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US RETAIL 
MARKET

§ The U.S. retail market is one of the largest and most 

dynamic in the world, characterized by a wide array of 

sectors, from traditional brick-and-mortar stores to 

rapidly growing e-commerce platforms. 
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US RETAIL 
MARKET

RETAIL SECTORS:

• Grocery and Food: The largest retail category, 
accounting for over 20% of total sales. Major players 
include Walmart, Kroger, and Costco.

• Apparel: This sector has seen shifts toward casual and 
athleisure wear, with a strong focus on sustainability 
and ethical production.

• Electronics and Appliances: Driven by tech 
advancements and consumer demand for smart 
devices.

• Home Improvement: An area of consistent growth, 
driven by DIY trends and increased home renovations.



US RETAIL 
MARKET

E-COMMERCE GROWTH:

• E-commerce now represents about 20-22% of total 
retail sales, with platforms like Amazon dominating the 
space.

• Online retail continues to grow due to convenience, 
wide product variety, and fast shipping options. Mobile 
commerce (shopping via smartphones) is also a key 
growth driver.



US RETAIL 
MARKET

CHALLENGES:

• Labor Shortages: The retail industry has been 
impacted by labor shortages and rising wage costs, 
especially for frontline retail workers.

• Supply Chain Disruptions: Ongoing global supply 
chain issues, driven by the pandemic and geopolitical 
tensions, have affected inventory levels and pricing.

• Inflation: High inflation has led to price increases 
across many retail sectors, affecting consumer 
spending habits.



Consumer Trends

OMNICHANNEL RETAILING:
Consumers expect seamless 

experiences between online and 
offline channels. Many retailers 
have adopted "buy online, pick 
up in store" (BOPIS) or curbside 

pickup models.

SUSTAINABILITY: 
There’s increasing demand for 

environmentally friendly 
products and transparent supply 
chains, especially in sectors like 

apparel and food.

PERSONALIZATION & TECH:
Use of data analytics and AI to 
offer personalized shopping 

experiences is a growing trend, 
enhancing customer 

engagement.



DOING BUSINESS IN THE US

§ Why the US?

§ Preparing for the US expansion

§ Regulatory Overview

§ Workforce & Employment law

§ Accounting & Financial Reporting (Banking)



HOBBY

Do it for pleasure

Don’t care about money

Engage on it when time    
permits

It’s a passion

Might have people willing to 
pay for it

No tax reporting obligations (?)

BUSINESS

Dedicate time to it and are 
consistent

Started with the intention to 
make money

Business is registered

Have licenses and    
qualifications

Keep up with bookkeeping

Requires time 

and effort

Might be a 

passion



The fashion industry is a commercial 

for-profit business.



WHO
WHO will 

manage the US 
business?

WHO is your 
competition?

WHO is the 
target audience 

in the US?

WHAT WHAT is your 
product?

WHAT is your 
selling 

proposition? 

WHAT customer 
pain point does 

your product 
solve?

WHERE
WHERE  does the 

brand’s target 
audience 

primarily shop

WHERE  should 
the brand focus 
its initial market 

entry

WHERE can the 
brand find 
strategic 

partnerships  in 
the U.S

WHY WHY now?
WHY should the 
customer choose 

you?

WHY should the 
customer care?

HOW HOW will you 
fund this 

expansion?

HOW will you 
enter the US 

market?

HOW will you 
compete?

W
H

Y
 TH

E
 U

S?



EVOLUTION  IDEA->PRODUCTION 

Shapes 
change

Materials 
change

Offerings 
change

Processes 
change

Names 
change



PREPARING THE US EXPANSION 

US EXPANSION

U.S ADVISORY BOARD

U.S LEADERSHIP

LEGAL

LOCATION



FORMS OF DOING BUSINESS
C-CORP LIMITED LIABILITY 

COMPANY 

(LLC)

PARTNERSHIP
(LP, LLP)

BRANCH

BUSINESS 
STRUCTURE



SOURCE: CLA NEXIA INTERNATIONAL



NON-U.S RESIDENTS 

Non-U.S. residents can also open a business in the U.S., but they must:

q Have a U.S.-based registered agent

q Obtain an EIN

q File the necessary formation documents

q Comply with federal and state tax requirements



Ongoing Responsibilities 

• File annual reports (if 
required by your state)

• Maintain good standing 
with the state by paying 
any necessary fees.

