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Social Media Influence

In order to celebrate Missguided’s second collaboration with Playboy, they decided to use 
social media marketing in the form of YouTube’s hauls and discount codes to share the new 
collection. 

Missguided gifted YouTubers like Emily Canham, Anastasia Kingsnorth, Saffron Barker and 
Hannah Renee to share pieces of the new collection within a video format and across their 
social media channels. All of the Youtubers shared the collection in try-on clips so their 
viewers would be able to see the fit of the clothes.

They were also given a discount code to share with viewers and followers for 20% off the 
new collection.

missguided x playboy
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missguided x playboy Strengths Weaknesses

Opportunities Threats

Target Specific Audience - The collaboration 
targets customers who align themselves with 
similar styles as the YouTubers used in the 
campaign. 

Existing Connections - It is using other’s target 
audience to gain customers who would buy 
into the collection. 

Social Media - The campaign is permanent 
because the data will stay online forever. 

Cost Effective - The campaign would only cost 
the price of the merchandise to the YouTubers.

Accessibility - The collection is only avaliable 
online and some customers may not know 
the YouTubers used in the campaign.

Number Of Customers - Only a limited 
amount of people would be interested in the 
collaboration and not everyone who follows 
the influncers would click on the video to 
watch.

Future Collaborations - Missguided can use 
the business relationships in future 
collaborations. 

New Customer Base - It may attract a new 
target audience through the collaboration.

Competition - Social media influence 
campagins are being used by a lot of 
different brands across various industries 
providing competition from other fashion 
brands such as Pretty Little Thing and I Saw It 
First.

Audience - Not all customers are a fan of 
‘ads’ on YouTube. 



Loyalty Cards

Loyalty cards are popular way of retaining exsisting 
customers and engaging with new consumers. Many 
brands ranging from beauty to entertainment and 
supermarkets to hospitality places have loyalty cards 
each with their own advantages. 

Superdrug has a ‘beautycard’ that gives customers 
both rewards and offers when they spend money 
in-store and online. They have even marketed 
students by offering a student discount with a 
Unidays account and ownership of the beautycard.  

Customers can earn 1 point with every £1 they spend 
however there are times where they can boost them up with 
specific product offers or the time of day that they shop. 

The loyalty card enables brands such as Superdrug to track 
customer spending and shopping habits allowing 
appropriate deals and discounts to be sent to the customer 
enabling them to retun to store again and again. 

Customers can sign up online or by filling out a form whilst 
in-store and there is no fee to sign up. Personal details such 
as email, addresss, age, name and telphone number will be taken. 

superdrug beautycard
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Strengths Weaknesses

Opportunities Threats

It’s accessible to all Superdrug customers.

Customers feel as though they are saving 
money when spending the vouchers. 

They could be persuaded to spend more.

The deal is targeted at existing customer.

Market is saturated with loyalty cards, not 
unique to Superdrug.

Customers still need to fill out their details 
which is time consuming.

It’s not as cost effective as other retail 
innovations that Superdrug could look into. 

It can be used in promotion and advertsing. 

Target advertising can be sent to customers. 

Data can be used to plan sales strategies and 
predict trends. 

Competition - Boots Advantage Card is a 
massive competition for Superdrug.
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Personal Shopping 

Threads is a chat-based luxury fashion provider 
based in the USA. The aim is to grow it’s social 
media and shopping service however it doesn’t 
have its own e-commerce site like other 
competitors. It relies on Instragram to connect 
with customers and personal shoppers on chat 
apps like WeChat and Whatsapp.  

Social channels are the new store fronts and 
something that any brand should be 
intergrating into their business plan. In 2017, 
there were 1.8 billion messaging app users and 
the time spent has doubled since 2015. Threads 
Styling might be simple however they
 understand where their cusomers are spending 
their time. 

