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The Concept

Inroducing 

Lucy & Yak Cares

The concept that I have chosen to take forward to increase brand awareness and attract a new 
demographic for Lucy & Yak is their very own Lucy & Yak Cares app intergrated with a ‘VIP’ 
scheme for new and established customers.  

The app can be downloaded across iOS App Store, Google Play Store and Android 
devices. It would provide Lucy & Yak customers the option to look through the catalogue of 
products that they have avaliable. There will be a service avaliable to connect with customers 
and personal shoppers on chat apps like WeChat and Whatsapp to help customers order and 
buy the products. The other feature that would differeniate Lucy & Yak from other brands is 
involving Augmented Reality (AR) into their app. Customers would be allowed to take a photo 
of themselves and see how the products would potentially look on them before 
buying.  

The ‘VIP’ scheme would be called Lucy & Yak Cares aimed to greatly benefit customers and 
staff members alike. Customers could be entitled to a range of rewards. Those are: 

- 5 points per £1 spent every time customers buy with Lucy & Yak. Customers can use the 
points towards future purchases. 
- Free delivery when buying from Lucy & Yak.
- The chance to donate money to the team in India who help create their garments. The   
money would be spent creating and improving working conditions. 
- Refer a friend to earn extra points on the account.
- Every time customers shop they are entered into a prize draw for unique rewards. 
- Students can get 15% discount across products.
- First access to new articles on the blog and videos on YouTube.

Customers will be able to log in to their account using a personal username and password. 
Within the app they can connect with other Lucy & Yak customers and access exclusive        
behind the scenes information that Lucy and Chris would upload. They will be able to track 
how many points they have and can share their favourite Lucy & Yak looks by connecting to 
their Instagram account.  
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How

will it work?
The Lucy & Yak app will be the first of it’s kind intergrated with the latest technology to work 
alongisde iOS, Andriod and Google smartphones and tablets. Firstly, the app will ask 
permission to access the phone location when the application isn’t running. This feature will 
allow customers to recieve notifcations about tracking their orders and find other Lucy & Yak 
friends. The terms and conditions within the app will explain the uses of this feature in detail 
for customers. 

There are 3 disctinctve parts of the process which will introduce new features and 
technologies for customers to connect and communicate with the brand efficently. This aims to 
create and concentrate on building customer loyalty and providing a new, exciting and 
friendly customer service experience.  

PART ONE: Ease-To-Buy

‘Ease-To-Buy’ is an innovative feature that aims 
to make it more convenient for customers to buy 
Lucy & Yak products. This starts with the 
augmented reality feature that allows customers 
to view what the product will potentially look like 
on themselves before buying. Customers will be 
encouraged to ‘snap’ a photo of themselves when 
browsing through the catalogue of products. This 
feature hopes to encourage customers to invest 
time with the products, visualising 
themselves in the item which will then create a 
desire to buy the product as the customer could 
identify with the product on a more personal level. 
This aids to create a more in-store experience 
which I believe Lucy & Yak are lacking due to how 
young the brand is compared to others. 

The second part of ‘Ease-To-Buy’ is the chat 
feautre where customers can speak to a 
member of staff through WeChat or What’s App 
to discuss any queries regarding styling, fitting, 
orders and product information. Lucy & Yak could 
also use this feature to gain feedback of products 
and services to develop their customer service 
and brand/product development further. The chat 
feautre is designed to give the customer a 
different experience compared to other brand 
apps. This feautre should encourage sales and 
awareness of the brand. 
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PART TWO: Exclusive Offers & VIP Scheme

Customer loyalty is something that Lucy & Yak 
are already working towards with their 
#yakmondaymirrorselfie and encouraging 
illustrators to send in their artwork every 
month to be sent out as thank you cards with 
all orders. I want to take this further when 
producing the app by introducing the VIP 
Scheme. The scheme will allow loyal 
customers, who have signed up with a 
username and password, to earn points when 
they spend with the brand, access free delivery 
on all orders, give them a chance to donate 
money to the team in India who help create 
their garments which would help further 
improve working conditions. They would get 
access to new articles on the blog and 
exclusive first looks at YouTube videos. 
Customers can connect with other friends 
through the ‘yakkies’ platform where they 
can chat with each other, refer friends to earn 
extra points and find new people by using the 
phones location services when out and about 
- also giving them a chance to earn additional 
points. This will further personalise the 
shopping experience and encourage loyal 
customers to share and connect with other 
Lucy & Yak customers. 
 