• Keep business licenses 
and permits up to date.

Obtain Necessary Permits 
and Licenses

• Some businesses require 
federal, state, or local 
licenses or permits. Ex: 
businesses in industries 
like healthcare, 
construction, or food 
service often need 
specific licensing.

• Check with your state and 
local government for 
industry-specific permits.

Register for State and Local 
Taxes

• Depending on your 
business activities, you 
may need to register for 
state and local taxes, such 
as sales tax or 
employment tax.

• This varies by state, so 
check your state’s tax 
requirements.

GOLDEN RULES



TAXATION Find the right tax lawyer to walk you through the 
US taxation system. Mistakes are costly. 



LOGISTICS

§ What does your supply chain look like?

§ What’s the backup?

§ Where is the product shipping from?

§ What are the costs associated with importing, duties 
and taxes?

§ Who will be your logistics company?







WORKFORCE 
QUESTIONS 

§ How will you access talent in your new location?

§ What state laws apply to your business?

§ How will you determine salary levels?

§ What is your paid time off policy?

§ What benefits will you offer?



HIRING & COMMUNICATION 

Employment 
policies & 

procedures

Local hires vs 
management 

hires
Benefits  +



IMMIGRATION

§ Visas and immigration are complex subjects in 
the US

§ Ensure you understand the visa options and any 
government agreements that might benefit your 
situation  



KEYS TO SUCCESS

Research and do your due diligence

Use US advisor or consultant to navigate this new environment

Build a strong advisory board

Ensure you have resources to dedicate to the expansion

Have a plan and be ready to pivot

Focus on customer



THANK YOU

QUESTIONS?

MATILDA KALAVESHI, MBA

MANA FASHION SERVICES

matilda@manacommon.com

305-773-0141

mailto:matilda@manacommon.com
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WHOLESALE

§ The U.S. wholesale fashion market is a significant sector in the 

fashion industry, where brands, designers, and manufacturers 

sell their products in bulk to retailers, boutiques, and other 

distributors. 



RETAIL VS WHOLESALE



RETAIL VS WHOLESALE



THIS OR THAT....









PHYSICAL  
SHOWROOM



BISCAYNE 
SHOWROOM

§ 2,500 sq ft of newly renovated space-configurable 
based on needs Open layout with windows throughout

§ On-site meeting and conference rooms

§ Furnished spaces (hanging bars, hangers, rolling racks, 
tables etc) Guest reception with on-site support staff

§ Tech room available for AR, VR and AI projects

§ Digital showroom membership (nu order) included in 
pricing at very competitive rates

§ opportunity to host buyer events Photo studio

§ Membership available for temporary and permanent 
space Monthly parking garage membership available at 
competitive rates Communal kitchen space

§ Secure building with 24/7 doorman Launch date 
November 2024



VIRTUAL 
SHOWROOM



NU ORDER BY LIGHTSPEED
NuORDER PROVIDES a fully integrated B2B 
eCommerce solution to:

§ Support omnichannel selling

§ streamline the wholesale buying and selling 
process

§ save time and money

§ deliver exceptional B2B experiences

§ maximize wholesale revenues.

USED BY MORE than 3,000 BRANDS and 500,000 
retailers PROVIDED BY MANA FASHION AT A 
FRACTION OF THE PRICE

THIS SERVICE CAN WE INCLUDED IN YOUR 
SHOWROOM PRICING PACKAGE OR CHOSEN 
SEPARATELY.



RETAILER 
PLACEMENT



VENDOR COMPLIANCE REQUIREMENTS

qPayment Terms

qShipping and billing instructions Ticketing standards

qRTV instructions

qCO-OP dollars

qCertificate of liability

qTerms and conditions of POs Net terms

qINCO terms



WHOLESALE BUSINESS MANAGEMENT 

qSales

qDirect communication with buying team 

qWeekly Business Review

qPromotional Strategies

qNegotiations

qExpansion



IMPORTANT 
TRADE 
SHOWS





IMPORTANT 
DATES



IMPORTANT DATES

SPRING I

§ TRADE SHOW: Show during July-Sept trade shows

§ SELL DATES: August - October

§ DELIVERY:  Late January – March   1/30 - 2/28 - 3/30

§ Fashion Week NYC takes place in September as does 
New York Market week. West Coast Market follows as do 
other regional shows in the US, which are still running 
well into late October.

