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Megan: To be in marketing today means you have to understand that there's no black and white,
there's no easy path. Whatever the path was today is likely not the path tomorrow. So you have to be
someone who's innately curious and innately ready to sit on the edge of your seat and be
resourceful in finding new information, knowing that the answer isn't just going to be handed to
you. You're going to have to go look and search and listen for it. I think that is the biggest thing.

Matt: To thrive in a rapidly evolving landscape. Brandsmust move in an ever increasing pace. I'm
Matt Britton, founder and CEO of Suzy. Join me and key industry leaders as we dive deep into the
shifting consumer trends within their industry, why it matters now and how you can keep up.
Welcome to The Speed of Culture. Today we're going to be speaking with Megan Brophy, Vice
President of Marketing for the Abercrombie & Fitch and Hollister Brands at Abercrombie & Fitch.
Megan has been with the business for seven years and over 15 years of experience as a
customer-centric marketing leader working across industries and channels. Megan, great to see
you today. Thanks somuch for joining.

Megan: Yes, great to see you. Happy to be here.

Matt: Absolutely. I've been really looking forward to this one. We haven't done toomany episodes in
the retail and fashion space and it's an area that, you know, is continuing to evolve. So I'm excited to
dig in. What first drew you to the field of marketing?Was that something you always kind of knew
you wanted to do back in the early days or did you just kind of stumble into it?

Megan: It's actually something I always knew I wanted to do. If you actually look back at some of
those papers you had to write in high school and whatnot, what do you think you want to be when
you grow up? I said in marketing and advertising, I don't even know if I knew totally what that meant
at that point. Yeah. But it is what I said I wanted to do. It's what I went to school for. It's where I
startedmy career. It's where I am.

Matt: And what about marketing has always kind of drawn you to it.

Megan: I think it's very much themeeting of the right brain, left brain that is so intrinsic to kind of
who I am and how I grew up. I love art. I love creativity. I also love psychology and understanding the
reasons we do the things that we do. And that's ultimately what marketing does. It marries those
two worlds together. I think so. I think that's why I've always been drawn to it and continue to find it
just as fascinating today as I always have.

Matt: Yeah, I mean, in some ways it's so muchmore fascinating, also a lot more complex than it
was.

Megan: Yes.

Matt: During the workforce, for sure. Yeah, absolutely. And you spent the first 10 years of your
career in the agency world.

Megan: Agency side.



Matt: Yeah. So how do you think those experiences prepared you to ultimately be in the position you
are today?

Megan: Somuch, probably more than I realized at the time as I was in the agency space. Ultimately,
what I loved about the agency world is the vast experience that you get in a short period of time
being assigned to somany different clients. So I've worked in a ton of different industries that not
only teach you themarketing side, the truly how do I understand and learn all these different types
of customers and demographics and apply them tomarketing strategies, but also how to work with
somany different types of humans and somany different types of creatives and learn how to be
managers. And just you learn somuch because you get such a vast experience. And now it's
something that I often tell people is I'm talking to those who are coming up in themarketing world
or graduating out of college, and they're looking for some advice that the agency world is a really
great boot camp, if you will, and learning ground to ultimately be able to take it in house now like I
have as well.

Matt: Yeah, that is what makes the agency world unique is a lot of people don't realize what they're
doing if you're working in somany different industries. One day you're working in fashion, next day
auto, next day tech. And there's so many commonalities between every industry, but there's also
nuances and things that are unique and coming out of it. You definitely feel like you're more well
around it for sure.

Megan: A hundred percent. Absolutely. And it's fun. I mean, you end up learning about a million
things along the way. So it feeds the curiosity.

Matt: Absolutely. So talk to us about Abercrombie and how that opportunity came about and why
you thought it was the right move for you after being in the agency for over 10 years.

