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COMMUNICATIONS

MARRELING &
COMMUNICATIONS
PORITOLIO

A PORTFOLIO SHOWCASING MARKETING
PROJECTS, BRAND STRATEGIES,
CONSUMER INSIGHTS, AND CREATIVE
CAMPAIGNS DEVELOPED THROUGH
ACADEMIC, PROFESSIONAL, AND
ENTREPRENEURIAL EXPERIENCE.
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I'M A BA FASHION MARKETING STUDENT AT LONDON COLLEGE OF
FASHION WITH A PASSION FOR BRANDING, COMMUNICATIONS AND
DIGITAL MARKETING. THROUGH UNIVERSITY, CLIENT WORK AND ¢y LIVEDIN
ENTREPRENEURIAL PROJECTS, I'VE DEVELOPED EXPERIENCE |IN e 1 BVENEZIA, ITALY
RESEARCH, STRATEGY, CONTENT CREATION AND CONSUMER INSIGHTS. « =% LONDON, UNITED
I'M EAGER TO BEGIN MY CAREER IN A MARKETING OR COMMUNICATIONS

_.| EDUCATION
e BA (HONS) FASHION
MARKETING, London

KINGDOM College of Fashion (UAL)
AGENCY WHERE | CAN CONTINUE LEARNING AND CREATING MEANINGFUL w
« % MELBOURNE o EXCHANGE SEMESTER,
Melbourne
¢ IBDiploma, H-FARM
| BELIEVE GREAT MARKETING STARTS WITH UNDERSTANDING PEOPLE. International School, ltaly
EVERY PROJECT BEGINS WITH RESEARCH, CONSUMER INSIGHT AND
STRATEGIC THINKING BEFORE MOVING INTO CREATIVE EXECUTION. |
ENJOY TRANSFORMING IDEAS INTO CAMPAIGNS THAT CONNECT BRANDS g EXPERIENCE . CORE SKILLS

WITH THEIR AUDIENCES. e Brand Strategy
e Consumer Research

e Content Creation

e Founder & Marketing
Lead, Social Passport
e Marketing Apprentice.

I'M CURRENTLY BUILDING EXPERIENCE THROUGH ACADEMIC,
PROFESSIONAL AND ENTREPRENEURIAL PROJECTS, DEVELOPING A
STRONG FOUNDATION IN MARKETING STRATEGY, BRAND
COMMUNICATIONS AND DIGITAL STORYTELLING. I'M EXCITED TO BEGIN
MY CAREER IN A CREATIVE, FAST-PACED AGENCY ENVIRONMENT WHERE
| CAN CONTINUE LEARNING, COLLABORATE WITH TALENTED TEAMS AND
CONTRIBUTE TO MEANINGFUL CAMPAIGNS. LONG-TERM, | ASPIRE TO
BUILD AN INTERNATIONAL CAREER ACROSS THE UK AND AUSTRALIA
BEFORE FOUNDING MY OWN MARKETING AGENCY.

The Adaptive Times
(Acadium)

e Social Media Manager,

Pasta Nostra

o Social Media Marketing

Campaign Planning
Marketing
Communications




MARKETING AND
COMMUNICATION

LAURA LORENZINI

FOUNDER AND
vV MARKETING LEAD

Social Passport

- DEVELOPED THE BRAND
IDENTITY, POSITIONING AND
CONTENT STRATEGY.

= BUILT A TRAVEL-FOCUSED
SOCIAL BRAND FROM CONCEPT
TO LAUNCH.

= CONDUCTED AUDIENCE AND
COMPETITOR RESEARCH.

= CREATED CONTENT ACROSS
INSTAGRAM AND TIKTOK.

JULY 2026
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OLLECIED PROJECES

MARKETING
v APPRENTICE

THE ADAPTIVE TIMES
(Acadium)

= CONDUCTED MARKET AND
COMPETITOR RESEARCH.

- DEVELOPED CUSTOMER
PERSONAS AND AUDIENCE
INSIGHTS.

= CREATED STRATEGIC CONTENT
CALENDARS AND
RECOMMENDATIONS.

= COLLABORATED WITH AN
EXPERIENCED MARKETING
MENTOR ON CLIENT STRATEGY.