Throughout my research, I found that 
discount schemes, especially student 
discounts, are something that encourages 
customers to purchase products with a brand 
therefore I have decided to incorporate 15% 
student discount for those who have a NUS, 
Unidays or validated student card. Although I 
believe that the current demographic for Lucy 
& Yak include students, the product prices 
don’t reflect that as the clothing is ethical, 
unique and sustainable. Introducing student 
discount will encourage the student 
demographic further because they will be 
saving money. 

Finally, every time customers shop they will 
have the chance to be entered into a prize 
draw to win a conscientious care box which 
will be in a collaboration with other ethical 
brands that will be advertised at the start of 
the month encouraging customers to buy with 
Lucy & Yak and remain loyal to their brand. 
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PART THREE: Behind The Scenes

There are a number of practical considerations to implement the app and the VIP scheme. 
These include: monitoring the chat so there is someone avaliable to speak to all the time, 
developing and updating the app (and associated costs). This will be researched further later 
on in this booklet. 

Furthermore, the app will also include behind the scenes of ethical and sustainable living. This 
could be similar to a News Feed where it provides the latest information from Fashion 
Revolution and their blog with tips and tricks, how-to advice pieces and news updates on the 
ethical fashion industry. 

Brand
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My research into Lucy & Yak’s branding and coporate image has revealed that they promote 
ethical and sustainable clothing through sharing styling photo shoots with their products 
and images of their tagged items. They are a fun, young brand that is looking to pave the 
way for comfortable dressing. It is clear that they are attracting millenials with young adults 
being their main target market. 

Although the concept is not original as plenty of other fashion retail stores have apps 
nowadays, it does introduce engaging feautres that will not only promote the products that 
are avaliable but it will encrouage purchases from current and new customers. The app 
increases brand awareness by targeting the correct demographic for Lucy & Yak as well as 
introducing new augmented reality and a 24/7 chat to help with purchasing the garments. 
It will introduce new rewards and benefits for loyal customers and advertise ethical buying 
through articles and exclusive content for customers who have downloaded the app. 

The app will encourage further Lucy & Yak purchases without the need of spending loads of 
money for another store which should be beneficial to them as they are a fairly new brand. 
The concept is a great opportunity for Lucy & Yak to drive forward as pioneers within retail 
and the m-commerce sector by introducing a new way of communicating and engaging with 
customers. This is an original and innovative way for customers to engage with the brand.

Brand

Interaction
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Marketing is a key concept in prompting any new campaign, service or 
product. Similar to social media usage not every marketing technique would 
work for every brand and as a company it is equally as important to identify 
the marketing concepts  that work well for the brand. For example, Lucy & 
Yak know that their strength is promoting their products using Instagram and 
that is why their engagement and time using Instagram is important in 
marketing themselves. 

To promote the brand new Lucy & Yak app, they will use Instagram’s 
promotions tool. The new tool enables businesses like Lucy & Yak to 
promote their website, product or services as well as tracking analytics. In 
fact, Instagram themselves has found out that 75% will take action after 
seeing a promoted post on the platform. This could include: visiting sites, 
purchasing products, sharing posts or downloading  an app. It’s extremely 
easy to set up and the promotion can continue for as long as the business 
requires. 

Marketing

Platforms

Instagram Story App Promotion Instagram App Promotion
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Platforms

When looking at my research, social media influence marketing is another 
technique that works well. It has been used before to download games app such 
as Coin Master and Best Fiends. The Best Fiends campaign directly led to more 
than 1 million downloads over the first week from using this technique. I feel as 
though this would be another successful way of achieving app downloads from 
their demographic. Similar to my first concept that I explored, Lucy & Yak would 
use a range of social media influencers to promote the app. This would allow the 
content and advertising of the app to be on the internet forever so future 
customers will be able to still find out about the app even when it has been 
released for a while. 

