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P O R T F O L I O

A journey though 
my previous 
work to explore 
my talent and 
capabilities. 
A journey of 
Expression, 
Passion, and 
devotion for the 
Fashion Industry

BY AUTUMN WEST
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“ABS
TRA
CT”

Hello!

I Am Autumn West a 
highly skilled ba  (hons) 

fashion management and 
communication graduate 

from Sheffield hallam 
university. Specialising 

in visual merchandising, 
sportswear products, 

merchandising and 
document the street wear 

culture and technological 
advances of the fashion 

industry. Enjoys designing 
stores and creating the 

final consumer outcomes, 
creating journey for 

consumers to connect 
with brands and styling 

key street and sportswear 
looks. Has bold stand out 

imagery and sort films. 
Dissertation subject focused 

on “how technology 
feeds the fashion industry 

to create immersive 
retail experience for the 
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Displayed Here are 

a few of my visual 

merchandising

Outcomes whilst 

training and 

working for Nike
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Displayed Here are 
more examples 
of my visual 
merchandising
Outcomes whilst 
training and 
working for Nike
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Examples of 
merchandising 
in Nike factory 
store Rotherham, 
following design 
layout and 
selecting specific 
products to display 
in nike sportswear 
categories

Curated window 
displays at 
Rotherham hospice 
charity shop. 
voluntary work 
creating displays to 
reflect the latest 
fashion or specific 
monthly events
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FASHION YOU CAN BUY,
But STYLE YOU PROCESS.

THEY KEY TO STYLE IS,
LEARNING WHO YOU 

ARE,
WHICH TAKES YEARS.

THERE’S NO HOW-TO,
ROAD MAP TO STYLE.

ITS ABOUT,
SELF-EXPRESSION,
AND, ABOVE ALL,

ATTITUDE.
-IRIS APFEL

STYLE

YOU

NO

SELF

ATTITUDE
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INSP-
IRAT-
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Skateboarder

Runner

Dancer

Athlete

Footballer

Gymnast

Training

Tennis

Snowboarding

Basketball

NOTE TO SELF:
10 SPORTS 
SHOWCASE VARIETY, 
EACH SPORT WILL 
HAVE A DIFFERENT 
MODEL MAKE 
THE MOST OF IT. 
PHOTOGRAPH 
AND RECORD 
VARIOUS SPORTING 
MOVEMENTS

THINKING 
OF THE 
MASTER 
PLAN
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Trial and error make 
shift photo studios. 
During the covid-19 
pandemic. This time 
period allowed my 
creativity to thrive and 
allowed me to push 
the mould of creative 
outcomes by creating 
things people did not 
think was possible the 
boundaries can not 
define creativity
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A range of sports 
to include every 
individual focused 
on Nike products 
from every 
category to show 
them they can 
break the mould 
and show style in 
an extraordinary 
way, breaking the 
connotation of 
sports clothing in 
fashion.

Reliving nike 
heritage in a new 

streetwear era, 
Representing 

who Nike is and 
what they offer 

consumers. 
Connecting to all 

consumers, every 
race, age, gender 

and category 
will feel the 

connection to this 
campaign.
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I AM NIKE CAM-
PAIGN LINK-

ING WITH TECH-
NOLOGY AND 

ARTIFICIAL IN-
TELLIGENCE TO 

ALLOW CON-
SUMERS TO GAIN 

THE MOST OUT 
OF THEIR STORE 

EXPERIENCES.
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#IAMNIKE
#YOUARENIKE
#WEARENIKE “Film”

7
Sports
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A step by step guide to install a store to 
allow consumer to have the experience in 
connecting with the consumers.
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Curated images in collab-
oration with John Lewis 
& partners to showcase 
products for John Lew-

is. Showing art direction, 
styling and creative skills
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Chapter 1: Window Display’s 
Bricks and Mortar V Home 
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K
ey W

ords:

 
Brands
Immersive Layout
Artificial Intelligence
Footfall
Consumer engagement.

 
Brands
Immersive Layout
Artificial Intelligence
Footfall
Consumer engagement.