SOCIAL MEDIA
Y MANAGER

Pasta Nostra

- MANAGED INSTAGRAM AND
TIKTOK CONTENT.

= DESIGNED PROMOTIONAL
CAMPAIGNS AND MARKETING
ASSETS.

= PLANNED CONTENT TO INCREASE
BRAND VISIBILITY AND CUSTOMER
ENGAGEMENT.

= SUPPORTED DIGITAL
COMMUNICATIONS AND
STORYTELLING.

v BA FASHION MARKETING
London College of Fashion

AREAS OF STUDY

- CONSUMER BEHAVIOUR

= TREND FORECASTING

- BRAND STRATEGY

= MARKETING COMMUNICATIONS

= QUALITATIVE & QUANTITATIVE
RESEARCH

= MARKETING CAMPAIGN PLANNING
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Social Passport is a travel-focused social brand connecting young
travellers through curated group experiences. From concept to
launch, | developed the brand strategy, visual identity, market
research and content strategy, transforming an initial idea into a
cohesive brand with a clear audience and digital presence.

Instagram Profile Instagram Post TikTok Profile

PROJECT SNAPSHOT
Young adults often want to travel but Create a community first travel brand INDUSTRY  Travel
Brand Identity and Logo struggle to find friends with the same connecting like minded travellers P Brand Development
_ _ o bl . oush _ .
Visual Identity Guidelines availabilities or interests through curated group experiences Project
' ' ROLE Founder and
Competitor Analysis S
Audience Personas KEY SKILLS APPLIED TOOLS | USED
DURATION May 2026 - Present
Content Strategy e Brand Strategy ¢ Consumer Research g
Content Calendar e Social Media ¢ Content P|anning PLATFORMS Instagram - TikTok
Launch Campaign Marketing Canva CapCut Notion
: e Community e Brand Identity e TS
Landing P n . :
anding Page Concept Building Design m 18-30
ChatGPT Meta Business Site Figma Young Travellers




MISSION AND VISION

Mission - Connect young travellers
through meaningful group experience

Vision = Makes solo travel more accessible

BRAND VALUES

COMMUNITY - ADVENTURE -
AUTHENTICITY - ACCESSIBILITY

MOODBOARD

R . ol -r‘ i‘_‘,_;_-_._._

SUCIAL PASSPOR]

BRAND STRATEGY & IDENTITY

Emma Williaoms

Age: 22
Location: London, UK
Occupation: University

Income: £20-28k
BIO

BRAND IDENTITY

Student/Marketing Executive

Emma loves discovering new
places but often struggles to find
friends who are available to travel

GOALS

v Explore new countries
v Meet genuine friends

v Travel more often
Vv Feel safe travelling

X
X
X

PAINS

Friends always cancel
Solo travel feels intimidating

Existing group trips feel so
expensive

X Hardto socialise
DIGITAL BEHAVIOUR
Instagram TikTok Pinterest HostelWorld SkyScanner
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COLOUR PALETTE
#F8F2E8 #F4B6C2 #8EDBFF #9ABBCF #FFFFF
TYPOGRAPHY TONE OF VOICE
FIEARINEIRGNT » Friendly and welcoming
PlayFair Display * Inspirational
BODY FONT . Auth.en’uo and Rellable.
Poppins e Positive and encouraging

Community focused



The Adaptive Times is a career and future-of-work media platform
helping professionals navigate modern work.

During my marketing apprenticeship, | supported the brand
through in-depth research, competitor analysis, audience insights

and strategic content planning to grow visibility, engagement and

[IMES o

May 2026 - July 2026  Marketing Apprentice  Media and Podcast

the adaptive times a t
Home Podcast Notes About :
:‘ B U‘{
| ! QN
| It's Been a Bit Over a Month
" - Since | Left Google
Welcome to my messy middle of what's next. But @
first... let me tell you my story. 1 i
= Chapters
Un
The A

cted System to Boos @

MARKET RESEARCH COMPETITOR ANALYSIS AUDIENCE INSIGHT CONTENT STRATEGY CONTENT CALENDAR
MY RESEARCH Analysed industry trends, Evaluated key competitors Created detailed Defined content pillars, Planned a two-week
PROCESS audience needs an.d to identify content gaps, personas to | platform strategy and contgr.mt .calendar with
content consumption strengths and understand goals, pain content formats for each specific ideas. captions
behaviours. opportunities. points and preferences. channel, and assets,
COMPETITOR LANDSCAPE AUDIENCE PERSONAE SNAPSHOT

