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One of the most well-known collaborations 
of 2019 was the Cadbury’s X Age UK. The 
brand decided to ‘donate the words’ from the 
packaging of a Dairy Milk chocolate bar that 
was sold in supermarkets nationwide. From 
each bar, 30p was going towards Age UK. The 
purpose of the campaign was to encourage 
people to do the same by committing to 
everyday actions such as checking in with 
older neighbours, calling an older relative 
for a chat or just generally complete a small 
gesture for them. The brand released a series of 
emotive YouTube videos in order to capture the 
audience’s attention. YouGov (2019) claimed 
that Cadbury’s Word of Mouth Exposure score, 
Attention score and overall brand awareness 
all increased drastically thus suggesting that 
the brand has successfully achieved the goal 
that they had set with Age UK which was to 
raise awareness of lonliness amongst the older 
generation. YouGov continues to report that 
brand partnerships can be risky with charities 
as they can look ‘tokenistic’, however, in this 
case the likelihood of a customer purchasing 
from Cadbury’s increased. This is an example 
of how a brand has used video marketing 
successfully in order to capture the hearts 
of their demographic. Video content is a lot 
more valuable within a marketing strategy 
as it provides the consumer with something 
physically and memorable rather than an email 
that will probably be sent to the Junk folder. 
According to Hayes (2019) “YouTube and 
Facebook are the most widely used platforms” 
when revising the annual State of Marketing 
report conducted by Wyzowl.

Cadbury’s X Age UK 

Vans have released a range of sensory-
inclusive footwear ahead of Autism Awareness 
month. The collection includes a range of 
shoes designed for toddlers, children and 
adults as well as long and short sleeve t-shirts. 
The shoes have been designed with common 
sensory sensitivities in mind such as those 
who have issues with touch and sight. The 
collection has been created in partnership with 
the International Board of Credentialing and 
Continuing Education Standards (IBCCES). 
Vans were eager to concentrate on important 
elements such as a “calming colour palette and 
design features that focuses on touch, sign and 
sound”(Ritschel,2020). These features include: 
fuzzy material and soft squishy tops to stimulate 
in a more tactile way, heel-pull to make it easier 
to get the shoes on and holographic prints for 
children that visually stimulate wearers. The 
line has also been fitted with Vans’ ComfyCush 
soles which is for ease of wear. The team has 
worked collaboratively with a range of people 
in order to assess the design of the shoes, colour 
palette and communication strategy with the 
finish product being accredited as a Certified 
Autism Resource. The collection has been used 
to raise awareness of Autism where Vans will be 
donatinig a minimum of $100,000 to A.skate, 
a non-profit organisation that aids children with 
autism and their families to socially develop their 
motor skills.
The collection is avaliable online from the US and 
UK stores with prices ranging from £20 - £80. 

Vans X Autism 

Awareness Month
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Eileen Fisher 
X Nordstrom  

This year, the catwalks have been filled with 
gender-neutral clothing and that’s no different for 
the Eileen Fisher and Nordstrom collaboration. 
Not only is it celebrating the progress in which 
the fashion industry is discuss the quality of the 
clothes over who is wearing them but the capsule 
collection is also using organic and recycled 
materials too. 
The collection includes: a nylon hooded scarf, 
organic cotton utility jumpsuit, a fleece vest made 
from recycled polyster and other organic option 
designed for all genders. 
In a world where consumers are attempting to 
make an ethical difference within the fashion 
industry, this is a collection that we know will get 
you excited about changing up your wardrobe.
The Eileen Fisher collection is just one of many 
partnerships for Nordstrom. Previously they have 
worked with Nike, Everlane and Ace & Jig to 
immerse customers in a brand’s unique world. 
New York fashion designer, Eileen Fisher, has 
been quietly innovating a low-waste business 
practise. The 30-piece collection is meant to 
constitute an entire wardrobe with pieces that 
can be mixed and matched, however, the 
consumer feels is neccessary for their lifestyle 
choices whilst still living up to the environmentally 
friendly factors. The silhouettes within the 
collection are voluminous and gives a sense of an 
urban aesthetic which points firmly towards what 
the future holds for the fashion industry.
Olivia Kim, Vice President of Creative Projects 
explains the “vision for this collaboration was not 
to design a collection for him or her, but for all of 
us” (Ruane, 2020). 
The collection is avaliable online and within 
selected Nordstrom pop-ups throughout the 
country with prices ranging from $48 to $480 
USD.
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A 70s dream! Joanie Clothing decided to 
collaborate with blogger Sophia Rosemary in 
a capsule collection of six t-shirts that reflects 
Sophia’s style inspirations in June 2019. Last 
month, Sophia was welcomed back to create an 
additional collection because it has done so well. 
Both collections are inspired not only by her style 
but her film and music favourites too. 
Lucy Gledhill, brand director of Joanie Clothing, 
states: “working on this range with Sophia was 
an absolute pleasure; she came in with some 
incredible concepts, ones that had very personal 
senitments behind them, and we developed 
them into prints with love at their core” (Joanie 
Clothing, 2020).

