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INTRODUCTION



ABOUT VICTORIA’S SECRET
Victoria’s Secret, including PINK, is a specialty retailer of women's intimate 

and other apparel with fashion-inspired collections and body-care products. The 
brand’s portfolio includes lingerie, sportswear, swimwear, sleepwear, beauty 

products, fragrances and accessories.

• Founded in San Francisco in 1977 by the American 
businessman Roy Raymond

• Owned by parent company L Brands (NYSE: LB)

• Its sister company is Bath & Body Works

• As of 2018, Victoria’s Secret is the largest lingerie retailer 
in the U.S.

• Company-owned retail stores in operation (as of 2018): 
1098 stores in the U.S.; 45 in Canada; 26 in UK/Ireland;15 
in China; 38 Beauty and Accessories in China



VICTORIA’S SECRET SWOT ANALYSIS 
EXECUTIVE SUMMARY
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Victoria’s Secret is the world’s leading lingerie brand. However, it has been losing market share in the 
past years (31.7% in 2013 to 24% in 2018).

Victoria’s Secret has a well-known brand name. Its now-canceled Fashion Show and past collaborations with 
renowned models positioned the company as the leading lingerie brand across the globe. 

Despite the brand’s large brick-and-mortar store count, strong social media presence, and loyalty programs, 
store traffic and sales are declining. This has led to a negative relationship with investors who see the 
company’s marketing & communication strategy as “narrow” and “outdated.”

Past comments made by Victoria’s Secret executives have sparked negative press coverage. Media outlets are 
pushing for a more inclusive and diverse marketing approach that responds to the cultural transformation led 
by movements like #MeToo and Time’s Up.

Technology is having a significant impact on the retail industry, giving companies the opportunity to 
leverage social media, e-commerce, streaming services, and app development to engage with younger 
customers who are looking for speed, convenience and brand commitment.



VICTORIA’S SECRET SWOT ANALYSIS (DETAILED FINDINGS)
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Victoria’s Secret Angel card (Angel, Angel VIP 
and Angel Forever) & PINK Nation loyalty 

program

Leading women’s underwear brand in the U.S. 
(24% market share in 2018)

Well-known brand name with 
expansive international customer 

engagement

Partnerships and collaborations with 
world-renowned models, 

businesswomen and celebrities

Large brick-and-mortar store count 

Large social media following

Too many stores in failing malls; 
Physical store traffic is declining

Decline in sales and increased 
promotional activity is affecting the 
company’s bottom line

Decline in product quality

Victoria’s Secret is losing market 
share (which was 31.7% in 2013)

Growing criticism for VS executive’s past 
discriminatory remarks and over-sexualized 
marketing campaigns

Decline in VS Fashion Show viewership 
led to the cancellation of the event. 

Unsatisfied shareholders are pushing for 
Victoria’s Secret’s closureLatest marketing efforts feature a 

more diverse portfolio of models.
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Rise of video streaming services 

Rise of #MeToo and Time’s Up movements; 
Growing demand for diversity and inclusion

Rise of the health and fitness industries 

Beauty industry is growing 
faster than ever before

Increased use of social media

Rise of e-commerce

Rise of subscription models and loyalty programs 
Decline of brick-and-mortar retail

Digitally-native brands are edging out 
traditional companies. This combined 
segment grew from 28% in 2013 to 
36% in 2018.

Female customers starting to value 
comfort over looks

Gen Z is sensitive to brands’ stance on 
political and social issues; they will 
account for 40% of all consumers in 2020

Over-sexualized campaigns are not 
resonating with young American 
audiences

More brands entering the women’s 
underwear competitive landscape: 
Aerie, Third Love, Adore Me, Spanx.

VICTORIA’S SECRET SWOT ANALYSIS (DETAILED FINDINGS)
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VICTORIA’S SECRET’S 
CONTENT STRATEGY



VICTORIA’S SECRET CURRENT CONTENT STRATEGY
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Editorial Narrative

Topics/Pillars

“Victoria's Secret, the iconic 
brand featuring its celebrated 

Angels and world-famous 
fashion events, is the leading 
specialty retailer of women’s 
lingerie, prestige fragrance, 

body care, accessories 
and athletic and lounge wear.” 

Victoria’s Secret prides itself in being the 
“leading specialty retailer of women’s lingerie,” 
but its narrative lacks from basic storytelling 
elements.