SPRING  II / SUMMER

§ TRADE SHOW: Show during July-Sept trade shows

§ SELL DATES: October - January

§ DELIVERY: Late March – May    3/30 - 4/30 - 5/30



IMPORTANT DATES

FALL I / TRANSITION

§ TRADE SHOW: Shown during Jan- Feb trade 
shows

§ SELL DATES:  Late January - March

§ DELIVERY:  Late Middle of July – August    
7/15 - 8/30

FALL II

§ TRADE SHOW: Shown during Jan- Feb trade 
shows

§ SELL DATES: March - April

§ DELIVERY: Late September     9/30



IMPORTANT DATES

HOLIDAY

§ TRADE SHOW: Show during June-July trade shows

§ SELL DATES:  June-July

§ DELIVERY: October    10/15 - 10/30

RESORT/CRUISE

§ TRADE SHOW: Show during June- August trade shows

§ SELL DATES: June - August

§ DELIVERY: Late November through mid-January   11/30 - 
12/30 - 1/15



SUPPLY 
CHAIN



LOGISTICS 
COMPANIES

§ Logistics companies play a critical role in helping fashion brands 
enter the U.S. market. They manage the complex flow of goods 
from production sites to retail locations or direct-to-consumer 
distribution. 



SOLUTIONS

§ Customs and Import Compliance

§ Freight Forwarding and Shipping Solutions

§ Warehousing and Inventory Management

§ Order Fulfillment and Distribution

§ Supply Chain Optimization and Technology Integration

§ Reverse Logistics and Returns Processing

§ Risk Management and Insurance

§ Cost Control and Budget Management

§ Customer Service Support

§ Scalability for Market Growth

.
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OPTIMIZE 
PRODUCT 
PRICING

M a 0 l d a  K a l a v e s h i ,  M B A



FASHION 
PRICE 
LEVELS
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PRICING

Retail Pricing Wholesale Pricing Factory Cost 
Target Pricing Gross Margins

M a 0 l d a  K a l a v e s h i ,  M B A



PRICING

M a t i l d a  K a l a v e s h i ,  M B A



Compe99on Based Pricing

M a t i l d a  K a l a v e s h i ,  M B A



Bottoms Up Pricing

M a 0 l d a  K a l a v e s h i ,  M B A



Pricing
Know your numbers

Factories will nego4ate to their benefit not yours. 

Familiarize yourself with pricing as it relates to ALL aspects of manufacturing. 

There are a lot of online resources that provide great information.

Always start with your retail price goal and work from there. 

Research the market, competitors and analyze pricing before you come up with your price strategy. 

M a 0 l d a  K a l a v e s h i ,  M B A



FORMULAS

o Retail Mark-Up

o Net Profit & Gross Profit 
o Sales to Stock Ratio 

o Sales per Sq. Foot

o Turn Over
o O.T.B. 

o Sales to Stock Ratio
o Sales per Square Foot

o Margin

o Breakeven

M a 0 l d a  K a l a v e s h i ,  M B A



COSTING

Work it backwards:

o Know the retail price
o Know the retail mark-up

o Know the wholesale price

o Know the production cost price

Cost is based on consumer price resistance and not what it 
cost you to make

M a 0 l d a  K a l a v e s h i ,  M B A



COSTING

The 3x & 4x Rule

o price is the cost of the product

o price is the cost of shipping

o price marke4ng
o price is  profit

M a t i l d a  K a l a v e s h i ,  M B A



MARKUP VS MARGIN

o Markup addresses:  “How much can I get for this 
___________?”  

o Gross Margin answers the ques4on: “How much did I make 
on this __________?” 

o MU- used to decide on pricing strategy

o GM- used to decide on cost reduc4ons

M a t i l d a  K a l a v e s h i ,  M B A



MARKUP VS MARGIN

MARK UP FORMULA

(RETAIL – COST)/ COST 

MARGIN  FORMULA

(RETAIL-COST)/ RETAIL

M a t i l d a  K a l a v e s h i ,  M B A



MARKUP VS MARGIN

MARK UP – BASED ON COST

o Markup example: if an item costs $50 and you sell it for $75, the 

markup is $25, which is a 50% markup on the cost price ($25 is 50% of 

$50).

