PHIL HALFMANN PHOTOGRAPHY

Fashion - Beauty - Lifestyle

Fashion Campaign
PLANNING GUIDE

A strategic approach to high-impact fashion shoots.

START PLANNING
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How to Plan a High-Impact Fashion Campaign Shoot

A strategic guide for fashion brands creating campaign imagery that scales — creatively and
commercially.

How to Read This Guide

This guide reflects three levels of campaign maturity, which directly map to our retainer
structure:

*  Entry - Getting the fundamentals right
*  Core — Building consistency and reuse
*  Partner - Maximizing long-term value and ROI

Brands naturally move through these stages as they grow.

1. Defining the Campaign’s Strategic Role

(Entry Retainer Focus)
At the Entry level, the goal is clarity. Before planning visuals, define:
*  what this campaign is meant to support
*  where the images will be used first
*  how long they realistically need to last
Entry-level campaigns typically support:
* asingle collection launch
* aseasonal refresh
*  awebsite or lookbook update
At this stage, success means:
* fewer wrong images
e clearer priorities
* ashoot that delivers what marketing actually needs

This is where most brands should start.
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2. Editorial vs Commercial Intent

g

- Editorial vs Commercial Intent

: \1 V"iHow_ expressive vs how functional does this campaign need to be?

v/ Clarity

v/ Product visibility

v Conyegsfon sUpeort”
 V Scalability

(Entry > Core Transition)

Once objectives are clear, brands must decide how expressive vs how functional the campaign
needs to be.

Entry-level campaigns often lean:
*  more editorial
*  more mood-driven
*  less format-diverse
As brands move into Core-level planning, campaigns must:
*  balance expression with usability
*  support multiple placements
*  scale beyond one moment

This shift is critical for growing brands.
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3. Brand Codes & Visual Identity

Brand Codes
& Visual Identity

Strong fashion brands repeat codes, not looks.

Consistent codes build recognition and trust.

Vv Silhouettes

v/ Color language
v/ Movement

v/ Casting style
v/ Attitude

v/ Framing distance

(Core Retainer Focus)

At the Core level, campaigns stop being isolated moments and start reinforcing brand
recognition. This requires identifying and repeating:

* silhouettes
*  framing distance
*  casting energy
*  color language
*  attitude and pacing
Core retainers focus on:
*  visual consistency across campaigns
*  smoother transitions between seasons
* recognizable brand cues, even as collections change

This is where fashion brands begin to look established rather than experimental.
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4. Creative Direction & Mood Architecture

(Core Retainer Focus)

Creative direction at the Core level becomes repeatable, not reinvented each time.

Moodboards are used to:
e align teams
. reduce subjective decisions on set

e protect consistency across shoots

The goal is not to limit creativity — it’s to focus it within a recognizable framework.

5. Styling & Wardrobe Strategy

(Entry = Core)
At the Entry level:
*  styling focuses on hero looks
*  outputis more limited
At the Core level:
B styling is planned for variation
* layering enables multiple assets
*  outfits are chosen for stills and motion
This increases:
*  usable images per shoot
*  campaign flexibility

* long-term value
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6. Casting & Talent Choices

(Core = Partner Transition)

As brands mature, casting decisions become more intentional.

Partner-level brands think about:
* long-term representation
*  consistency in talent energy

* alignment with brand values over time

Casting becomes a brand signal, not just a creative choice.

7. Location, Set & Environment

(Core Retainer Focus)
Core-level planning prioritizes:
* timeless locations
* environments that age well
*  sets that allow reuse across seasons
Partner-level planning often standardizes:
*  recurring environments
* recognizable spatial cues
*  controlled visual worlds

This supports long-term recognition.
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8. Shot List Architecture

(Core Retainer Focus)
At the Core level, shot lists are structured systems, not wish lists.
They include:

*  hero campaign images

lookbook frames

. movement shots

detail shots
i negative space assets
This ensures campaigns can:
* live across channels
e support multiple teams

. remain usable over time
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9. Distribution & Format Planning

(Core = Partner)

Core-level campaigns are planned for:

* web

* social
* email
* PR

Partner-level campaigns are planned for:
* all of the above
*  plus long-term reuse
*  future extensions
*  multi-market consistency

This reduces friction as brands scale.

10. Motion & Hybrid Content

(Core > Partner)
At the Partner level, motion becomes essential. Not for spectacle — but for:
. rhythm
*  energy
*  adaptability
Partner retainers integrate:
*  stills and motion together
*  minimal loops
*  controlled movement assets

This future-proofs campaigns.
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11. Licensing & Usage Strategy

(Partner Retainer Focus)
Partner-level brands understand that:

*  usage determines value

*  reach and duration must align with investment
At this level:

*  base usage is clearly defined

* extensions are planned, not reactive

*  high-performing assets are scaled intentionally

Licensing becomes a business tool, not a friction point.

12. Longevity, Reuse & ROI

(Partner Retainer Focus)

At the Partner level, campaigns are evaluated by:
*  how long assets remain in use
*  how consistently they appear
*  how much future production they replace

The goal is not more shoots — it's better-planned ones that work harder over time.
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Final Alignment Summary

Retainer Campaign Focus
Tier paig
Clarity, fundamentals, correct
Entry .
priorities
Consistency, scalability, structured
Core
systems
Partner Long-term equity, reuse, ROI

This guide is designed to help brands move naturally between these stages.

If you're planning a fashion campaign and want to understand which level makes sense for your
brand, book a free fashion campaign visual audit.

We'll assess:
*  where your campaigns currently sit
*  what’s missing

* what level of planning will deliver the best return
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