Strenghten brand visibility Competitor research report

across platforms :
P 0 N E b e oiARY oF A Audience Personae
4,;‘5‘.,}» ™~ Z* .
Build a consistent content B 53, - "z‘ C E 0 Age: 25-34 Content Pillar and Platform Strategy
e ey sleltr Location: London, UK Uiz Doz Celemar
I:;;erizi ii;gagemen’c and One of One Lenny’s The Diary Occupation: Corporate / Enterpreneur
Newsletter of a CEO = Goals: Career Growth, Financial
Position the brand as a leading Inspirational stories  High quality written Strong podcast = freedom, personal development ' N @ g G :
voice in the future Of Work space with a focus on content and |Oya| distribution and Pain POintS: Seeking r‘eal guidanoe
enterpreneurs newsletter following brand authority Content Preferences: short form

_ : Notion ChatGPT  CapCut Canva
videos and podcast clips



ADAPTIVE
TIMES

PODCAST
HIGHLIGHTS

$

Key takeaways
from every episode

WEEK 1

WEEK 2

CAREER

«in>

el
Practical advices on
careers and productivity

MON TUE
Podcast Clip s
Story
Highlight reel Short video
from t.he latest | apout Angeliki's
episode journey
Found
Podcast Clip I:E::;hir
Another highlight | | esson learned
from the past or mindset shift
episode

GROWTH

DIARY OF A CEO
g;mvn/y’é
STRENGHTS @ OPPORTUNITIES STRENGHTS
e Premium production e More actionable e Loyal community
e Story-led interviews takeaways e Consistent tone of voice
e Strong brand authority e Short form education e High value written
clips insight
¢ Behind the scenes
content
FOUNDER GUEST INSIGHT FUTURE OF
STORIES WORK AND Al (O]

Angeliki's journey;,
lessons and insights

WED THU
Carousel Post Guest Quote
Key takeaways + Inspirational

aCtionab|e ‘tlpS quo‘te from ever'y
episode
Carousel Post Guest Story

Myth vs truthor3 | Short clip from
thingsiwishi guest interview
knew

fa®

Expert advices from
industry leaders

FRI

Behind the
Scenes

Studio, recording
or prep content

Bloopers

Funny or real
behind the
scenes content

INSTAGRAM

* Reels for discovery
¢ Educational

Emerging trends
. , carousels
shaping tomorrow’s .
e Stories for
workplace
engagement
e Consistent visual
identity
SAT SUN
Career tip Newsletter
Quick tip for Promo
growth or Tease newsletter
productivity +link in bio
Career tip Newsletter

Actionable advice | Share newsletter
or framework + key topic
preview

LENNY’S NEWSLETTER

@ OPPORTUNITIES

e Repurpose into videos
e More visual storytelling

e Reach younger
professionals

TIKTOK

¢ Podcast moments

¢ Strong 3 seconds
hook

¢ Relatable editing

¢ Trend aware
storytelling

4 things Kate
Sotsenko taught
me about being
good busy,

not bad busy.

ONE, ONE OF ONE
STRENGHTS @ OPPORTUNITIES

e Broader content themes
e Educational carousel

e Founder led brand
* Inspirational storytelling

e Highly engaged niche series
audience e Increase posting
frequency
S
LINKEDIN YOUTUBE SHORTS SUBSTACK

Though leadership * Repurposed podcast * Weekly newsletters
Professional insight clips « Deep-dive articles
Newsletter * High-retention edits e Subscriber exclusive

promotion
Long form value

Search-friendly titles content

July 2026 Today
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pastanostralo... vo (& =

SOCIAL MEDIA MANAGER

5,981 565
posts followers following

Food and drink
Fresh Pasta restaurant in the heart of East London. =
122 Old Street, London, United Kingdom

(2) www.pastanostralondon.com and 1 more

+ Add banners

Professional dashboard
10.9K views in the last 30 days.