MARGIN – BASED ON SELLING PRICE

o Margin example: if you sell the item for $75 and the cost is $50. The 

profit is $25, and the margin is 33.3% because $25 is 33.3% of the 

selling price ($75).

M a t i l d a  K a l a v e s h i ,  M B A



RETAIL TO COST

RETAIL PRICE ➗   2  = 50% margin

RETAIL PRICE ➗   3  = 66% margin

RETAIL PRICE ➗   4  = 75% margin

RETAIL PRICE ➗  5  = 80% margin

M a 0 l d a  K a l a v e s h i ,  M B A



RETAIL TO COST

Example:  If the Retail price is $100.00

$100 divided by 2 = $50

$50 cost is a 50% margin

$100 divided by 3 = $33

$33 cost is a 66% margin

$100 divided by 4 = $25

$25 cost is a 75% margin

M a t i l d a  K a l a v e s h i ,  M B A



GROSS 
MARGIN

Gross margin must cover all your opera3ng expenses.

M a t i l d a  K a l a v e s h i ,  M B A



GROSS 
MARGIN

High margin = > 60%+ = excellent

Average margin = 50% = good

Low margin = < 40% = poor

M a t i l d a  K a l a v e s h i ,  M B A



GROSS 
MARGIN

COST OF 
GOODS 
SOLD

GROSS
PROFIT

COST OF GOODS 
SOLD

GROSS
PROFIT

50% gross profit margin 

High gross profit (margins) give you 
more money to run your opera8on.

15% gross profit margin

Low gross profit (margins) won’t 
   leave you enough money to run 

your business.
M a t i l d a  K a l a v e s h i ,  M B A



QUIZ QUESTION

A fashion retailer purchases a handbag for $80 and 
sells it for $200.

oWhat is the markup percentage on the handbag?

oWhat is the margin percentage on the handbag?

M a t i l d a  K a l a v e s h i ,  M B A



QUIZ QUESTION

A fashion retailer purchases a handbag for $80 and 
sells it for $200.

oWhat is the markup percentage on the handbag?
($200 - $80)/ $80= 150% MARKUP

oWhat is the margin percentage on the handbag?
($200-$80)/$200= 60% MARGIN

M a 0 l d a  K a l a v e s h i ,  M B A



TRUE OR FALSE?

The higher the retail price,  the higher 
the gross margin %?

M a t i l d a  K a l a v e s h i ,  M B A



TRUE OR FALSE?

FALSE

The higher the retail price,  the 
gross margin isn’t automatically 
higher

M a 0 l d a  K a l a v e s h i ,  M B A



Markdowns

 Markdowns: A reducXon in price or a discount 

M a 0 l d a  K a l a v e s h i ,  M B A



Markdowns

Markdowns (discounts) increase  ⬆ traffic & sales

M a t i l d a  K a l a v e s h i ,  M B A



Markdowns

• Markdowns (Discounts) decrease profit
Markdowns (Discounts) decrease ⬇  profit

M a t i l d a  K a l a v e s h i ,  M B A



MARKDOWNS / DISCOUNTING

                       OR PLACING AN ITEM “ON SALE” BECOMES AN EXPENSE

M a 0 l d a  K a l a v e s h i ,  M B A



MARKDOWNS

Price is $60.00 

• What is the price at 25% off?

• What is the price at 35% off

• What is the price at 50% off

• What is the price at 75% off

M a t i l d a  K a l a v e s h i ,  M B A



MARKDOWNS

Price is $60.00 

1.  What is the price at 25% off?
$60x.25= $15
Retail -$15 off = $45

2.  What is the price at 35% off?
$60x.35 = $21
Retail -$21 off = $39

3. What is the price at 50% off?
$60x.50 = $30
Retail  -$30 off= $30

4.  What is the price at 75% off?
$60x.75 = $45
Retail  -$45 = $15

M a t i l d a  K a l a v e s h i ,  M B A



TYPES OF SALES

There are four types of sales:

o In season- 20% off

o End of season – 25%- 50% off

o Clearance – 50% - 75% off

o Liquida4on sale

M a t i l d a  K a l a v e s h i ,  M B A
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THANK YOU

QUESTIONS?

