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t bra is the one that fits
akes your breast the most
ccessory to every outfit”
ifer Love Hewitt).

The bra is the most dominant ele-
ment of a woman’ s wardrobe and

has freed women over the past thou-
sands of years by allowing women to
breathe, move and express themselves.
The bra as allowed women to feel con-
fident says 77% of U.K women (from
The Female Confidence Report).

The bras represent form, function
and fun, but it is hard to get bras in
the larger cup that is fashionable and
does not look like a granny bra. How-
ever, when you do find a bra that is
fashionable - the price is usually high
and unaffordable for the most part.
So it is unfair that you have to pay
more for a larger bra cup but “You
do not pay more for shoes when you
have bigger feet, do you?!” (Chard
Heremaia).

The aim is to create a lingerie col-
lection targeted at the big busted U.K

xecutive summavry

young adults with fashionable and
most of all affordable lingerie. The
collection will be a capsule range
that will be in New Look flagship
Oxford Street store and other se-
lected stores in the U.K. in order
to bring this collection to life, New
Look will be teaming up with Lia-
tojo, which is a brand by Siobhan
Thompson - a new designer that
will be designing the collection for
New Look.

Liato)o is a brand that stands for
sisterhood and believes in bring-
ing fashion to everyone no matter
their shape and/or size, at an af-
fordable price. Liatojo wants to
make clothing that is fashionable
but at the same time environmen-
tally friendly. The brand will use
the best fabric and the greatest
craftsmen to create excellent qual-
ity products.



Introduction

The thought of shopping
for a bra makes me
want to cry and scream
in frustration. I can
never seem to find bras
that fit me and in oth-
er colours than white,
black or cream, along
with being padded.

I already have big
enough boobs, therefore;
I do not need the ex-
tra. padding. Then when
I found beautiful bras,
they were no better
than the ‘granny’ bra
and the costs are Just
too expensive.

With that being said,
my only option is to
wait for them to be on
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sale to buy the ones I
like and as you might
expect by the time I

90 to buy them they
are sold out. Clearly,
retailers do not cater
enough for the bigger
size ranges, despite of-
ten having lots of small
sizes remaining.

New Look, on the other
hand, used to stock the
bigger sizes, with the

Kelly Brooks collection.
However, they have now
discontinued this collec-
tion. So, based on this,
I came up with an idea
to pitch a lingerie cap-
sule range to New Look,
targeted at the bigger

busted young women on

o budget.

In this proposal, 1 will
showcase why this cap-
sule range could be
successful. What plans
there are for the fu-
ture of lingerie by re-
searching companies
and brands that cater
to big busted women in
order to see what they
offer and how I can
incorporate the ideas
they have to create the
capsule ransge.

To achieve this re-
search, I need to visit
retailers that sell linge-
rie and see if they of-
fer bras for the bigger
busted and what price
they retail for. Then

work out how to make
my range more fashion-
able and less expensive.
Furthermore, 1 need to
look at how they dis-
play their stock, the
layout of the stores
and how they market
their stock. Also, I will
be using on Verdict to
see If they have any
market reports on un-
derwear in the UK.

Additionally, I will also
be doing a case study
on New Look’ s previ-
ous marketing strategy
for Kelly Brooks’ lin-
gerie collection. I hope
to find out how they
promoted the lingerie
collection and what 1



Black bra will
“make you feel sexy’

can replace from the last

promotion and also make itg_‘"

better. Furthermore, 1 need
to research previous re-
tailers and how they have
marketed their lingerie
collection and then strat-
egies the best way for

my collection. Including in
the market research - will
be my press release along
with my press kit.

In this report, I will be
showcasing what piec-

es the range will compose
of by taking inspiration
from the Japanese culture.
To bring the range to life
I will use the CAD flats
from WGSN and use Japa-
nese inspired patterns to
create the collection. The
Collection will be fashion-
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able and at the same time
very affordable for the
younger market.

Likewise, I intend to use
the information I have
gathered from the store
visits, taking into consid-
eration on how they visual
merchandise their floor to
come up with a floor plan
and o planogram of how I
will lay my stock out.

Lastly, to get New Look on
board, I need to showcase
why this capsule range will
be a success by demon-
strating the costing and
doing a finance plan. The
financial costing will have
the cost of production;
marketing, store cost and
what stores are the best
to sell the collection in or-
der for the range to make
o profit for the company.



Market Research

Our generation of
|6 - 24s customers
do not have loyalty
to a brand and are
more willing to shop
around for the most
fashionable prod-
uct at an affordable
price.