Finally, there will be a competition for artists, graphic designers and illustrators 
to design the opening illustrstion for the app. This is when the app is originially 
downloaded the icon will flash up before loading up the catalogue. The winner 
will receive a trip to the Lucy & Yak HQ to find out more information about what 
goes on behind the scenes and a chance to meet the team. The winner will also 
be able to choose two items of their choice. The entries will be posted on
 Instagram and Twitter with the tag #lucyandyakapp and @lucyandyak. 

Lucy & Yak Cares App Icon

Example start-up screen of the Lucy & Yak Cares 
app on iOS

Influence Marketing will be in 
lifestyle and fashion videos similar to 
this one from The Anna Edit
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Technology

and Cost
There are a couple of ways that Lucy & Yak 
could start the process of making the 
application. The three options are:

Hiring an app developer specifically for Lucy 
& Yak - this would make it easier to track any 
problems with the app early on however they 
may not have the knowledge or experience to 
create exactly what is proposed. Their salary 
would usually start from £45,000 annually.

The second option is to hire an app 
development company to create the app. 
There are plenty of companies who can offer 
this service starting from £34,200 and there 
would be a team of people who would look 
after it. this would include: user profiles, email 
and social media signups, optimum quality, 
replicated web interface, avaliability on iOS 
and Andriod, integrated with the Lucy & Yak 
website. 

Finally, Spark AR is an app that can help 
develop augmented reality however this would 
involve the very basic tools and may have an 
affect on the current business image if the app 
that is created includes only the basic features. 

The technology that is used to create an 
new kind of engagement to make it easier 
for customers to purchase products suited 
to them is called Augmented Reality. The 
tool is revolutionary with how consumers 
will interact with Lucy & Yak. According to 
Mileva who writes for arpost.co “around 
62% believe that augmented reality can 
help them when shopping for goods”. 

The app will also be using Location Senso-
ry Technology so it can access the location 
of customers which can help recieve push 
notifciations about product information, 
articles and connecting with others who are 
part of the ‘yakkies’ community. 

An inventory tracker will help customers to 
identify their prefered sizing. When they 
snap a photo of themselves and if the size 
of the product isn’t in stock, their size will 
appear in other recommened products. 

I believe that the Lucy & Yak Cares app 
would pave the way into m-commerce and 
fashion retail, however this would be 
difficult for a small and independent 
company to fund in turn affecting the 
scalability of the project. The costs are 
estimated at a minimium price in order to 
create an app that runs efficently which 
would provide customers with a posivite 
experience. Lucy & Yak can look at cutting 
the costs however this may affect their 
reputation as a brand if the app doesn’t 
work as seemlessly as other apps on the 
market. 
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Who?

The app will appeal to regular customers who are interested in browsing and buying from 
Lucy & Yak as well as connecting with other people who share similar interests to them. It is 
targeting their regular demographic by connecting with the digital age and new customers 
who are either interested in ethical fashion or those who want to experience a new 
shopping feature with WeChat, What’s App or augmented reality services. 

This app will also be a great addition to customers who have a busy and on the go lifestyle 
who don’t particularly have time to browse websites. They can easily access notifications 
and product information via their phone. As well as the regular Lucy & Yak customer, the 
app will target those who are interested in learning more information about fast fashion 
with the news aspect of the app. It will introduce a new way of shopping and engaging with 
customers by additionally adding new features that is not avaliable on competitors fashion 
retail apps and introducing something new to m-commerce. 
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I believe the best way to launch the Lucy & Yak Cares app would be to roll it out into a 
BETA programme where selected users who are likely to spend on the website are given 
the chance to test it out and provide feedback. This will give the developers the chance to 
correct any problems that it may have before the official launch. The aim is for the launch to 
take place on Lucy & Yak’s 2nd birthday. I feel as though it would create an additional buzz, 
not only around the celebration of how long they have been around, but it would also be a 
gift to customers. 

The BETA programme will be avaliable to UK customers however once it has been through 
testing it will then be released worldwide across the iOS, Andriod and Google platforms for 
everyone to access. 

The marketing strategy as talked about previously will run two weeks before the launch 
and the first month of the app being avaliable to customers. This technique would create 
excitement around the Lucy & Yak Cares app as well as giving customers the chance to be 
involved in all the marketing opportunities to promote the app. 

When?

Where?



Where?