MATILDA KALAVESHI, MBA

Mana Fashion Services

matilda@manacommon.com
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BRANDING



 DISCLAIMER | CONFIDENTIALITY NOTE: THE FILES TRANSMITTED WITH IT CONTAIN INFORMATION THAT IS PRIVILEGED, CONFIDENTIAL AND/OR INTENDED SOLELY FOR THE USE OF THE PERSON OR ENTITY TO WHOM THEY ARE ADDRESSED.  



EVER WONDER WHY YOU CHOOSE
A PRODUCT OR SERVICE?

 DISCLAIMER | CONFIDENTIALITY NOTE: THE FILES TRANSMITTED WITH IT CONTAIN INFORMATION THAT IS PRIVILEGED, CONFIDENTIAL AND/OR INTENDED SOLELY FOR THE USE OF THE PERSON OR ENTITY TO WHOM THEY ARE ADDRESSED.  



BRANDING COMPANY’S PERSONALITY

HELPS TO FORGE A CLOSER CONNECTION WITH YOUR CUSTOMERS

MORE THAN A LOGO

BE CONSISTENT WITH YOUR MESSAGE! STAND OUT

Use it for your FAVOR!!

 DISCLAIMER | CONFIDENTIALITY NOTE: THE FILES TRANSMITTED WITH IT CONTAIN INFORMATION THAT IS PRIVILEGED, CONFIDENTIAL AND/OR INTENDED SOLELY FOR THE USE OF THE PERSON OR ENTITY TO WHOM THEY ARE ADDRESSED.  



BRANDING

TARGET AUDIENCE

COMPANY’S PERSONALITY

POSITION PRODUCT & BUSINESS

LOGO & SLOGAN

 DISCLAIMER | CONFIDENTIALITY NOTE: THE FILES TRANSMITTED WITH IT CONTAIN INFORMATION THAT IS PRIVILEGED, CONFIDENTIAL AND/OR INTENDED SOLELY FOR THE USE OF THE PERSON OR ENTITY TO WHOM THEY ARE ADDRESSED.  



CUSTOMER

 DISCLAIMER | CONFIDENTIALITY NOTE: THE FILES TRANSMITTED WITH IT CONTAIN INFORMATION THAT IS PRIVILEGED, CONFIDENTIAL AND/OR INTENDED SOLELY FOR THE USE OF THE PERSON OR ENTITY TO WHOM THEY ARE ADDRESSED.  



DEFINING YOUR CUSTOMERS.
Defining your target customers helps your brand create effective marketing strategies.

 CLEAR AND SPECIFIC TO BE EFFECTIVE. 

Always keep it in mind when you take decisions. 

 DISCLAIMER | CONFIDENTIALITY NOTE: THE FILES TRANSMITTED WITH IT CONTAIN INFORMATION THAT IS PRIVILEGED, CONFIDENTIAL AND/OR INTENDED SOLELY FOR THE USE OF THE PERSON OR ENTITY TO WHOM THEY ARE ADDRESSED.  



 DISCLAIMER | CONFIDENTIALITY NOTE: THE FILES TRANSMITTED WITH IT CONTAIN INFORMATION THAT IS PRIVILEGED, CONFIDENTIAL AND/OR INTENDED SOLELY FOR THE USE OF THE PERSON OR ENTITY TO WHOM THEY ARE ADDRESSED.  



DEMOGRAPHICS GEOGRAPHICAL

TORY BURCH

 DISCLAIMER | CONFIDENTIALITY NOTE: THE FILES TRANSMITTED WITH IT CONTAIN INFORMATION THAT IS PRIVILEGED, CONFIDENTIAL AND/OR INTENDED SOLELY FOR THE USE OF THE PERSON OR ENTITY TO WHOM THEY ARE ADDRESSED.  

Age: Primarily 25-55, with a core focus on
30-45.
Gender: Mostly female.
Income Level: Middle to high-income,
typically $100,000 to $300,000+.
Education: Likely college-educated, often in
professional careers.
Occupation: Mainly in fields like finance,
marketing, healthcare, law, tech, and some in
creative roles.
Marital Status: Primarily married or in
committed relationships, with some single
women in urban areas.