Therefore, with the
fashion retailers fo-
cusing primarily

that if the retailers
would inject more
fashionable designs
into ranges, intro-
ducing newness with
new designs being
launched in stag-

es instead of all

at once, will drive
more sales from the
younger market.

The data (in Figure
I) is showing that
the age group that
spends the most on
lingerie is the |6-
24s. This age group
iIs more willing to
experiment, and re-
tailers have tapped
into that market
by producing more
trendy underwear and

gives more choices, so
we are more willing
to spend.

However even though
the 16-24s do not
have the highest ex-
penditure has the old-
er age group we are
more willing to spend
frequently such gen-
eration more profit.

on the 25+ age
group for linge-
rie and having a
minimum amount
of option for the
younger shoppers
are missing out

35-44

on sales.

ing Per
The report from | *dmere
Verdict is saying | Espendituces

25-34

45-54

Figure 1: Women's underwear spend per head by age (£), 2015
16-24

55-64

65+
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As we can see from the findings (in Figure 2) we can tell that 41.4% of the |16-24s prefer
to shop for fit and then 34.1% also shops for quality. The result is showing that we care
more about fit and quality than the brand. We also care about the price with 51.3% agreeing
that it is a significant factor when we shop. So going forward, New Look should make sure
that the fit and quality of their underwear is great so that we can keep customers as the
age up and earn more.

Figure 2. Top |0 factors that drove underwear shoppers to make a pur-
chase in the last 12 months (%), 2015

= - = F ’
[krismr of Ni=scownts Floure ChoDDi Fio
L[S O Pt s Eit Jiks P . Ui Scounts P TR e > i3

16-24 51.3 g41.4 241 8.8 208 211 T2 Fi 170 .3
2534 559 o 292 18.5 153 1.0 G.a g2 T3 4.8
2594 585 20.4 2687 222 124 2.8 .5 4.8 6.7 4.2
50 G0 438 287 26.4 191 4 4.3 3.1 25 28
5564 587 424 48 0.2 168 =R 4.3 4.8 1.7 4.4
G5+ 524 40 347 24 16.0 1B5 . i B 1.4 4.3

Also, we can see from the brand position map for the lingerie market that New Look is one
of the few brands which categories to the fashion lingerie category at an affordable price
and in the mainstream market.
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Figure 3: Underwear positioning Map, 2015
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Consumevr Board

MARKS
SFENCER

From all the information I have 9a,thered from the Verdict research 1 ha.ve come to the con-
clusion that the consumer we are aiming at is someone who is young and I interested in
technology and has Jjust started higher education, they have just started their first jobs and
have limited income. They also have a very keen eye for fashion and love the sexy fashion-
able lingerie but can never find her size.

MALo ?



Gomparatlve Shop
Report

In order to continue with my research
my research, I will be visiting under-
wear retailers locally and on Oxford
Street to do my comparative shop be-
cause it is the primary location for

o majority of the underwear flagship
stores. I will be looking at the prod-
ucts that they stock along with how
they merchandise their floor. In ad-

| dition, I will be looking at what size
bra they stock along with the price
and design. 1 will be carrying out the
comp shop at the following stores: New
Look, Ann Summers, Bravissimo and '
Selfridge’ s & Co Body Studio.




B L) OV IR
Comp Shop

The flagship store for New Look in Oxford Street has a
tiny lingerie section. The bra on display was the regular
size bra from size 32 to 38 inches with cups A to DD
& and about three designs from E to G cups. The designs
were all in plain bright coloured lace but now patterns

and priced at £7.99-14.99. The plus size bras were not
on display. The plus size range goes from 40 to 44 inch-
es in cups C to F on some designs. These bras look more
_ grown up than playful for the younger market.

eI 2 £ b PSS :
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Though they have the sizes for the big-
ger bust, it does not have much as the
smaller bust, so they do not have many
options for the bigger bust. Then when
it comes to the display of the garments,
It was excellent, and there was nothing
on the floor.

They made good use of the small space
they were given, and the back wall is
very well lit. They also had some mid-
floor fixers on the floor with stock. They
olso had o little part that was badly lit
ond had the stock underneath the shelf
where you could not see the stock.



@ Comp Shop
Ann Summers

They are a brand more aimed at the 20+ years old as their
lingerie is more proactive and revealing and not suitable
for the younger market such has |6-19s. However, they do
have some pieces that would suit the younger age group.

Also, they do have back sizes from 30 to 38 inches and cups A to F then they have plus size
range that is back size 32 to 40, and the cup sizes up to H. Their prices for some items are
reasonable but on the other hand, some are priced at £26+ prices are high for the target mar-
ket.