Joanie Clothing X 

Sophia Rosemary  
All 12 t-shirts that have been in the collections 
are in keeping with Joanie Clothing’s style. This 
kind of marketing technique is classed as social 
media influencing as it is using someone who 
influences their audience to make an informed 
decision about using or buying something that 
they have promoted. Although, like CEO of In 
The Style, Adam Frisby, reports “if you get the 
right influencer attached to your brand for the 
right reason, it can be massive” (Connects, n.d.). 
In order for a successful influencer campaign to 
work, the brand and the influencer should align 
by having a similar style and brand values as 
each other. Their audience should be the same 
demographic as the brand in order to retain and 
intrigue new customers into buying the collection 
and developing a lasting connection with the 
brand. This has been proven to work in light of 
Joanie Clothing X Sophia Rosemary as there is 
now a second collection available for customers.
The second collection is available online from 
March 2020 with the t-shirts selling at £22.
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We all know how popular the H&M X Moschino 
collaboration was last year and this year’s collab 
is no different. Although there hasn’t been as many 
rumours of this particular collection, April has seen 
the release of the H&M X Desmond & Dempsey 
collaboration. 
The collection is a first for luxury pyjama brand 
Desmond & Dempsey who have curated an 
everyday casual daywear collection, involving 
laidback dresses and kaftans all in unique hand 
made prints by Molly Goddard and Joel Jeffery. 
From reviewing the success of the Moschino collab 
last year, it is predicted that the collection will be a 
sell-out. 
Designer, Molly Goddard explains: “I have 
scrapbooks full of notes and stories. They are the 
starting point of our prints” (H&M, 2020). The 
36-piece capsule collection is set to bring colour, 
joy and a sense of ease during the current climate. 
As Östblom reports: “the collection evokes the 
Australian outback - terracotta soil, waving palms 
and a laid back vibe. All the personal touches 
really make the line special” (Zwettler, 2020).

You can expect to see specially created 
botanical elements in repeat patterns or Toile de 
Jouy prints. The colours whisper the upcoming 
season from saffron yellow, dusty pink, forest 
green and soft beige in maxis dresses, linen 
kaftans, wrap skirts, tees and paperbag shorts. 
The designs are elegant and rich but lightweight 
and versatile - something that can be worn from 
morning to night. 
The collection is avaliable online and in-store 
from 23rd April 2020. 

H&M X Desmond 

 & Dempsey



Blurred        9

The name in English means marked which is 
why you can expect to find a lot of the products 
within the collection using the quotation marks. 
Customers, who secured a place to the launch 
event that took place across the weekend of 1st 
- 3rd November, were entitled to five items each 
from the collection. 
The collection features a series of unsual items 
including: a blue tapestry style rug with  “keep off” 
on it, a wet grass rug, a “temporary” clock and a 
Mona Lisa art print to name a few. 
Speaking to Virgil Abloh about the collection: “To 
me, it’s almost like a pair of Jordan 1s: they are 
meant to be worn—and a Jordan is a piece of art. 
When it came to the rug, I wanted to challenge 
that it could be put on the wall just as much as it 
could be put on the ground” (McGarrigle, 2019).
The collection itself was a sell-out, as expected by 
marketers and media outlets with the “KEEP OFF” 
rug sold out within two hours of the products being 
released.  
The products are avaliable globally both in-store 
and online from November 2019. 

IKEA X Off-White

In an unexpected collaboration, but teased via 
social media for the past year, we can finally 
view and buy the IKEA and Off-White products 
that we’ve been anticipating. The homeware 
collection named ‘MARKERAD’ blends together 
functionality and street cred references that 
challenges traditional pieces within statement 
pieces. 

“Collaborations 

between high-profile 

designers and high 

street retailers is a 

promotional trend that 

has grown rapidly in 

recent years” 

(Posner, 2017).
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W

ave
 Goodbye

The Lazy Oaf X Mr. Men collection is bound to 
send the 70s customer some nostalgic vibes. 
The independent fashion label that designs 
colourful, cartoon-like collections from their London 
studio collaborated with Roger Hargreaves 
to bring a 17-piece clothing collection to their 
consumers. 
The range features predomintely illustrations of Mr. 
Lazy plastered onto t-shirts, denim skirts, jumpsuits 
and a bucket hat which is another nod to the 70s 
bedtime stories. 
Along with Mr. Lazy, Mr. Greedy, Mr. Happy 
and Mr. Wrong all made an appearance onto 
a background of blue checkerboard patterned 
clothing. 
The brand heavily relies on collaborations such 
as this one to give their demographic nostalgic 
vibes whilst still representing a fun but smart and 
sophisticated look across social media and their 
online website. 
The range launched on the 22nd August 2019 in 
selected Lazy Oaf stores and online.

Lazy Oaf X Mr. Men

Finally, another unexpected collaboration was the 
Heinz X Cath Kidston. Although they are the two 
most iconic British brands, it came to a surprise 
when they decided to ‘shake things up’ and 
change their packaging for the first time in over 
100 years.  
Not only are the designs by the quirky retailer 
beautifully made but customers can buy a 
limited edition set of the collector’s box across 
supermarkets within the UK. 
The proceeds to the soups would be going to 
the food back charity The Trussell Trust which 
provides food and support to people in a crisis. 
The collection included three of the most iconic 
designs: Cowboy, Button Spot and Bramley Spring 
across the classic cans of soup which included 
Chicken, Tomato and Vegetable flavours. They 
also were selling the London bodyguard print on 
the Tomato soup in selected Cath Kidston stores 
across the UK. 

Heinz X 
Cath Kidston
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Things That We Didn’t Love 
   Last Year...W

ave
 Goodbye

The $115 Black Bootleg Grunge Tee was created 
for Marc Jacob’s Redux Grunge collection that 
was meant to be a nod to an earlier grunge 
line that they created in 1993. Little did Marc 
Jacob’s know that Nirvana would file a lawsuit 
against the smiley-face design saying that 
it looked “virtually identical” to the band’s 
logo. The band requested that Jacobs and its 
retail shops to stop selling and promoting the 
collection immediately. 