Although, m-commerce is popular, it will 
become less about an app but more about 
using existing mobile systems to provide 
convenient customer experiences. Instagram 
already has a feature where a business page can 
link products and at a click of a button 
customers can access the website link. 

threads
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Strengths Weaknesses

Opportunities Threats

It’s direct to customers’ mobile devices. 

Threads provides somewhat of a personal 
experience.

The idea is innovative and hasn’t been done by 
other brands yet.

It is quick and easy to buy the products as it is 
using apps that are already well developed.

Customers can’t go into a store to try before 
they buy and have to rely on staff members 
for sizing and any queries which could just 
be part of their selling technique. 

Not everyone is going to follow the 
Instagram account. 

Customers need to be aware of the brand to 
buy from it. 

No direct e-commerce site so customers 
may believe it is difficult to use.

They can target customers by using the correct 
hashtags and promotions.

It is using existing technology that can be 
developed.  

In-store competition allows customers to try 
products on therefore they might prefer this 
option. 

Face-to-face communication may be 
something that customers are looking for 
and prefer when buying clothes. 
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Exclusive Events

In celebration with the BRIT Awards, a 
range of gigs had taken place in 
collaboratin with War Child across a 
number of intimate venues across 
London. 

The concerts are simultaneously 
raising money and awareness for 
children whose lives have been torn 
apart by war. 

Customers were able to enter the prize 
draw for the chosaen concern by the 
musician or band they wanted to see 
and make a donation from £5. 

War Child UK had raised an 
estimated £650,000 through the 
BRITs Week shows in 2018 and 
continues to increase year on year. 

The concerts have taken place 
between 11th and 22nd February 
2019 and have been produced by 
AEG Presents, BPI, and War Child 
together with O2. 

concerts for warchild
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Strengths Weaknesses

Opportunities Threats

It is raising awareness of the War Child UK 
charity whilst earning money. 

The event excites musicians and bands fans 
base. 

The timing fits in well as everyone is interested 
in the Brit Awards every year. 

As the gigs were exclusive, only a certain 
number of people were allowed to attend 
the concerts. 

It’s a one off event. 

The events raise awareness and money for 
War Child UK. 

Young people may not be aware of War Child 
UK so it is introducing a new target audience.

The artist or band popularity could compete 
with the message of the charity and people 
may not be interested in the idea behind the 
concerts. 



Pop - Up Event

Pop-up shops and events serve basic marketing needs. 
They can introduce a consumer to a brand and provide 
direct interaction with customers. They can pull in 
consumer data and provide an unique opportunity for 
brand lovers to step into the brand further. 

Some events are there to create excitment around a 
range, service or new product. Galeria Melissa London 
has been transformed to celebrate the launch of the 
limited edition product collaboration with MELISSA + 
FILA. The screens at the entrance display a video by 
visual artist Natalia Stuyk specifically commissioned for 
the launch. 

The basement area has been converted into a giant foam 
pit of lettered cubes where customers are encouraged 
to jump in, make a statement and share the experience 
using certain hashtags. 

The limited edition collaboration feautres four iconic 
items - sneaker, slide, sandal and bumbag. Customers 
can head upstairs to try them on and join MELISSA + FILA 
in celebrating the collab. 

melissa + FILA: 

making a statement



13

melissa + FILA: 

making a statement
Strengths Weaknesses

Opportunities Threats

It’s a unique event and a new approach to 
advertising.

The event appeals to consumers. 

Not everyone would know about the event 
because the building isn’t as popular as 
other London galleries.

Only massive fans of FILA + MELISSA or 
people who walk by will know about the 
event.

It may have cost a substantial amount of 
money as they have transformed the 
building to be attractive and visually 
appealing.  

Accessibility - It can discourage people with 
a disiability and not everyone can get to 
London.

The event increases awareness of both FILA 
and MELISSA.

It increases social media usage to share the 
event through interactive and appealing 
activites. 

The message may be weakened by 
collaborating, is the concept effective? 