As for the shop, it is very dark and not
well lit, and I cannot see the garments well.
However, as for the display, it is done quite
well, the fact that they have a section for
everything. Conversely, they have packed

too much onto the bars, and it looks like
they are going to fall off. One of the good
things they do in-store, however, is to offer
Bra fitting service which 1 believe New Look
should offer as well.

13
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They are one of the few lingerie brands in the UK
that categories to the bigger bust but their pric-

es are high and not feasible for the younger market.
The sizes they have are 28 to 40 inches on the back
ond the cup sizes D to L. They have very colour-

, \ K ed and trendy bra patterns and offer a broad range
Tl BLUULARE Sl of choices but the big factor are the prices and they
: " start from £22 and goes up in price. Clearly, these
prices are out of the price bracket for the younger
generation, given the current economic climate.

They also offer an excellent service in their store where they will offer free bra fits to
help you chose the best bra for your size and also what would look good on you. The store
is well-lighted and has space to move around with the stock being displayed very well with
minimum product on the floor. The fixture is positioned well and make you feel like you are
walking in an ‘S’ shape. Also, the front window of the store has done well, and it show-
cases that they do brilliantly patterned lingerie along with solid colours and that they have
different bra designs.

MAalvo 1



SELFRIDGES:* Comp Shop

The Body Studio at Selfridge’ s & Co has a selection, of
brands that do different lingerie. All the brands have a

~ they only g0 up to 38 inches and not 40 inches like certain
bras do. The design of the bras as a full-coloured ransge
~ but they are mostly dull colours and no pattern. The over-

4&Ml design of the bras is standard with no outstanding de-
A sign for the bigger busted.

However, as for the small- had an eye-catching layout
er sizes, there was lots of ; - as soon one walk into the
|

different design that was 4 department. The first thing
sexy and fashion forward. you see IS a mannequin in
Also, the prices for these an interesting pose; that
bras are £25 + and are |
more than what my aimed
target market could af- L4 layout in rows, and there is
ford. Also, the Body Stu- not much stock on the shop
dio section of the store floor.

MALo 1







Outfit |

Nightgown Kimono Long
Price: £16.99

Fabric: 100%

Colour Option: 4

Sizes: & 10,12,14,16, 18

MALo

Outfit 2

Nightgown Kimono [‘;J‘!_E_“W s O QK
Short il Spri ng/
Price: £15.99 JemSsmSumme ¥
Fabric: 100% / 2017
Cotton '/ Range PlLan

Colour Option: 4
Sizes. &, 10,12,14,16,
18




Outfit 4 MEW LOOQK
Fabric: 100% Cotton = :
Colour Option: 4 ;Z i at) Spring/
Briefs - Price: £4.99 JemmmSumme v
Sizes: 8, 10,12,14,16, 18 / 04T
Bra 2 - Price:£]2.99 Range PLan
Sizes. 32 - 40 Inches with

Cups E - J

Outfit 3

Camisole - Price:£14.99
Shorts - Price: £9.99
Fabric: 100%

Cotton

Colour Option: §

VD Sizes: 8, 10,12,14,16, 18« = P

MALo 18



Fabric: 100% Cotton |

Colour Option: 4 o #J::;}--.SSPqu‘mne%Y/
High Waited Briefs- o s 2017

Price: £6.99 A /
5\ Sizes: 8 10,12,14,16, 18 &@"‘f“*g# Range PLan
Bra 2 - Price:£12.99 = eI i

Outfit & ’Z[\IEW LOOK

Outfit 6

Fabric: 100% Cotton
Colour Option: 4

Boxer Briefs- Price: £4.99

Sizes: & 10,12,14,16, 18
Bra 2 - Price:£12.99
Sizes: 32 - 40 Inches with
Cups E - J
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Plan /

This collection has taken inspiration from Japanese archi-
tecture along with its beautiful flowers and patterns. The
elements 1 have taken from the Japanese mood board are
the bright and youthful patterns and colour but the shape
and structure of the architecture.

To create a lingerie range is beautiful with excellent
quality craftsmanship and great quality fabric. This col-
lection will have soft lace and not the itchy ugly cheap
version. The style of the garments is made to be flatter-
ing but comfortable at the same time and overall it will

be affordable.

The collection will consist of a long and short kimono
inspired nightgown. There is also a camisole with match
shorts and then three different bra styles with high
waisted, boyfriend and normal knicker.