The Nirvana T-Shirt Dupe

ASOS consumers were quick to notice bulldog 
clips attached to a model’s dress. Many 
customers were questioning why ASOS didn’t 
choose a model who fitted the dress to begin 
with although the £45 dress seemed to fit the 
model just fine and the clips were actually used 
to pull it in tighter! 

ASOS Clipped It In

H&M received backlash from British consumers 
when they spotted child model, Liam in a green 
hooded sweatshirt that had the words ‘Coolest 
Monkey in the Jungle’ in block letters. H&M 
immediately apologised for the image where 
Liam’s mother didn’t realise that her son was in 
the middle of a PR nightmare. The public saw 
the image of the five year old with a frowned 
expression, his hands in his pockets with his back 
stiff as if he knew that he may be aware of the 
prospective humiliation that was going to come 
to him. 

H&M’s Racist Jumper
Pepsi was trying to portray a global message 
of unity, peace and understanding when they 
released an advert featuring Kendall Jenner 
however what they really received was a 
lot of backlash. The advert was criticised for 
trivialising demonstrations tackling social justice 
causes emphasising that police and protesters 
weould get along better if they were kinder. 
The video also felt in-sensitive towards the Black 
Lives Matter movement. Jenner was seen in the 
ad stepping away from a modeling shoot to join 
a crowd of diverse protesters. 

Pepsi Missed The Mark



Brand History...
From spending hours on the beach making tobacco pouches from old clothes to opening 
their first flagship store in the UK in the first two years of registering their business - how did 
Lucy & Yak get to where they are today...? 

Sometime 
before 2016

Lucy & Yak began when 
Lucy Greenwood and 
Christopher Renwick quit 
their jobs and decided 
to travel the world. They 
created tobacco pouch-
es from old clothes that 
were sewn on a beach in 
New Zealand. 

End of 
2016

The ‘Yak’ campervan was 
purchased. Lucy and Chris travelled 
around the UK where they began 
selling vintage clothing that was 
found in charity shops around the 
country. They parcelled them up in 
the van and sent them off at a local 
post offiice where they got to know 
their favourites.

January 
2017

Lucy and Chris spent five months travelling around 
India. They wanted to help a tailor in the poorer part 
of India with a family who really needed it. They 
had already researched huge factories and didn’t 
want to be a part of that. After trying eight small 
tailoring businesses, they found Ismail. The values 
matched with each other. They created 30 pairs of 
the ‘Original’ dunagree. Lucy styled the dungarees 
in 45°C whilst Chris took the pictures. After 130 
pairs sold out on Depop within 4hrs, the logo was 
put onto the front pocket. 

July 2017 Before coming back to the 
UK, they went to an internet 
cafe in Rishkiesh to make 
the website. Lucy and Chris 
registered ‘Lucy & Yak’ as a 
business. 

January 
2018

Lucy & Yak was moved out of 
the basement and into a business 
premises before the Christmas 
holidays. Ismail now has 20 
tailors working for him. They 
started researching how to make 
all their products using low 
impact resources and use Global 
Organic Textile Standard (GOTs) 
approved organic dye. The team 
in the UK started off with Lucy, 
Chris, Julie (Lucy’s mum) and 
their friend, Jenna. 

February 
2018

Lucy & Yak became accredited by 
livingwage.org. They started paying their 
employees (eight of them at the time) £8.75 
an hour. The first big photoshoot happened. 

April 
2018

They joined in with Fashion 
Revolution’s #whomadeyourclothes 
campaign where they continue to 
support it today. Ismail went from 
his two friends, Raju and DP to 
20 tailors, seven checkers and a 
master cutter all working full time.

May 
2018

The ‘Original’ dungarees were 
now 100% organic corduroy 
cotton. They are now approved 
by the Global Organic Textile 
Standards (GOTs). 

Lucy & Yak celebrated their first 
birthday! They now have 13 people 
working for them in the UK and 
30 in India - all of them are being 
paid the ‘Living Wage’. Introduced 
new fits and styles: ‘Umi’, ‘Luna’, 
dungashorts, pini dresses and high 
waisted trousers. 

Lucy & Yak’s 1st birthday!



Brighton’s long term pop-up store has closed but there is going to be a permanent 
store open in the future. They continue to support and provide customers and fol-
lowers with helpful information about sustainability and ethical buying and release 
new products more regularly as the business grows. Within the past year, they 
have released bamboo underwear, leggings and a range of bags. 

Today...

The Know The Origin X Lucy & Yak 
Launch Party. There was 15% off, 
a panel talk and sustainable drinks 
and goodies. The tickets cost £5 for 
the Launch Party but the Pop-Up was 
avalaible until 21st December. 

July 
2018

The Lucy & Yak X Wyatt & Jack 
collaboration where they created 
a limited edition backpack made 
from recycled materials such as 
bouncy castles and old deckchairs. 
They were shortlisted for Best New 
Brand in Drapers Independent 
Awards. Ed Sheeran was seen in 
the ‘Original’ dungaree in Caramel 
Brown. 

October
2018

The studio has opened up 
in Camden, London. The 
‘Frankie’ boilersuit was 
released. 

April
2019

The first store opened up in 
Brighton keeping to its routes by 
using recycled materials. 

May
2019

The Made in Britain 
Collection was released 
introducing customers to 
hemp dungarees.

June
2019

The Design Studio opened 
up in Brighton. There was 
the first sample sale with one 
off products available.

August
2019

They celebrated their second 
birthday. They talked about 
the possibilites of opening 
up a new shop and new 
fabrics and materials to 
create products. 

