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MARKETING
OBJECTIVES

“Marketing objectives need to have economic value and determine the direction and purpose to ensure the strategies will accomplish the end goal”
— ( McDonald, 2017)
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. . . Establisn Strategic
Customer Acquisition Drive S8ales Emotionally )
L .. Partnerships
Objectives: Objectives: .
Objectives:

S T » Achieve a 20% increase in social media » Achieve a 25% increase in sales through * Establish 3 key strategic partnerships with
o following through organic content emotional storytelling in social media local influencers, local artisans and
Short creation & a 15% from website traffic campaigns, focusing on location, product sustainable brands to increase visibility
I through SEO (Ellis-Chadwick & Chaffey, origins, and consumer journey and credibility within the target market

2022). touchpoints (Rodriguez, 2023). (McDonald, 2017) .

—t—s
FY3 * Increase repeat purchase rates by 30% « Enhance customer loyalty by 30% » Form 5 new strategic partnerships with
Medium through social media, consumer through tailored emotional connections sustainable associations in France to
Term engagement & a 45% increase in via storytelling in personalised expand brand reach and enhance the

newsletter subscriptions. newsletters and customer experience. credibility of circular practices.

—1 - T = .

* Expand into the European market by » Achieve a 80% increase in sales by » Solidify 10 partnerships with French &
FY5 — . . : .
achieving an 80% growth in social media embedding emotional storytelling across European sustainable brands and
Lomn; : i - i
; following & optimising the SEO, all marketing platforms and interactions, influencers to establish a strong market
Term : ; :
| increasing website traffic. solidifying brand positioning. presence in Europe.

BUSINESS STATEMENT L'Estival is a circular fashion brand from the south of France, creating quality pieces with repair and restoration services.

COMPETITOR
ANALYSIS

Atelier Unes

VISION & MISSION Vision . 1 1 1 S
To create superior products with a smaller carbon footprint, crafted inFrance, inspired by Provencal culture, and =
designed for growth across Europe. » DTC Business Model * DTC Business Model « DTC Business Model « DTC Business Model
Business e E-Commerce * E-Commerce * E-commerce : [If]ifg;?ll;;:;iional
Mission Strategy e Capsule collections ¢ Co-designed with customers * French Stores & few stores

L ]

Fully transparent stores internationally e Limited drops

Create timeless, story-driven designs rooted in local craftsmanship.
Promote responsibility, and sustainability in fashion.