It’s three main pillars: Glamorous, Iconic and 
Powerful are reflected in some of the company’s 
marketing efforts but they are not clearly laid out 
or developed for the audience.

There is a need for a more relatable narrative 
that is clear, cohesive, and closer to the 
customer.

Found on L Brand’s website, but not on Victoria’s Secret channels. 



• Mostly formal, edgy 
and playful.

Tone & Voice

Visual Identity

Classic / Elegant Sexy Hyper-feminine

Kinky - Flirtatious Multi-racial Starting to feature non-
stereotypical body types

Urban 

“Ideal” Body type

Colors

LA
N

G
U

A
G

E &
 V

ISU
A

LS

Victoria’s Secret is slowly adapting to new trends in the retail 
market such as diversity, inclusivity and body positivity. However, 
its visual identity still relies on a standardized version of beauty.
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Target Audience

• Female college students and professionals 
(20 to 40 years old) who value quality and 
design over comfort.

• Feminine women who want to feel sexy, 
confident, have a desire for “sensual 
fashion,” and are looking for a celebrity-like 
feeling. 

• Men shopping for their significant others.

• Customers looking for quality pieces at an 
affordable price ($20 to $50). 

• Global audience (English-speaking).

Media Coverage

• Media coverage on Victoria’s 
Secret is mostly negative.

• Traditional media outlets 
have a more favorable view 
on the brand’s competitors.

• Former VS models are 
speaking out against the 
brand now that the Fashion 
Show has been cancelled.

• Paid efforts are being 
undermined by negative 
coverage.



SOCIAL MEDIA

FASHION SHOW

NEWSLETTER
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WEBSITE

APP

Instagram:
Twitter:
YouTube:
Facebook:
Pinterest:

Focused on sales. One section (vpressroom.com) was created “exclusively for the media” and it includes 
media kits with image galleries and short styling guides.

Focused on promotions and sales. It includes a special section for “Angel card” holders.

Now cancelled due to decrease in views. 

Focused on sales and promotions, similar to website and app.

Large following (68.8 M). Even though engagement is low, reception is mostly positive. IGTV is engaging.
Large following (11.1 M). Mostly used for sales and promotions. Low engagement.

Large following (1.83 M). Campaign videos, stories behind products, Angels are used as influencers.
Large following (29 M). Store openings, behind the scenes.

Regular and consistent schedule, good customer service, & consistent look and hues. 
Content strategy focused on product launches, new arrivals and information of flash 
sales; but very few narrative elements are used.

Large following (10 M+ monthly views). Emphasis on brand’s swimsuit collections.

IN-STORE EXPERIENCES Pop-ups promoted through app - Fantasy worlds meant to be “Instagrammeable”

http://vpressroom.com
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COMPETITIVE 
LANDSCAPE



COMPETITIVE LANDSCAPE - KEY TAKEAWAYS  
EXECUTIVE SUMMARY

RELATABILITY EXCLUSIVITY EXPERIENCE CENTRALIZATION

MOBILE EXPERIENCE

Lingerie brands like Aerie, 
Third Love and Adore Me have 
focused their narrative on 
diversity & body positivity. 
One field that could be further 
explored to improve VS’s 
relatability is women’s 
confidence from personal and 
professional perspectives.

Victoria’s Secret could 
explore this idea of 
confidence through personal 
experiences, education, 
entrepreneurship, 
leadership, and professional 
development.

Lingerie brands are telling the 
stories behind the making of their 
products, an opportunity that 
Victoria’s Secret could continue 
leveraging to emphasize the quality 
of its products and re-educate a 
consumer that is used to promotional 
deals.

This is also an opportunity to build 
a stronger relationship with 
Victoria’s Secret’s employees by 
talking about their roles in the 
company and build a cohesive 
narrative around opportunity and 
professional development.

Tech-oriented lingerie brands are re-
imagining the in-store experience. 
Talks, workshops, and pop-up stores 
are a way to educate and build a closer 
relationship with their customers while 
driving store traffic.

Atomized content is being 
centralized in companies’ 
content hubs to display the 
brand’s digital assets and tell 
a more wholesome story.

Mobile experience for lingerie brands 
is focused on sales and promotional 
deals. 

A more interactive app could 
strengthen Victoria’s Secret’s loyalty 
programs and build a two-way 
relationship with its customers.

