
K A L E I   N A P O L E O N ,  B R Y C E  P E T E R S O N ,  &  R Y L E E  G R E E N



Draw awareness and engagement of 
Ralph lauren’s new AI dressing 

tool: “Ask Ralph”.

Ask Ralph
C L I E N T  O B J E C T I V E





“Consumers can now ask more than transactional questions. Instead of “Do 
you have this in medium?”, they can ask: “How do I style this blazer for an 
evening event in New York?” 

The answers are not only useful — they are shoppable, contextual, and 
delivered in a voice that feels unmistakably Ralph Lauren.”

- Written By Jessica Mabaso, Director at Craft & Slate Creative Agency.



of men 18-24 reported that they have used AI 
in the last 3 months or would be interested in 

using it in the future.  

88%

Source

https://data.mintel.com/databook/consumers-and-ai-us-2025/question/Q13b/group/1?country=3&d=gender&d=age_groups


Although some AI tools are criticized for 
replacing human creativity, most people 
find AI tools valuable when they enhance 
human creativity, rather than replace it. 

Ask Ralph has the opportunity to become 
a useful, human centered tool to better 

the lives of consumers.

Artificial Intelligence
L A N D S C A P E



FOR EXAMPLE:



Humans & AI Completely AI



Humans & AI Ad Youtube 
Comments:

Completely AI Ad Youtube 
Comments:

“It wasn’t made by AI. It was made by 
humans using AI. So I can feel the 
feelings of the person who made this ad.”

“The difference between this and the 
recent ad is this has purpose and 
direction, with a clear passion behind it. 
The AI was simply a tool in the repertoire 
of artists alongside conventional methods 
to help the process along. This is 
something to be proud of.”

“Is this what you see when you have a 
stroke?”

“The nerve to use the slogan “real 
magic”.” 

“This evokes nothing but death and 
loneliness.”



AI: Enhancing Human Creativity
Coca-Cola’s advertisements illustrate the 
importance of enhancing art and human 
creativity rather than replacing it. This is 

what we hope to achieve with Ralph 
Lauren’s dressing tool Ask Ralph. 

L A N D S C A P E



Artificial Intelligence
L A N D S C A P E

“If consumers perceive AI as a tool for corporate benefit at 
their expense, trust in the brand will erode.”

Source

“The future belongs to brands that can intelligently synthesize 
the scale of machines with the soul of humanity.”

https://www-warc-com.byu.idm.oclc.org/content/article/bestprac/from-pixels-to-people-combining-human-empathy-and-artificial-intelligence-for-brand-growth/161979


“Ralph’s Finest”
Want to start to dressing better but 

don’t know where to start and hesitate 
to ask those around them.

T A R G E T  A U D I E N C E 



Primary
● 18 - 25 years old
● People who use the app to get 

inspiration for outfits from Ask Ralph.
● Lower income (college students, new 

professionals).
● Entering an ‘adult era’ and the 

job market.

 A U D I E N C E 



M E D I A  B E H A V I O R 

Primary
● Active on Instagram, TikTok, and Pinterest for 

daily outfit inspiration.
● Frequently saves and shares content like OOTDs, 

capsule wardrobes, and styling hacks.
● Follows creators who focus on affordable fashion, 

career advice, and “adulting” content.
● Uses AI tools casually for schoolwork, resumes, 

and everyday problem-solving.
● Open to AI in fashion when it feels personalized, 

easy, and aesthetically guided.
● Skeptical of AI that feels generic, overwhelming, 

or “AI slop.”



Secondary
● 25 - 50 years old
● People who shop using Ask Ralph and 

buy directly from the app.
● Higher income bracket 
● More established career

 A U D I E N C E 



M E D I A  B E H A V I O R 

Secondary
● Uses social media for purposeful 

browsing—seasonal shopping, event outfits, 
lifestyle inspiration.

● Follows luxury, heritage, and aspirational 
brands that match their established aesthetic.

● Open to AI recommendations when they feel 
tailored, accurate, and time-saving.

● Less tolerant of clunky or overly experimental 
AI features; expects a refined, premium 
experience.



W H E N  D R E S S I N G  N I C E

● Appearing pretentious
● Appearing too feminine 
● Being made fun of by other men
● Standing out too much, outfit being too bold

They Fear

“Most people are concerned with how they are perceived. 
Cultivating a personal style, putting that on display/being 
perceived can be emotionally taxing to many people.”

- DeadOnThisAnthill

https://www.reddit.com/r/malefashionadvice/comments/rynx9p/comment/hrqj4ar/?utm_source=share&utm_medium=web3x&utm_name=web3xcss&utm_term=1&utm_content=share_button


W H E N  D R E S S I N G  N I C E

They Desire
● Subtitality
● Effortless class
● Minimalism 
● Masculinity

“In every fabric and button, there’s an opportunity to 
present yourself to the world exactly how you want to be 
seen. It’s about respect, confidence, and yes, it's also 
about enjoying the finer things in life, like a damn good 
suit or that perfect leather jacket. Dress well, live well.”