Consumer engagement is one of the main 
factors to drive store footfall. Its created 
by numerous factors such as sense of 
community, esteem and aspiration as well 
as value proposition and customer-centric 
and service-orientation. (Pegler, 2018). 
These factors force consumers into stores 
to allow focused driven sales to specific 
target audiences allowing brands to create 
specific demographic looks though Visual 
Merchandising to relate to the individuals. 
The main aim of Visual merchandising is to 
gain consumers attention to allow them to 
have the urge to buy into the brand. It also 
helps to enhance and entertain consumers 
by educating them on the brands aesthetic. 
(Berlin School of business & innovation, 
n.d.) Artificial Intelligence and instore 
experiences create the same feel. Some 
stores have a great in-depth understanding 
of this which helps them to thrive above 
others and create a larger engagement 
with consumer by visually attracting 
their attention. Reflecting on consumer 
emersions brands such as, Selfridges and 
Harvey Nichols are at the forefront of this 
from a branded bricks and mortar retail 
perspective. Bricks and mortar stores have 
limitations due to the fact it is a static way 
of meeting consumer needs. Brands such as 
Nike and Adidas take this to the opposite 
end creating immersive experiences for 
consumers while at home allowing a non-
static approach. However, some stores 
do mix both sides of this together such 
as Burberry. Whilst researching Visual 
Merchandising primarily and secondary 
these brands always come to the forefront 
with them forever changing innovative 
displays. 

C
hapter 1: W

indow
 

D
isplay’s Bricks and 

M
ortar V

 H
om

e 
Im

m
ersion

Selfridges have a loyal client base yet appeal to 
the whole population by showing diversity when 
displaying for the public. Since 1906 they have 
used the store ethos of everyone is welcome. 
(Selfridges, n.d) The main reason Selfridges 
connect to this ethos is to improve consumer 
footfall, displayed primarily at Christmas with 
the large standing Window Displays. However 
due to this being a bricks and mortar store con-
sumers have to physically be present to be able 
to see this and create this interaction. It shows 
consumers a physical appearance for them to 
be connected to, where as Nike make this inter-
action available to consumers from their home. 
Nike’s approach provides an alternative view on 
what bricks and mortar stores have to offer and 
shows and new wave of technology connecting 
with stores but from a more personal surround-
ing area. Both are at very different ends of the 
spectrum technology wise due to the fact that 
one is more physical, and one is digital based. 
This also inks to the generation gap and the way, 
the new technology focused generation’s wants 
to have that primary connection from home. 
Whereas the older generation is used to seeing 
this physically and it is their signature shopping 
style. Offering immersive experiences from the 
home is a new great technological advancement 
however it is becoming a downfall by discourag-
ing people to want to connect physically. 

Looking at the consumers feedback, consum-
ers still want this engagement however these 
physical and technological approaches are 
very different ways of doing so. Bricks and 
mortar stores whilst they may be physically 
attractive to certain individuals are losing 
the credibility due to consumers not being 
able to experience the same interaction with 
the stores at home. Forcing brands such as 
Nike to take over the market to show forward 
thinking to all consumers. Working with 
industry experts, Selfridges created the first 
attraction on Oxford Street, for its time it was 
seen as the new diverse way of marketing. 
Selfridges created Window Displays for Lon-
don. Displays did not only show merchandise 
they created a story for consumers to be a 
part of, creating the first immersive expe-
rience of its era.(Jones, Davies, Woodward, 
2013). Taking on the impossible job of at-
tracting the consumer from outside, Selfridg-
es has managed to do this for a number of 
decades. The only element they haven’t man-
aged to get a grasp of is creating that relation-
ship with the consumer from home. Gaining 
the attention of the consumer has played a vi-
tal part in many window displays but the new 
era of immersion from home is taking over. 
However, as times are changing Selfridges 
has managed to adapt to their approach to 
ensure consumers stay engaged with the store 
physically by adding in renowned display 
techniques. Working in Selfridges favour 
they are still pushing boundaries and make 
records for the fashion industry. Due to the 
lavish Window Displays Selfridges sales are 
increasing every year maximising footfall 
and revenues. From 2018 Selfridges sales rose 
from £787.9m to £809.9m (Statista. 2016) due 
to their innovative ap
proach. Whereas in current times as of 2020 
window displays cannot be seen on a egu-
lar basis. Due to this situation innovation at 
home is thriving so bricks and mortar stores 

have no way of connecting with the 
consumer. When interviewing a 
head coach at Nike, they said 

“Nikes online 
sales have
risen by 50% in 
the last three 
months”
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EVERYTHING IS AN 
EXPERIMENT
-(ISSEY MIYAKE,
Szmydke. P. 2014)
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Following on from the Trend Book, Nike will create 
a Utility styled range, which will tie in with the 
construction work-wear theme. They would follow 
the First concept brief and create a augmented reality 
space for consumers to travel through to create  a 
story behind the new line.  It will entice consumers 
and create a hype around products connecting to the 
current consumers who are loyal to the brand. The event 
would be 3 days long with various activities throughout 
this period. The event will be played like a game, with 
exclusive merchandise from each floor  which can 
only be retrieved on this day only,  to create Limited 
addition products that people will have the drive to 
travel to purchase. The consumers would travel from 
floor to floor over the 3 day event unlocking each level 
to then see the new collection on the third floor yet if 
any individual misses a day they can not unlock the level 
containing the new merchandise.  Throughout each day 
there would be the augmented reality section for any 
public members to travel through yet at night there will 
be a Members only exclusive event. This will be apparent 
as Nike are pushing the consumer and brand connection 
and trying to saturate the market by making everyone a 
Nike member. 