IN-STORE EXPERIENCE



METHODOLOGY - AREAS OF RESEARCH

THEMES & 
NARRATIVES

LANGUAGE & 
VISUALS

ENGAGEMENT 
& TARGET 

AUDIENCES

CHANNELS & 
PERFORMANCE

• Editorial narrative: 
Goal of the content

• Topics/pillars: 
Messaging and topics 
covered

• Visual style
• Voice & tone

• Target audience
• Engagement rates
• Media coverage
• Related topics and 

queries (using 
Google Trends)

• Distribution channels
• Audience development 

(other strategies)
• Earned & paid strategy



(By American Eagle)

Editorial Narrative

Topics/Pillars

#AerieREAL
“#AerieREAL is about no 

retouching. It’s about 
body positivity. It’s 

about empowerment. 
We want everyone to feel 
confident inside and out. 

Let the real you shine.”

TH
EM

ES &
 N

A
RRA

TIV
ESAerie’s editorial narrative is focused on body 

positivity, female empowerment and 
confidence. 

Building into those three main themes, the brand 
has built nine categories that develop those three 
pillars.

Each of these sub-topics is developed through 
talks, events, photos, blog posts and videos.



• Empowering, friendly 
and honest

• Occasional touches of 
humor

• Promotes dialogue 
with audiences (asks 
questions, gives tips 
and advice)

Tone & Voice

Visual Identity

Cozy - emphasis on comfort Rural, homey backgrounds Professional, not retouched

Features animals & pets Humorous Body positive, inclusive

Empowering - Self Confidence

Relatable, sense of community

Colors
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(By American Eagle)
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Target Audience

• 15 to 25-year-old females who are particular 
about the design, style and comfort of their 
lingerie.

• Teenagers, college students and young 
professionals looking to distance themselves 
from standardized versions of beauty, and with an 
interest in diversity and inclusion.

• Price-oriented customers looking for quality 
pieces at an accessible price ($20 to $50). 

• English-speaking demographic (United States)

Media Coverage

Earned,
Positive coverage



(By American Eagle)
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Content Hub

Distribution Channels

https://www.ae.com/aerie-real-life/

• Social media channels

• American Eagle Mobile App

Audience Development • Workshops, events, pop-up stores & in-store experiences: Real Talks, Workshops, New Stores
• Spokespeople & Brand Ambassadors: Aly Raisman, Brenna Huckaby, Iskra, Jenna Kutcher, Molly Burke
• Partnerships (nonprofits): Bright Pink, NEDA, Darkness to Light, Free the Girls, Thread, Special Olympics

Low engagement

Easy to navigate 
but is not visually 
pleasing/engaging.

Written posts are 
lengthy.

Redirects to content hub but does not offer anything new

Drives traffic to 
physical stores and 
gives brand a voice



Editorial Narrative

Topics/Pillars

Unlike Aerie, Third Love’s content is 
focused on the product: its 
peculiarities, uses, manufacturing 
process, etc. It educates the 
customer on how to use the product 
and provides useful information 
about the female body.

Like Aerie, the hashtag 
#WomenMade is used to show the 
brands commitment to give back and 
honor female leaders.

“Every woman deserves to 
feel comfortable and 

confident. That core belief 
drives our company, from 
the products we design to 

how we give back.” 

“For women by women.”

The Fitting Room How To Getting Dressed Behind the Seams Asking for a Friend #WomenMade

#ToEachHerOwn 
#ThirdLove
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https://www.instagram.com/explore/tags/toeachherown/
https://www.instagram.com/explore/tags/thirdlove/


Tone & Voice

Visual Identity

Illustrations with self-care messages

Social & cultural commitment

HumorousBody positive, inclusive Empowering - Self Confidence

Allusive

Colors

• Determined, 
empowering, 
unapologetic & 
straightforward

• Occasional 
touches of humor

Urban Feminine, delicate
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Target Audience

• Young and middle-aged professional women who 
prioritize comfort and fit over look.

• Women who do not identify with standardized 
versions of beauty, and with an interest in 
diversity and inclusion.

• Customers looking for quality pieces at a mid-
range price ($40 to $90). 