20



NEW LOOK

Mood&kConcept ?4%‘
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My store layout is a

combination of all the

stores I have visited
for my comp shops.
The Layout will be
similar to the New
Look flagship store
with elements from
Selfridge’ s & Co

Body Studio. The area

will be well-lighted
and have soft calming
colours.

The back wall fix-

er unit will be wood
with a Japanese
screen door back-
drop like the ones in
from the Body Stu-
dio. There will be
four back wall fix-
ers with two of them
filled with underwear
and bra and displayed

like the New Look

MALo

back wall, one with
the nightgown kimqno
and the-the last onée
with the camisoles anc
shorts displayed like

the Body Studio. Then pt®

there is a section on
the side that will have
o comfortable sofa
with the poster on
the wall with a pic-
ture of the collection
on the models.

Then in the middle of

e
Apies Sering/

_ == Summe v
v o (sl

éj Store Plan

s
V2
( 4’7

the fléor, there will be wood-
en~tables with the nightgown,
amisoles and shorts folded.
Then the mid-floor fixer will
have more bra and underwear

j BLEAW | QK

# \ displayed like the New Look

fixers. Also, the fixer will be
made of a mixer of wood and
glass taking inspiration from
the body studio and new look.
Furthermore, the floor, there
will be standing mannequin in
between the fixers and some
mannequin hanging from the
ceiling.

2



Kelly BrooKs
For New Look

Kelly Brooks had a partnership with New Look and
¥ launched o lingerie collection in April 2006 after
| the swimwear collection sold out. The range was
. launched in 175 stores and also online and inter-
LK1

’& ,‘:na,tlona.lly in Paris. The collection was priced from
- §.99 up and with bras just costingf | 4.99.

i Wlth Kelly Brooks being a celebrity and a model
5‘2, that was popular, she was able to bring the vggleb-
_ rity collaboration to g
| the line and brought '
in customers that

Y were her fans.

Also, with her name
being in the press
it has generated
free publicity for

the range.
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They had o press launch in one of the stores where
on the floor was Kelly Brooks’ name in stickers
leading to the area in the store where the collection
was displayed. Also, there were big posters outside
the building of her as the model. She meets with
the press and did interview along with taking pic-
tures. Also, there were four more models with her,
ond they all flew to Paris to promote the collection
on the same day.

The collection was also published on sites such as
the Daily Mail, Express, and more offline publica-
tion. Also, along with online publication and fashion
blogs. They did not use their social media platform
to advertise such as Facebook and Twitter.

MALo




VICTORIAS
SR E L

Victoria Secrets has realised that shoppers need to view shopping at Victoria secrets as part
of the regular shopping experience than being a necessity- driven purchase. They have done
this by offering a broad range of products. However, along with the products they have made
it so that the customer will want to achieve the look than the actual products. When the cus-

Mltomers shop at Victoria Secrets, they make it feel like an experience
ond allow customer guilt free indulgence as there is a broad spectrum
[Mof prices.

Likewise, as for the stores’ atmosphere
--nthey had the previous runway show play-
Bing on a big screen and along with the
colour scheme of their store matches
what you expect from the brand. Also,
they have a well-thought-out display such
as the distinctive angel wing in their
Westfield Strafford store that featured
in an advert campaign.




VICTORIA'S HLLLFT

~ They also use social me-

.~ ; scenes footage when they

i to promote new collections.

B They make use of offline pub- :}"{
. ,rf

2 magazine where there target [

This form of merchandise re-
inforces the brand’ s message
and USP at every opportunity.
Also, allows customers to feel
like they’ re o part of the

Victoria Secret fantasy world. =
Moreover, they well like con-
nected to the brand and are
o part of the Victoria Secret -
community which boosts sales.

dia as o way to make their
customers feel connected to
the brand. They have used

Snapchat to show behind the

were preparing for their cat-
walk show. They posted vid-
eos, Instagram and Twitter

lication with adverts in the

market frequently reads. -



Marketing
Taetics

I have gathered my case The collection will be
study of New Look and launched in spring 2017
Victoria Secret previous in New Looks Oxford
marketing strategies in  Street flagship stores
which know that I need and nine more of their

to engage the consum- best-selling lingerie

er and make sure that stores. There will be a
this collection is in their press launch held in the
mind. One of the lead- flagship store two days

ing services I got when before it goes live in
I did my comp shop was stores. There will be
that some of the linge- mini interviews with the
rie retailers offer bra reporters and posing for |
fitting. So, we will be pictures similar to Kelly
offering free bra fitting Brook’ s launching her
In every store that has collection. In addition
the collection. to promoting the collec-
tion, I will be doing a

MALo 3




variety of different
marketing tactics such
aS.