Edit profile Share profile

Pasta Nostra is a family-run Iltalian restaurant in London.
As Social Media Manager, | refreshed the restaurant's digital presence through + @ @
engaging content, branded assets and promotional campaigns that highlight
authentic Italian food, promote events and build customer loyalty.

Instagram Management
Strategy, content and community

$ TikTok Content Creation

Increase brand awareness across local audiences

Create a strong and recognisable brand identity
Short form videos and trends

Food Photography
Capturing high quality content

Showcase authentic italian food and culture PASTA NOSTRA &5 PASTA NOSTRA SUMMER DEALS

o o
S <l

Starters 1{
Gr‘aphlc DeSIgn Promote offers, events and new menu items Cerignol olives - bonaryPugan ves wina reursiych seon Dol 2 SPRITZ FOR £15 MAIN 4 SIDE + DRINK
finish (v, gf) £45 4 20
Posters, menus and brand assets i 8 tomatoes o T e s s, e .
et bormatons oo o bartl i v, g1, ) €5 n : Qﬁ"’?’ \¢ g }’ =
H H 7 g ruffle mushroom araneinl - i risotes Ried with mazzareta 2411 OBY0 - Vania gelats drowned in s shot of et esgresss £5 | e [ o - ".“.
Campaign Planning Build engagement and loyalty with consumers e N @ @ | * O e

Vasilla, Chogolate, Horarytemis o strrmberry & cream Vi Y

H ~ 74 osemary focaccia - Freshiy baked, fragrant with rozemany, senved dogaal
Promotions events and offers ' 4 & prrbind bbbt =

Iu 3
4 bruschetta - Swee: Datteris tomatoes on tasted .
H . hot honeyalmo ockel salag 3 Tomats buschen iy e L
Brand Communication \ % el P ——

v B!J:r_r?..ﬁa -:suq.-u. rrrrrrrr h reasted pepgers and herb-infused basll ol crpurmy marcarels ()
Tone of voice and storytelling — 2 FOR1

_— Garlic butter & truffle mushroom - Earthy mushrooms, truffle
:::::;ll-uum._ﬂww.‘.m bulfalo mozsarells, rocket &BOMHO o and moareka v, m) PIZZA & PASTA

Cherry tomatoes, basil & stracciatells - Freih, bright and

Tender stem broccoll - broceok with harelnut pests, garlie and Beautifulty creamy v, m) g
il g, ] £8 E) -

Raasted penpers, chicken & ricatta - Sweet peppers, tender - p S h
Pasta chicken and whigged ricota ) = ‘ '&»\

Mafalde; 24hr red wine beef shin Ragl - siow-banedbee!  Sides 3"..-
ragls enviched with sificy béchamel & parmesan (¢, m] £19 -
Caesar 33Ld - Crisp romaing, anchavy dressing, parmesan and

Bucatini; Cacio ¢ pepe - Pecaring, and a bright lft . m, &) £7.5 I
ol zost [n, =) £16.5 .‘
Rocket salad - Peppery bak jaze and cobd r’.;i/ 3’
Glgl; truffle mushroom - Rich rufite s e ol [vg) £6.5 ] &7
s with oregans o ) €16.5 BOOK HERE!!
Parmesan chips - Golden, crisp and parmesan (M) £6
La?s.lialelle; Spicy ‘ndufa, fennel sausage and cool stracciateila [e, m) T

— B _ Exira parmighano ELS | Guanciale £4 | Chicken E8 |Stracclatella £6
Spaghetti; chili erab Amalfi - Dorsat sweat crab, chili warmgh Ghtendres pasts £1

and Amalfi keman cream (e, m, sh) £18

OFFD

INDUSTRY ROLE PLATFORMS TOOLS

Hospitality Social Media Instagram (;afgit
restaraunt Manager TikTok P

’ seten Free o £1
Cha.tGPT ||{\ Reply to pastanostralondon... ; O ? Plt.au\mr;:z?;‘;::i::;‘::y_J!Ier.gioi.
- R -

Ravioli; spinach & ricotta - A viteant, tow-simemered temats heliteb fe] opg
Huce Fresh basd and 3 hint of garlkc {e, m) £14.