October
2019

Lucy had done her first podcast. 
They’ve released underwear, 
fleeces, tops, bags and gym gear. 
Ismail has 45 tailors and 35 other 
staff. Lucy & Yak have won two 
awards: High Growth Business 
Award for Yorkshire & Humber 
and Natwest Entrepreneur of the 
Year Award in the North West 
category Start-Up of the Year.

November 
2019

Lucy and Chris were 
guest speakers at seven 
different Universities 
talking about their brand 
story, ethos and the ins 
and outs of running a 
business.

January 
2020

The Made in Britain Collection is inspired by the textile 
industry that was in Yorkshire. It used to be home to 
thousands of garment workers before the factories 
were shut down. Lucy & Yak wanted to bring the ethical 
production ethos back with a collection that consists of nine 
garments including cargo trousers, midi dresses and pini 
dressses in new colourways. Each of the styles has a limited 
run of 90 pieces each.

February 
2020
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An Episode With The Fashion Feed, 2019  Lucy Greenwood

“Sustainability wasn’t the most important factor when 
starting Lucy & Yak. It was the people. We wanted to 
work with nice people and spend time travelling. Once 
we became the dungaree brand, Chris knew we needed 
to sail with that pretty quickly. People needed to know 
who we are. On Instagram, I used to say ‘tag us in your 
Lucy  & Yaks’ and then it got shortened to yaks. It just 
became a thing!”
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How did you begin working at Lucy & Yak?
I applied for a job that they advertised on insta - just sent an email with my CV and was called for an 

interview. 

Who do you think your target customers are? 
I would say we get a lot of mums loving our stuff as well as students so it varies - just anyone who loves 

dungarees, comfort and ethical fashion!

What has been your favourite artist collaboration or product that is currently 
available? 

I loved the eye party dungas when they were available! They were part of a designer collaboration 
collection with Char Gale. They were made from woven cotton and then digitally printed using new 

technology - the colour lasts longer than a standard dyed product too.  

Which are the must have pieces for this season? 
I wouldn’t say we particularly stick to must have items for each season but for me it would be the Ari 

T-shirt - very cute for Summer!

In your opinion, who do you think are the biggest competitors to Lucy & Yak? 
Hmm, hard to say! I wouldn’t say we have competitors, more like friends in the business haha! 

What marketing techniques do you use to attract new and keep existing customers? 
Instagram helps us a lot I would say! Competitions too.

What influences you within the fashion industry? Is it similar to the Lucy & Yak style 
inspirations?

Personally I follow a lot of bloggers and they influence me loads! I don’t know if its the same for Lucy 
and Yak inspo though as we use artists and in-house designers who all have their own style.

Sustainability and ethical fashion are becoming more of a topic within the news now, 
do you believe the changes that are happening are positive? How can they be better? 
I think they are deffo positive as more people are realising how bad fast fashion is for the environment 
which means slow fashion is becoming more popular. I think things can always be better though. For 

example, we just changed from biodegradable packing to cardboard so it’s easier to recycle and can 
be used again. Recycling clothes will always be the best option though! 

Any advice for consumers wanting to shop ethically and more sustainably? 
Download the Good on You app. It shows you if the company you are buying from are ethical and 

sustainable. It has helped me a lot! And CHARITY SHOPS!! The best.

Any highlights since working at Lucy & Yak?  
I would say going to Brighton to do my embroidery workshop is deffo up there! And the great people 

I have met in the company. 

 

Ashleigh Cartwright
Customer Happiness Advisor
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Lucy & Yak Customer #1  Becky Froggatt - Community Health Nurse

CUSTOMER PROFILE

LUCY & YAK

“Hey, I’m Becky. I am 25 years old and usually I wear quite 
minimalistic clothing, however, my dungarees brighten up 
my wardobe. In my spare time I like to read a lot and go 
for walks/climbs. Oh and I love holidays, festivals and lots 
of gin! My sister introduced me to L&Y whilst I was sat on 
a sunlounger in Mexico. I placed my first order and have 
worked to buy yaks ever since and that was October 2018!”

“I love that they are clothes you can wear and just feel good about yourself.”
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CUSTOMER PROFILE

LUCY & YAK

Lucy & Yak Customer #2  Diane Clark - Retail Product Specialist 

“Hi, I’m Diane and I live in West Sussex. I’m nearly 50 but 
I totally love Lucy & Yak’s ethical way of producing clothes. 
I work iin retail as a product specialist for a well-known IT 
and computer retailer. My hobbies include aviation and 
photography. I enjoy meeting up with friends, going to 
gigs and the cinema. I’m an active fundraiser for a breast 
cancer charity called Walk the Walk where I’ve designed 
and decorated bras. This has meant I have done plenty of 
walking marathons in London and Edinburgh so naturally I’ve 
developed a love for that too!”

“I would say my style is colourful, positive, comfort and ethical. Before discovering L&Y it wasn’t quite boring really!”
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Lucy & Yak Customer #3  Fiona Murphy - Textiles Print Graduate

CUSTOMER PROFILE

LUCY & YAK

“Hey, I’m 23 years old and I love making my own clothes. 
I am really into ethically sourced fashion and I have been 
developing my brand through my own style. I would 
describe my style as green kitschy and comfy! Apart from 
fashion, I really love cooking, baking and linking up with 
my friends (over Zoom for now). Oh and I love to paint and 
have a massive interest in film although my degree has been 
apart of my life for so long I forgot what my other hobbies 
used to be. ”

“I buy from them because I can rely on them being clear and direct about how they run their business.”
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CUSTOMER PROFILE

LUCY & YAK

Lucy & Yak Customer #4   Jack Hughes - Chemistry Student 

“My name is Jack and I’m 19 years old. Fashion has always 
been my passion but I never wanted to pursue it as a career 
because I’ve always been interested in environmental 
science. I love seeing clothes styled on a variety of sizes as I 
am a plus size person myself. I study chemistry at university 
and I love researching into sustainable technologies and 
climate/plastic science. Apart from my degree, I love going 
to see live music and gigs. I would describe my style as 
oversized, high-waisted and vintage!”