Direct marketing
which is adverts in
offline publications
such as New Look,
Groazia and Stylist
with an advert page.
Also, for the on-line
publication such as
bloggers to review the
collection to entities
customers.

Also, there will be a
leaflet in stores to
inform the new look
customers that a
store near them will
have the new collec-
tion soon. Further-
more, the leaflet will
90 into the online or-
der bill packaging and

MALo
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SALE

also in the Bill or pro-
motional offer letters.

Viral Marketing, will
mostly be using social
media to do the adver-
tising. To start off,
there will be an email
sent to customers who
have previously bought
lingerie and also to all
new customer with an
email informing them
that a lingerie collection
Is coming soon and then
o follow-up email to tell
them that the collection
iIs available in stores.

Along with the email,
there will be a video
advert containing only
one outfit to promote
the collection but with
o variety of different
body shape models to

32



showcase that the range
is for everyone. Then
video advert will be ad-
vertised on YouTube,
Instagram, Twitter and
Facebook; furthermore,
there will be photos that
contain the same outfit
from the video and will
be released on social me-
dia counting down the
launch.

However, before the
launch, there will be pho-
tos posted of elements
that inspired the collec-
tion. The final marketing
tactic is to have a com-
petition to promote the
collection. The competi-
tion will allow customers
to win a consultation Bra
fitting and an outfit of
their choice from the col-
lection.

To win this opportunity, they
will have to try and get as
much ‘likes’ as possible with-
in o week from a post on so-
cial media by wearing clothing
from New Look & Liatojo. This
competition will be posted on
all the social media pages, the
website and also in the adverts
for the offline publication.
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L
£  The Lingerie Collec-' %
T / tion that’ s the most"
‘ AL‘ O y ! fabulous accessory to
S ' every outfit.
Founded in 2016, Lia,tojo Is & bran at creates environmentally friendly ¢

ing for all shape and sizes at an a¥fordable price.
Liatojo is a brand that wants to deliver the greatest craftsmanship with the_
best fabric to create excellent quality products. |

heels in becoming one of the beloved symbols of growing ups.” So that’ s why ,
we re teaming up with New Look to bring the bigger busted younger market! o '»53‘]
range of lingerie that is right for them. i3

| R A
For 20117, Liatojo and New Look present the first lingerie range of floral luxuris L
ance lace, soft cotton and most of all comfortable fit underwear. The range will * LN
include camisoles, shorts knickers, and bras. They will all come in 4 different | ;.

colour choices and pattern designs with prices starting from £3.99. -

MALo 3

Like Mercy Dobell, Liatojo believes that “The bra has joined the lipstick and \‘
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Cost

As for the finance, 1 first had to work out how much I was going to sell the products for. So, I had
o look at what New Look sells their lingerie for and then based the price on that. I then had to do
the calculation backwards to work out what it would cost to buy the products. I worked it out by:

Camisole Sjzes: &, 10, 12,14,16,18

VAT is 20% (1.2)

£1499 /1.2 = £12.49167 - round to £12.49

Bra Sizes - 32 to 40 inches back and cup sizes E to J which
is 24 sizes in total.

30% is the mark up amount

24 X 10 = 240 - the number of stock for | week

£1249167 X 30% = £3.747501 - round to £3.347%

240 x 12 = 2,880 units of stock for 3 months or 12 weeks

6 is the number of sizes available with 10 units delivered
per week

£13.99/1.2= £11.6583 - round to £11.66

6X10= 60 the number of stock delivered per week

£11.66x 30%= £3.4975 - round to £3.50

12 is the number of weeks the store is stocking the
products

£34975 x 2,880 = £10,072.80

£10,172.80 x16%= £1,611.648 - round to £1,611.65

60 x 12 = 720 Units of stock for 3 months or |12 weeks

£13.99 x 2,880 = £40,291.20

£3.7478 X 720 = £2,698.20

40,291.20 / 1.2= £33,576

16% is the cost of shipping from China to the U.K

£2,698.20 X 16% = £431.712

Profit with VAT - £40,291.20 - (£10,072.80 + £1.,611.648) =
£28,606.152 round to £28,606.7152

£14.99 X 720 = £10,792.80

Profit without VAT - £33,57¢6 - (£10,072.80 + £1,611.648)
= £21,891.552 round to £21,891.55

£10,792.80 / 1.2 = £8,994

Profit with VAT - £10,792.80 - (£2,698.20 + £431.712) =
£7,662.888 - round to £7,662.89

Profit without VAT - £8,994.00 - (£2,698.20 + £431.712)
= £5,864.088 - round to £5,864.09