Parmigiano & peosring contaln rennet.

122 Old 5t, London EC1V gBD




PASIA NOSIRA

CREATIVE EXECUTION & CAMPAIGN DESIGN

Created branded campaigns, social media
content and promotional assets that
strengthened Pasta Nostra's visual identity
and customer engagement.

PROMOTIONAL POSTERS

Carbonara Tuesday Valentine's Campaign

INSTAGRAM STORIES

Designed promotional campaigns to increase
footfall during quieter periods and encourage
repeat visits through seasonal offers and
themed events.

Wine promotions

REELS

AUTHENTIC ITALIAN
BRANDING

Reflecting the heart of
italian culture

WARM VISUAL
STORYTELLING

Using warm notes and
natural photography to
evoke appetite and
emotion

LIFESTYLE CONTENT

Showcasing real
moments, food,
people and everyday
experiences

COMMUNITY MARKETING

Building connections
through collaborations,
events and local
engagement

Aperitivo Promotion

CAROUSEL POSTS

PROMOTIONAL
DESIGN

Clear eye catching
phrasing that
communicate offers
and drive action

RRARR

Extended the Pasta Nostra brand beyond Produced consistent visual content across
the restaurant by developing the Pasta Instagram, combining food photography,
Nostra. Run Club concept, visual identity motion content and branded graphics to
and promotional assets. strengthen the restaurant's digital presence.

t
A

MENU DESIGN

pasta nostra

Pasta Nostra

W W S
‘\-.,_ Miﬂh\g e
] P 4 €| §

Brand Communication O Photography
Campaign Design O Community Building
Content Creation O Social Media Marketing
Graphic Design Q Creative Direction



['ROM CLUBS 10
CAPPUCUINOS

TREND FORECASTING AND CONSUMER INSIGHT

From Clubs to Cappuccinos explores the rise of Morning
Social Culture, where Generation Z is redefining socialising
through wellness-led experiences such as coffee raves and
run clubs. Using trend forecasting, consumer research and
strategic analysis, the project identifies key opportunities for
brands to engage with this evolving lifestyle.

1.TREND

IDENTIFICATION
Identified Morning
Social Culture as an
emerging consumer
trend.

EE

TREND FORECAST
REPORT

2.MARKET
RESEARCH

Analysed industry
reports and the
STEPIC framework
to identify key trend
drivers.

STEPIC
ANALYSIS

O
L

CONSUMER INSIGHT
RESEARCH

> PR - > U~ e »
3.CONSUMER 4 STRATEGIC 5.BRAND
INSIGHT OPPORTUNITIES APPLICATION
Explored GenZ Translated research into Developed
behaviours, motivations actionable marketing ~ recommendations for
and changing social opportunities. brands to engage with
habits. the trend.

TREND DRIVERS
FRAMEWORK

The Rise of Morning

| Culture and the Fu-

ture of Experiential Fd Marketing

STEPIC FrameWork

Social
- Genaration Z increasingly preferring
meaningful offline relationships and

emotional wellbeing
- Growth of wellness oriented and sober

Technological
- Online communities are converting

digital engagement inte offline parfic-

ipation
- TikTok and Instagram increase the

Consumer Needs vs Trends

The rise of Morning Social Culture shows broader unmet consumer needs
around belonging, wellbeing and identity discovery. Instead of funcfioning
only as free time activities, coffee raves and daytime social events increas-
ingly function as secial rituals providing emetional connection, wellness
focused participation and chances for lifestyle expression. This shows how
trends become commercially feasible when they answer to deeper psycho-