“L&Y appeal to me because they’re environmentally aware of what’s going on around them while also funky and cool!”
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Roos Beach Run & Fly

Hartford Pando Epice Dungarees
The linen and cotton Pando Dungarees 
from Hartford comes in this earthy epice 
brown colour (also available in army green 
too!) with silver rivet details, front pockets 
and patch pockets on the back. Choose a 
bigger size for a more relaxed look.

Size range: 6 - 14 

52% Cotton/48% Linen

Online 

Over The Rainbow Corduroy Dungarees 
The dungarees of your dreams have arrived! 
Rainbow printed cord relaxed oversized fit, 
dungarees...rock them with one strap & cool 
roll hem feature..

Size range: XXXS - XXL

100% Cotton 11 Wale Corduroy

Online and Wholesale Stores

@secondchance_wardrobe_

@becsopeco
£148.00

£48.99

This season’s most wanted...the dungas! They provide you with 
a stress-free way of getting ready for the day - whether that’s 
pairing with a smart shirt and shoes for a working in an offiice 
vibe or dressing them down for a pub lunch with your mates. Oh 
and there are so many different styles these days... 

Senior Fashion Editor Yasmina Magdy

How We Wear...       The Dungaree
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How We Wear...       The Dungaree This month’s favourite style piece and how we wear it! 

Lucy & Yak

‘The Organic Original’ Corduroy Dungarees in 
Sailor Blue
We have been working hard for months to 
source the perfect corduroy for our new Dun-
gas! And we found it! This super soft Organic 
corduroy, is sustainable and Ethically made! 
What more could you want? Oh Comfort of 
course, yeah we got that covered too!

Size range: XXS - XXL with leg widths from 
26” - 32” 

98% Organic Cotton, 2% Elastane 

Online 

@livplatt_x

Cotton dungarees
These darling denim dungarees are made 
with 100% organic cotton –  spaghetti 
straps, pockets both in the front and in the 
back. Yep, you heard right, front AND back.

Size range: XXS - XL

Cotton 100%

Online and In-Store

Monki

£54.00

£35.00@ __hollieanna
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COMPETITORS MATRIX

LOW 
COST

LOW 
POPULARITY

LUCY & YAK

HIGH 
POPULARITY

A positioning map can be used “to pinpoin a desired position for a brand amd give a visual 
overview of this position relative to that of competitor brands within a market” (Posner, 2017). 
Most positioning maps look at the cost vs. quality however I’ve decided to explore cost vs. 
popularity as I found that many of Lucy & Yak’s competitors has quite similar quality in terms 
of products. Kirath Ghundoo may be a well known designer in terms of interior decoration 
however I do believe that this isn’t the case in terms of the fashion industry. I believe the 
proposal for the collaboration would increase her brand reputation. 

Charity Shops

Conscious Collection

K I R A T H  G H U N D O O 

HIGH 
COST
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•  High street, European fashion 
retailer
•  Demographic includes women 
who are aged 16-27 living in 
urban areas. 
•  Monki is part of the H&M 
group therefore it may be 
questionable on how ethical they 
are

•  A sustainable and ethical t-shirt 
brand that also sells hoodies and 
vest tops 
•  Target market includes both 
genders who are interested in 
more sustainable clothing 
•  They are still a small brand but 
design all their own products 

•  Sustainable dungaree brand 
that sells online and within certain 
stockists across the UK  
•  Target market is similar to Lucy 
& Yak as they are a brand who is 
interested in the same values and 
ethos
•  They don’t bring out artist 
collaborations but offer more 
products

•  Fashion marketplace app 
where you can buy and sell 
clothes
•  The app has 15 million active 
users, 90% of which are under 26 
years old
•  Acts as a place for new fashion 
brands to emerge before setting 
up a professional website

•  Sustainable brand that makes 
high quality jeans  
•  Jeans are made from 40% 
recycled denim from discarded 
jeans
•  Target market are high-end 
males and females looking for 
good quality garments

• Couture fashion brand 
• Demographic includes mostly 
women, aged 25-45
• Ready-to-wear sustainable 
luxury fashion that is fur and 
leather free

•  High-end sustainable shoe brand
•  Target market are 18-30 year 
olds who are attracted to trending 
products and care about the 
environment
•  Products are made from organic 
cotton, wild rubber, recycled bottles 
and vegetable-tanned leather

•  Luxury market level fashion 
retailer promoting a capsule 
wardrobe lifestyle
•  Demographic includes middle-
aged women aged between 35-
55 who has disposable income to 
spend 

STELLA McCARTNEY

MUD JEANS

MONKI

MR. HIDEOUS DEPOP

RUN & FLY

VEJA

EILEEN FISHER

COMPETITORS MATRIX

LUCY & YAK
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MARKET LEVEL

LUCY & YAK

HAUTE COUTURE/          
BESPOKE & HANDMADE

Stella McCartney

Retailers such as Run & Fly, Monki and Lazy 
Oaf are Lucy & Yak’s main compeition however 
within an interview with Ashleigh, “they are 
more like friends in business”(Cartwright, 
2020). They all have a similar demographic 
who are looking to change up their buying 
habits and shop more ethically.    