MALo
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g Frice Fit Chiality Cormeend enice EAROCLnLE Chodce F"g""fe Brand name Fashion ok ﬂ':'.p'rb_g
spand Promotions enhancing experience
18-24 513 414 341 188 209 214 123 7 7.0 5.3
25-34 TR T4 288 i85 15.3 =0 [=H~] g.8 - 4.8
3544 58.5 3434 287 222 ig.1 =8 65 4.8 6.7 4.2
45-54 80.1 432 207 brg B 19.1 4.4 4.3 2.1 28 2.8
5564 527 F28 34.35 28.2 1689 =2a 4.2 4.6 1.7 4.4
65+ 524 404 347 FEA 160 25 4.4 65 14 43
Three Months Fmsted’iahsfﬂ:wme [Eur 10 Etﬂnes]
Profit Per Week  £556,344.00
Witk Number | 3/ i 5 & 7 8 o 10 1| 12
‘.iil-H i ﬁ&ﬁ.iﬂw I.'E.H.I..:E-II.H' EL6065.032.00 EJIS,HI.M I'.I..I'll..?.!ﬂ.m Eﬂjm M.W um.m.m Emm msamm Eﬁ...‘l.‘lilri'll.l}ﬂ fﬁ,ﬁ?ﬁ.m
Saldes - 'II'A.TM £461.630.00  £9T.040.00  £1,R00.B60.00 £1,854 480000 2,318, mm £2,781, il'l"l.'l.m £3, 205, 280,00 £3, 708 960,00 £4.971 5SR0.00) 4636 200000 £5,0:59, am.m - E5. 56148000
VAT o pay | ESE, 134,00 E1HS, 448,00 E278,172.00  £370. 856,00 (463, lli‘ﬂ'-W E.'b'!lﬁ.#ﬂ-"-l.'ﬂ'l:l EBAG,068,00  £741, 092,00, IEH-.-'HE.HU ESIT, 240000 £1,009,964.00] £1,112,588.00

BURERRRE L i . 5 3 i -1 . L —— .- —. ] -
Cotofsed | Bseia @ w0 msmm 00 00  smme 0w o

After 1 had done the calculation, I then input everything into to Excel and 1 was able to create

the costing for every product. Moreover, after 1 had seen what the profit would be for only one
pattern per product I decided to do four styles instead to generate more profit. Though I had in-
creased the profit it still wasn't enough, I then decided to launch the collection in New Look flagship
store and 9 of the other stores with the top selling lingerie department.
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| RS L P e e [ETEEN T T PR By, [ rEs Iy o B PR Py

Wieek Mumber 1 i ) 4| % & [ L5 # 10| :I‘.| 12

Total Revenue £556,344.00| £1.112,638.00  £1,669,002.00, £2,225,176.00) £2,781,720.00| £3,138,0640.00 WMM £5,007,006.00, £5,563,440.00 mu.mnl £6,676,128.00
Total Cost 193600702 E1.936.070.00) E1.936,007.10) EL936.077.12) 193607712 FL!-H.PH-H; E1,936,07 713 £1,936,077 '-l'lx 1,936,077, Iit £1,936,007.13| E1,5936.0F7. 'IJ!| £1, QH«.I‘-IW !1‘:
| 1

ProfitorLoss | -E1,379.733.12  -£823.380.120 -£267,045.12  £280,2088%  £045,642.88| £1,001,086.88 £1,008,230 88 £2,514,674.88 £3,071,008.88] £3,627,362.88 £4,183,706.88, £4,740,050.98|

Furthermore, from the costs mentioned above 1 was able to work out the total revenue that I would
get for the three-month period that the stock would be in store. 1 then had to work out how much
stock would be made per week in the |12 stores so I did:

£6,676,128.00 / 12 = £556, 344.00
£556, 344.00 - Ist-week sales
£556, 344.00 + £556, 344.00 = £1,112,688 in order to get the 2nd week’ s sales

1 then added 556, 344.00 to the previous week sales to get the new week’ s sales. The sale is
then deducted at the 20% VAT.

