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Executive summary

Singer is a heritage brand.  You probably splashed in mud puddles wearing a 
jumper your mother, your aunt or your grandmother made you using a Singer 
sewing machine.  Since its 1851 inception, Singer developed a strong brand voice 
 and its reputation as the leader in sewing machine technology sustained it through
the twentieth century.  But Singer has fallen into a trap common to heritage 
brands: outdated marketing practices.  Using techniques from decades ago, the 
Singer brand feels old and uninspired.  Though the Singer machine has evolved, the 
message has not: Singer is for women who sew at home for fun.   

If Singer hopes to stay relevant in the twenty-first century, it must revitalize its 
brand message.  It must target creative individuals who use sewing machines in 
home and industry.  The DIY movement and now the Maker Movement have 
provided a platform for creatives to fully embrace their artistry; Singer must 
capture this segment by delivering a brand message that communicates its respect 
for the artisan and its desire to meet its twenty-first century needs.  In so doing,  
Singer can project a modern-day heritage brand personality. 

1



Sew in love. Sew much fabric, sew little time.  Sewcialist: 
Someone who would rather be sewing. Though these sewing 
adages are generally understood by sewing enthusiasts today, 
those toiling in the pre-modern world would not have shared 
the sentiment.  Sewing until about 1851 was considered by many 
to be a grind. What was the 1851 impetus for a world-wide shift 
in perception about sewing? The Singer sewing machine 
designed for home use. According to Buckman (2016), the field 
was ripe for the home sewing machine.  He claims,  "The Singer 
Company was born at the intersection of three epic changes in 
American culture; the use of new technology from the Industrial
Revolution to create technologically sophisticated products for 
mass markets; the liberation of women, for better or for worse,
from the drudgery of the household; and the rise of 
entrepreneurism, as the accumulation of great wealth would no
longer be conditioned by land ownership and inherited 
fortunes"  (Buckman, 2016). 

Background

Isaac Merritt Singer
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Isaac Merritt Singer combined a predilection 
for invention with sharp business acumen to 
perfect an already-invented sewing machine. 
Singer improved and patented his version in 
1851.  Patent pooling by early manufacturers 
led to only a few brands surviving the early 
days of this new industry. Singer’s company 
had staying power because it devised a 
“‘hire-purchase plan’ for customers who 
could not afford the machine’s high price- 
the first installment-payment plan in 

the United States” (Palmer, 2015).  This, coupled with aggressive advertising, door-to-door 
sales, sewing classes for women and constant rolling out of new Singer models, catapulted 
the company into becoming the dominant sewing machine manufacturer and one of the 
original technology disruptors (Palmer, 2015).By 1906, it had reached nearly 60 percent 
market share of the American family market (Buckman, 2016). Who exactly were the original 
purchasers of Singer sewing machines? Women. Of course the term “stay-at-home-mom” 
didn’t exist in the nineteenth century and much of the twentieth century.  Almost all 
mothers were considered “stay-at-home”.  Many women strove to create a warm and 
comfortable domicile for the family as Alfred Lord Tennyson (1911) defined the ideal gender 
roles, “Man for the field, woman for the hearth, man for the sword and for the needle she”. 
Isaac Singer was a natural-born marketer.  

The First Singer Sewing Machine
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Quite brilliantly, Singer used women to attract other women to purchase machines. 
 According to Cruz-Fernández (2014), Singer hired seamstresses to perform their sewing jobs 
on sewing machines in beautifully decorated storefronts, first in New York City and later in 
other locations. When “doctors and moralists feared for women’s health and honor” as they 
engaged in work with the machine, The Singer Co. “offered sewing machines at half price to 
ministers’ wives” and engaged in other promotional tactics to show it was “protector of 
domesticity and femininity” (Cruz-Fernández, 2014).  Though American women were a target 
for the Singer brand, Singer actually had tremendous success abroad.  Developing mass 
manufacturing factories, Singer averaged production of about 60,000 sewing machines by 
the mid-1860s; he exported an average of 14,000 between 1862 and 1865 (Cruz-Fernández, 
2014).  By 1913, Singer claimed to have sold 90 percent of all family machines in Europe, Africa
and Australasia (Davies, 1969, p. 161). Of course, it is not difficult to foreshadow what 
historical events unfolded to halt the wild success of the Singer brand: the world wars.  As 
women were recruited to fill jobs vacated by enlisted men, few managed to stay home to sew 
frocks and aprons. In fact, Singer itself had “halted production of sewing machines and 
became a major producer of war material” (Buckman, 2016).  As the world economy tried to 
recover after the war, there was international competition for the sewing machine market, 
especially from Japan.  Though many American women remained in factory jobs or began 
pursuing white-collar jobs, the international market for sewing machines remained strong.   
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By the late twentieth century, Isaac Singer 
had long-since died and the management of 
the company had changed as many times as 
its name had.  The company was plagued with
ineffective leaders, some being downright 
scoundrels.  Many women, having embraced 
the Women’s Movement, found opportunities 
and fulfillment outside of the home. 
 Nonetheless, there were still many women 
who chose to stay home and a significant 
portion of them engaged in sewing.   