Megan: Yes, so after being in the agency space for a long time, it did exactly what I was hoping it
would do. It gaveme all these experiences we just talked about, but I was starting to hit a point
where the challenge on the agency side is you only see a piece of the pie. You're only around for a
part of the story. And I really wanted to be around for more. I wanted to bemore a part of
influencing and being a part of what kind of what happens after, and not just maybe this project or
this period of time in a brand. So I wanted to go in-house in totality, and I'm someone who needed
that to be something that kind of lit my own personal fire. So what is interesting to me as an
individual, that's the type of brand and or company that I'd want to be a part of. So I didn't
necessarily go after fashion or retail, but it was a natural fit. When I found it, actually, I was living in
Southern California, working in the agency world at the time, and Hollister called. And the
opportunity was really interesting to me. It's a brand that I grew up with, a brand that kind of always
meant something to me. I had some nostalgia for it as a consumer. And I'm originally from Ohio,
which is where the company's based. So I was like, I don't know, it feels like a lot of stars are
aligning, andmaybe this is the right one to go in-house for it andmake this big leap. So actually,
when I first joined the company, I was on just Hollister for a number of years, then I moved over and
was on just Abercrombie for a number of years, and now I sit across all brands, plus a few of our sub
brands. So even in my seven years here, it almost felt like a few different chapters. The brands as a
whole have gone through somuch. So there's still a little bit of that agency sense of what you're
learning and how everything feels a little different than I've really been able to apply to my seven
years here.



Matt: Absolutely, and let's talk about both. Brent's a Hollister, fromwhat I know, is more of a surfer.
Brent, I guess you grew up in the California area, is that why you were exposed to it?

Megan: So I grew up in Ohio, but I was fascinated with California my entire life and always set my
sights on it, knowing I would live there at some point. So I think you're right, that always resonated
with me as a young consumer when Hollister very clearly kind of put their flag in the brand
positioning, but it's not necessarily who the brand is today. So it was born out of that, but it has very
much evolved into just a teen lifestyle brand. And at one time, California meant something a little
different when the world wasn't so global and connected as it is now. Those things are just more
attainable in a different way. You can see California in the palm of your hand on TikTok every day if
you want, in a way that before you kind of had to be transported by a bus.

Matt: That's an interesting point. And younger people are traveling earlier in life too, right?

Megan: Exactly, people are traveling more. So it's like the world is so muchmore attainable, yeah.

Megan: Yes. Yes.

Matt: So yeah, so how our search started is more than that, it just went broad. I mean, Abercrombie
itself has had somuchmore of a roller coaster story as a brand in doing research for Abercrombie. I
mean, obviously it was a brand that was super hot in the late nineties and two thousands, it was
sort of like the it brand and then it kind of hit some troubles, I guess in the 2010 time period. Talk to
me about the journey of Abercrombie, where it was when you joined and where you're taking it
today.

Megan: Yeah, actually Abercrombie, what a lot of people don't recognize is the 130-year-old brand.
Somost people think of it as born out of the 90s and 2000s. It's actually born way prior to that. That
is kind of the era that a lot of people remember. So when the company was born 130 years ago, it
was born out of this concept of escapism about taking me out. At that point, I was taking the
outdoors into downtown Manhattan and it really became this immersive experience for consumers
to be able to walk in the middle of Manhattan and feel like they were in upstate New York. There's a
lot of that that has continued throughout our entire history. This notion of getaway, this notion of
escapism, this light hits of adventure and travel, those were born of the brand, and those have
continued to be reinterpreted over time, making themmore andmore relevant over time. So yes, in
the 90s and early 2000s, the Abercrombie brand grew to icon status, as did the Hollister brand. And
Abercrombie had a not so positive chapter. We'll just say that. And that's really when Fran entered.
Our current CEO, Fran Horowitz, entered and started running the entire company in 2017. And from
that moment on, it was we are a different company and we will be a different brand. Go forward. I
joined the company in 2016. That happened to be the year that we were also voted. Abercrombie
was voted themost hated brand in America.

Matt: You're canceled before you could be canceled, right?

Megan: Correct. Exactly. I was entering the company at an interesting time, though I was in the
Hollister business, which was positioned and viewed pretty differently. And so since Fran joined,
we've really been kind of overturning every stone of the brand. And that's just as much internal as
external.

Matt: Yeah.