In-Store Collaboration

Topshop teamed up with the popular Netflix show, Stranger Things to celebrate the release of 
the second series. The show has gained exceptional popularitry since its first season which was 
aired in 2016. The show has a retro 80s feel with hidden references to IT and Star Wars. 
On the day of the launch, Topshop turned their Oxford Street store into the upside down to 
give customers a limited edition experience. Fans of the Netflix series queued outside to await 
the exclusive collection and the in-store attractions that would transport customers to Hawkins. 
There were sets from the show displayed in the windows of Oxford Street including the Byers 
living room set with he alphabet fairy lights scribbled onto the wallpaper. 

Customers were given a chance to enter into a prize draw to be invited to the cinema screening 
of the first two episodes of the new season the day before it was due to be released. The prize 
draw was hosted by Shannon Purser who plays Barb. As well the London Oxford Street store; 
Liverpool, Birmingham and Manchester also hosted Stranger Things art in store to celebrate the 
Topshop x Stranger Things launch. In comparison, I think this collaboration was more successful 
than the most recent Stranger Things collaboration with Pull & Bear that was exclusively online. 

topshop x stranger 

                    things
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topshop x stranger 

                    things

Strengths Weaknesses

Opportunities Threats

Novelty - It is an exciting experience for fans of 
Stranger Things and/or Tophsop customers. 

Eye-catching - The campaign was able to
 engage customers to see the launch of the 
limited edition Stranger Things collection. 

Exclusivity - Some customers were able to see 
the first two episodes of the following season 
which only aided the exciting event. 

Accessibility - The event was only avaliable in 
selected stores for a limited amount of time 
therefore it didn’t target all of the Topshop 
customers. 

Number of customers - Only a limited 
number of customers were allowed in at one 
time. 

Exclusivity - The limited edition range excites 
customers for the launch as well as future 
collaborations with Topshop.

New Customer Base - It attracts a new target 
audience through the collaboration by 
enticing Stranger Things fans into Topshop 
stores were they might not already be an 
exsiting customer. 

USP - The event gives Topshop a unique 
selling point over other high street store 
collaborations. 

Competition - Pull & Bear later collaborated 
with Stranger Things as the Netflix series has 
gained population however their 
collaboration wasn’t as exciting as the 
Topshop one. 

Audience - Not all customers will be a fan of 
Stranger Things.



16

Digital Technology

In 2018, ASOS decided to ban photoshopping its models and have a popular plus-size line 
that has been featured on many plus-size influencers Instagram accounts to market the line.
Customers are proud of ASOS for its positive stance within the fashion industry however the 
most successful yet is the introduction of augmented reality (AR). AR means that all the models 
aren’t actually wearing the clothes but rather they have been digitally placed to show what they 
might look like on the women of that size. ASOS wanted to create this feautre so that customers 
can get a better sense of how something might fit on them before they decide to purchase the 
product. 

By March 2018, ASOS decided to help consumers choose garments based on their body shape 
as well as introducing models of all sizes wearing the same items. The online fashion retailer 
started featuring a more diverse range of models to wear their clothes to market a wide variety 
of customers. Across social media, this feature has had nothing but praise from customers. 

ASOS AR
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Strengths Weaknesses

Opportunities Threats

It’s truthful as it allows customers to see how 
they really look in the garment.

It encourages people to purchase the product 
as they have a better understanding of how it 
would look on themselves.

The AR feature reflects well on the company’s 
image. 

It is an unique idea and no other brand has 
done this before.  

It taps into their main target audience who are 
women.  

The new feature will discourages customer 
returns.

Something digitally made may not give a fair 
representation of what it actually looks like in 
person.  

Is the augmented reality accessible on all 
devices? 

The idea could be further developed and 
other features that could help sell the clothing.

It provides an in-store experience online,
however it could be developed further by 
intergrating a chat option. 

The feature provides advertising because it is 
on your phone and tablet devices and 
notifications that get pushed through 
encourages consumers to browse. 