A mother in the home was still the gold standard and the ad (above) depicts the joy of 
owning a Singer sewing machine. Yet, given the prosperity of the times, few needed to 
mend clothes or darn socks.  Sewing became more of a hobby than a home labor.   The 
1980s and 1990s were marked by a new modern housewife who had more discretionary 
income for crafting and sewing.  And the rise of popularity of Martha Stewart proved their 
interest in the home arts. By the late 1990s, the population of at-home female sewers was
stronger than ever.  Owens (1997) wrote of the sewing market in the New York Times, 
“Today, nearly one-third of the country’s adult female population— more than 30 million 
women, mostly college educated, between ages 24 and 54— are revving up their sewing 
machines….”.  

Singer Advertisement 1951
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There has been no waning of interest in 
recent times for sewing.  The need for 
modern tools for home projects has been 
fueled by a new movement: Do-It- 
Yourself.  With the explosion of interest 
in DIY (a little help along the way from 
the TV network, HGTV, the social media 
platform, Pinterest, and the online 
merchant, Etsy), a whole generation 
identifies as “DIYers”.  Brit Morin, 
founder of DIY website, Brit + Co, shared 
a post from one of her readers that  

relates to the movement, "My mom was named Miss Betty Crocker of Springfield, New 
Jersey in 1967. Thirty-five years later, I graduated from an all-girls high school that 
scorned home-ec class as 'sexist'. Though I could speak Spanish, recite from the 
Canterbury Tales, and figure out the volume of a cone, I couldn’t do laundry, change a 
tire, or sew on a button. I was educated, but fairly dumb. Since then I’ve taken it upon 
myself to learn the DIY skills I’d missed out on" (Morin, 2013). 

Martha Stewart Makes a Reversible Apron
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Today, there is an even more committed group, namely but not limited to millennials, who have a
desire to elevate the DIY movement into something more meaningful.  With a desire to combine 
their creative skills with modern technology and leveraging online platforms to share their work, 
artisans have found a niche in what has been termed the “maker movement”.  As the desire to 
“transition away from generic, mass-produced merchandise continues apace” (Rainwater, 2016), 
makers will “be found in the fields ranging from food to crafts to technology.  And together, they 
will push each other forward to invent and build new and innovative things” (Morin, 2016). 
According to Maker Faire, this is a “market ecosystem” of “ingenious makers” that encourages 
“innovation and experimentation across the spectrum of science, engineering, art, performance 
and craft” (Maker Faire, n.d.).  It has contributed to a “hyperlocal manufacturing environment” 
that holds potential not only for “individual hobbyists… but for economic development efforts 
[as] community wide advances in local entrepreneurship and job creation are growing due to the 
rise of maker spaces, both nationwide and globally” (Rainwater, 2016).  
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 Singer has not fully adapted to the change
in temperature in modern culture.  Their 
target, as evidenced by marketing that is 
currently in place, still seems to be the 
traditional college-educated, stay-at- 
home mom who enjoys crafting for home 
and leisure.  The types of crafts and 
sewing projects the brand features on its 
website and in promotional materials, 
while popular in the 1980s and 1990s, are 
not what are considered modern.   In 
order to be competitive in an evolving 
world of modern seamstresses, Singer will
need to expand its target market from a 
limited population of women who sew for 
fun at home to a more rewarding 
population of artisans and makers who 
need highly capable tools to support them 
in their entrepreneurial missions and 
contributions to the maker movement.   

Projects from singerco.com 2017
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strategy statement

The advertising will convince makers that Singer Sewing Company provides 
all textile artisans with the right sewing machine that will work in their 
creative space to support their artistic mission. The support will be that 
Singer sewing machines can be found in a variety of creative workspaces 
serving as the catalyst for sewing genius. Singers help artists and artisans 
magnify their art.  The tone will be thoughtful as culturally-unifying images 
show shared vision among artists who have one purpose: to share the love of 
their craft with others.   
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To create differentiation in the sewing machine category, The Singer Sewing Company will have 
to more fully develop its brand archetype.  Though it has always been considered a “creator”, it 
must define and project the type of creator it is.   Since the middle of the twentieth century, 
Singer has been a rather generic “creator”.  With years of advertisements and promotional 
materials that have focused on the sewing of casserole covers and pillowcases, the brand has 
failed to inspire the younger generation of artisans who crave a leader of technology who can 
unite geographies and cultures to marry the textile arts under one banner.   Were Singer to 
identify as the leader of all creators across many artistic disciplines, it could connect with a host 
of artists who use sewing in the advancement of their craft.  By carefully crafting its message to 
the varied contributors to the makers market, Singer expands its archetypal status as “creator”.  
While there has long been a societal battle regarding the legitimacy of the artist, Singer will 
clearly land on the side of the creator. Singer will be a validator of the maker movement because 
the brand itself holds the torch for textile arts.