Throughout the day there will be talks 
with people who have created the 
collections as well as live DJ’S, Dancers 
and entertainment. This will be a public 
event where anyone can come and buy 
the limited edition merchandise from the 
floor. Yet the members only party will 
be exclusive acts, performers. This is to 
thank the consumers loyal to Nike and 
give them something for being apart of 
the brand story and legacy. 

Within this experience there would be an open space in the middle of the sheets this 
would be where the merchandise is sold. The merchandise would be displayed on 
work benches typically used by builders, this will add to the utility element, whilst 
having a spotlight shining on the tables to catch the attention of a consumer to draw 
them to the limited edition stock. However there will be no cash desk, only employees 
stood with hand-held paying devices to allow a personalised shopping experience. 
Whilst the consumer will be traveling though the experience at set times during the 
day there will be talks with individuals who helped to create this collection, this is 
why there will be one chair positioned in the middle of the space with a spotlight 
shining from above.

Within the second floor there 
would be a light show with 
hanging lanterns this would 
engage with the consumers 
sensors and catch the attention 
as soon as they arrive up the 
ramp. The Limited edition 
merchandise would be yet again 
displayed on work benches 
to match the utility theme. 
Throughout this day there 
would be live music and DJ’s 
playing sets to draw consumers 
to come together at the event 
to listen to the DJ’s they are 
particularly interested in

Here is an example of what the 
clothing would be displayed 
like on a work bench styled 
clothing rack. It will match 
the utility theme but shoe 
consumers a glimpse of what 
the range will be like on the 
following day.
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C O M M U N I C A T I O N  
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A I

D A

In order for the AIDA model to be successful the 
consumers attention bust be raised. This has already 
happened in some parts of the consumer base due 
the forever growing streetwear culture. However do 
gain the consumer attention a very viable advertising 
plan would be put into action, starting with getting 
the consumer familiar with the trend. Most of the 
consumer market see what streetwear is evolving 
to and how Utility is playing a big role in this yet 
others are to afraid to push the boundaries. This is 

why creating such a great concept is crucial to make the trend reach 
its full potential. The trends based on consumers feeling free whilst 
adding in augmented reality. Which allows the consumers to move 
freely around the spaces created for the, Putting out a Video would 
be the next point of contact, a video showing what’s to come for 
Nike and its Utility collection and what this event will give to the 
consumer. The videos should contain snippets of the event that is 
going to take place combined with the history behind the style to 
allow the audience to be aware of what they have created through 
time. It will create awareness of how the Collection and trend will is 
linked to their everyday lives and provide awareness that freedom of 
clothing is a choice many people of their audience are creating.

The consumers interest will grow as they see 
the benefits that Nike has to offer not just on 
a sportswear basis but in a natural clothing 
environment . They will get familiar with how the 
brand works and  how much loyalty  means within 
the brand. It will also help to provide Nike with 
new market and help them saturate the market. For 
people attending the event they will see that it is 
member only after 10pm, which will causes curiosity 
to why people are so loyal to the brand. Yet they will 
know first hand what happens to consumers who 
receive these benefits and lead them to want to know 
more. Plus if Nike continue to create events like 
this one the audience will have more interest in the 
unknown. It will ensure the consumers attention and 
allow Nike to fit into their lifestyle as the consumer 
will want to be apart of the Nike family and getting 
the latest drops.

Desire to be at the latest events and have the most up to date 
releases, the consumer will become attach to the feeling of 
being apart of the Nike team. Especially in this instance if 
consumer are not members and can not stay the first night it will 
leave them with the desire to want to be at the next ultimately 
forcing the consumers hand over to Nike. As this event is a 
physical experience many consumer will be photographing and 

publicising about the event, which leaves consumer not into brand loyalty to 
want to be apart and see the heritage that is building up with the brand. The 
consumers involved will be seen as trend setters with the limited addition stock, 
meaning many will have the urgency to try and buy what they missed out on. 
Ultimate need and desire to belong to Nike and the Utility trend.

