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OuUR ST ORY

In your hands is a guide to the non-conform-
ist Urban life. Welcome to the Urban Outfit-
ters family.

We began our journey in 1970, pitching up
our first store in California USA - original
home of the hipster. We have now grown to
operate in more the 130 stores across the
US, Canada and Europe.

Are you ready to get lost in the world of an
urbanite?
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WHAIT We BELIeVE I'N

OQur Promise

As a brand we promise to satisfy our creative hun-
gry consumers with edgy fashion and quirky life-
style products at an affordable price.

Our Values

We are a brand with a voice, a brand with an indi-
vidualistic approach to life, a brand that flourishes
in the beauty of diversity,

OQur Mission

...i1s to be the only destination for 18-30 year-olds
to find hip, counter-culture, indie style.

Our goal is to offer a product assortment and re-

tail environment so compelling and distinctive that

the consumer feels an emotional tie to the brand.
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..-Here II
' ' are a
few of the UO
logos that have

'graced the face of our
brand over the years.
Although they are not all
used today, each and every-
one still represents our brand

In its own way. As a company,

we celebrate art in all its forms.
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i ] who are the brains behind our
UK A always-fresh image.
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Dont worry yourselves
too much as there are
characteristics to our

B brand image that will
always stay the II
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The Logo

Links must be underline
with a single line that
matches both colour
and font of text.

Font layered ontop

of an image must either
be in black/white or a
colour that is found in
the imagel.

Block capitals
are used for all
Headers and
Titles.

The words Urban
and Outfit or
Qutfitters must
always stay on the

- OUTFIT
TERS.COM

When text is not aligned

to the centre of the page it
will always be aligned to the
right -hand side.

—URBAN OUTFITTERS

Free
Delivery

over

Brand name in full always
features block capitals and
is positioned in landscape
orientation.

When white text
is used without an
image behind it it
must be surround-
ed by a black text
box.

Text is always aligned in
the centre of a text box.

Frames surrounding
text boxes will be no
thicker than 6pt.

When a frame is
used with text
alone it must
match the colour
of the text it sur-
rounds.



Do
not put the

logo in upper and

lower case, always
block capitals. Don’t
break the title up into

more than three

Don’t
put the logo
in a text box other
than black or white.
Frames surrounding
promo text should not
differ in colour.

Do
not leave
links without un-
derline. Logo aligned
to the right should be
positioned horizontally
not vertically.
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We

uses a range of
colours. The brand does not
have a set colour scheme that is
used year on year throughout the com-
pany. In order to maintain visual fluidity,
colours present in said current running cam-
paign, will form the basis of the colour pal-
ette for the brand’s visual identity at that given
time. For example, the SS14 campaign features
mint greens, bold pinks and a variation of
pastel colours. You will see these colours

extracted from the campaign and used
throughout Urban Ouftfitters. This is
always clear on the website.




Web-

site general type-
face: Frutiger (sans — serif
font) / simple, clean, easy-read /

size 8.5pt/regular/black/red for Sales &
Offers tab

Tab Headers and Promotional Links: Frutiger
(sans — serif font) / simple, clean, easy-read/
size 10pt / Bold / Never smaller than 8.5pt

Navigation ads typeface: (decorative,
sans-serif font)
This varies based on current cam-
paign and graphics.

OUTF!(TTERS
FESTIVALS

opodo #UOxFESTS

WIN A PAIR OF VIP TICKETS TO
FIELD DAY, LONDON.

Plus flights and accommaodation courtasy

of our friends at Opodo.

More...

Mew In

Shop Woemen's Shop Men's

Knitwear & Sweatshirts

Ceats & Jackets

Women's

URBAN OUTFITTERS

Men's Home & Gifis Brands

Shop Home & Gifts
Bedding

Books Ctationers
Hooks & Statio 1GTY

Delivery
over
£60




The imagery we use is not merely advertising and looks
books. We use imagery as a portal into the urban outfitters |
world. Our consumers build an emotional connection with the]
' images we use, they live the life of an Urban Outfitters Girl |
" or Guy based on the images we deliver them. It is an impor-

tant factor in the relationship between brand and consumer. |
We hope to encapsulate a sense of community and friendship
in our images. They show the cultural diversity of the brand.
OQur campaign shoots are rarely studio shot. The locations of
our shoots are in your everyday urban environments, anoth-

er factor that helps the consumer relate and connect to our
brand.
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COMMUNICATIO

SILENCE
n&

AND
s Lol

Our voice is our consumer’s voice. We believe in communicat-
ing on the same level as those whom we are talking to. Our
brand consumer relationship has grown stronger thanks to
our online channels of communication. 30
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Pinterest

Urban Outfitters Europe

The official Pinterest page for Urban Qutfitters
lonig. ..

@ London, UK - www.urbanoutfitters.com - W

UG Store Style
Urban Outfitters Europe

Follows

UQ Instagram
Urban Qutfitters Europe
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the driving force behind ' |

our brand so it is key that |
you get to know them




Name: Rose o Age: 19 Dccupation: Art student e

sonality in 3 words: Hippy Quirky Bubbly
Your perfect day: Hmm it would have to be a chilled one

in Camden sat by lock with a few drinks and my friends.
Oh and definitely in summer




Name: Lucas  Occupation: Retail assistant (only because
skating doesn’t pay enough) » Personality in 3 words:
Chilled Street Cheeky » Describe your perfect day: Bank
holiday skating along the beach front with the boys and a










We have a shabby ™%
chic trade mark interior in all

our stores. Every store mirrors a run
down building stripped back to its shell
that has been revived with colour, urban art ="
~ and fashion. We are proud of our stores and feel '
. that they are a big part of we are. They are not the
standard retail set-up because we are not stand- |
ard retail. The Urban outfitters in-store experience is |«
equally as important as any other encounter with the i
brand that our consumer incurs. Every store is brim- &
ming with attentive, friendly, staff that will greet
you on entry. Every staff member is a style inspi-
A ration ready to assist anyone and everyone.
The laid back atmosphere in our stores
makes for easy shopping and a re-
laxed, pleasurable experience. &




For FAQ’s and contact information head on to our

website at www.urbanoutfitters.com