Megan: So, the product and the way in which wemake the products and the way in which we get
products to customers just as much as the way we create marketing andmarket to that.

Matt: Andmerchandising, I would assume as well, right?

Megan: Correct the shopping experience, how digitally forward the Abercrombie brand is
compared to others in the retail space. Somuch has happened in her time on the brand. I joined the
Abercrombie brand in 2019. And that was really the first as did several others, our CMO and our VP
of creative and others did. And that was really the first year that we started getting the new brand
marketing definition of Abercrombie back out. And that's what we've been doing since 2019 is kind
of re letting people rediscover us. And we definitely never came out in 2019 or 2020 and said like,
we are different, look at us, come, trust us, sure, very intentionally said, it needs to come from the
people. So it started a little bit more of this like a best kept secret kind of quiet and then has just
really taken off over the past handful of years as we really listened to consumers and lean into the
community as the storytellers for whoever can be is now.

Matt: And fromwhere you sit, you know, and you talked about how iconic the Abercrombie brand
was in many ways still is, what goes into a relaunch or rebrand? Like what are the steps that you
take to make sure, or at least stack the odds in your favor that you're going to get it right because a
lot of brands try to relaunch and they miss and that, and you really don't get many chances. So what
went into that process?

Megan: I think what goes into it is a lot of humility and a lot of listening. We stay incredibly close to
our consumer. We came out and first tried to be very clear about what target we want to go after,
and then how can we understand absolutely everything that we can about that consumer. And that
has never stopped. For example, this is a Hollister brand, not a Montgomery brand, but two weeks
ago, I was with a bunch of teenagers just hanging out understanding what it's like to be a teen. That
is a regular occurrence for us that we are constantly spending time in person or in focus groups,
listening on TikTok, which is itself a billion person focus group, if you will, listening on social media,
all of the different signals that give us an understanding of what this new demographic is looking
for. So when we relaunched Abercrombie, we said, or reintroduced, I should say, Abercrombie, we
said we want to be about the 25 to 29 year old, that kind of life stage. So every decision that we
make is through that lens. And everything that we learn is by spending time with that cohort of
people and then also making sure that we're kind of understanding this is a lineal that's now coming
up into the brand, that 23, 24, 25 year old who has a little bit of a different mindset than amore
traditional millennial. So we never stop learning. That's ultimately howwe relaunched a brand. We
listened, we learned, we understood what they liked about us. We understood what they didn't like
about us. We understood what they needed from us. And we've been listening since.

Matt: Yeah. And what can consumers expect of the brand today here in 2023? Maybe for consumers
that haven't shopped Abercrombie in a while, or just maybe have a typecast of what it used to be
versus what it is. Howwould you describe what the brand stands for, the products that you sell,
what the overall experience is?

Megan: Yes, so from a product standpoint, we are classic. Capsule wardrobe-like pieces, things
that are well-made, that are quality, that can stand in your closet and take you from date nights to
work, to hanging out with friends, all the things that you do in that life stage, then complemented
with trend pieces that are a bit more of the moment, that are more for those like kind of fun,
splashy moments that our customer is having. So there's very much this fundamental aspect to the



wardrobe with this added layer of trend to the wardrobe, which is what's informed, ultimately our
product assortment. From a brand andmarketing standpoint, it's all about representing everyone
that is of this age group. And so really we turn it over to our consumers. Brand advocacy is a major
element of our, or major strategy, I should say, of the entire brand. So really a lot of the story of who
Abercrombie is is coming from the consumer and how they're living their lives in our clothes. Right.
And that is work and that is dates and that is travel and that is all of the things that represent what's
important to a 25, 29 year old.

Matt:We'll be right back with the speed of culture after a few words from our sponsors. What are
some of the trends that you've seen in retail and apparel over the last couple of years that you feel
that you as a professional have really had to, I guess, adapt to, to make sure that the company
stayed on the bleeding edge? Obviously you just reported great earnings. Your most recent, uh,
clearly reports that companies are clearly on file right now, cracking on all cylinders, but if you're
not evolving quickly enough, that doesn't happen. So clearly you've been able to keep pace. Like, so
what are some of those things, especially post COVID on how your industry is different?