In conjunction with the event the action taken 
to provide the consumer with the best journey 
though a space augmented reality is added. 
It allows the consumer to look around before 
making a purchases and adds a personal touch 
on their shopping experience as they travel 
though the floor this will become more appar-
ent. Due to the maze like structure or the event 
consumer will engage on the trail before they 
can consider making a purchase, this is why it 
is so important to create a tension before the 
collection reveal as it will stimulate the con-
sumers mind to consider a whole experience 

rather than just one purchase. The third floor in this case is 
also a critical point in their experience as they will not need 
to look around and find a size. The consumer can simple 
have what they require upon request. The whole experience 
provided due to this event ensure the consumers intention 
upon purchasing and they came to the event for a reason 
and intentionally wanted to experience this journey.
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The brand changed image in 2006 when Wang established a sleek 
Ready to Wear Woman’s collection. However, the brand didn’t 
make its first appearance in fashion week till 2007, debating in 
Autumn/Winter New York Fashion Week (Klein.S n.d). This is where 
Anna Wintour editor in chief of Vogue brought attention upon 
the rising designer, from that point the brand took off, winning 
awards and getting recognition from many industry profes-
sionals. Through 2008 - 2011 Wang received many awards for his 
dedication and collections, two of these awards being the top 
award from Vouge/CFDA Fashion Fund with a sum of $200,000, 
and in 2011 being named Best Menswear Designer by CQ. Finally 
showing the power Wang has in the Fashion Industry.

 From this recognition Wang become the Creative Director 
of Balenciaga in 2012, causing many controversies to wheth-
er Wang could become an icon for the brand like Nicholas 
Ghesquiére were previously. However, he held this position for 
three consecutive years, but unfortunately, they didn’t re-
new Wang’s contract in 2015, allowing him to focus on his own 

brand again. After returning to the brand he had a management 
change in 2016 removing his Mother and Sister from the posi-
tions they held since 2005 making it more iconic. In 2018 Wang 
has both Men’s and Woman’s wear and many brand extensions 
such as T by Alexander Wang, a jewellery line, footwear and 
many more. Wang did not stop here he also worked with other 
companies to make successful collaborations such as Alexan-
der Wang X Adidas.

Alexander Wang is main creative director of the brand created 
in 2005, he created an eponymous label, aged 21. This happened 
shortly after dropping out of Parsons School for Art and De-
sign in 2004. He had the passion and drive to create something 
bigger. Initially Wang created a Knitwear collection with six 
items based on unisex silhouettes (Klein’s, nod). The brand began 
with his mother and sister as chief executive and chairman and 
his brother as chief financial advisor, Wang supported the ones 
he loved in an industry he’s passionate about. 

2004

2005- Creative 
Director

2005

 Knitwear 

Collection

2006 Ready To Wear Collection

2007 Debut 

New York 

Fashion 

Week

2007 becoming friend 
with Anna Wintour

2008 winner of 

Vouge/CFDA Fash-

ion Fund

2011 Best Menswear

2012 Creative 

Director At Bale-

ciaga

 2015 Returning to 

Alexander Wang 
Inc.

T x Alexander 

Wang

2018 Collection

Fig. 4-15

Wang has made his brand stand out with its exclusive element 
and outrageous ideas. The brands exclusivity means you need to 
know Wang personally to be able to get an insight into the new 
collections. Wang creates a persona within his brand that is re-
bellious and urban, yet he uses desirable fabric and tailoring to 
create luxury items. Beginning from nothing Wang said, “it all 
comes down to connecting with who I felt was my customer and 
my audience.” (Socha.M, 2013) The brand’s recognised for dark 
black colours and using a sportswear inspired look. The dark 
colours add to the private feel and to the fact Wang creates a 
relationship with his followers by producing nightlife rave’s af-
ter every show. His friends speak about him as “The same person I 
met when I was fourteen” (Imran H, 2012) yet from this behaviour 
he’s created an empire and a legacy with the notorious after 
party WangFest. 

INSP-
IRAT-
ION.
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STRENGTHS:
Some of Wang’s main 
strengths are the 
economical advances, 
growth and the 
ability to target 
specific consumer 
group. Also, the many 
collaboration’s 
he’s done as well as 
he contribution to 
charities. The brand 
has a whole is strong 
as it continues to keep 
the exclusivity but 
still excites existing 
customers to continue 
purchasing and buying 
the brands. 