Visual merchandising is not only a tool that 
is used within stores to increase sales but it is 
something that should be considered when 
shopping online too. The website has to be 
easy to navigate and provide customers with 
accurate images and information about the 
product so they can make an informed decision 
on whether to purchase the item or not. 

The use of social media amongst e-commerce 
brands is also important as this provides 
interaction between the brand and its customers 
which helps build a community. Instagram is 
Lucy & Yak’s main social media site, however, 
over the past year they have built up a 
community on TikTok too. This shows that they 
know where their customers are going to be. 

When reviewing the status from last year, they 
still encourage customers to share images using 
#yakmirrorselfiemonday and still use illustrators 
to create their monthly ‘thank you’ cards in 
return for £100 towards the website.  

They still don’t have an app, however, their 
customer service team responds quickly and 
they have released a points scheme where 
loyal customers can gain money off when 
shopping with them regularly. This gives them a 
personalised shopping experience and makes 
them feel recognised. They don’t offer student 
discount however they are still offering up the 
10% off for NHS workers but this could be 
temporary.

With Lucy & Yak coming up to their third year, 
they have introduced other ethical garments for 
customers to purchase such as short dungaress, 
bamboo underwear and gym leggings and a 
range of bags including the ‘Dylan’ which is 
one of their most popular items. 

They create the products because they like 
working with the people who design them. 
In a podcast, Lucy Greenword, CEO of 
Lucy & Yak explains: “I’m in it because I like 
designing new clothes”(The Fashion Feed, 
2019). The products are currently available 
via their website and on Depop. Most items 
are made by tailors in India where Lucy 
and Chris have researched into the values 
thoroughly. They also have machinists in 
their warehouse based in Yorkshire. The 
prices vary from £3.50 for a pair of organic 
cotton socks to £68 for a boilersuit, however, 
most of the t-shirts are starting from £12. 

A MID RANGE MARKET COMPETITOR

LUXURY MARKET LEVEL

People Tree, Eileen Fisher 

HIGH END MARKET LEVEL

Free People, Mud Jeans, Veja, 
Nooworks

MID RANGE LEVEL (MASS)

Lucy & Yak, Run & Fly, Molke

LOW END LEVEL

Monki, H&M Conscious Collection,
Mr. Hideous

ECONOMY LEVEL

Charity Shops, Depop
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These results are from a survey designed to understand the Lucy 
& Yak customer. I wanted to understand why people shop on their 
website, where else they like to buy from and what they would like 
to see more from the brand. This will help me to understand Lucy 
& Yak further. Out of 139 respondents 97% were female and 85% 
were aged between 18-34 years old.  

photo credit: @wdaydreaming
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SURVEY RESULTS

LUCY & YAK
I wanted to find out what Lucy & Yak customers enjoy doing in their spare time so that I can 
design a range that would be useful for their lifestyle. A lot of the brand’s current products 
can be dressed up or down. Many are also unisex and this is something to consider when 
designing the range.

I found that a lot of my respondents enjoy eating out, reading and creative acitivities such 
as art, illustrating and drawing. The majority of repsondents don’t tend to go out clubbing 
or going to the gym which is something to consider when marketing the range to the public. 
This is also something to consider when coming up with a suitable range plan for the 
collaboration. 

I wanted to gain a better 
understanding on what 
social media was being used 
by customers. I found that 
Instagram and Facebook was 
the most popular answers. I 
later asked customers who 
hadn’t shopped with the 
brand before whether they 
follow fashion brands on 
social media and many of 
them choose Instagram and 
Facebook to keep up to date 
with brands.

I decided to split the rest of my research into two parts, the first is for those who haven’t 
shopped with Lucy & Yak before. With sustainable fashion becoming more popular, I wanted 
to understand the reasons as to wheather they would be interested in shopping with them and 
what would encourage them to buy a product with Lucy & Yak. I began by asking whether were 
interested in sustainable and ethical fashion and positivitely, the majority of repsondents have 
responded with ‘yes’ or ‘maybe’. 
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When researching into this further, I found that the majority of respondents for this part of 
my survey haven’t actually heard of Lucy & Yak before, therefore it is important that we can 
market to them as well as loyal customers. Other reasons were that: they thought the brand 
was too expensive, haven’t got round to shopping with them or the clothes that Lucy & Yak 
currently have aren’t their style. I found a number of reasons that could encourage increased 
purchases from these respondents. Student discounts or new member offers could increase 
purchases, promotion of their clothes to a wider variety of people through adverts and 
mainstream advertising and increase the number of clothing styles that they currently have 
avaliable that would bring in a new audience. 

The final part of my research was to find out the opinions of loyal Lucy & Yak customers. I 
began by finding out how often they shopped with Lucy & Yak. The majority said that they 
have shopped with them between once and six times in the last year. A lot of customers 
have also purchased from their Depop account before too. This is an app that many people 
are using to buy and sell products and would be a great tool to market the new collection 
through. 
Lucy & Yak are well known for their artist collaborations having released them every quarter 
over the past two years. Unsurprisingly, the majority of customers have bought into the 
collaborations, however, it is the trousers and dungarees that have been the most successful. 
Furthermore, I wanted to find out what items they tend to buy. As you can see below, 
dungarees and trousers were the most popular. When asking the same group of respondents 
what items they would like to see at Lucy & Yak next I received a varied response. These 
included: skirts, jeans, jackets, swimwear, wearable shirts, custom dungarees, shorts, longer 
tops, longer and shorter leg lengths, cardigans, different dress styles, headbands, jewellery 
and more underwear. 
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I wanted to see why loyal customers are attracted to Lucy & Yak in the first place and the 
majority have said about their products. This could suggest that this could be something to do 
with personal style or the fact that they like knowing where the materials have come from. 
Brand transparency was the next highest answer and I would agree with this. I believe that the 
more open the brand is with their customers the better. Other answers included their active 
social media presence and friendly customer service. 