• English-speaking demographic (United States)

Media Coverage

Paid,
Extensive marketing 
campaign through 
newspapers and podcasts

Negative 
coverage 
(reflects an 
internal 
dissonance of 
the brand’s 
narrative)

Earned
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Content Hub

Distribution Channels • Blog, guides

• Social media channels

Audience Development • Concept store in New York
• Online quiz to find perfect size
• Brand spokesperson: CEO Heidi Zak

Low engagement, especially on YouTube
Brand’s CEO interacts with customers through 
Instagram stories

Meant to allow customers to interact 
and familiarize with product, and 
increase online sales.

https://blog.thirdlove.com/

Text and illustrations (no use of video)
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https://blog.thirdlove.com/


Editorial Narrative

Topics/Pillars

Like Third Love, Adore Me has a 
special section (Lingerie 101) dedicated 
to educate the customer about the 
product and the female body.

Like Aerie and Third Love, Adore Me 
focuses on the ideas of diversity, body 
positivity and women empowerment.

This brand works under a subscription 
model, a model that is becoming more 
popular in the retail industry.

Lifestyle

Lingerie 101

• Fashion

• Dating

• Beauty

• Inspiration

“At Adore Me, we empower 
women to embrace their 

uniqueness. We understand 
that every woman has a unique 

style and body type and we 
celebrate that by designing 

lingerie styles with a perfect 
fit for every body.” 

“Designed by women, for 
women”

No distinctive hashtag
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Tone & Voice

Visual Identity

Committed (cancer survivors)

HumorousBody positiveBody-focused

Racially diverse

Brand Colors

• Energetic, kinky, 
flirtatious

• Colloquial
• Occasional touches 

of humor

Urban/Nighttime Elegant/Professional

Sexy, fierce
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Target Audience

• Millennial women aged 18-36 living in the 
U.S. (English-speaking). Professionals who 
value looks and style over comfort.

• Tech-savvy customer looking for efficient 
online and in-store experiences.

• Women who do not identify with 
standardized versions of beauty, and with an 
interest in diversity and inclusion.

• Customers looking for quality pieces at an 
affordable price ($20 to $50). 

Media Coverage

Paid

Most relevant 
coverage (Google 
Search) focuses on 
the brand’s 
technological 
initiatives, but says 
little about the 
brand’s narrative

Earned, 
positive
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Content Hub

Distribution Channels • Blog

• Website

• Adore Me Magazine (https://www.adorememagazine.com)

• Social media channels

• Newsletter

Audience Development • Tech-oriented stores to improve customer experience

• NYFW participation

• Brand ambassadors & Influencer program: Barbie Ferreira

• CSR: Cancer awareness, Pride, Free the Girls.

https://www.adoreme.com/blog/

Hard to find, not linked to website

Video is separated from blog posts

Low engagement

(https://www.adoreme.com)

Focused on sales and deals
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https://www.adorememagazine.com
https://www.adoreme.com
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WHITESPACE ANALYSIS: CONTENT STRATEGY AS AN OPPORTUNITY TO CONNECT

CONNECTION 
IS THE NEW 
CURRENCY

64%
OF CONSUMERS SAY THAT SHARED
VALUES HELPED THEM CREATE A 
TRUSTED RELATIONSHIP WITH A BRAND
Source: Harvard Business Review

79%
OF AMERICAN CONSUMERS SAY THEY
ARE MORE LOYAL TO PURPOSE-DRIVEN 
BRANDS, AND NEARLY 73% ARE 
WILLING TO DEFEND THEM
Source:  2018 Cone/Porter Novelli Purpose Study

57%
OF CONSUMERS WILL INCREASE THEIR 
SPENDING WITH A BRAND THEY FEEL 
CONNECTED, AND 76% WILL BUY FROM 
THIS BRAND OVER A COMPETITOR.
Source: Sprout Social

72%
OF CONSUMERS REPORT FEELING 
MORE CONNECTED TO BRANDS WHEN 
EMPLOYEES SHARE INSIDE 
INFORMATION ABOUT THE COMPANY.
Source: Sprout Social

88%
OF AMERICAN CONSUMERS SAY THEY WOULD
BUY A PRODUCT FROM A PURPOSE-DRIVEN 
COMPANY: 

• 88% would buy a product from that company
• 75% would try an entirely new product line from

a company they already support
• 66% would switch from a product they typically

buy to a new product from that company
• 57% would pay more for a product from that

company
Source:  2018 Cone/Porter Novelli Purpose Study

https://hbr.org/2012/05/three-myths-about-customer-eng
https://www.conecomm.com/research-blog/2018-purpose-study
https://sproutsocial.com/insights/data/social-media-connection/
https://sproutsocial.com/insights/data/social-media-connection/
https://www.conecomm.com/research-blog/2018-purpose-study