WEAKNESSES: 
I believe one of the main 

weaknesses in the brand is the 
secrecy due to how hard it is to 

find out information and how 
hard it is to fit into the brand if 
you aren’t a specific individual. I 

do credit Wang for what he does 
yet him being so unique has lead 

to researching the brand and 
even contacting the brand to 
be difficult. However, he could 

work on the advertisement 
section, I am not suggesting to 

publicly show the collection but 
show off the campaign photos 

slightly more with the given 
audience, this will allow the 

collections to be seen by people 
in his target market or new 

consumers to become interested 
in the brand.

OPPORTUNITIES:
Collaborations with 
other designers are 
also something that 
Wang could create more 
opportunities from as 
it allows him to create 
new items and stand out 
to new markets. Another 
opportunity would be 
Wang’s use of technology, 
he uses this quite well 
already yet as technology 
is advancing he could be 
the fourth front of new 
technological materials. 
Also, the funding that he 
won from Vogue ($20,000) 
could have taken his brand 
to new levels and different 
heights in marketing. The 
money could have been 
used on alternative thing 
to improve the brand. 

THREATS:
Wang often gets compared 

to contemporary designers, 
this is a threat as Wang wants 
individuality for his brand but 

being compared to others would 
knock that aspect. Also, over the 
past few years the lawsuits made 

against Wang with the sweatshop 
allocations created a higher risk 
threat as many people don’t want 

to be associated with the brutality 
of sweatshops.  People buy luxury 

clothing to escape and cancel 
out this sort of behaviour, so 

when Wang had the allegations 
made against him the sales started 

to drop, meaning the turn over 
for that year wasn’t as high as it 

should have been. The final threat 
is using controversial celebrities 

to promote his brand. This makes 
consumers question Wang’s motive 
and why they should buy the brand 

when certain celebrities don’t fit 
to Wang’s mould themselves. 

SWOT
ANA-
LYSIS
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The consumers Wang connects with are successful individ-
uals, due to the luxury and lavish items and high price tag. 
In relation to Maslow’s hierarchy of needs the individuals 
who purchase from Wang do so due to self-actualisation 
gaining fulfilment from buying expensive goods. The ful-
filment links to esteem needs, gaining a sense of achieve-
ment and belonging. As Wang creates such a high reputa-
tion for his brand the consumers feel apart once they have 
bought his products.

However, the consumers are from specific geographic and 
demographics. The geographic of the consumers is nor-
mally in richer areas such as Soho New York, and London, 

These areas are mainly full of wealthier consumers mean-
ing Wang can gain the respect he desires. The demographic 
however are individuals looking to be fashion forward yet 
still retain a street urban vibe. Most consumers are of a 
younger age and looking to show off a unique individuali-
ty. They have needs of wanting to feel apart in their individ-
ual fashion style, Wang meets these needs be giving them 
the look they want with quirky extras.

The consumers never change yet as the seasons go on 
Wang has given them a new youth look. He emerges mar-
kets in the US, China, and the Middle East as they all have a 
need for the luxury quarter and want the best there is in 
the market. Therefore, his business has bloomed from these 
countries due to the consumers desire to gain what’s best 
in the market.

The standards continue 
through distribution, one 
of Wang’s favourite achieve-
ments, is when stores start-
ed selling his merchandise, 
from this Wang built an em-
pire from mixing three distri-
bution strategies to create 
a discrete fully-function-
al channel. He uses proce-
dure through his independent 
shops, to create the strong-
est element of distribution. 
These stores are in Soho 
New York, London and Bei-
jing (Alexander Wang (n.d)) 
these places have a high fash-
ion reputation creating the 
right atmosphere for Wang’s 
clothing. On the other hand, 
he uses Channel distribution 
through luxury department 
stores, such as Selfridg-
es, and Barneys, this cre-
ates partnerships however it 
doesn’t offer the whole ex-
perience that Wang created 
in his own stores, making the 
consumer feel less valued. 
Wang also link’s his business 
online through consumer dis-
tribution with a direct web-
page, and via agent third par-
ties.

Even though Wang has placed 
all his collection on his per-
sonal webpage, he continues 
to make some items only avail-
able in stores. Allowing the 
consumer to see the item but 
not giving them the opportu-
nity to buy. All three distribu-
tions work together to gain 
sales and help people explore 
the brand, as far as the pro-
motional side Wang doesn’t 
promote his brand much but 
relies on the existing custom-
er to return due to the care 
and thoughtfulness taken in 
processing the actual and 
augmented product. He uses 
digital advertising for cam-
paigns and places videos on 
YouTube also places some 
campaign photos on social 
media platforms.

Mar-
ket-
ing
Mix
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