“Three Months For d Sales/Revenue (For 10 Store

mﬂ! Por Waek  E558, M |

\'-'Ethﬂu:'nl:h‘.-{ !- -I '5- [ i‘l li 9 lﬂ 1] 12
hln o ESHT?-H.W| E‘I..I.ii,ﬁﬂ.m EI..H'MI-HM HJHAMN l‘-.'.'JH,.?ﬂ.M ﬁmm‘nmmmmw E,W?m ﬂ.m,mm Hi.lﬂﬂtﬁ.’_ll mmm
SJI-ES "ul'.ﬂ.'fm m&m.m mimm u..mmm u,as-l,m.m EL'!-'I:B.!II.'I.N L!‘II:I..?H]W E!i.lﬁ,ﬂ].m E“!-JM..?HH] i-l-..l'.'.!.SHM uﬁmm £5m_.u|1m mm:mm
VAT I:-uHr 52, T24.00 E185, 448 00 EXTRATIO0  E3T0856.00 £863 6200000  £556, 34400 £689 08800 £741,792.00 £834, 51600 ES2T 240000| £1,009. 596400 £1.112 48800
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The trading cost only has the cost of sales and shipping cost but no fixed and variable cost has the
cost will all be covered by New Look because this collection will just be swap out for the exciting
stock in the stores. The stock will be delivered in week one with three weeks quantify the worth
of stock and then in week five and nine, another delivery of four weeks’ worth of stock will be
delivered.

Week Number 1 2

3 4 5 6 7 8 ) 10 11 12
CostOfstock | E556,340.00 £0.00 £000, PRS0 a6 AN0; XE00: 000! R s 800 F00; £00
shipping Cost  £85,015.04 £0.00 E0.00 £0.00  £59,015.04 £0.00. £0.00. £0.00  EB9.015.04 £0.00 £0.00 E0.00
Todal Costs £645,359.04 £0.00 £0.00 £0.00  £645,359.04 £0.00 £0.00, £0.00  £545,354.04 £0.00 £0.00 0,00

The profit and loss table shows how much profit would be made over the three-month period. The
final profit made is done by doing

Profit = Turnover Costs and Shrinkage

Costs and Shrinkage = £645,359.04 + 645,359.04 + £645,359.04 = £1,936,077.12

£4.740,050.88 = £6,676,128.00 - £1,936,077.12

This profit is a good amount for such a small period the stock is in store. In addition, as this is
collaboration 1 would get a percentage of the profit which will be 0.25%. The money I will make is
£4.,740,050.88 x 0.25% = £11,850.13

The table below shows the cost and shrinkage value of £1,936,077.12 as a fixed cost across all 12
weeks even though the table above is showing that I have split the delivery in 3 to demonstrate the
accurate profit and loss calculation.

Week Number 1 2 3 4l ol il 7 ; s 1| ul 12
Total Rovonae | £556,34400] €1,112.688.00] €1,660,03.00| £2,125,376.00] £2,781,720.00) £3,138,060.00) £3,594,008.00 £4,850,152.00) £5,000,096.00] £5,563,440,00| £6,119,784.001 _£6,676,128.00
TotalCost | £1,836,017.12) €1936,077.12 £1,836,077.12) £1,936,077.02| £1,936,077.13| £1,936,077.12] £1,936,077.12 £1,996,077.12 €1,936,077.12| £1,936,077.12| £1,936,077.12 €1,536,077.17

=1 sl

i
—

Profit of Loss _-H_.i-"‘l.l'i}-ﬂ.'l_ £323,389.12)  -E267,045.12|  £289,298.88)  £845,642.88| £1,901,986.88) £1,956,130.88 £2,514,674.88) £3,071,018.88| £3,627,362.88| £4,183,706.88) £4,780,050.88
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Conclusion

The project has developed
into a viable business ven-
ture as I have provided el-
ements to support my the-
ories through the research
I have done such as the
comp shop visits and using
secondary research such as
Verdict.

With this two source of re-
search, I was able to prove
there is a gap In the mar-
ket for the younger gener-
ation that the lingerie re-
tailers is missing, in that, t
they have been excluding the
bigger busted younger mar-

ket as well.

If New Look comes on
board with this proposal
ond we are able to bring
this collection to life, it
will be a success. But to
achieve this success, we
need to market the collec-
tion In a smart innovative
and cost effective way.

The marketing plan 1 have
proposed should guarantee
that the collection will be
in the consumer minds at
all times along with bring-
Ing new customers to the

New Look brand.
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The other main fac-
tor to make New Look
collaborate with me
on this venture is the
finance and if it will
be a viable business
and make o profit. As
we can see from the
figures, this collection
will cost £1.9 million
to make but we will
get back more than
double the cost of
making with £4.7 mil-
lion profits after tax.

In addition, I will also
be making 0.25% prof-
it for my brand Li-
atojo myself. With
these figures going
forward 1 have a plan
to expand Malio by in-

troducing a swimwear
range, along with do-
Ing season range such
has at Christmas and
Valentine’ s Day.