Other companies could replicate the idea. 

It opens the brand up to criticisim about 
their clothing, eg. how they cut the fabric.
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Pop-Up Event

Newcastle College University Centre cares about giving students the best experience that they 
can and share the services that is avaliable to them whilst they are studying. 

The HEST team recently ran a pop-up event within the Parsons building for students to access 
the services that are avaliable to them and talk to the people who run the services. The event 
was interactive for students as they were able to write on pieces of paper how they were feeling 
and what they thought the University Centre could improve on.

It was to promote University Mental Health Day and sign post students to existing services at 
the College. 

Newcastle College 

CSS Event



19

Newcastle College 

CSS Event

Strengths Weaknesses

Opportunities Threats

It sign posts students to existing services at the 
college.  

There were contributions from lots of other 
departments within the college. 

It was discreet given the subject matter.

Not every University student goes to the 
Parsons building on a weekly basis. 

The event was too small and there should 
have been feeder events after that.  

It could have been more interactive and had 
activites to involve students.  

The event increased referals to the Central 
Support Service.

It increases awareness if the event was to run 
regularly.   

There was negative feedback because it was 
organised quickly. 



What’s Around 

In addition to my initial reasearch into innovative retail concepts, I decided to take a look 
around Manchester city centre to discover other unique selling points. I found that different 
stores had concepts that are catered for the majority of their targetted demographic. Next 
offered other brands such as Lipsy, Paperchase, Ford, a Costa Coffee and Restaurant and Bar 
named, GINO for customers to enjoy whilst shopping within Next. I think having other brands 
included within their store will target a different demographic that encourages shoppers that 
don’t neccessarily shop at Next to come in-store. 

Primark was another brand that incorproated a Costa Coffee within its store. It’s a persuasive 
selling point for both companies as it is encouraging customers from both Next and Primark to 
have a drink whilst they are browsing. 

Manchester...

Next and Boots were 
both interested in 
finding out about the 
customers experience 
within store. Next 
encouraged customers 
to fill out a quick survey 
where they could be 
in for a chance to win 
£200 whilst Boots only 
add the option of 
pressing a button.

Water avaliable to 
customers in Next



Store cards is a popular 
marketing concept that 
brands use to encourage 
customers. Next, New 
Look and Debenhams 
all offer a ‘shop now, pay 
nothing today’ option to 
customers, each of them 
with their own unique 
selling point. Next 
offered customers the 
chance to get £10 off 
whilst New Look 
encourage customers to
 spend £50 and pay 
nothing for three months. 

Urban Outfitters stores across the UK 
encourage their customers to shop 
in-store by including an interactive 
photo booth. This is a useful marketing 
technique as it encourages customers 
to enjoy their experience in-store and 
create memories building a 
relationship with the customer. 

A lot of underwear 
stores offered Free 
Bra fittings 
including Victoria 
Secret, Boux and 
Marks & Spencer 
whilst other stores 
such as Topshop 
offered a Personal 
Shopping service. 
This is also 
something that is 
offered within 
Debenhams and 
John Lewis when 
looking at stores 
in Newcastle Upon 
Tyne as well. 
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Beauty stations have increasingly grown 
within the retail industry with various stores 
offering brow services within stores. Pri-
mark in Manchester have teamed up with 
Beauty Brow Studio to offer customers 
the chance to thread and wax their brows 
whilst Topshop have collaborated with 

Doll Lush to offer customers the chance to get their makeup 
done similar to the stands you would find within Debenhams, 
John Lewis and Boots. Each of the pop up stores targets the 
Primark or Topshop target market whilst sastifying the cus-
tomer’s needs. These pop up stalls encourage customers to 
attend the shop not only for fashion but for other services as 
well.  To conclude, comparing my retail innovation and city 
centre research, stores within Manchester and Newcastle are 
intergrating new ways of encouraging customers to shop in 

store with the use of store cards, pop ups and cafes however technology can’t be found within 
retail as much as I would have expected. I can see that the retail experience is improving by 
offering multiple services in one place. 