WHITESPACE ANALYSIS
Emotional Connection

Purpose-Driven

Satisfaction

Help consumer
Promote brand 
to increase 
sales

• To connect with their customers, lingerie brands 
like Aerie, Adore Me, and Third Love have focused 
their narratives on two main pillars: 

a) Body Positivity (values-emotional connection)
b) How to Shop/Use Underwear (help consumer)

• For years, Victoria’s Secret has focused on building 
a connection with its customers by offering an 
idealistic version of the female body, but that 
connection is being replaced by new values that 
align with recent socio-cultural movements such as 
#MeToo and Time’s Up. 

• To go from a transactional relationship to an 
emotional connection with its customers, 
Victoria’s Secret needs to re-define its values and 
build a narrative that is useful for its 
stakeholders.

CONNECTION

TRANSACTION



OUR PROPOSAL: BUILD AN EMOTIONAL CONNECTION THROUGH CONFIDENCE

CONFIDENCE

To differentiate itself from other lingerie 
companies, and to distance itself from the 
ongoing criticism about its lack of diversity, 
Victoria’s Secret should explore the idea of 
confidence from an inner perspective.

• Education

• Professional Success

• Financial Independence

• Personal & Interpersonal 

Relationships

VICTORIA’S 
SECRET’S TARGET 
AUDIENCE

4 MAIN  
PILLARS
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MESSAGING, THEMES & FEATURES, EDITORIAL VOICE & CONTENT PILLARS

MESSAGING  
TAKEAWAY

CONTENT  
PILLARS

EDITORIAL 
TONE & 
VOICE

THEMES & 
FEATURES

As the world’s leading lingerie company, Victoria’s Secret’s provides every woman with the 
confidence necessary to feel sexy, powerful and successful.

#VConfident, #ConfidentIsTheNewSexy 

IN-STORE EXPERIENCES BEHIND THE SCENES HOW TO’S 

PROFESSIONAL 
SUCCESS 

COMMITMENT 
TO EDUCATION 

FINANCIAL 
INDEPENDANCE 

PERSONAL & 
INTERPERSONAL 
RELATIONSHIPS 

ASK AN ANGEL STORIES OF CONFIDENCE 

Victoria’s Secret 
content is… 

• Relatable, friendly, heartwarming, empowering & reliable
• Reflects a culture of inclusion, advocacy, respect 
• Promotes a sense of community and belonging

Unique, intimate 
experiences where 
customers can learn 
useful advice and 
interact directly with 
authoritative sources in 
different fields. 

Short and medium-
length pieces of 
content that tell the 
story behind the 
making of Victoria’s 
Secret’s products and 
honor the employees 
behind this process.

Practical tutorials on 
how to achieve 
financial 
independence, foster 
professional 
relationships, style 
your clothes, achieve 
work-life balance, etc.

Interviews with 
authoritative 
influencers (VS’ new 
“Angels”) about a 
wide arrange of topics 
such as styling, 
motherhood, asking 
for a raise, etc.

Short and long pieces of 
content telling stories of  
the different journeys of 
women leaders and VS’ 
partners, employees & 
customers.



CONTENT MAP, AUDIENCES & DISTRIBUTION PLAN (SAMPLE)

CONTENT TYPE AUDIENCE DISTRIBUTION CHANNEL

In-Store Experience: 
• Victoria’s Secret Annual Museum of 

Women Entrepreneurship 

• Young female professionals 
(20-30 years old) looking to start 
their own businesses.

• In-store experience
• YouTube: Participant stories (young entrepreneurs)
• Livestream Facebook & Twitter: Conferences & talks
• All content shared through Content Hub

Behind the Scenes: 
• Victoria’s Secret’s “Behind the Seams” Series

• Victoria’s Secret’s customers & 
potential customers

• Victoria’s Secret’s employees

• YouTube, IGTV & Facebook: Video series
• Feature special collections in customer newsletter
• Employee Newsletter
• All content shared through Content Hub

How To’s & Tutorials:
• Learn Victoria’s Secrets

• Twitter
• Blog entries posted on Content Hub

Stories of Confidence:
• Victoria’s Secret’s Stories of Confidence

• Young professionals
• College students

• Young professionals
• College students
• Victoria’s Secrets Partners & 

Employees

Ask an Expert:
• Victoria’s Secret’s “Ask an Angel” Series

• Short videos posted on YouTube, IGTV
• Victoria’s Secret’s Podcast
• Employee & Customer Newsletter
• All content shared through Content Hub