brand archetype  
analysis
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Using the right images in an ad campaign, Singer will be seen more fully as the embodiment of its 
brand archetype: creative.  Because of the nature of this archetype, images will be the best medium
to characterize Singer’s brand personality.  Singer must refrain from using cookie-cutter looking 
images in its marketing.  No trim, perfectly manicured women who make doilies. For instance, in 
lieu of an image of a woman walking through a sunny field with a homemade dress (image 
currently on Singer’s website), Singer will illustrate an artisan in her workshop. The images 
(below) dichotomize the “new era” of artistry- Singer must abandon the idea that the “new era” is 
self-serving (showcasing a skirt made by self for self) and that, instead, the “new era” relates to 
how creation is soul satisfying as it serves others (as a doll created for someone else does).

Jess Brown in Her studioCurrent Image on Singerco.com
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Notice the two images below.  Instead of a staged mannequin-looking young woman making a 
dress for herself in a relatively sterile workspace (image left, currently on singersewing.com, 
Singer will replace it with a more stimulating image of an older sewist in a true maker space who 
radiates joy as she invests herself in the creative process, not following a perfect pattern perfectly, 
but imagining how her ideas and materials will create an imperfect yet glorious mélange for other 
art-hungry souls.  Singer must carefully select natural images that showcase the brand meaning. 
 Additionally, voice will reinforce this brand archetype. The voice should sound authentic.  Singer 
must depart from advertising speak and embrace a humanistic voice: warm and sincere, but with 
passion and energy for the creative. Also, notice above how the images portray the sewists’ space. 
 Cultivating the image of Singer as the brand that gets the value of having a creative space.  After 
all, Singer was the pioneer manufacturer of sewing machine tables, equipping crafters with a 
dedicated space for their work. By using creative spaces as the backdrop of this ad campaign, 
Singer can showcase its dedication to artisans.  Space becomes a canvas in this campaign, further 
establishing Singer as the creative who “gets” other creatives.     

Current Image on Singerco.com Sewist in Her studio

13



The "Make Space" campaign specifically targets young textile artisans, typically female, between 
the ages of 18-34.  While the Singer brand hopes to appeal to all individuals who use machines to 
sew, the goal of this campaign is to reach creatives who tend to dismiss the Singer brand, thinking 
of it only as a brand for stay-at-home moms who sew for fun.  

Target audience
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Sarah Soward, 26, lives in Winchester, 
Massachusetts, a 15-minute commute by rail to 

Boston.  Sarah is a logistics coordinator for 
Sunteck Transport. Married to a commercial real
estate agent, Jameson Soward, 28, the two have a 
total combined income of $160,000.  The couple 
has no children yet, but shower their dog, Mikey,
with affection as they feed him organic dog food, 
take him to obedience classes and run with him 
daily. In addition to her full-time job, Sarah is 

building an e-commerce site selling her 
handcrafted brand of pet collars, selling an 

average of 50 pet collars per month.

day in the life 
background
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day in the life 

