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Brief and objectives: 
Although Jacamo provides clothing made to fit all men for all occasions, in sizes Small to 
5XL, it suffers from the false brand perception that they are specifically for an overweight 
consumer. It needed to ditch the ‘slob image’ and engage its wider target audience in order 
to reinforce the core business proposition that ‘Jacamo Fits – Any Man, Any Occasion’. 
 
Moreover, as Jacamo’s campaigns featured registered male models, the brand was not 
practising what it preached. We devised a campaign to address this, while positioning 
Jacamo as the leading fashion brand for men of all shapes and sizes. 
 
Objectives: 

 Champion male body diversity and confidence by translating Jacamo’s ATL 
campaign messaging ‘Jacamo Fits – Any Man, Any Occasion’ into a real-life 
campaign, sitting at the core of Jacamo’s growth strategy 

 Create a campaign that could run throughout the season 

 Create media worthy content, creating strong press coverage 

 Utilise ambassador, Freddie Flintoff, as a relevant spokesperson 

 Increase visits to website and sales. 
 

Rationale behind campaign, including research and planning: 
Jacamo commissioned a study of 1,500 men to glean real insight into the UK’s diverse male 
audience. The study found that 95% of men don’t feel like models used in fashion 
campaigns represent them, and they had little empathy for the adverts in which they featured 
in. Furthermore, we noted that the fashion industry’s representation of male bodies and its 
effect on men’s body confidence across the UK is rarely a talking point amongst media. 
 

Strategy and tactics, including creativity and innovation: 
Strategy: LEAD FROM THE FRONT 
 
SAY: Lead the debate on male body image 
DO: Champion real men 
 
Supported by the research that men of all sizes have body insecurities aggravated by the 
fashion industry’s distinct lack of ‘real men’ role models, the campaign needed to speak to 
men of all shapes and sizes in an authentic way. To do so, Jacamo needed to challenge 
industry standards and speak on the behalf of the 95% who feel misrepresented. We would 



break the taboo of publicly discussing male body issues and position Jacamo as the male 
fashion brand that would lead this conversation and celebrate the everyday man. 
 

Implementation of tactics: 
To ensure we would ‘Lead from the Front’, we devised an integrated campaign that would 
challenge the industry norms while engaging men of all sizes: ‘Real Man Runway’ (RMR). 
The first of its kind and made up of five parts: 
 

1. Being the first menswear retailer to launch a nationwide ‘real’ model competition, 
open to all men. It proactively addressed the industry’s obsession with unachievable 
male physiques. 

2. Supporting research which substantiated the pressures felt by men and provided a 
call to action; by selling into national and lifestyle media we encouraged men to both 
enter the competition and break the silence surrounding male body confidence. 

3. A targeted media partnership with Shortlist included a print advertorial to announce 
the RMR launch. Shortlist also provided additional digital support, ensuring the 
campaign was seen throughout the competition by the right audience. 

4. Jacamo’s ambassador Freddie Flintoff heightened media attention as he openly 
discussed his longstanding battle with body image. His admission permitted everyday 
men to join the conversation. Flintoff gave credibility to the brand, helping Jacamo 
ditch the ‘slob image’. 

5. We engaged the wider fashion industry by partnering with Europe’s leading fashion 
agency, Models 1. This offered everyday men an introduction to Models 1 as part of 
the RMR prize, and put the issue of male model diversity in front of major fashion 
industry players. 

 
RMR attracted over 600 entries, representing a diverse range in age, ethnicity, height and 
size. These were whittled down to 20 men who attended the final at Spring Studios, London, 
where we managed everyone from stylists to content capture, ensuring the competition was 
brought to life. 
 
Judging the RMR competition was Freddie Flintoff, Donna Green of Models 1, GQ fashion 
journalist Carlotta Constant and Angela Spindler, CEO of Jacamo parent company N Brown 
Group. Each judge assessed the finalists on different criteria, from runway presence to 
personality. 
 
RMR succeeded in its key objective of finding a ‘real’ male model to appear in Jacamo 
campaigns, as Civil Engineering Site Manager from Leeds, Andy Caine took home the title. 
At 6ft 6 and with a 36 inch waist, the 32 year old offered a different shape and size to the 
typical industry model. 
 
Announcement of the winner was leveraged to generate a fresh wave of coverage. In fact, 
several media outlets including Drapers and the Daily Star sent journalists to cover the final, 
resulting in some excellent, on-message pieces. 
 
RMR far outperformed expectations, and changed behaviour at Jacamo. As a judge, 
Spindler gleaned valuable insight from working closely with the target audience; she was 
able to ask contestants what they felt was lacking in the male fashion industry and what they 
want and need from the Jacamo brand. Ultimately, by understanding their concerns, Jacamo 
was persuaded to use more real men on its website and also in advertising campaigns. For 
example, winner included, five finalists out of 20 have now featured in fashion campaigns on 
the Jacamo website. 
 



The campaign was one which lived beyond a simple competition; it extended throughout the 
season and continues to inform Jacamo’s growth strategy. It’s also resulted in a group of 
RMR finalists ‘leading from the front’ by protesting alongside Jacamo at London Fashion 
Week Men’s, carrying placards demanding ‘FASHION FOR EVERYONE’. 

 

Measurement and evaluation: 
 Over 600 entrants via social media and email, generating strong user-generated 

content 

 4,000,000 website visits 

 5,500,000 impressions on Twitter 

 67,000 reach of top Facebook post 

 37 pieces of coverage, incl. full page in The Telegraph and double page spread in 
Daily Star 

 101,068,810 coverage reach 

 £0.50 cost per thousand reached (CPM) 

 300% spike in sales on 26th November 2016 when coverage was at its peak 

 48% uplift in sales in the following 10 days, compared to 10 days prior to sell in 

 Tone of all coverage in keeping with the overarching brand messaging ‘Jacamo Fits’ 

 Inspired competitor ASOS to replicate the RMR male model competition. 
 

 
 
Budget and cost effectiveness: 
£47,000 
Event – £10k 
Research – £2k 
Shortlist partnership – £30k 
Agency support – £5k 

 