Nonetheless, if New
Look decides that this
venture is not for
them there are other
retailers that I could
present this to; such
retailers like River
Island, H&M, Primark
or even Very. The
reason 1 have cho-
sen these retailers is
because they already
have a standing in
the underwear market
and they cater to the
younger market.






Evaluation

The finish point for my in-
dividual negotiated project
came when 1 realised that
I had achieved everything I
planned for this proposal.
The process to accomplish
my proposal was fun, ed-
ucational and a learning
curve for me. The first
proposal I submitted was
o collection of the non-
wired bra but after 1 did
some research, I realised
that this element of the
market was already being

frustrated because realised

that It was summer time

soon and I had no fashion-

able bra to wear; only the
old granny ones and those
were the only ones I could
find in my size and price
range. This realisation
gave me the idea to come
up with a range of fash-

ionable bra for the younsger

generation at an afforda-
ble price. To start of my
project, 1 did a comp shop
report so that I could see

developed with new tech- what product the other lin-
nology from existing re- gerie retailers were selling.
tailers. So I went back I discovered however that
to the drawing board for some of the retailer do ca-
my proposal and was sure ters to the bigger busted
what to do. but to no surprise, their
However, I was getting so price was too high and on
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the other hand the other re-
tailers have affordable price
but the sizes were too small
for the bigger busted.

The information 1 gathered
from the comp shop visits
were not enough to show
why my proposal would work,
50, I needed another source
of information. So my teach-
er told me about the market
research site Verdict that
might have information for
me. 1 decided to use the site
ond there I found a market
report for the U.K underwear
market. The information 1

received was that the 16-24s|

market was the age group
that a lot of retailers have
neglected when doing lingerie.
This information along with
my own research led me to
realise that there was a gap
in the market that New Look

MALo

could fulfil.

The reason I have chosen
New Look is that they are a
brand that is for the young-
er generation and they pro-
vides excellent quality prod-
ucts. The other reason was
that they use to do a fash-
ionable lingerie line with Kel-
ly Brooks for an affordable
price for the younger gener-
ation but they dissolve the
partnership in 2015. There-
fore, leaving a gap In their
lingerie range so 1 believe
that o collaboration with my
Liatojo brand could prove a
SuCCcess.

The part of this project

I struggled with were un-
derstanding what that the
products were going to look
like and how I was g0ing to
design them in such a short
amount of time. Then, 1
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got informed by my
teacher that I could
Just use flat CAD
files and that the
place to source them
from was WGSN.
This solved one of
“my main problems
but then came an-
other problem in how
to add the pattern
in the way I want-
ed them. I learned a
new method in Photo-
shop that helped me

I struggled with was
the finance! It was
hard to know how I
was going to fund
this collection and
what price the prod-
ucts should sell for.
In the end, because

I chose to collabo-
rate with New Look
I realised that they
would cover the cost
and that I could base
my price on their
existing products.

to achieve the desired Therefore, making

look I wanted for my
collection. Another
new skill I learned
while doing this pro-
Ject was using Pho-
toshop to do a plano-
gram for my store
layout.

Another major area

the finance easier

and 1 learned how to
use excel in the pro-
cess. It goes without
saying that this has
helped me to speed
up the time 1 would
have spent on work-
ing it out by hand.
The last section I had

to do was my mar-
keting section which
I found to be easy
as I have excelled so
much in my previous
marketing assignment.
I took all the knowl-
edge 1 had learned to
put toward my final
plan such as doing a
press release and cre-
ating great adverts
and digital elements
of marketing.

To finish my pro-
posal, I had to put
everything I did into
InDesign to present
it in a profession-
ol format. This pro-
cess was the most
fun along with the
marketing section be-
cause I work faster
and 1 enjoy it more
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when it s a creative
activity. This section
also took the longest
as I always knit pick
ot everything because
I want it to be per-
fect and well finished.
Likewise, I have real-
ised that this proposal
as turned into o busi-
ness plan that I can
do an actual pitch to
New Look and it be-
Ing o success. Howev-
er, I have also realised
that if New Look de-
cides not to take this
project on that, I can
change some elements
of i1t and pitch to an-
other retailer that may
take it on. The reason
it will be able to be a
success with any re-
tailer is because the
project is realistic

MALo

and achievable business
venture that is filling a
gap In the market.

With my project, finally
finished, 1 realised that
I have procrastinated a
lot and 1 have; taken a

step back on the . pro-

gress I have made when
doing my previous as-

project has taught'me
that you' re your id
can become an oppor
tunity Just as long as
you do the relevant re-
search, have self-belief,
and put all your effort
in to make 1t a success.