In order to get an idea of how to attract current customers to buying the collaboration, I 
asked what they would be interested in. The majority of customers have said that they would 
attend a pop-up event as long as it is closer to where they live. I believe this opinion is due 
to the fact that Lucy & Yak currently don’t have any stores open for customers to go and 
view the products. They used to have a long term pop-up store in Brighton, however, that has 
shut due to moving to a more permanent premise in the future. From previous research, I am 
aware that they have previously ran workshops before that have been quite successful. 

Painting Dungaree Evening, December 2019 Pom Pom Making Event with @hello_woollen, June 2019 



 - Caroline Frascina, NHS Dietician

“I realised just how good they were for 
breastfeeding my twin girls, making 

me feel confident in my new mom body 
(10kg heavier than pre babies) and the 

fact that they are ethically produced 
is amazing too! I now have 12 pairs of 
dungarees, as well as trousers, tops, 

jumpers, belts and socks.”
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Lucy and Chris have always tried to visit the 
factories and research into the values and 
beliefs of the owners before going ahead 
with the design process of garments. This is so 
that they know employees are being carefully 
looked after. In 2018, Ismail’s factory had 
solar panels installed to power the factory 
all the time which means that the products 
have been made with renewable energy. 
They ensured that the factory is clean, bright 
and had air conditioning as the heat can 
really affect the workers who are making the 
garments. 

On their website and across social channels, 
they are keen to share this journey with their 
customers through a range of mediums. 
Recently, the brand has shared a directory of 
tailors who work at Ismail’s factory which can 
be found on their website. There is always a 
number sewn to the inside ankle or near the 
waist of Originals, Limited Editions, Umi, Luna 
or Easton dungas, Eddie Boilersuit, Alexas or 
Taupos or by the hem of a Mini, Pini or Freyja 
dress. This number is corresponding with a 
certain tailor who has made the piece of 
clothing from start to finish. They are planning 
on doing a directory for all the other suppliers 
too. This a unique idea and something that 
I’ve not seen many other brands do. It allows 
for transparency between the brand and their 
consumer too.

Since 2018, the website has been a simple 
and clear design with lots of information for 
customers to dig their teeth into. They talk 
about the brand values and ethos within the 
information pages and always has a gentle 
nod to sustainability and ethical values within 
product pages and blog posts. The imagery 
that is on their website is a mix of studio shot 
photography and images taken on location. 
They’ve used models who are different sizes, 
skin tones and genders in order to showcase 
their products. This gives customers a true 
representation of what the products would 
look like before purchasing the products. 

FIVE MINUTES INSIDE...

LUCY & YAK

This is Todarmal. He lives with his parents 
and wife, 25km away from the factory. He 
travels everyday for work. His wife stitches 
from  home for their local market. He loves 
to chat with pals and aspires to build a 
home for his parents.
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Lucy & Yak have a number of ways for 
consumers to get involved in the community. 
These include: 
• #yakmirrorselfiemonday - a hashtag that 

is used across their Instagram account on 
Mondays. Customers are challenged to get 
creative with their mirror selfies for a chance 
to win £25 to spend on the store website. 
It’s an easy way of promoting their brand 
using customers’ word of mouth and social 
media advertising that is essentially free for 
them.

• Customers are able to send in their artwork, 
illustrations and drawings to be entered into 
a competition every month. The brand then 
picks one design to get sent out with every 
order as thank you cards. This initiative has 
now been moved across to their Depop 
account because it was so popular. The 
winner gets £100 to spend on the website 
which is nearly two pairs of dungarees. 
Again, this is another way of encouraging 
customers to shop with them as it is creating 
a call-to-action behaviour. 

• #dreamyaks - This is their newest hashtag 
where they are encouraging customers to 
draw their dream dungarees. Although, they 
have many collaborations with wonderful 
artists and designers, Friday is the day for 
customers to shine. Three customers every 
Friday will win £50 Lucy & Yak voucher for 
those who design something creative and 
fun. 

As previously mentioned, they have recently 
closed their Brighton store, however, they 
have plans to re-open a more permanent 
store. Currently, they are an e-commerce 
brand which means they have a lot of 
competition against big competitors. The 
one thing that they must succeed in is social 
media advertising and how they promote 
themselves for consumers to purchase 
products from them. 

The employees behind Lucy & Yak 
understand where their customers are and 
use Instagram and Facebook to promote and 
share products and services that they know 
customers will love sharing and keeping up 
to date with. However, they also actively use 
Twitter, YouTube and Pinterest. The Brighton 
store even joined TikTok in January 2020 
in order to target millenial customers via an 
entertaining form of advertising. 

They engage with the community as much 
as they can by responding to customer 
enquiries fast but with a friendly manner. On 
Facebook, there is a group which includes 
nearly 12,000 members that discuss and 
share images of themselves in the Lucy & 
Yak products. 