• Victoria’s Secrets fans, customers and 
potential customers (social media 
followers)

• Twitter “Ask Me”
• Instagram & Facebook Live



FIRST FIVE STORIES FOR PRODUCTION

CHEERS TO A NEW BEGINNING:  
VICTORIA’S SECRET’S MUSEUM 
OF WOMEN ENTREPRENEURSHIP 
WILL LAUNCH NEXT YEAR

Format: 500-600 word press release

Sources: Event Organizers
To Be Released: January, 2020
Audience: Media outlets, young female 
professionals, VS customers, investors

BEHIND THE SEAMS SERIES: 
VICTORIA’S SECRET’S “FOR LOVE 
& LEMONS” COLLECTION

Format: 5 minute video

WARDROBE CRISIS: WHAT BRA 
SHOULD I WEAR FOR A 
PROFESSIONAL INTERVIEW?

Format: 500-600 word blog post

Sources: “For Love and Lemons” Founders, 
VS Partnership Participants
To Be Released: December, 2019
Audience: Fashion media outlets, VS fans & 
customers

Sources: Victoria’s Secret bra collections
To Be Released: February, 2020
Audience: Young female professionals, 
college students

After the cancellation of its world-renowned Fashion 
Show, Victoria’s Secret is ready for a new beginning with 
the launching of the Victoria’s Secret Museum of Women 
Entrepreneurship. 

The museum will feature more than 50 female-led 
businesses, all of which will be sharing their journeys, 
their products, and meeting with potential investors. 

In addition to these expositions, the Museum will hold a 
series of talks with women leaders and former Victoria’s 
Secrets Angels such as Heidi Klum, Tyra Banks, and 
Alessandra Ambrosio.

The event will be live-streamed on Facebook, Twitter 
and Instagram, and videos of talks and conferences will 
be shared through Victoria’s Secret YouTube channel and 
official website.

In this 5-minute video, designers Laura Hall and Gillian 
Rose Kern will tell the story behind their LA-based 
fashion label, For Love & Lemons. 

The video will answer questions such as:

• How did For Love & Lemons first start?
• What is the purpose of your brand?
• What is the hardest challenge you have faced in the 

process of creating your own brand?
• What did the Victoria’s Secret partnership mean for 

you both personally and professionally?
• What was the design and manufacturing process 

behind Victoria’s Secret’s special “For Love & 
Lemons” collection?

• Where do you see yourselves 10 years from now?

Google “How to dress for a professional interview” 
and millions of blog entries will pop up. Call your 
mother, a friend, a classmate, and they will all give 
you tips on how to “dress for success.”

But what no one tells you is what kind of underwear 
you should wear in order to feel comfortable and, 
most importantly, confident during a job interview.

Learn important tips on what bras are appropriate for 
a professional interview, how to match them with 
different shirts and blouses, and what bras are best to 
leave for different occasion. 



FIRST FIVE STORIES FOR PRODUCTION

EVA CHEN: HOW TO ENTER THE 
GLOBAL FASHION INDUSTRY

Format: 20-30 min. Victoria’s Secret Podcast

Sources: Gisele Bundchen (former VS Angel)
To Be Released: February, 2020
Audience: Young female professionals, 
Victoria’s Secret fans

#ASKANANGEL: 
GISELE BUNDCHEN

Format: 15 to 20 minute livestream

Sources: Eva Chen
To Be Released: March, 2020
Audience: Young female professionals, college 
students, Victoria’s Secret fans

On Thursday, February 6, former Victoria’s Secret 
Angel Gisele Bundchen will be connecting through 
Instagram Live to discuss her experience as activist, 
author, actress and businesswoman. 

Additionally, Gisele will be answering questions 
about her professional career, motherhood, work-life 
balance, and self-care routines. 

On the first episode of Victoria’s Secret’s Stories of 
Confidence, Eva Chen will be talking about her life as 
mother of two, author, Instagram influencer, and 
director of fashion partnerships at Instagram. 

“You do not need to go to journalism school if you 
want to work in the fashion industry. I think high 
schools condition you to think this way: If you want 
to be a fashion editor, go to fashion school. If you 
want to be a writer, you should study journalism. I 
think that the best school in life is experience,” Eva 
advises. 


