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The First Store & Mission
The year was 1970. Dick Hayne was just 23 years old when 
he, college roommate Scott Belair, and Judy Wicks came up 
with the idea to open a retail store. Belair was in search of a 
topic for an entrepreneurial class he was taking at the time. 
The first store, originally called Free People, was located in 
a small space across the street from the Un of Pennsylvania. 
Its mission was to provide second-hand clothing, furniture, 
jewelry and home décor for college-aged customers in a 
casual fun environment.

Introduction



Since the first store opened in West Philadelphia we 
continually strive to connect with our customers through 
unique products and engaging store design. Instead of 
transforming buildings into something new, we preserve 
their original features, a trait that has become our 
signature look. We strip back paint to its first layer, 
expose brick walls, and use original pieces as displays 
and fixtures. Our approach goes beyond historical 
preservation – it’s about maintaining a layered history, 
but infusing a new, fresh atmosphere.
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Urban Logo in Black and White
The company logo was inspired by the liveliness of Urban 
Outfiters as a whole. The new mark(s) resulted in a logotype 
that is simple, young, and creative. 
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Urban Logo in Color
This is the main color the logotype should be used it. 
However, the logotype has three other secondary logos 
that can be applied within the company.

Company Logo
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Urban Secondary Logos 
The green, brown and purple logotypes serve as Urban’s 
secondary logotypes. These will be used for everything that 
the company will need in increasing visibility for the brand 



Meg Hayne created Urban Outfitters private label division, 
which supported product exclusive to Urban Outfitters. De-
mand was almost immediate and to meet this overwhelming 
need, she and Dick decided to create a wholesale line. 
It was well-received, so much so that Dick separated the 
businesses. For a while, the line took on many personalities: 
bulldog, Ecote, Cooperative, Anthropologie and then in 
1984 a new life was breathed into the name Free People.
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Stationery Application 
The updated Urban stationery includes business cards, 
envelopes, and letterheads. As well as employee 
identification cards. They use primary and secondary 
logotypes to create a more interesting look and feel 
to the brand
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Dame Anna Wintour DBE
Editor-in-Chief
Vogue Magazine Company Inc 
350 Madison Ave
New York, NY 10017

Urban Outfitters, Inc 1627 Walnut Street
Suite 5000
Philadelphia, PA 19103

Urban Outfitters, Inc
1627 Walnut Street
Suite 5000
Philadelphia, PA 19103

404.253.3329  O
404.253.3300  F

Richard Hayne
Founder and CEO
richard.hayne@urbanout.com

Urban Outfitters



26

By the 1990’s, our original customer was entering a new life 
stage. She longed for a store to indulge her creative side. 
Dick, realizing this wasn’t an isolated phenomenon, went 
on to build a lifestyle brand that catered to creative, edu-
cated and affluent 30-45 year-old women. Anthropologie 
was born and in 1992, the first standalone store opened 
in a refurbished automobile shop in Wayne, Pennsylvania. 
Anthropologie is a portal of discovery for our customer - of-
fering her a shopping destination with a well-curated mix of 
clothing, accessories, gifts, and home décor that reflect her 
personal style and individual passions.
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Promotional Items 
Urban sells a lifestyle and could use many different 
promotional items to share that lifestyle with the public.
These include banner ads, packaging, and billboards

Packaging
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Signage 
With the improved logotypes, signage comes in handy 
when increasing Urban’s visibility and within those different 
logotypes it creates attention from the public.
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In 1993, URBN sold shares in an initial public offering 
for $18 a share. Today the company trades on the 
Nasdaq exchange under the ticker URBN.
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Website 
The website has been simplified for ease of use and better 
hierarchy. Users can easily shop or find more information
about what Urban stands for and everything they have to
offer from clothing to lifestyle.
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Social Media 
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Mobile Application 
The app is designed as a faster option for users to browse 
and view products that Urban carries. It has been made 
with fast interface and easy to access buttons for a faster 
shopping experience for the user. 
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Disclaimer.
The design and materials printed in this
proposal book are the sole property of 
Urban Outfitters and Raniah Al-Obaidi. 
The contents must not be copied, 
duplicated, reproduced or used in any 
way without the permission of Urban 
Outfitters and Raniah Al-Obaidi.



urbanoutfitters.com