Sarah is feeling restless.  She wakes in her home on Winthrop Street and wonders if this will be
the year she quits her job.  Though she has come to depend on the steady income from 
Sunteck, she feels life nudging her down a different path.  Her Etsy business selling 
personalized pet collars had been more successful than she imagined and she launched her 
own website to sell her brand of pet collars just six months ago.  She often finds herself 
nurturing the idea of running a cottage business full-time and starting a family. Could 
Jameson’s income be counted on to support them while she develops her product line and 
builds inventory? Fortunately, it’s Saturday and Sarah can set aside worry about their bank 
account. She finds herself sewing the day away in her studio above the garage.  Jameson has 
gone into the city for the day, catching a Sox game with friends.  She is trying to perfect the 
stitch on a set of collars that use Jamaican fabrics that she picked up at an artisan faire in the 
summer.  The heavy fabric was causing her sewing machine to grind and labor and threaten to 
break every last one of her expensive needles.  Her electric sewing machine seemed like such a 
splurge 3 years ago.  Two hundred dollars had been a lot to spend on a hobby.  But she had 
developed a passion for the art of sewing and the things that she could create using it; she 
could hardly call it a mere hobby anymore.  
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In the last year, she had come to specialize in pet collars made with organic cotton from India, 
Pakistan, Peru and Egypt.  She had fallen in love with eastern textiles on a trip she’d taken with 
Jameson after they’d both graduated from college. Because the collars have no leather, they are 
washable and affordable.  The colors and patterns are unique and appealed to pet owners 
across the globe.  Just this month, she had received orders from Spain, Australia and even one 
from the United Arab Emirates.  She felt she had found a niche that complimented a personal 
passion and resonated with pet owners worldwide.   Sarah had ideas for growing her business. 
 She had grown interested in wearable technologies and was even following some blogs and 
websites that charted the growth of the industry.  Just last week she had reached out to a 
developer to provide a quote on the cost of GPS and Bluetooth-enabled chips to add to her pet 
collars. She had heard of a makerspace in Boston, Artisan’s Asylum, that offered creative space 
to work and collaborate with fellow artists.  The nonprofit taught classes on how to weave 
technology into other disciplines.  They even offered a class in March on the very topic; she had 
already signed up. As Jameson pulled into the driveway with the promise of taking her out to 
Thai for dinner, she put the final touches on the packages to be shipped out Monday morning. 
 She wondered if tonight would be a good night to broach the topic of her purchasing a 
computerized sewing machine.  If she was going to make a go of this thing, she was going to 
need all the help she could get. But first, perhaps she should check the score to that Sox game…
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To change  the  percept ion  that  
S inger  i s  not  re levant  to  makers .     

Why  are  we  
advert is ing?

pa in  au  chocolat  
To whom are  we  

ta lk ing?  

What  do  they  
current ly  th ink?

Makers  who use  sewing  machines  
for  text i le  ar ts .       

S inger  sewing  machines  are  for  
home craf ts  and  personal  sewing  
only .       

Creative Brief 
Repositioning campaign
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Are  there  any  
Sacred  Cows?

What is the single 
most persuasive 

idea we can convey?  

What  i s  the  personal i ty  
we  can  convey?  

The tone and texture of the 
campaign cannot turn off the 
segment of Singer’s audience that 
uses Singer machines for home and 
self-focused projects.     

Art i sans  and  makers  use  S ingers .           

Creat ive  in  sp ir i t ,  dependable  in  
appl icat ion ,  modern  in  form and 
funct ion .              

What  would  we  l ike  
them to  th ink?  

Singer  respects  ar t i sans .  S inger  gets  
what  i t  means  to  be  an  art i san .     
S ingers  are  used  by  ser ious  ar t i sans  
in  a  var ie ty  o f  creat ive  workspaces .  
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The goal of this advertising campaign is to change the perception that Singer sewing machines are 
designed only for home sewing hobbyists.  Singer needs to implicate itself as the muse for modern-
day makers.  This campaign will employ rich images that align Singer with artists, artisans and 
makers who use textiles for creative expression, whether it be for private or public consumption. 
The following images convey the Singer personality: creative in spirit, modern in form and 
function, dependable in application. Notice the unifying theme of these images: Singer in a creative 
workspace.

Creative images 
rationale

20



Conceptual Representational 
 

Creative Images

The conceptual image aims to capture the extreme creative prowess of textile artisans. Singer 
can help anyone who wants to contribute to the craft. The representational image showcases a 
modern application of the creative-in-action, the sewist wearing a dress she crafted herself 
working in her studio.  
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Conceptual Representational 
 

Modern 
Images

This conceptual image draws attention to the simple yet powerful tool housed in the sewing 
machine.  Clean lines in a room with modern elements highlights that Singer is optimized for the
twenty-first century sewer. A Singer sewing machine in a modern setting with a modern 
application serves as a representational image of the Singer sewing machine.   
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Conceptual Representational 
 

Dependable Images

The conceptual image of the sewing machine reveals the underbelly of the sewing machine, 
acquainting the viewer with the robust underbelly of the machine.  The image denotes the power 
and dependability of the Singer brand. The poised seamstress seen in the representational image 
highlights how the Singer machine instills confidence in those that use it. This seamstress clearly
has no worries about whether or not her Singer is going to do the job.   
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Executions should set a creative mood.  Images and photographs should include: wood, 
metal, subdued colors, modern light fixtures, beams, framed art, a mish-mash of textiles, 
industrial space, new and old bolts of fabric, vintage and modern dress forms and 
computers.  Where possible, symbols that relate to dependability and creativity in a 
modern context will be incorporated into traditional and non-traditional mediums.  

mood setting
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Modern 
 Artistic 