Market Level

HAUTE/
COUTURE, 

BESPOKE & 
HANDMADE
Gucci, Fendi

ECONOMY 
LEVEL 

(VOLUME 
MARKET)

Primark, Charity 
Shops

LOW END 
MARKET LEVEL
New Look, H&M 

Conscious 
Collection

MID RANGE
MARKET LEVEL

(MASS MARKET)
Topshop, Lucy & 

Yak, Monki

HIGH END 
MARKET LEVEL
All Saints, Free 
People, Mud 

Jeans

LUXURY 
MARKET LEVEL
Whistles, People 

Tree

Retailers like Monki, Urban Outfitters, Sea Salt Cornwall and many other high street 
stores are Lucy & Yak’s main competition. They target the same consumer base 
who are looking for good quality fashion pieces that are ethical or provide some-
thing different so they can stand out from the crowd.  

Visual merchandising is a huge tool used by companies to increase in-store sales. 
The front of the store should be visually appealing to their target market and 
should incorporate the latest trend, brand or campaign with displays to aid sales. 
Lucy & Yak have recently opened their first store in The North Laines, Brighton. The 
opening event attracted many people and their window display and store layout 
was simple but effective. The staff were friendly and Lucy popped along to share 
her tips on how to tie the dungaree straps.

The use of social media, particulary Instagram,  has been a large aspect when it 
comes to effectively marketing a company. It can be used to reach a more direct 
target market, increase awareness of stock, introduce new products and 
collaborations. Instagram is Lucy & Yak’s main social media to attract and engage 
with consumers.

Lucy & Yak have encourage customers to engage with them by sharing their im-
ages with #yakmirrorselfiemonday to win £25 and illustrators to be part of their 
monthly ‘thank you’ card campaign. Illustrators can send their artwork in for a 
chance to win £100 towards Lucy & Yak as well as have their artwork featured for 
thank you cards for that month. Unlike their competitors, they currently don’t have 
an app which may aid customer loyalty if they are able to have something different 
which is personalised to Lucy & Yak. 

Lucy & Yak are still a new and fresh brand with a range of dungaress and 
boilersuits starting from £40 right through to £68. They offer ethical clothing made 
from organic materials and share many ‘behind the scenes’ of how their 
products are made differentating them from their competitors especially when 
ethical and sustainable buying has increased in the past year. 



It’s More Than Just A Website
Lucy & Yak

Lucy and Yak are a fairly new ethical clothing brand that sell a range of dunagrees, boilersuits, 
jumpers and accessories. As well as their own products, they also stock a range of accessoires 
and ethical products by other brands such as Zinc White, Hello Dodo, Primal Suds and Punky 
Pins to name a few. The started off their business in a unique way by researching into who 
they wanted to make their clothes. Lucy and Chris done this by travelling around India to find 
a family that believed in the same values as their own. Since starting the Lucy & Yak journey, 
they have moved into a new warehouse and have helped build a new factory in India that is 
clean, bright and has air conditioning. The new factory also has solar panels installed to power 
the factory all the time which means a large percentage of products will be made using 
renewable energy. 

As well as caring for the Indian team who make their products, Lucy and Chris try and visit 
many of the factories that make the fabrics that they have chosen for the clothes. On their 
website, they are keen to share how their designs are made and what fabrics they use as it is 
all part of their special values as a brand.

Their website is a simple, easy-to-follow design with lots of information about the history of 
the brand, values and ethos. The imagery is mainly street style photos to promote and sell 
their products which I believe customers want to see more of rather than studio based photos. 
As well as this, they have chose to use a mix of models whether thats skin tone, sizes or
gender, which also gives the brand a unique selling point.  