Location: Primarily urban and affluent
suburban areas, with major U.S. markets in
cities like New York, Los Angeles, San
Francisco, Miami, Chicago, and Washington
D.C., as well as international markets in
Paris, London, Hong Kong, Shanghai, and
Dubai.
Preferred Shopping Locations: High-end
malls, department stores (e.g., Nordstrom,
Neiman Marcus), Tory Burch boutiques, and
online. They enjoy a blend of luxury in-store
shopping and e-commerce convenience.

Meet Claire Martin, a 37-year-old marketing executive in San Francisco who effortlessly
blends career, family, and style. Her go-to pieces include Tory Burch’s iconic flats and

structured totes, perfect for her busy life. Weekdays are a whirlwind of client meetings and
school pickups, while weekends mean yoga and gallery visits. Claire loves Tory Burch for its

classic designs and women-empowerment mission, aligning with her values as a volunteer for
local women’s initiatives. For Claire, Tory Burch is more than a brand—it’s her ideal mix of

elegance and ease.



PSYCHOGRAPHICS BEHAVIORAL TRAITS

TORY BURCH

 DISCLAIMER | CONFIDENTIALITY NOTE: THE FILES TRANSMITTED WITH IT CONTAIN INFORMATION THAT IS PRIVILEGED, CONFIDENTIAL AND/OR INTENDED SOLELY FOR THE USE OF THE PERSON OR ENTITY TO WHOM THEY ARE ADDRESSED.  

Lifestyle: Values a balanced, stylish life,
blending career and family. Prefers upscale,
versatile fashion for both work and leisure,
appreciating brands with sophistication and
elegance.
Personality: Social, aspirational, family-
oriented, and values timeless, functional
fashion. Often ambitious and drawn to brands
aligning with their values.
Shopping Habits: Shops both in-store and
online, seeking quality and good value. Loyal to
Tory Burch but open to other accessible luxury
brands.
Values: Prefers brands that emphasize
empowerment, craftsmanship, and authenticity.
Resonates with Tory Burch’s philanthropic focus
on women’s empowerment.
Interests: Enjoys travel, wellness, art, and
fashion, and follows lifestyle trends through
magazines and platforms like Vogue and
Harper’s Bazaar.

Brand Loyalty: The Tory Burch customer is often
brand-loyal, valuing the balance between high-
end appeal and accessible luxury. They frequently
return to Tory Burch for seasonal staples and
signature items like handbags, flats, and tunics.

Purchasing Decisions: Often motivated by
practicality blended with luxury. They want to
invest in pieces that are both stylish and
functional, suitable for work-to-weekend wear.

Environmental and Social Concerns: Many are
increasingly conscious about sustainability and
favor brands that emphasize ethical production
and social responsibility.



PERSONALITY

 DISCLAIMER | CONFIDENTIALITY NOTE: THE FILES TRANSMITTED WITH IT CONTAIN INFORMATION THAT IS PRIVILEGED, CONFIDENTIAL AND/OR INTENDED SOLELY FOR THE USE OF THE PERSON OR ENTITY TO WHOM THEY ARE ADDRESSED.  



VALUES

 DISCLAIMER | CONFIDENTIALITY NOTE: THE FILES TRANSMITTED WITH IT CONTAIN INFORMATION THAT IS PRIVILEGED, CONFIDENTIAL AND/OR INTENDED SOLELY FOR THE USE OF THE PERSON OR ENTITY TO WHOM THEY ARE ADDRESSED.  



MISSION & VISION 

Describes what your brand
aims to achieve and how you

will achieve it

Statement defines where you
want those achievements to

lead in the future.

INNOVATION

DEMAND
 GENERATION

INSPIRATION

As a driver of demand with the
ongoing development of new

products

Endorsement contracts with attest to
spark demand

“Anyone with a body can be an athlete”

 DISCLAIMER | CONFIDENTIALITY NOTE: THE FILES TRANSMITTED WITH IT CONTAIN INFORMATION THAT IS PRIVILEGED, CONFIDENTIAL AND/OR INTENDED SOLELY FOR THE USE OF THE PERSON OR ENTITY TO WHOM THEY ARE ADDRESSED.  



Aspect Description Example

Personality

Defines the brand's
"character" — can
range from friendly to
formal, playful, etc.