Dependable 
Creative 

Supportive 

Brand Values
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Tagline

Singer. Make Space.
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Every brand reaches a crossroads.  It must decide if it will hold on to its 
storied past or embrace the future.  Singer has winked and waved at the 
crossroads and has blazed a path where both the past and future can be 
equally honored.  Singer has been the backbone of the textile arts industry for 
over a century and remains faithful to artists and artisans who consecrate 
their time to contributing meaning and beauty in the modern world. It has 
resolved to keep pace with modern textile artists who blaze trails in their 
industries. Singer’s heritage illustrates its commitment since 1851 to 
manufacture sewing machines on which artisans can depend. Singer is no less 
committed today to supplying makers with machines that will catalyze art. As 
artists dedicate time and space to honing their craft, so too will Singer.  To all 
who have ripped seams, torn hems, cut fabric and bent needles, we will supply
your space with what it takes to rip more seams, tear more hems, cut more 
fabric and bend more needles.    

Brand manifesto
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The “Make Space” campaign seeks to position Singer as the dependable company that encourages 
textile artisans to pursue their craft.  Grandmothers, mentors, and friends opine on the 
importance of an emerging artist to “make space” for their craft.  It is a metaphorical and literal 
expression.  Seamstresses must make space in their life to accommodate the time and attention 
the art needs as well as set aside a physical space to house their works-in-progress.   Only a 
company that really gets this target audience will understand what “make space” means.  Like a 
grandmother, mentor or friend, Singer inspires the maker to flourish by connecting with them 
via this tagline.   Images and copy should inspire makers to make space for textile arts in their 
lives.  

Application of manifesto
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Young Sewist in her Studio



Singer sewing co. 
Make space

Poster
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When the viewer is introduced to singerco.com, she is instantly pulled into the creative aura of 
the brand.  With the Singer logo present but not attention-seeking, the tagline and image set the 
tone and inspire viewers to explore the site to find ways they can make space in their lives for 
textile arts. 

Website
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H O M E P A G E  

Further down the 
homepage, viewers 
will have the 
opportunity to click 
on images that will 
open to stories of 
artisans all over the 
world who use Singer 
sewing machines for 
home, humanitarian, 
or entrepreneurial 
purposes. 

S A M P L E  H E A D E R  
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Singer Sewing Co. needs to draw attention to its new position as the tool in the artist’s workshop.  It 
must convince its audience that it is the brand that understands modern textile artists.  Regardless of 
what they create, they should create it with Singer.  In an effort to disseminate this brand message, 
Singer will host “Make Space” events in 5 major metropolitan cities: Los Angeles, Dallas, Chicago, New 
York and Miami.    

Event marketing
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In each city, Singer will contract 4-5 artists who use Singer sewing machines to set 
up a workshop for a week-end in shipping containers.  Shipping containers can be 
easily rented and outfitted to suit individual preferences.  Containers can sit next to 
each other or even stacked on top of each other.  The shipping containers will have 
one side exposed where passersby can see the artist at work.  The artist will not 
interact with viewers; onlookers will be captivated by the artists at work and will 
admire how these artists have “made space” for their craft. Singer will set up the 
containers in urban areas where there is significant millennial foot traffic and where 
the vibe of the area is artsy (i.e. Greenwich Village in Manhattan, Bucktown in
Chicago).      
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The workspaces will be warm with modern elements.  There will be a computerized Singer 
sewing machine in use in each workspace.  One of the containers will house Singer machines 
that those interested can try out.  It will look like an artist’s studio and a prospective buyer 
can try out the machines with the help of a Singer’s sales representative.  This shipping 
container with a large sign with the tagline, “Make Space”, will serve as the call-to-action.  It 
will encourage those in the area to come experience the brand and nurture their desire to 
make space in their life for textile arts.    

Nayantara Banerjee, left, is an 
example of a maker who 
exemplifies the kind of artist 
Singer would employ for the 
event.  Known as the 
Williamsburg Seamstress, 
Banerjee adapts vintage 
wedding gowns to fit modern 
brides.  Her studio (shipping 
container) would showcase 
some of the work she has done 
(like the dresses, right) and 
viewers would see her working 
on gowns in the studio.  

Nayantara Banerjee Banerjee's modern gowns
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Client: Singer Sewing Co. 

Writer: Kim Button 

Illustrations: Rachel Buckner 

Title: Sarah Makes Space 

Length: :60 

Video
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1993: Sarah,  16-year-old 

girl, makes 1990-era purses in

corner of her bedroom. Her 

bedroom is full of teen 

posters, beads, stereo, etc. 

But she sits at a make-shift 

table in the corner of her 

bedroom with a small Singer 

sewing machine and makes 

purses.