¢ Innovative materials

» Solid customer relationships * Pricing/material transparency » Parisian aesthetic
Competitive » Increasing brand loyalty  Sustainable certifications * Powerful branding * Mission driven
Advantage » Slow production * Made in Europe » Transparent production. » Storytelling
5 Tailored Linen Blazer: ial Description & inability Element: . : 7 .
Eemeralble | Jaex Bire: _ . - e . * Use of natural materials. * Exclusive capsule collections
+ Double Lining « 100% French Linen This collection is made entirely in France, using
: e ¢ certificd Normandy linen from Alliance (European Please not the product costs in the cashflow are caleulated
< Yo Precielt I'm'fn Sauroedfrom A“mtw Flax-Linen & Hemp Flax Certification and di:;;:n::“.\v{;:vpnpp::‘:i:ga '::y ;;:s st
P RO D U CT / S E Rv I C E + Sourced from Alliance for for European Flax-Linen Traceability, no date) and crafted in French ateliers.
European Flax-Linen & & Hemp: Normandy The cost of French finen fabric is. £25 per
Hemp: Ni ndy . .i The range features durable materials, classic I e £20 mator (Ressource centre, 2025) and a shirt P = . . o o =
" M:r:‘_:n :r:::t Mde "T Trance tailoring, and care instructions both on garments g 1.2 225) Mal'kﬂt PDSItIOD . A Ffo [‘da bl e ] uxu T‘y L ] Lt 1}1(’;}1 Nlld Market L] Affor(lab le LUXUI‘\T L bllst al []a})l e Lllxll ]"‘}r
» Cost Price : €400 (based and online. Rting-use provide 1.2 M Shart Rating provided by Bartiara on k
+ Cost Price : €280 (Based ofl off competitors: Sandro yuide] the 27032025 semmar
semgetitar benchiincking: € 395) Participant A and B highlighted a demand for high- ‘ Cortrefor Franch Linen taking
8]Visual 0.1 (WGSN, 2019)  Budd London) [o]Visual 0.2 (WGSN, 2022) quality, long-lasting products with value for money Smchdblrended TR &mwm
(see appendix A2, page 48-49), Participant E and D o . " o - T -
Structured Linen Shirt: Tailored Linen Trousers: said consumers prefer timeless cuts, neutral colours, RO o 07325, Pﬂce * Ent ry: £145 » Ent ry: £30 * Entr e £50 * EntrY' £50
« 100% French Linen e . 100% T hLi and transparent sourcing (see appendix A2 page 51- IS Buttons 0.05p X5, Heavy cofton merlnng 5 s . - s
< Sourced hom i Source:;::m 'J‘?:ee]j\llialme 52). Whilst, Participant C stated that a small made- “ T@m&i&&-mzmﬁ? Archltectm’e e Exit: £500 « Exat: £100 o Exit: £400 ¢ Exit: £ 350
Allisncs s Noimandy . to-order capsule supports stock control, while repair 8 Wb 1%
5 g e Burgpean; Hax-linen services and storytelling build trust and extend wmumﬁn;;gﬁ?
#:Muds i Frones & Hemp: Normandy product life (see appendix Az page 50). ' date). Mp’:u“;a]sup;'ws:;‘nm
+ Cost Price: €206 « Made in France sbels snd packaging P mp«mmw:um B ) . ) = PI'OdU.Ct iHnOVatiOn
(Please refer to « Cost Price: € 300 (based ;md?&:gmp?m{z . COlrllTlllnlty co-creation - Tl‘anspal‘ent P!'Oductlﬂn o Tlnleless RTW
I
Appendix B, page 58) off competitors: Anine wranspon costs £11.12 per paletie (Pajetie . ) i . Scient i f‘lc text ile
Bing €£300) EE o N sriat a0t WS- 2015 USP e French CI'HftSlTlEU]ShlP . CO-dCSlgll with the consumer e E-commerce success ; t
25 UK marufacturing costs for this ensrcise. o e mnovation
[1o]Visual 0.3 (WGSN, 2022) 3= s _ww . - - -
| Optons e Mondial elay cost 1 pos ¢ Made to order ¢ Circular initiatives with take e Loyal consumer base storvtelli
£5.40 for 0.6 Kg shirt + Mondial o . blor‘\'t(- lng
[11]Visual 0.4 (Adobe £ “E:‘;;::’f::‘“ “’“ﬁ:ﬁx' % - .
Sl st dite) e e e e » Timeless designs back schemes marketing
€114 P29

(A propos de Réuni, no date) (Atelier Unes, 2021) (About Us Sézane, no date) (Pangaia, no date)

Material Description & Sustainability Element:

Allb d ing locall d t , which tt . . . . . . . . . " .
SRS NIT IR PR RIS N ETC PSS T T el L’Estival is a unique and purpose-driven brand. This section provides a detailed overview of the brand’s organisation, target market

TEAM & MANAGEMENT
STRUCTURE

the VEGEA company to produce organic and sustainable grape leather.

strategy, and competitive advantage.
L’Estival partners with local vineyards such as Triennes and Domaine du