There is a link to the Lucy & Yak blog from their website where they try to upload two or three 
posts a month about things that that are of interest to them and their customers. For example, 
one of the most recent posts is talking about indie and ethical businesses ran by women to 
celebrate International Women’s Day at the start of March. 



25

About Us Page 

Lucy & Yak Blog 



26

As well as being honest and open about the work that goes into creating their products, 
they are also interested in interacting with customers. The first engagement is using the 
hashtag #yakmirrorselfiemonday that is growing in population over on Instagram as the 
brand grows. Customers are asked to share their mirror selfie to be in for a chance to 
win £25 to spend on the store. Personally I think this is a really good incentive as it is an 
easy and cheap way of promoting their brand in a fun way. 

Another incentive for customers to 
use is to design a piece of art that 
can be entered into an art 
competition every month. 
Customers can send in their 
drawings and illustrations to an 
email address and every month 
Lucy & Yak picks a piece of art to 
get printed on the back of thank 
you cards that get sent out with 
every order. Not only is this 
encouraging customers to get 
creative but it is also giving
 illustrators a chance to get their 
work noticed by Lucy & Yak 
customers. The winner gets a £100 
voucher to spend on the website 
which would cover the price of 
nearly two pairs of dungarees. I 
think this is a really unique way of 
targeting a new customer base as 
well as engaging with loyal 
customers. 
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Social media as become an extensive part of advertising, 
prromoting and selling a brand and personally, I think 
Lucy & Yak are successful at achieving this. Lucy and Chris 
understand that their demographic heavily use social 
media to promote their own services or what they are 
wearing across social media in the form of imagery, video 
and blog posts so it is only right that Lucy & Yak are doing 
it too. 

They have social media accounts for Facebook, Twitter, 
YouTube, Pinterest and Instagram however their largest 
following is found on Instagram. I believe this is because 
of the inncentives that I have talked about previously and 
the encouragement for customers to use specfic 
hashtags. 

Over on YouTube, Lucy and Chris film videos to share on 
social media platforms. They include talking about the 
dungaree styles and promoting them, customers are able 
to see how they fit and get help choosing the size. They 
have also introduced the team at Lucy & Yak and shared 
videos from their India trip to meet the team who create 
the products. 

Across all social media platforms they try and engage 
with as many customers by liking, retweeting, regraming 
and commenting on posts. They also use pinterest to pin 
customers posts to the boards on their profile. 
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Lucy & Yak Pinterest

Lucy & Yak YouTube Channel
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Lucy & Yak Brighton Store Opening, 6th April 2019
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What’s Your Thoughts...

Survey Results

I carried out a survery amongst shoppers to research into the concept of retail innovation 
further. The survery determined how new marketing and shopping ideas would be per-
cieved and what attracts potential consumers in-store.

I created an online survery looking at what infulences consumers interaction with retail 
stores. A total of 30 participants took part and expressed their opinions. I also asked some 
questions using the poll and question options on Instagram. 

There was 23 female respondents answering the survey questions compared to 7 male 
respondents. 

On Instagram, all of the respondents were female however I believe that is because the 
majority of my following are female. 
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I wanted to get an idea on what interests shoppers the most when shopping with a brand. 

As expected, the products that the brand sell was the most popular answer with the 
friendly customer service coming at close second. I was surprised to see that student 
discount was the third most popular answer. 

When asking on Instagram I found out that the majority of respondents said that student 
discounts and offers were what interested customers in buying from a brand. 

This is something that Lucy & Yak don’t offer however I believe that is due to the 
uniqueness of their products and the brand compared to competitors. This is something 
that could be looked at when looking at marketing concepts. 
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When looking into retail innovation, loyalty 
cards are used a lot when shopping in-store. 
I was surpised to see that more respondents 
answered no when it came to using loyalty 
cards in store, however they would prefer to 
shop at a store in which they held a loyalty 
card rather than a competitor. 