Narration: No dialogue or 

narration until Frame #25.

Music FXS: A  montage of The 

Piano Guys "Fight 

Song/Amazing Grace" from 

their album Uncharted and 

"Just the Way You Are" from 

their album Piano Guys 2. 

Plays quietly throughout until 

Frame #25.  

Frame 1
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Cut to: Sarah’s mom helps Sarah 

carry purses into Woodstock Market

where Sarah sells her purses as a 

vendor on the week-end.  Another 

vendor, an older male who has a 

handmade lamps and light fixtures 

store in the market helps Sarah and 

her mom carry her purses into the 

market and sets them up at a small 

table in the market.   

Frame 2
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Cut to: Image of the inside of 

Woodstock Market with a 

handful of vendors and their 

storefronts: a man who 

repurposes furniture, a florist, 

a portrait artist, and an artisan

who makes unique light 

fixtures.  

Frame 3
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Cut to: A clear picture of the 

portrait artist’s shop and the 

light fixture shop with each 

working inside their 

respective places.  Their 

shops are next to each other. 

Frame 4
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Transition to: A clear image of 

the furniture repurposer shop 

and florist with each working 

inside their respective places. 

Their shops are right next to 

each other.  

Frame 5
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Cut to: 2001: Sarah, now 24, in 

her wedding dress marrying a 

good-looking 25-year-old 

man, Jason.  

Frame 6
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Cut to: Jason and Sarah’s 1st 

apartment.  Jason is 

unpacking boxes, hanging 

pictures. Empty take-out 

containers are sitting out. In 

the corner, Sarah has a Singer 

sitting on a box where she is 

trying to finish some circa 

2001 purses.     

Frame 7
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Cut to: Jason helps Sarah 

carry a basket of purses into 

the market. Another vendor, 

an edgy florist, opens the door 

and helps her set up her 

handbags in her kiosk that has 

more merchandise than last 

time.   

Frame 8
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Cut to: 2009: Sarah is now a 

mother of 2 kids (a boy age 2, a 

daughter age 7).  She walks in the 

back door of their small Cape Cod 

home to dirty dishes, her 

daughter’s unfinished science 

project, slouching kids watching 

cartoons.  Her dining room 

table, where her Singer sits with 

unfinished purses, has become a 

dumping ground for miscellaneous 

toys, her husband’s laptop, laundry

basket, etc.  Sarah looks dejected. 

Jason is seen helping her gather 

some 2008-ish purses and putting 

them in a container to take to the 

Woodstock Market. 

Frame 9
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Cut to: Sarah is carrying 2 

baskets of purses into 

Woodstock Market.  The 

portrait artist holds the door 

open for her and helps set up 

Sarah’s purses in an ever- 

expanding kiosk.  

Frame 10
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Cut to: 2017: Sarah is tucking 

her 10- year-old son into bed

and then walking across the 

hall to kiss her 15-year-old 

daughter, who is doing 

homework in bed, 

goodnight.  

Frame 11
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Cut to: Sarah is in a corner in 

the basement of her home 

where she has a little more 

space, but because she has a 

larger line of purses that 

require more fabric, a larger 

sewing machine, a fabric 

cutting area, etc., the space 

looks very cramped. Sarah is 

seen sewing late at night with 

very poor lighting, ripping out 

a seam in frustration and 

visibly distraught. Jason 

catches a glimpse of her, 

recognizes her need for more 

space. His face reveals that he 

is resolute.  

Frame 12
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Cut to: Jason is packing up 

Sarah's things at the kiosk in 

the Woodstock Market, giving

the impression that he is 

“closing” her shop. A new 

sign appears on the kiosk, 

"Available for rent". 

Frame 13
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Cut to: A flurry of activity in a 

store inside the Woodstock 

Market reveals all the artisans 

that have been helping Sarah 

all along the way are setting up 

a store for Sarah with a large, 

brightly lit studio in the back 

for her sewing. The furniture 

repurposer is moving in some 

tables he has created, the artist 

is hanging a portrait of Sarah 

and her handbags she made 

especially for Sarah, the 

lighting maker is hanging cool 

lights over a display of 

handbags. Finally, Jason is seen

organizing a display.   

Frame 14
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Cut to: Jason carefully 

placing Sarah’s Singer in her 

large studio.   

Frame 15
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Cut to: Jason, Sarah and the 

kids pulling into the 

Woodstock Market.  Sarah 

walks to the back of the SUV, 

gets a basket of purses. The 

family walks into the market 

together.   

Frame 16
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Cut to: Sarah sees that her 

kiosk is gone.  She is visibly 

dismayed until the furniture 

repurposer points his finger, 

indicating Sarah should walk 

down through the market.  