Paternel, who send their grape waste to VEGEA’s facility in Italy for Clinise Toathr Cire
emns TEAM STRUCTURE
This leather is vegan-friendly and offers a sustainable alternative to s Cesnaivipe ittt
u ‘ damp cloth to remove dirt..
synthetic materials (VEGEA, 2023). om o
* Dry: Air dry naturally,
away from direct heat or
21Visual 0.5 | [13]Visual 0.6 (Adobe Stock, sunlight. ‘
[12]Visual 0.5 (Adobe . W S Brand Owner (Author)
Stock, no date) g date) place, away from direct ¢ Marketing / Brandin
L’Estival Crossbody Grape Leather Bag | L’Estival Grape Leather Tote Bag sunlight. 8 WINE
+ Made in France + Made in France [—WEGBA' g A * Finances, Accounting Photographer & Content Creation:
* 100% Vegea grape leather * 100% Vegea grape leather. * Consumer management ¢ (CEO" & Sister
¢ Cost Price: € 500 (based off ¢ Cost Price: €550 (based off
= » Product design
competitors: SAGAN, € 550) competitors: SAGAN: €580) &
Atelier : * Website creation
* Seamstresses / Couturieres .
» Technicians _&Iitq
¢ Pattern Makers
¢ Quality Control Specialist ;
Deli ipt / WLl 202h) = E Supphers:
elivery receip g Delivery receipt * ‘
EVIDENCE: Website ) . CRM Emails ry receipt/ : ¢ VEGEA & Vineyards : Grape leather
Atelier location Atelier location s
, ? , , , . ~ e ALLIANCE FLAX - LINEN & HEMP: French Linen
Initial Contact: : ; Product drop off at Repair / Restoration Item pick up & .
CONSUMER o SrviteTingeiny ] g peitf ) ) i Post service feedback :
Service discovery Booking Atelier + Product process status via email Payment: .
JOURNEY: : F ] .
through website. Assessment. notifications. In Person / Delivery cers .
‘IIIIIIII-II-IIIIIIIII-IIIIIIIIIIII‘IIIIII.II-IIIIIII-IIIIIIIII--
s e e e b s e sl e s i e e e i ____R___ e e * Sustainability consultant : Sl s touri
Line of i 113 . y . ) .
¥ 4 A 4 A 4 4 o * Lawyer: copywriting and patents * Yet to be included will be developed going into the 3™ or
» Item Handover: package Online Payment: hiferaction ‘s : P R : . /
Marketing & Consumer Services: The team evaluates the items / explains options and . F ) . % *D lgltal Marketlng Specxahst. reinforce brand Storytelhng " 5lh year after launch
" v . . . . and include a final review & Encourage feedback : -
Advertlsmgabout Providingbooking pncelnvolvedlnrestonngorrepa]nngthe]tem. ) ) . N NS NI EEN AN EEEESNEECENEE NN EIN NN SN EEEENSEENEESNEEEEEEEEEEE
Fand ; o care instructions. receive loyalty
FRONTSATGE: | Fepair andrestoration availabilities and .
. . : P vL discount 10% off next
services via website / managing emails /
: Provide updates of each step through email service,
socials. inquiries. : -
notifications to keep consumer engaged throughout
the process.
, |
Packaging / Logistics: Line of MARKETI NG (@ wwwiiparesinit 9) W
Manage website, Track product reviews Sourcing repair Repair / Restore Process: prepare item for pick up or Visibility PROTOTYPES TG, B ARy
T create social media / categorisation based materials: sewing Skilled team to repair and restore the items shipping. Company to C(WW—@) ebli Ecrons
content. on level of damage machines, organic to high quality standard + Quality Control to organise shipping labels &
and materials used. i i iti . e o s DR
fabric / thread. verify condition. book pick up dates.
OLR PROJECT N e . Boal i AN ol A ot e Mg L e o St
Jh l:qumu:h:m-imlrwh: wnd though, why oot use 1h from our hocal vi
. . d ) _‘T’j”e O{’ 1 Jhaterir i, then semd it 1o VEGEA in Baly 1o be peocessed il -
SUPPORT Track consumer patterns: Staff training. Supplier Relationships Track consumer satisfaction . 3rd Party Delivery —— b’:'ﬁ, v ther, we ity bl b et e ot of e S
PROCESSES: service / purchase history. & Partnerships. Service. i . e et
nteraction s for our Ready-to-Wear collection, ench piece 8 kg e ok s g b il )
peetect ld-r!-nlmuindwhmw:d-un! ’ [3_7] VISUAL 0.9: Web81te
n...u,...;.. s souerced reapoessibly fram Allianer
rm:;'«-vnrm‘dxmvwrnmnvi-ﬁviﬂhiv
® 0@ [IITINIIINS
Macbook Pro
BUSINESS Revenue & Profitability Objectives: Product Devel Objectiy =
OBJECTIVES s — ==

8: Increase revenue by 20% and ST rate by 15%.
M: Track monthly financial and sales data.
A: Implement pricing, marketing campaigns, limited-edition drops,

$8: Launch 6 sustainable products, 2 with grape leather.

i e S g o e
M: Track progress and sales. -y T
A: Collaborate with suppliers like Triennes and VEGEA.
R: Align with inability and local ing.

and promotions,

e e AT . > T: Launch within 12 months.
T: Achieve by year L.
Short term goal:
+ 5: Conduct sustainability audit, apply for GOTS
certification. Medium term goal: Medium term goal:

s TEIE 8: Increase grape leather use by 30%.
* M: Complete audit in six months. 8: Increase revenue by 50% and ST rate by 25%. oy %

M: Measure quarterly sales and metrics.

