects. Lack of experience with these technologies could slow 

down production of the overall campaign.  

 

Below is a table of the practises I need to carry out with coinciding technologies I 

require: 

 

Storyboarding and initial design  Sketchbook, whiteboard, Pens & Pencils 

Promotional leaflets Adobe Illustrator, Graphics Tab, Adobe 

InDesign, Adobe Photoshop 

Promotional Film Adobe Premier Pro, Adobe After 

Effects, Canon C100, Ari’s/ Dedo 

Lights, Reflector, Samyang Camera 

Lens’s. Coloured Filters 

Pop-Up fashion show Dedo Lights/Ari’s/ Promotional leaflets, 

Costuming, make-up/ Merchandise  

Wireframing   Sketchbook, Pencil, Pens.  

Content for Instagram/ Websites Canon C100, Phone camera 

 

Timeline & Milestones 

 
The timeline and subsequent milestones for this project are a lot shorter than 

anticipated, due to a previous project that I had originally agreed to collaborate on 

which unfortunately fell through due to lack of communication with my first 

collaborator. The premise of an ad campaign was on the cards, however it being for 

an interactive horror film with more focus on Empheral Media and digital interactive 

elements. This current project I’ve had to adapt with research and development is at a 

shorter notice than I’d have liked. 

 

Evidence of this is detailed below:  

KEY: 

Yellow: Completed work 

Green: Uncompleted 

Blue: To be Completed 



 

 

 

After observation of my Gantt Chart, I have selected some milestones for the work already 

completed, and the task that still need to be done: 

 

 

 

 

 



Conclusion 

This project I have now proposed and set out to create is a immersive and interactive ad 

campaign which will  boost awareness and sales of an independent, ethical jewellery brand 

‘Pom Up Your Life’ that will bring to light the importance of supporting smaller artists and 

business owners, especially women business owners and creatives.  It will also be my first 

experience with creating a marketing campaign of this magnitude, and my first experience in 

dealing with Emerging media types such as Physical Cinema and Co-creation, which will 

provide valuable for my future career in Filmmaking and subsequent Marketing, as it will 

give insight to the steps and research I need to carry out. It will also assist me in developing 

my Project Management skills, with desire to go into a role of a Production co-ordinator, it 

will tie in with that also. Existing skills such as filmmaking, content creation for web 

purposes and social media will assist me in completing the project. I’m looking for this 

project to also, technically speaking spark a continuation of wireframing, drafting proposals 

and experimenting with interactive media to improve my work, making it better and more 

detailed each time.  
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1-Graph detailing the rise of spending for Jewellery 

1 Infographic detailing most searched jewellery keywords 

1- Graph detailing most popular jewellery brands 



 

-1 Research into desire for gender equality in jewellery industry 

 

 

 

 

 

 

 

 

 

 

  

1-Evidence of research on recent growth in popularity of earrings 

1- Excerpt from journal stating about female engagement in 

jewellery manufacture. 

1-Statistic on factors of economic empowerment 

for women 

2-Screenshots of 'Pom Up Your Life' website/Instagram page/ Manifesto 



 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

3- Guerrilla marketing examples 



Appendix 4- Early Concept Sketches of ad campaign plans and initial fashion show design and proposals upon 

initial meeting with Collaborator, Sophie.  

  



 

  

5- research into sustainable fashion 



 

 

 

4- Images of Bjork's VR Performance 

6- Research into benefits of chosen Emerging Media and role in Advertising 

6-Research on Physical Cinema 

6-Research on Emerging media advertising trends 

6- Research into Participatory Story trends 

6- Research into effects on audiences with Co-Creation 



 

 

 

 

   

6- Research into marketing concepts and Co-creations role within 

7-Diagrams on various collaborative methods 

5- Research into collaborative methods 
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