Frame 17
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Cut to: Sarah walks a few 

more steps through the 

market and the florist points 

her finger to the direction she 

should continue to walk.  

Frame 18
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Cut to: Sarah continues to 

walk through the market; the 

portrait artist points her 

finger to the direction Sarah 

should walk. 

Frame 19
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Cut to: As Sarah continues to 

walk, the lighting artisan 

points her finger to the 

direction she should walk.  

Frame 20

55



Cut to: Sarah sees her new 

store, no longer a kiosk, in the 

Woodstock Market, which her 

husband and fellow artisans 

helped to create for her. She is

touched and visibly grateful to 

finally have her own store 

 space and studio in back to 

create.   

Frame 21
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Cut to:  Sarah putting the 

pieces together in her mind 

and realizing the support she 

has received along her artistic 

journey; her family and fellow 

artisans have helped her make

space for her craft over the 

years. Images flash of the 

faces of those who have 

helped her. 

Frame 22
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Cut to: Close-up of the 

final creative space for 

Sarah. 

Voiceover: Warm but firm

male voice, "Where there 

is no room to be found. 

And every square inch is 

accounted for. Artisans 

make space. Singer saves 

space for you." 

Music FXS: Music fades 

slightly. 

Frame 23
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Cut to: Six images flash of 

Sarah's Singer, representing 

how Singer has resided in 

each creative space she has 

had through her life.

Music FXS: A slight 

increase in intensity and 

volume. 

Frame 24
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Cut to: Final image of Singer 

sewing machine. 

Voiceover: "Make space with 

Singer." 

Music FXS: Music fades. 

#MakeSpace
www.singerco.com

Frame 25
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The purpose of "Sarah Makes Space" is to convey that Singer gets artists and artisans who 

struggle to find space, literally and metaphorically, for their craft.  Like makers who 

support each other through the journey, Singer is a part of the support network as well. 

 The video is largely unscripted allowing the viewer to become absorbed in the pictorial of a

talented young sewist who collects enough space for her craft to flourish.  The 

accompanying music by The Piano Guys contributes to a thoughtful and inspiring tone. The

two songs are spliced in a way that contribute to a feeling of positivity in the beginning 

stages of Sarah's life, a slight feeling of despair when the realities of pursuing artistic 

endeavors conflict with her other noble pursuits in life (being a wife, mother), and finally 

hope and reconciliation when the major actors in her life show up in a meaningful way to 

demonstrate their support for her.  The closing frames identify that Singer has been part of 

this journey all along, and can be there for other artisans who have a desire to make space 

for arts in their life.  

Singer should place this commercial on the big three (CBS,NBC, ABC) between 7am and 

noon.  It should consider placing it on Scripps' HGTV channel during popular 

programming. This commercial can also capture attention as a pre-roll for DIY online 

videos (YouTube).

***
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In order to truly reposition itself as the sewing machine company for 
artisans, Singer Sewing Co. must use emerging media to connect with 
its target audience. Artists thrive when they feel supported by others 
who have the same passions, drives and interests as their own.  For this
reason, Singer must be the catalyst for connection among this group.
 Four campaign extensions will be developed and serve as means for 
Singer to solidify its brand purpose: to support textile artisans in their 
creative spaces.     

Campaign extensions
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Developing a podcast is a great way for Singer to connect with the maker population. 
Noyes (2014) writes, “When done right, podcasts are an incredible tool for establishing 
long-term engagement with customers, surfacing the personalities within a business, and 
building a bond of trust through analysis, insight, and storytelling.”   Singer should identify
an influencer in the maker community to serve as a podcast host.  The host’s role will be to
interview a variety of makers- what they do, what they are passionate about, how they got 
their start, how they perfect their craft, etc. To create a sense of authenticity, the host will 
interview the makers on their own turf, in their own studios and creative spaces. 
Photographers and videographers will capture visual elements to post on Singer’s social 
media pages to further promote the work Singer is doing to engage this community.

long form content: 
The Singer Studio Podcast
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While a podcast will help broadcast Singer’s new brand position, the nature of it is 
unidirectional.  It involves an audience who is largely silent. To foster a more interactive brand 
experience for its target audience, Singer must develop a maker-centric website. Artisans need 
community. There is a reason why art fairs pepper the American landscape every summer.  Not
only does it provide a means for selling their work, it provides an opportunity for artisans to 
interact, draw inspiration and learn techniques from each other.  Additionally, the Maker 
Movement has inspired artisans to collaborate more often in shared spaces to develop creative 
synergies. Because there are few online spaces that provide community for textile artists, a 
Singer-sponsored website would serve as a virtual gathering place for textile artisans.   With a 
forum dedicated to artisans who want to ask questions or mentor others, Singer will provide 
the infrastructure for this community.  Additionally, artists love their creative spaces and 
appreciate a platform to show it off.  One section of the website would be dedicated to images 
and interviews with makers in their creative studios. This website will not be singerco.com, but 
a companion website (thesingerspectrum.com) that is specifically designed to draw 
participation from a wide range of sewists who use Singer machines for home or 
entrepreneurial sewing. By hosting thesingerspectrum.com, Singer will prove that it is the 
backbone of the sewist industry.