mental wellbeing

- ovement SOCIAL
) aﬁ,’;ﬂﬂ'm “omen! CULTURE ~ - Value driven and

?’:lilifaslyhsﬂwlmchunging ekl visibility of aesthetic daytime experi- logical and behavioural consumer needs.
- Rising digital [uﬁgwurlldlunnﬂmaa N e e T el lees
stren ing intentional secial partici- and lifestyle content
pation m%iml.om"'iﬁﬁm Past pandemic loneli-
Sawross: Forbes (2026); The Guoedion [2025); Bady=Soul . (2026; Th dion (2025] mh;s incmcwd_'lw
el - Need for sacial inclusion ST
Economic CU“’INU Pollflcul Younger consumers priar- - Shared routines and expe-
- Hospitality sites use ex; tial = Ci id itise mental and physical riences
ﬁmn‘mhg to strengthen revenue nlghﬂhll'u'h tnvulnuo-orl.nhd ﬁ::mﬂrm'i”“ - Desire for real life offline

engagement participation | connections
-Rmnghﬁhpﬁmpﬂmmﬂ - Post-pandemic lifestyles motivate bal- | /
ors d soci 'mullnu |
alternatives m - Publi Q IDENTITY AND
- Consumers seek value based and holmdprodmfﬁlyrﬂmoolum | WELLBEING AND SELF-EXPRESSION
emotionally fulfilling experiences behaviour | BALANCE
Saurces Forbes (2026]: Urban Ust (2025) Scurcen: Forbes (2026); Coffes on Con (2026) . n

BN ead o Falance mnd MORN- - Lifestyle as an identity

ING - Self-expression
through communities

aestethic participation

Consumers express

k thamsalbves through
\_/ lifestybe choices

CONSUMER NEEDS VS TRENDS s

Findings will subsequently be analysed

emotional engagement with Gen Z. i e e

moge 12 Cofles Ranves rvart paster, bnstogram,
2026

Environmental
- Consumers progressively value lo-
calised and intentional |
- participation increasingly !
:ﬂ;r-whmmm consumption |
uas. |
C sl vmmy o el H |
hood-based social culture |
‘Seurces: Forbes |2026); The Guerdian [2025) |
| Conumer needs informed thraugh o
4 | patterns (The Guordian, 2035 Forbes. WMI
—
COVERPAGE STEPIC FRAMEWORK |
PLATFORMS
RESEARCH DESIGN OBSERVED
: - Thse s e o wre e ot rsinprnotog dorine
Q Wellness is replacing nightlife as a METHOD ra clfes teivs end Wi dodparmipiod
: : This analysis shows a qualitative observational netnography approach to
prefe rred social experience analyse Morning Social Culture within online communities. Netnography,
|n||||u||y :;smloped by:ozme!s ﬁl‘?‘?{;] unniysas digital cu hwes threugh
anline observation and investig oW interact
Consu mers increasingly Value and create shared meaning. As Morning Secial Culture is mostly visible TikTok T
across social media, nemagruphyoﬁers an appropriate method for ana- B TikTokwas chosen dua to its fundamental
O C()mmuni‘ty7 au‘thenticity and lysing the development of this grewing behavioural trend. :r’:;;;‘m;“:ﬁm":"m::u:
. . form video cantent. Withi ing Social g
meaningful connection. Obsarvdifion Frarewerk Cultur comvmurite, he opp soppors
-> Community Interaction -> Event and participation behaviour
g -> Visual aesthetic and imagery
Coffee culture has evolved into a > Uiestyle ond Wollnass Nerrfves. -1 e ;
Q lifestyle and social identity. | sk g o e Tk 20 :
whnd ’5{ .: Data collection consists of investigative
. ] % data and immersive field notes. Inves-
Brands can build stronger loyalty gﬂ:#lélgg £y “J._ tigative data involves capfions, posts, m‘*;
. 8 “+  comments and visual imagery, while
Q through experiences, nOtJUSt immersion notes document reflections Instagram mEs
and personal observations recorded — orts emphasison S0 L
pl"OduCtS. throughout the research process. e e .
An observation framework was made ""‘“"""-“'*"“'“""P“‘"““'"Bs“m
to examine present visual and behav- nlhus values, socicl m,pnmﬂnd
ioural themes such as emotional lan- -
guage, community participation, well- = and mmmm}r nhamd jon, mokingi Ha iy
Experiential marketing drives deeper hoss narratives, offline engagement : e o et s
patterns and aesthetic participation. -
= BRI oo ot Rovs et . nstagr.