+ A:Hire a compliance consultant. M: Track increase and sales.

* R:Enhance brand credibility and transparency.
+ T: Obtain certification in one year,

Long term goal: A: Strengthen supplier relations.
A: Expand product range and marketing.

R: Ensure stability and profitability.

R: Meet eco-friendly demand and sustainability goals.

+ 8:Secure DPP’s for the entire collection. T: Achieve by year three.

{GOTE, o date) » M: Include all product journey data in T: Achieve by year .
the system.
Medium term goal: * A: Ensure full traceability,
+ 8 Obtain B-Corp, FSC, and Fair Trade certifications. + R:Strength inability positioni Lopg term goal: Long term goal:

[30] VISUAL 0.8: Instagram Stories

$: Expand to 20 products, 50% with grape leather.
M: Monitor sales growth.

+ T: Achieve goal by year five, 8: Double revenue and increase 8T rate by 40%.
M: Monitor annually.

A: Expand market, enhance digital strategies.
R: Enable scalable growth.

T: Achieve by year 5.

» M: Secure all by year three.

« A: Fund audits and adjustments with the first two years A: Continue hips, invest in i

R: Meet demand, align with brand image.

profits,

+ R: Build consumer trust and brand image.
* T:Achieve certifications by year three.

T: Achieve by year five.

K L Ledival@ontlookfr

TARGET MARKET A: abigail.lefevred@gmail.com

Objet : Welcome to the Estival Family ! &
\ON-Cg
CQK @jeannedammas

* 33 Years old

PSYCHOGRAPHICS ‘f@

DEMOGRAPHIC  oUA):

+ 15 M Followers

+ GENERATION: Gen Z & Millennials,(Bell & Napoli, « LIFESTYLE: Purposeful, minimalist, quality-focused; ' "“"';‘"’g"” R
e S . « Fashione ent ereato
2024). enjoys travel, nature, wellness, arts, culture (Acorn- e conent et

* Why?

French style icon in, known for her minimalist aesthetic.
Shares local craftsmanship and sustainable fashion in her
work. « 175K Followers

: @fragonardparfumeurofficel
User-Guide, 2022). 5 5

« Arstisan Parfumer in Grasse

* GENDER: Female

e VALUES: Trust, transparency, community, < Average, 2,5K likes

» INCOME: €25K-€60K Annually (Acorn-User-Guide, 2022).

sustainability; prefers unique, eco-conscious @vinsdenrovence i 3 . Why?
3 e [a2] - Partnering with Fragonard could help tell a unique, local
5 i i L] * Provence’s w ace 3 w 4 o o
_ ' m Creative professmnals, pI‘Odl.lCtS (Bell & NapOh’ 2024) RIOYERCE IC ACCOBAL VINS DE story about Provence’s heritage in perfume-making, and
entrepreneurs, remote workers. « 18.2 K Followers PROVENCE sustail?ablc product puting forward L'Estival RTW in
campains.

¢ CONCERNS: Misinformation, Al fakes, counterfeits, = Average, 1,5K likes

overconsumption (Bell & Napoli, 2024).

BIENVENUE!

Welcome to the Estival Fam|

* LOCATION: France

e Why?
Provence's winemaking history offers stories that conneet
the grape harvest to the artisanal production of both wine
and grape leather accessories, enriching the brand's
Discx oh; sustalnable services, &nd our brand narrative.

We are excited to have you follow us on our brand & circular

journeyl

[43] Visual 11: Influencers

stary

1

CONSUMER BEHAVIOUR

Thanks,
The Estival Team

CONSUMER PROFILE

Ly | :
lﬁm MEDIA HABITS ¢ WHERE : Shops online & in concept stores.

» SOCIALS: Instagram, Tiktok. Buys through an

online link (Bell & Napoli, 2024). * DECISION: Quality, conscious, checks sustainability

credentials (Bell & Napoli, 2024).

+« E-COMMERCE: Engages with storytelling-driven e-
commerce (Bell & Napoli, 2024).




