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Company Overview

Forever 21, founded in 1984 by Do Won Chang and Jin Sook Chang, is headquartered in
Los Angeles, Calitornia. The company operates globally, with a strong presence in regions

such as the USA, India, the Middle East, the UK, and several other markets. Its core service

ies in fast fashion retail, catering primarily to men, women, and teenagers. The brand
otters a wide product range that includes tops, denim, dresses, accessories, and

footwear. Forever 21 leverages advanced technologies such as trend forecasting tools, e-
commerce analytics, and CRM systems to stay competitive in the tast-paced fashion

industry. Its competitive edge lies in offering atfordable, trend-driven clothing with a rapid
stock turnover, allowing it to quickly respond to shitting fashion trends and customer

preferences.



Story of Establishment

Forever 21 began as a small store in Los Angeles in
1984, targeting Korean-American shoppers.

'ts affordable pricing and fast adaptation to global

tashion trends made it one of the tastest-growing
retailers globally. By constantly rotating collections
and listening to customer demands through market
teedback, Forever 21 expanded into malls across
continents.

Despite bankruptcy in 2019 due to overexpansion and
digital lag, the brand revived by focusing on online

channels, influencer marketing, and a global youth-
oriented strategy.




How Market Research Played a
Crucial Role Iin Forever 21’s Success

¢ Understanding Customer Preferences Through Data
e Trend Identification through Real-Time Data
e Location-Based Market Research

o Competitor Benchmarking:
e Feedback-Driven Inventory Decisions: n




Why Did You Choose This Product?

I chose Forever 21 because it caters directly to the youth with atfordable
and stylish fashion. Their ability to keep up with trends and otffer variety
in-store and online makes it a strong example of how smart market
research drives business.




How Did You First Hear About the Brand?

I first came across Forever 21 during a visit to a shopping mall. The store stood out with its bold
displays, vibrant clothing, and trendy styling that instantly attracted me. It had a youthful vibe and
affordable fashion that matched my personal style.

Soon after, I began seeing Forever 21 on Instagram, where fashion influencers styled their outfits in
reels and stories. Their posts featured everyday wear, party looks, and seasonal collections, which
made the brand feel more relatable and current.

Curious, I explored their official website and mobile app, where I found a huge variety of clothes and
offers. The combination of in-store experience and digital marketing really caught my attention. Their

constant updates on trends, flash sales, and social media content kept me engaged.



Marketing Strategy & Techniques Used

Forever 21's marketing combines online and offline strategies:

1. Social Media & Influencer Marketing
Heavy focus on Instagram, YouTube & TikTok with fashion reels, giveaways, and styling videos.

2. Seasonal Campaigns & Flash Sales
Regular in-app flash sales, discounts during holidays, and exclusive online collections create urgency.

3. Youth-Centric Branding
Bold colors, trendy designs, and diverse models reflect inclusivity and youth freedom.

4. E-commerce & Mobile App
Mobile-tirst designs, cart reminders, and wishlist personalization based on user behavior data.

5. Regional Customization
Adapted collections to local cultures—more modest fashion in Middle East, summer wear in India.



How SimilarWeb Helped in Market Research

Key Insights from SimilarWeb (2025 data):
Most traffic comes trom India, the US, and UAE.
70%+ of web visitors are aged 18—-34.

High bounce rate on mobile pages led to UX redesigns.
Majority of sessions come from Instagram and Google
Shopping ads.

These insights helped Forever 21:
Focus campaigns in India & Gulf countries
Improve mobile shopping experience
Target youth with personalized digital ads






