DL1961 BRAND LAUNCH

What if we sold high-fashion jeans by actually using...wait for it...a rational benefit?

When DL1961, a new premium denim brand, hired Fathom as its marketing agency, they had
secured distribution at Bloomingdale's, Nordstrom, Saks Fifth Avenue and Neiman Marcus.
With a strong sales pipeline in place, the company was looking for our help to boost brand

awareness and sales with a breakthrough creative campaign.

Fathom’simmediate insight was that DL1961 had to exploit a clear gap in the premium denim
marketplace to get noticed on arelatively small marketing budget. Based on an analysis of
the brand’s competitive set, we noticed that no premium brands were offering any benefit-
based claims, but rather relying solely on fashion credentials and imagery to appeal to

women strictly on an emotional level.

We believe that, evenin the fashionable denim category, emotion and practicality can—and
should - live together. As aresult, we developed a campaign that celebrates the product’s
ability to stretch in four directions — a claim that we translated to an end benefit of, “Jeans

that work as hard as those who wear them to stay fit.”

The recently launched campaign consists of national entertainment and fashion print, out-

of-home and retail point of sale.
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