- Jenna Lauttenbach

https://liamjohnusa.com/blogs/news/why-men-should-give-a-damn-about-how-they-dress


Seek validation in 
their fashion choices 
-70 % believe style is 

important in 
expressing who they 

are to the world 
around them 

(Statisia)

Who They Are:
T A R G E T  A U D I E N C E 

Thoughtful, 
observant, and self 

aware - they see how 
others perceive 

them and want to 
put their best foot 

forward

Plan out their outfits 
ahead of time 

(source)

Want to create a 
timeless personal 
style - 76% of men 

agree that fashion is 
a form of 

self-expression 
(Statisia)

https://www.collegefashion.net/fashion-tips/outfit-planning/


T H E  P R O B L E M

Men feel vulnerable asking those around them 
for fashion advice.



C O N S U M E R   I N S I G H T

People turn to AI to avoid criticism from others so they 
don’t have their fashion confidence crushed.



B R A N D  I N S I G H T

Ask Ralph gives you 
expert human advice 
on timeless fashion 
without the judgment 
of real people, 
cementing their 
confidence.



In moments of hesitation, Ask Ralph.
S T R A T E G I C  L I N E



TikTok Instagram
● Create awareness through 

aesthetic entertainment
● Visual-focused advertisements 

engrained in fashion-related 
content

● Create awareness through 
engaging entertainment 

● Partnerships with popular 
fashion influencers doing 
GRWM’s or Outfit of the 
day-style content sponsorships

C H A N N E L  S T R A T E G I E S



C H A N N E L  S T R A T E G I E S

YouTube Magazines In-Store
● Create awareness 

through education
● Behind the scenes 

videos about how Ask 
Ralph styles are 
curated, highlight the 
professional and 
credible opinions 
behind Ask Ralph.

● Create awareness 
through 
attention-grabbing 
displays.

● Stylistic posters calling 
attention to the 
AskRalph tool 

● Create awareness 
through education

● Articles detailing the 
use and applications of 
Ask Ralph tool to 
educate readers on its 
capabilities.



C R E A T I V E  T H O U G H T  S T A R T E R S

Retail Display Poster



C R E A T I V E  T H O U G H T  S T A R T E R S

Instagram Ad 



C R E A T I V E  T H O U G H T  S T A R T E R S

Youtube Video



D E L I V E R A B L E S

YouTube Gentlemen's 
Quarterly

Instagram TikTok

● 8 static feed ads 
(carousel)

● 4 short-form 
video ads (10–15 
sec reels)

● Draw awareness 
of the Ask Ralph 
app

● 8 influencer 
partnership 
videos

● 8 static feed ads
● Entertain and 

partner with 
influencers to 
gain credibility.

● 2-part branded 
video series 

● Entertain users 
with behind the 
scenes videos 
about how Ask 
Ralph styles are 
curated.

● 1 branded 
editorial 
feature

● Educate 
readers on 
capabilities of 
Ask Ralph.



Content Calendar
M A Y J U N E J U L Y A U G U S T

INSTAGRAM - 2 Static feed 
Advertisements
- 1 Short Form 
Video Ad

- 2 Static feed 
Advertisements
- 1 Short Form 
Video Ad

- 2 Static feed 
Advertisements
- 1 Short Form 
Video Ad

- 2 Static feed 
Advertisements
- 1 Short Form 
Video Ad

TIKTOK - 2 Influencer 
partnership videos 
(Crosspost to 
insta)
- 2 Static feed ads

- 2 Influencer 
partnership videos 
(Crosspost to insta)
- 2 Static feed ads

- 2 Influencer 
partnership 
videos (Crosspost 
to insta)
- 2 Static feed ads

- 2 Influencer 
partnership videos 
(Crosspost to insta)
- 2 Static feed ads

YOUTUBE - Part One: How the 
outfits are curated 

Part Two: How the 
outfits are curated 

GQ - GQ Branded 
Editorial Feature



C O M M U N I C A T I O N S  F R A M E W O R K

CLIENT OBJECTIVE: Draw awareness and engagement of Ralph lauren’s new AI dressing 
tool: “Ask Ralph”.

STRATEGIC LINE: “In Moments of Hesitation, Ask Ralph.”

LANDSCAPE: 
Although some AI tools are criticized 
for replacing human creativity, most 
people find AI tools valuable when 
they add to and enhance human 
creativity, rather than replace it. Ask 
Ralph has the opportunity to become 
a useful, human centered tool to 
better the lives of consumers.

TARGET AUDIENCE: 
“Ralph’s Finest”
- 18-25 year old men
- Want to start to dressing better   
but don’t know where to start and 
hesitate to ask those around them.
- Entering an ‘adult era’ and the 
job market.

CONSUMER INSIGHT:
People turn to AI for objective 
advice to avoid feeling 
rejection.

BRAND INSIGHT:
Ask Ralph gives you expert 
human advice on timeless 
fashion without the judgment 
of real people.



Ask Ralph.
I N  M O M E N T S  O F  H E S I T A T I O N ,