Luxury Brand: Sophisticated, elegantSnack Brand: Fun, lively

Language &
Vocabulary

Reflects word choice
that matches the brand
identity and audience
expectations

Tech Company: Precise, technical termsBeauty Brand: Sensory, inviting
language

Emotion & Attitude
Sets the mood to evoke
specific emotions in the
audience

Fitness Brand: Motivational, empoweringHealthcare: Comforting, empathetic

Pacing & Rhythm
Controls sentence flow
and energy for
readability and tone

News Platform: Short, direct sentencesWellness Brand: Soothing, flowing language

Consistency
Ensures a uniform tone
across platforms for
trust and recognition

Bank: Reliable, formal on all channelsAdventure Brand: Energetic, playful throughout

TONE OF VOICE

 DISCLAIMER | CONFIDENTIALITY NOTE: THE FILES TRANSMITTED WITH IT CONTAIN INFORMATION THAT IS PRIVILEGED, CONFIDENTIAL AND/OR INTENDED SOLELY FOR THE USE OF THE PERSON OR ENTITY TO WHOM THEY ARE ADDRESSED.  



DIOR

rooted in a legacy of timeless elegance and
femininity

by harmonizing luxury with environmental
stewardship. Through sustainable flower farming and

regenerative practices, Dior honors its heritage of
refined beauty and femininity while preserving the
natural world that has long inspired its creations,

ensuring that future generations can experience the
beauty Dior holds dear.

Is to be the ultimate symbol of elegance and
innovation in fashion, celebrating creativity and
craftsmanship while honoring its rich heritage.

Aspiring to inspire and empower individuals worldwide,
Dior creates timeless, luxurious designs that embody
beauty, sophistication, and a deep commitment to

sustainable excellence.

 DISCLAIMER | CONFIDENTIALITY NOTE: THE FILES TRANSMITTED WITH IT CONTAIN INFORMATION THAT IS PRIVILEGED, CONFIDENTIAL AND/OR INTENDED SOLELY FOR THE USE OF THE PERSON OR ENTITY TO WHOM THEY ARE ADDRESSED.  

Under the visionary leadership of Creative Director Maria Grazia Chiuri, Dior has redefined its
mission by integrating feminist themes that promote gender equality and empower women.

Chiuri 's designs celebrate femininity as a symbol of strength, often drawing inspiration from
iconic women who championed social change. Her collections transform Dior’s runway into a

powerful dialogue, where art and advocacy converge to uphold Dior’s legacy of elegance while
championing modern values. In Chiuri’s hands, Dior becomes not just a fashion house, but a

platform for empowerment, advocating for a more inclusive and progressive world.

SOURCE: HTTPS://WWW.DIOR.COM/EN_US/BEAUTY/STORE-PAGE-FOLDER/OUR-COMMITMENTS.HTML#CHRISTIAN-DIOR-PARFUMS-X-WWF

MISSION VISION

TONE OF VOICE

"leave only beauty as a legacy"

Refined, confident, and timeless, blending elegance
with modernity. It communicates with understated

authority, celebrating craftsmanship and individuality.
Dior’s messaging embodies luxury grounded in

authenticity, resonating with those who value artistry
and thoughtful expression.



COMPETITORS
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DIRECT

COMPETITORS
To understand where your brand stands within the

market and how you can differentiate yourself.
RESEARCH

INDIRECT

Companies that offer products or services
of the same category. 

Why? 

Distinguishes de selling point & Create
differentiation.

Save time when building up a customer
profile for you business. 

Companies that offer products or services
that satisfy the same needs. 

Why? 

Untaped opportunities. 
Understand the audience better. 

New marketing ideas. 
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SWOT
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Category LULULEMON ALO YOGA

Competitor
Type

Established leader in activewear; pioneer in athleisure Emerging, trendy brand focused on yoga lifestyle

SWOT
Analysis

Strengths
- Strong brand loyalty- High-quality, durable materials- Broad product
range including men’s and accessories- Exceptional in-store experience
and community engagement through events

- Strong digital presence- Fashion-forward designs- Partnerships with influencers and celebrities-
Expanding into the wellness and lifestyle market

Weaknesses
- High price point may limit market reach- Limited fashion-forward styles-
Competition from newer, more stylish brands

- Limited physical retail presence- Perceived as more niche- Shorter history may affect brand
trust

Opportunitie
s

- Expansion into wellness and lifestyle products- Growth in men’s apparel-
International market expansion