interactive website 
thesingerspectrum.com
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Singer would be wise to determine every possible source of inspiration for makers.  As an offshoot
of the DIY segment, these creatives are often drawn to Scripps’ HGTV network.  Yet, there are no 
HGTV shows that feature makers specifically. There have been plenty of crafting and home design 
shows, but no shows that specifically target the at-home maker/entrepreneur or textile artisan. 
 Working with textiles is an exercise in visual stimulation and video best showcases this type of 
work.  Singer should pitch a new show idea to HGTV and sponsor the creative process associated 
with developing it.  One idea is to find a community of makers who derive energy from each other 
and their passions.  The show could follow their artistic journeys, the highs of a project that turns 
out fantastically, the defeats of work that is not understood.  One such community exists in 
Somerville, Massachusetts at the Artisan’s Asylum.  Following these artisans, particularly 
highlighting those that work with textiles and Singers, would be an organic way of promoting 
Singer.  Then, having these artisans interact with Singer’s community online would reinforce the 
brand message.    

broadcast TV 
HGTV: The artist's asylum
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To achieve a truly integrated campaign, Singer must embrace the social sphere in a 
way it has not yet done.  While it might be tempting to cast a wide net, Singer should 
select just a few platforms to engage its mobile audience.   Because of its artistic 
nature, Singer would be well-served by sponsoring a popular photographer on 
VSCO to post images of artisans in their workspaces.  VSCO has 30 million monthly 
active users and 5 billion images are viewed each month (Seifert, 2016).  Users are 
typically millennial or younger and are drawn to the platform because VSCO focuses
on beautiful images and doesn’t provide means to like or comment on photographs. 
Because Singer wants to reposition itself as an influencer among artisans, using 
VSCO can provide means to project this image. Also, one of the objectives of the 
Singer repositioning campaign was to show culturally-unifying images to show 
“shared vision among artists”.  VSCO would help achieve that.

communal marketing 
VSCO   
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Lastly, Facebook Live tutorials from influencers  will engage an older segment of 
artisans who prefer Facebook to VSCO.  The influencers will be live from their 
own creative studios. The platform is interactive where viewers can ask 
questions, post comments, even express emotion via emojis.  The video can 
remain on the account and continue to accumulate views as video on demand, 
increasing reach.  Using influencers to host, the visual component of the 
Facebook Live will capture those artisans who prefer to see what their influencer 
is doing/showing/talking about. It will also provide an opportunity for viewers to 
see the artisan using a Singer.

communal marketing  
Facebook Live
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These four campaign extensions are united under the brand theme.  To reiterate, 

the brand message is "Singer gets artisans; Artisans use Singers".  The 

communication vehicle Singer uses to convey this is "Singer understands the 

value of creative space to makers and encourages all creatives to consecrate space

for such purposes".   Therefore, the following strategies will be employed to 

integrate the brand theme across the campaign extensions.  

The podcast will focus on artisans in their creative spaces.  Images captured from 

interviews will be placed on thesingerspectrum.com website, the Singer Facebook

account, and VSCO.  Also, the brand would be well-served by interviewing and 

telling the backstories of the creative members from Artist's Asylum.  In addition 

to acting as a forum for creatives to interact, the website will 1) have links to the 

podcast, transcripts and images from interviews, video tours of creative spaces 

discussed on the podcast by the creatives themselves and 2) house archived 

Artist's Asylum episodes, interviews with those associated with the show, 

personal videos of the artists and their spaces, etc.  The website will link to all 

social media sites including Facebook and VSCO.  Some Facebook Live tutorials 

can be cohosted by influencers and Artists's Asylum members. Images from these 

co-tutorials can be promoted on Singer's VSCO account.  



Singer Sewing Co. must reposition its brand . Though it is recognizable 
in the creative marketplace as a heritage brand, it's future brand equity 
is not guaranteed because of it.  The only way to ensure its success 
moving forward is to connect with new audiences found among makers 
 who use textiles for private and public consumption.  The "Make Space"
campaign is designed to change perceptions of the Singer brand, 
connect over  common values, and establish Singer as the modern 
brand choice for serious artisans.  

Conclusion
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