On Instagram 38 respondents said they use 
loyalty cards compared to 20 
people who don’t. Furthermore 15 people 
said they would choose to shop at a store 
where they hold a loyalty card over a 
competitor compared to 34 who answered 
no.  



It is important for any brand to understand how to target its 
demographic so I wanted to have an idea on whether following 
brands on social media is something that consumers do with 
social media being a huge part of keeping up-to-date. I found 
that the majority of consumers follow fashion brands on social 
media with Instagram being the most popular social media to 
follow them on. I think this is because it’s a creative platform 
where a lot of influencers and fashion brands share style 
inspiration that consumers love to follow. 



Pop-up events were another popular retail innovation 
amongst many business sectors and as part of my research 
I wanted to see how many consumers would attend an 
event and why.  I found that the majority of respondents 
both on Instagram and those answering the survey would 
attend an event with a brand. 

I also found out that exclusive discounts/offers or limited 
edition products are the main reasons as to why consumers 
would be interested in attending an event. 
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I had mixed opinions on paying a subscription fee to unlock membership benefits which I 
was a little surprised to see. 17 out of the 30 respondents answered no because they either 
wouldn’t gain anything from it or preferred to use a loyalty card scheme in order to gain 
points towards their next purchase. The other respondents were either unsure or said yes as 
long as it contained free stuff or have regular bargains. 

On Instagram, the majority of repsondents said that they wouldn’t pay for an fashion brand 
app to unlock exclusive benefits which was a similar kind of answer that I received from the 
survey. The reason for this was because they would prefer to sign up to a loyalty scheme 
over a membership because they haven’t got the money. 





Customer Profile

Phoebe is aged 23 who is currently studying Illustration at the Leeds Arts University. She 
currently works part time at Urban Outfitters whilst building her photography business up 
through freelancing opportunities. She writes a blog in her spare time sharing tips and tricks 
on sustainable fashion, vegan friendly student meals, illustration tips and her outfits. 

In her spare time, Phoebe enjoys visiting independent book shops and sitting in little cafes like 
Temple Donut illustrating on her iPad or reading a book. At the weekend, when she isn’t work-
ing, she enjoys family walks with her dog when Phoebe goes back to Norwich or reads b
ooks and watches Netflix. 

Her favourite food is vegan Mac ‘N’ Cheese and she enjoys a lemon drizzle or baking banana 
bread. She enjoys travelling to European cities like Amsterdam, Berlin and Stockholm but also 
enjoys spending two weeks in Canada every other year. 

Phoebe enjoys listening to indie music like Bon Iver, Iron & Wine, City and Colour, Lost 
Frequencies, Alexisonfire and Funeral For A Friend. She always has her record player on in the 
mornings as she is getting ready and loves discovering local bands. 

Other brands that she enjoys shopping at are Topshop, Monki, Pull & Bear, charity shops, 
Urban Outfitters or depop. She also enjoys looking in the vintage stores within Manchester 
when she travels there for gigs and concerts such as We Are Cow. 

As well as reading books by Nicole Yoon and Rainbow Rowell, Phoebe enjoys reading 
magazines like Oh Comely and Frankie both quite arty and different but occassionally picks 
up Cosmopoliton when there is a controversail artlice that she wants to read. When she is not 
reading books or magazines, she keeps up to date with bloggers such as 
tollydollyposhfashion.com, Jemma from dorkface.com and watches YouTubers like Hannah 
Witton, Lucy Wood, Jenny Mustard, Rhiannon Ashlee and Madeleine Oliver. 

Phoebe regularly updates her Instagram account and keeps her followers up to date with 
Twitter too. In the evening, she enjoys pinning things to her boards on Pinterest for 
photography and home inspiration. 

Lucy & Yak
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Lucy & Yak

I wanted to get more information from what the guys over at Lucy & Yak thought about their 
demographic, any future plans and what have they done to act upon customer feedback in 
the past. The response I received was...