Megan: Yeah, again, we listen a lot to our consumers in the way that they're spending their time. So
COVID started and all of a sudden they're like, I want all of the sweatpants and sweatshirts so I can
get my hand done because I'm not leaving my house. So we had to really pivot into not just making
sure we had a product to deliver on that, but also that's the lifestyle we needed to project to make
sure that we were really resonating. Then last year, it was very much like, we're fully out of COVID,
everyone is making up for lost time. Every day is a day to do anything possible. And there was very
much the swinging of the pendulum to going out and embracing every day as epically as we can.
And nowwe're seeing this year, it's starting to a little bit find its middle ground again and being back
into a little bit of a Monday through Friday, mundane-

Matt: Right, 2019 lifestyle, exactly.

Megan: Correct, correct. So we've done that pendulum swing both in the product that we offer and
the way that we've talked to our consumers that entire time. And then through all of it is everything
we're doing in the brand advocacy space and the influencer space, the authentic customer space in
listening to them and showing them and bringing them into the brand. So we're not talking to
consumers anymore, we're talking with them and ensuring that they feel a part of it.

Matt: Yep, and that's consumer centricity and working with consumers is the biggest shift. I think
that's happened where we've gone from a world where big business decisions happen in the
boardrooms and now they're happening on the sidewalks and the consumers have the voice and you
can't dictate what they hear. And when you could, that's when brands got into trouble because they
became disconnected with culture and society. And now it's hard for that to happen if you're really
empowering your customer.

Megan: Absolutely.

Matt: Yeah. So from amarketing standpoint, in terms of how you get themessage out, you
mentioned TikTok is sort of like the ultimate focus group and being able to hear consumers. What
are some of the tactics that you have your eye on and where you spend your time to make sure that
you're effectively conveying your brandmessage?



Megan: Yeah, we do a little bit of everything. We are a little bit everywhere. TikTok has become an
incredibly important channel. It's by nomeans our only channel, but it is one that is not only a
marketing channel you can lean into from a paid aspect, but it also gives you all of those signals in a
really nice organic way as well. We all flocked to TikTok in 2020 when the world shut down and we
sawwith the platform itself, that's really when the platform took off and we were lucky enough to
really be a part of that. And I run a brand advocacy teamwhose everything that they do is ensuring
that across TikTok, Instagram, a�liate channels, YouTube, that they're out there constantly looking
for new voices. And what's really interesting about the influencer and advocacy space now is it used
to just be that the voices had huge followings. Now it's anyone can have a voice, anyone can go viral,
anyone can really kind of change the game. So it's made the work of that portion of my team that
muchmore challenging, but also really interesting knowing that anyone can play a role in the
advocacy and the popularity of a brand.

Matt: Yeah, and we're seeing social media and talking about influencers really continuing to move
down the funnel andmove in areas like up social commerce. It's really taken off big in China. It really
hasn't taken off to the same degree here in the U.S., but I believe that that's where we're headed
where influencers not only promote brands, but they directly sell brands on your behalf. Is that a
space that you guys are thinking about andmoving forward as you build these advocacy programs?

Megan: It absolutely is. Advocacy today is actually a very large revenue driver for us, which I think is
rare. And I don't think a lot of other brands are using it in the way that you can. So we definitely have
a lot of focus from the top of the company, not just within themarketing department, that
advocacy is a way to continue to grow the brand, both throughmaking money as well as creating
brand lovers. It's definitely not only a huge part of what we're doing today, but to your point, we're
always listening and learning, and we want to continue to stay at or ahead of the pace of how the
influencer space is gonna continue to evolve and the fact that anyone now can influence and
anyone now can be an a�liate and anyone now canmakemoney. So how do we continue to stay a
part of that?

Matt: And do you find one of the challenges from your seat is just overarching control? Cause I
guess the downside of outsourcing the brand, so to speak, is it could be hard to consistently convey
that message if people are taking it and running it. So is that sort of a balancing act you find
yourself facing a lot?