CONCLUSION
The future of Morning Social Culture

Trend Summa

Morming Social Culture wl’ﬂwm\ havicural change withi ¥
free time and social | F Younger i i ignifi
cant, well ted and ji i |Mlﬂd of

nightlife focused around drir nklng and fcio—mgjw ounawnplloﬂ Coffee raves and day-
nmmnulmmsomw‘} upem'enuﬁonﬂyasanhrwlmﬂam working as rituals

P

Netnographic Findin,
Nalnegrap‘ll:unulwuorﬁ’med lhd]‘k'lok und Inslagrumdlllgemlymnfouou
accelerate this trend. Findings sh for offline
iy, cndl an aesthetic parficipation ancl [ifastybs identity, Visual brandi
::rr:::‘d w:rlmﬂan mron ﬂﬁh?@%ﬂeﬁuﬂ | l;:uuluppedl:gmspmmng"g ‘:Ir—
e AT by

ening social

Future Implications

Moming Social Culture proves Mwupnnsnmlmmllnpmm is mcmusmg)y commu-
nity driven. As fal i

Ilfasly'(es. this behakurul dvongsls \lk@hﬂmmpuu hospnullly future brand com-
Social media will continue not just
to document these nuponmsbm «changing their cultural meaning and commercial
significance.

-5 In conclusion, Morming Social Culture Key takeaways
beli cultural end behavioural shift Com .
thraugh community, wellbeing end digital- =>Community
lymediated experiences -> Belonging

-> Wellness
-> Digital Acceleration

1o RESEARCH DESIGN PLATFORMS OBSERVED

O Trend Forecasting

@ O Consumer Research

STRATEGIC

OPPORTUNITY
MAPPING RECOMMENDATIONS

O Market Research
O Insight Generation

O Behavioural Analysis O Strategic Marketing

14

CONCLUSION

Q Critical Thinking
O Report Design

O Problem Solving



BABY BOOMERD
IN FLORENCE,

CONSUMER BEHAVIOUR AND LUXURY INSIGHT

UNIVERSITY PROJECT | CONSUMER BEHAVIOUR

PROJECT OVERVIEW

Image 1 Luxury Tuscany House, DreamsTime, 2026

Consumer Behaviour and Psychology Report

Affluent Baby Boomers in Florence, Italy: Un-
derstanding Luxury Fashion Consumption

Through Wardrobe Audits

Laura Lorenzini
24012196
BA Fashion Marketing

@nsumer Pen Portrait

Isabella Ricci

Age: 67

Location: Florence, Italy

Occupation: Retired Luxury Hotel Executive
H hold I €150,000+ lly

Ed tion: Bachel

in Ed
Marital Status: Married

Housing: Owns an apartment in central Florence and a
holiday property in Tuscany

Relatedness
Luxury dining, social
events and cultural expe-
riences strengthen social
connecticns

Preferred Brands
- Gucci
- Guess

Values and Motivations

- Quality over quantity

- Heritage and authenticity
- Timeless elegance

- Cultural sophistication

- Rinascimento
- Benetton
- Dolce e Gabbana

Lifestyle

- Enjoys travelling around Europe several times per year
- Frequently attends opera performances, cultural events
and art exhibitions

- Values wellness, slow living and premium experiences
- Frequently dines at luxurious italian restaurants

Fashion Behaviour
- Shops 3-4 times per year rather than making frequent
purchases

- Prefers investment pieces offering longevity and qual-

ity
- Values craftsmanship over trend-driven fashion
- Enjoys p d in-store shopping experiences

- Loyal to trusted italian luxury brands

Digital Behaviour

- Uses Magazines for inspiration and rarely Instagram
- Reads luxury travel and lifestyle publications online
- Prefers making final purchases in-store

Autonomy Competence
Freedom to choose
premium products and Luxury reflects achieve-
experiences ment and SUCCESS ACCu-
mulated over a lifetime

N v

Self Determination
Theory

Figure 5: Self Determination Theory adapted to consumer segment (2026)

- Appreci Italian craft: hip and h g
This project |nv§st|gates the purchasing behaviours of affluent oS S ELEEESETTI i SELF DETERMINATION THEORY
Baby Boomers in Florence through consumer psychology
and qualitative research. Using wardrobe audits, behavioural % Insights
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