What Do They Say

“So with regards to the future, we have just opened a 
shop in Brighton so that’s been the biggest thing so far 
with expanding so I don’t think there will be anything for a 
while. Perhaps more shops depending how this one goes!

I would say we have quite a wide range of demographic 
but it is mostly millennials at the moment!

And as for the customer feedback, we try and act on 
everything they say and take on all feedback. The biggest 
one has been all of the comments we had about plus size. 
You can watch the video on YouTube about this to see 
what we are doing!”

- Ash, Customer Support at Lucy & Yak
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Lucy & Yak

Finally, I conducted a short interview with two Lucy & Yak customers. Alice and Daniel 
explain what they would like to see and what they think would draw customers back to the 
brand. 

Describe your style in 3 words.

Alice: ”Colourful, comfortable and ethical is how I describe my style.”

Daniel: ” Grunge, alternative and freedom.”

How long have you been interested in Lucy & Yak? What makes them appealing to 
you? 

Alice: “About 18 months. Their sustainable and ethical items, and the fact they’re colourful 
as the majority of sustainble brands are quite plain in style.” 

Daniel: “I think L&Y is such a good brand and their concept is amazing. (Reduce the plastic 
use, organic cotton). I have been interested in them for the past couple of months.” 

What do you love about Lucy & Yak? 

Alice: “The fact that the face behind the brand show themselves on social media, you can 
tell they really care about their customers and their products.”

Daniel: “What I love about L&Y is the fact that their concept of dungarees is not just denim 
black and white ones. They develop loads of new designs which I love.”

What do you think will keep customers interested in buying their products? 

Alice: “They are regularly bringing out new styles, collaborations with artists etc.” 

Daniel: ”Customers are interested firstly because it’s a product that will last more time than 
a usual “fast fashion” dungaree, also it is made with organic cotton and moreover they’re 
handmade. That’s why customers are interested in Lucy & Yak products.” 

What Do You Say
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Findings

From my research into Lucy & Yak, I have found that they have a strong presence online 
considering they are still a new and fresh brand with their Instagram account being the 
platform that is used the most when it comes to engagement with customers. I feel as 
though they have considered and acknowledged that the majority of their demographic 
are creative and arty people who use Instagram a lot hence why they have used it to benefit 
the brands advertising. They have also taken a look into ethical and sustainable buying and 
share their story of finding a suitable team to create their clothesas well as supporting the 
#whomademyclothes campaign from Fashion Revolution. 

When looking at the results from my surveys that I shared on Instagram and Survey 
Monkey, I realised that discounts and friendly customer service is something that is an 
important aspect for customers which I want to try and incorporate into my concepts. 

Additionally, I have taken a look into retail innovation from stores and brands. Social media 
marketing and pop-up events encourage new and current customers however it has to be 
successful, intriguing and offering something new for it to achieve the goal that the brand 
has set. I feel like something new and different only brings a positive image to the brand 
such as ASOS’s AR website experience. Threads idea of using existing platforms to talk to 
their customers is also something that is interesting which I want to keep in mind when 
coming up with my concepts. 

Until earlier this month, Lucy & Yak didn’t have any physical stores for customers to go to. 
They relied heavily on YouTube videos created by Lucy and Chris to discuss the sizing and 
fit of their dungarees and boilersuits. They opened up a store in Brighton which I think is an 
ideal location as there are similar independent brands around where their shop is based. 
The shop is bright and simplistic with friendly customer service that matches their online 
persona. 

Overall, for each of my concepts I want to produce something that is cost effective for Lucy 
& Yak because they are still a small brand. I want to offer something different compared 
to what is on the high street currently but a concept that can also promote all the good 
work they do behind the scenes of selling their products. Lucy & Yak are a fun and happy 
brand and I believe that this needs to be shared through the concepts that I come up with. 
Through my research, I have realised that customers who are gaining a discount or being 
rewarded for their loyalty is a popular way of retaining customers and introducing new 
customers.

Summary