Megan: It's funny, that balancing act is different than it used to be. I would say, yes, there is
definitely a relinquishing of control. I think that Abercrombie has now relinquished it so much for so
many years that it's now our norm. It almost doesn't feel odd to us, but I think it did it first. And I
think that's what you hear of a lot of other brands who haven't maybe gotten themselves there yet,
or how do you just have control and kind of trust that your story is going to be told the way that you
want it to. And the answer is a little bit of, yes, you trust. It's not always going to be told the way that
you want it to, and that's OK, because at the end of the day, we exist to clothe consumers to be able
to fit into their lives, not the other way around. When we work with talent, we're, of course, always
saying, here is Abercrombie, and here's kind of what we stand for, and what our guardrails are, what
makes us us, and who our partners are, things like that. But we don't dictate. We say, you knowwhat
works for your audience. You have your own audience for a reason. So how do we fit into your own
storytelling, not how do we force you to fit within ours?

Matt: It's interesting because like luxury brands obviously aren't there yet where they try to create
this kind of pristine, very guarded image of celebrities and beautiful people and everything is shot



and they're brushed, et cetera. And somehow they're still going down that path. And I wonder as
millennials become an age of wealth, since they grew up in the age of the internet, if their
expectations of a brand is going to change and the whole luxury sector is going to have to go along
with it, because I think what you guys are doing is definitely bleeding edge and is something that
other brands are following suit to target a younger audience by still see luxury brands taking the old
way of brand building.

Megan: Yes, I agree. I agree. I think luxury is going to be a space that's going to be really interesting
to keep watching. As a Gen Z-er grows up into it, a Gen Z-minded person grows up into it, what is
that industry or part of the industry going to have to do? I think it's going to be fascinating for all of
us to watch.

Matt: Yeah, because if you think about it also, like the status symbol used to be brands, and now
many ways are experiences. So younger people have grown up in the Instagram age where they flex
or they showwho they are by the experiences they're able to ascertain versus, you know, them
having a Rolex or a BMW. So will they even care when they get older is the big question.

Megan: Right, it will mean something different. And I mean, you see even on clothes, for example,
today, that they're not looking to wear a brand name across their bodies in certain ways anymore.
So again, like howwill that continue to evolve is a good question.

Matt: Absolutely. So shifting gears a bit to you, Megan, how you spend your time as VP of marketing.
You oversee two brands and obviously you have a lot going on. I imagine you're dealing with the
merchandising team and retail and agencies, et cetera. What's the pie chart of your day? How do
you knowwhere to prioritize and spend your time in any given week? Or is it even up to you or are
you just kind of going by the whims of the business?

Megan: Oh, it's a little bit of everything you just said. What I can say is at the end of the day, what I
prioritize very much, especially in the world that I'm in now, is my people. So I have a team, both
those people who work for me, but also my partners. The only way we get the things done that we
get done and are able to move at the pace that we're able to is because of the way in which we go
about and conduct ourselves every single day. So how can I be there to remove barriers for my
team? How can I be there to really understand the intimacies of our product assortment and ensure
that we're showing up to sell and deliver on that? So I would say that's the place I spend themost
time. The way in which that happens is obviously a ton of different ways, but the biggest focus for
me is ensuring that my team feels empowered and that the rest of the business feels like marketing
is a true partner in being able to deliver on what we're all here to do at the end of the day.

Matt: Yeah, as you build your team, what are some of the common things you see in people that are
successful in working for you and successful in working within your industry?

Megan: Curiosity more than anything.

Matt:We hear that so much, Megan, all the time.

Megan: Right.

Matt: Yeah.



Megan: To be in marketing today means you have to understand that there's no black and white,
there's no easy path. Whatever the path was today is likely not the path tomorrow. So you have to be
someone who's innately curious and innately ready to sit on the edge of your seat and be
resourceful in finding new information, knowing that the answer isn't just gonna be handed to you.
You're gonna have to go look and search and listen for it. I think that is the biggest thing. And then I
think as a manager in managing those types of humans is understanding that, is being able to
empower them because they, if you're hiring these people who are innately curious, they're gonna
get there on their own, they're gonna get the work done, they're gonna get the job done. It's how can
you help empower them to do it, get barriers out of the way if they can't kind of support their
confidence in being able to do that if you're hiring people with that kind of innate curiosity within
them.