- Expansion of physical retail presence- Further integration of wellness services- Expansion in
men’s activewear

Threats
- Competition from premium and emerging brands- Market saturation in
athleisure- Economic downturns impacting luxury spending

- Competition with established brands (e.g., Lululemon)- Economic downturns- Reliance on
influencers and social media trends

Target
Client

Health-conscious, active professionals, often in urban areas; values high-
performance apparel suitable for workout and daily wear

Younger, trend-focused consumers; often digitally engaged; prioritizes yoga and a holistic
lifestyle

Price Point Premium (e.g., leggings range from $88-$138) Premium but slightly lower (e.g., leggings range from $78-$128)

ALO YOGA V/S LULULEMON
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LOGO & VISUALS
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HEART OF THE BRAND
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VISUAL IDENTITY

The first impression and lasting memory that
instantly communicate your brand’s vibe,
values, and story

A brand’s unique signature, capturing attention

and building trust in a flash.

*Think of them as the brand’s silent ambassadors—they

speak for the brand before any words are shared, helping

to build immediate recognition and trust.



WHY DNA IS SO
IMPORTANT IN
FASHION? 
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CONSISTENCY AND RECOGNITION

EMOTIONAL CONNECTION WITH

CONSUMERS

DIFFERENTIATION IN A COMPETITIVE

MARKET

LONGEVITY AND LEGACY GUIDING CREATIVE DIRECTION

DNA provides a consistent look and feel

across collections, making a brand easily

recognizable.

Consumers come to expect and identify

specific elements from a brand, like

Chanel’s quilted bags and tweed suits.

Brands with a clear DNA create stronger

emotional bonds with consumers.

This connection builds loyalty, as people

feel drawn to the brand’s ethos or

aesthetic.

DNA helps brands stand out by defining a

unique identity, crucial in a crowded

fashion industry.

Brands like Vivienne Westwood’s punk-

inspired style or Ralph Lauren’s classic

American look attract specific audiences.

A strong DNA supports long-term

relevance, helping brands transcend

trends.

Brands like Hermès focus on quality

craftsmanship, ensuring they remain

timeless and appealing across

generations.

Clear DNA allows brands to maintain

continuity even with new designers.

It provides direction, balancing tradition

with innovation so brands can evolve

without losing their core identity.
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HOW TO
HIGHLIGHT IN AN
OVERSATURATE
D MARKET? 
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DEFINE A UNIQUE VALUE

PROPOSITION (UVP)

INVEST IN EXCEPTIONAL BRANDING

EMPHASIZE AUTHENTIC

STORYTELLING

LEVERAGE NICHE MARKETING

Essential for standing out, your UVP should

be a clear,  memorable statement that

explains what makes your brand unique and

how it specifically addresses your customers'

needs.

Strong branding extends beyond visuals to

encompass tone, experience, and

personality. Consistency and quality in

branding enhance  trust and recognition.

A powerful tool to connect with consumers

emotionally. Sharing your brand's journey,

values, and purpose builds trust and makes

your brand relatable.

By targeting a specific, smaller audience,

you can build a loyal community with

messaging and branding that speaks directly

to their unique needs, reducing competition.
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PRIORITIZE QUALITY OVER QUANTITY

IN CONTENT CREATION

High-value, insightful, and solution-oriented

content builds a dedicated audience and

fosters positive word-of-mouth.

USE OMNICHANNEL MARKETING TO

INCREASE REACH

Engaging customers across various channels,

l ike social media, email, and online shops,

increases visibility and lets customers

interact with you on their preferred

platform.

FOCUS ON SUSTAINABILITY AND

ETHICAL PRACTICES

With growing consumer preference for brands

that align with ethical and sustainable value.

OFFER PERSONALIZED EXPERIENCES

Tailoring interactions and recommendations

fosters a sense of value and connection,

enhancing the overall customer experience.
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THESE POINTS HIGHLIGHT STRATEGIC WAYS TO BUILD BRAND TRUST,

RELEVANCE, AND A STRONG CONNECTION WITH YOUR TARGET

AUDIENCE.
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CONTACT DETAILS

Matilda Kalaveshi, MBA
matilda@manacommon.com

Jacinta Schwartz
jacinta@fashionforwardus.com