Matt: Yeah, it's very much a parallel to how you think about your consumer, right? In terms of
empowering them, listening, giving them the tools they need and kind of getting in their way and
letting themmake it their own. It's sort of the same way youmanage.

Megan: Absolutely.

Matt: Yeah, absolutely. So as we wrap up here, I mean, here in 2023, are there some trends or things
you have your eye on, whether it's industry specific or just really the job of a marketer that you're
super attuned to in terms of its potential to impact your business moving forward?

Megan: I think something that we have our eyes on, and anyone in marketing should have their eyes
on, is this shift to authenticity and humility, and probably started in COVID, but us all showing up as
humans. And I think that that's important as we think about how brands show up as humans, how
consumers show up as their authentic selves, howwe as associates show up as authentic selves,
and know that we are complex and imperfect and embracing that. I think the social commerce
space is only going to keep evolving. So it's definitely a place where we have our eye on as a
company and brand. And I think we're only going to see it continue to becomemore complex and
more democratized, so less in a single place and less with big followings. But anyone's ability to
have a voice and anyone's ability to makemoney with that voice, which I think is going to make it
harder but more interesting. Also, for all of us, I think we're always going to be watching what the
next thing on social media is going to be. Two years ago, we never would have thought TikTok is
playing the role that it is in brand development. So we know that that's always changing. So why do
we stay on it? I think everyone under the sun right now is talking about AI. And the role AI is going to
play in consumption, in consumer shopping, in howmarketers show up and howwe develop work.
So I think there's a lot of different places that we're kind of watching and have our eye on.

Matt: So to close out here, we have a lot of younger listeners here at Speed of Culture Podcast,
many of which want to end up in a seat like yours one day, running marketing for an iconic brand like
Abercrombie and Hollister. What are some of the decisions you think youmade correctly so early in
your career to set yourself up to have the type of role and impact that you do today?

Megan: I think it's diversification of experience and that is both hard skills and soft skills. Being able
to try a lot of different things and know that you can apply that to the next thing. I think it's having
confidence that sometimes your gut will always guide you, but even if that still is uncomfortable to
still do it. I mean, there are big bets that I've made, there are big bets that we've all made to get
further in our careers. I would say don't just kind of sit in a place of comfort and safety. Really have
your eye on where you want to go. I think when opportunities come your way, grab them. Your path



is not always linear. It's not going to be exactly the way you thought it was going to go because we
don't have control over those paths. But as opportunities come your way, I think embrace them
even if they scare you and have the confidence to know that it will all be OK andmistakes will be
made and you learn from your mistakes in your career just as much as you learn from your
successes. I think those would be some of the big ones I would say to apply.

Matt: I love that. Awesome. Well, we're going to leave it with that. You heard it fromMegan. Have
faith and take the leap. And I'm sure Abercrombie's grade she did. And it'll be exciting to see where
you take the brandmoving forward. Thanks somuch for joining us today. It was a great chat. Of
course. On behalf of Suzy and our team, thanks again to Megan Brophy, Vice President of Marketing
for the Abercrombie & Fitch and Hollister Brands at Abercrombie & Fitch. Be sure to subscribe,
rate, and review the Speed of Culture Podcasts on your favorite podcast platform. Until next time,
see you soon everyone. Take care! The Speed of Culture is brought to you by Suzy as part of the
Adweek Podcast Network and A-Guest Creator Network. You can listen and subscribe to all
Adweek's podcasts by visiting adweek.com/podcasts. To find out more about Suzy, head to
suzy.com. Andmake sure to search for The Speed of Culture at Apple Podcasts, Spotify, and Google
Podcasts or anywhere else podcasts are found. Click follow so you don't miss out on any future
episodes. On behalf of the team here at Suzy, thanks for listening.