The blog is something that not a lot of their 
customers read as I found out within my 
customer research. This is something that 
surprised me when analysing these results as 
I believe that the content is relative to current 
situations. The most recent post was talking 
about different ways in which to help the 
NHS including turning the sari bags into face 
masks and the information about the scrubs 
that was sent to the hospitals in Brighton and 
Barnsley for NHS workers.  
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THIS MONTH’S STYLE LIST

‘Camden’ High Waisted 
Trousers in Vulva Print
£45.00

Stevie Oversized Cosy Fleece 
in Albaquirky Zig Zag Print
£50.00

Mini Pini Dress In Flame 
Red
£35.00

‘Codie’ High Waisted 
Leggings in Rust
£30.00

Ari Lettuce Hem Cropped 
Organic Tee in Baby Blue
£15.00

Dara Cross Body Bag in 
Black
£18.00

‘Juni’ Organic Cotton 
Twill Boilersuit in Baby 
Blue
£54.00

‘Ivy’ Bamboo Brief/‘Thea’ 
Bamboo Bra 
£12.00/£14.00

‘Piper’ Crop Vest Top in 
Ecru
£12.00

LIMITED 
EDITION

TOP 
RATED
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Lucy & Yak stock unisex, sustainable items and accessories from other brands that have similar 
values such as jewellery company, Zinc White and food wraps, BeeBee Organic. Prices vary 
from £3.50 to £68. They also regularly upload seconds, limited edition pieces and second 
hand clothing on Depop. 

‘Marley’ Cropped Half 
Zip Sweater
£38.00

‘Eddie’ Oversized Organic 
Corduroy Boilersuit in Clay
£68.00

Made in Britain - Kirkby 
Cargo Pants in Lime
£65.00

‘Timmy’ Organic Cotton 
Short Dungarees in Pink
£36.00

‘Flynn’ Woven Belt in 
Khaki Green
£14.00

BeeBee Organic Cotton 
Beeswax Food Wraps in 
Tulip Print £14.00

‘The Organic Original’ 
Corduroy Dungarees in 
Charcoal Black
£54.00

Green Recycled Paintbrush 
Necklace by Zinc White
£24.00

‘Dylan’ Organic Cotton 
Canvas Backpack in Cyber 
Yellow
£38.00

TOP 
RATED



34   Blurred

Lucy & Yak don’t have any stores currently, 
however, their website is easy to navigate 
around and their active social media 
encourages customers to stay connected. 
When analysing my customer results, I found 
that a lot of their demographic who don’t buy 
from them are interested in sustainable and 
ethical clothing which they could use to their 
advantage. From my own experience and 
what others have agreed with is that their 
customer service is fabulous and couldn’t 
be faulted with. Most of the garments are 
suitable for both men and women. Loyal 
customers are proud to be part of their 
community and try and promote this through 
their own social media channels and word of 
mouth recommendations.  

There are a couple of weaknesses that Lucy 
& Yak have, however, the one that stood out 
the most was the issues that current customers 
have had with sizing of the products. 
Apparently the sizing doesn’t stay the same 
across the brand and varies in width and 
lengths. Another customer issue was the 
quality checks on the products. One of the 
main reasons why customers haven’t bought 
from them is because they either don’t know 
about Lucy & Yak or they believe that the 
brand is too expensive. Other respondents 
of my survey also explained that the clothes 
that Lucy & Yak currently offer aren’t actually 
their style. This suggests that the reason they 
haven’t shopped with them is due to personal 
preference of their own shopping habits. 

Lucy & Yak have a couple of ways that 
they could improve sales and engagement. 
Student discounts were the most popular 
amongst survey respondents influencers and 
increased media presence as close seconds.
Popular e-commerce brand, I Saw it First 
collaborated with Love Island stars, dressing 
them in their clothing providing advertising 
through product placement. “I Saw it First 
recorded a 60% increase in traffic week 
on week...since the programme started” 
(Geoghegan, 2019). They also saw an 
increase in Instagram followers too. This 
would suggest if Lucy & Yak did something 
similar, it would increase sales and website 
traffic. Current customers would like 
more interaction between the brand and 
themselves. This may be because they are an 
e-commerce brand and don’t have any stores 
currently. More products and styles would 
also encourage customers to purchase their 
garments. 

Competition for Lucy & Yak are from brands 
such as ASOS, Monki, H&M, New Look, 
Topshop, Lazy Oaf and Urban Outfitters. 
Surprisingly, the majority of these brands 
don’t have the same sustainability and ethical 
values as Lucy & Yak nor are as transparent 
about where their clothes are made. A lot 
of their current customers buy from charity 
shops, eBay and Depop suggesting that 
their gross monthly income isn’t as high and 
can’t afford their current products regularly. 
Although sustainability and ethical clothing 
is popular amongst the fashion industry, the 
demand of new products by loyal customers 
is pushing Lucy & Yak into the fast fashion 
industry which is something that is frowned 
upon amongst the customer community. Within 
the current climate, the global pandemic could 
have a knock-on effect with Lucy & Yak and 
when they can continue the production line 
without there being delays. Finally, finances 
could be a threat to Lucy & Yak as marketing 
can be expensive for new brands but is also 
necessary. 

SWOT ANALYSIS

LUCY & YAK

Strengths

Opportunities

Weaknesses

Threats
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SWOT

To summarise, Lucy & Yak should be proud of how much they have achieved in the past 
three years. Although they are want to increase sales and engagement, they are appealing 
to the target customer by continuing to show brand transparency which can only increase 
their reputation. Their products are expensive, however, customers are paying for the 
quality over style. This could be improved by increasing quality checks before sending the 
product out to the customer which in turn will potentially decrease returned items. Over the 
past year, they have introduced many new garments to customers that are still produced 
ethically however their overall media and advertising pressence could be improved. Lucy 
& Yak currently don’t have a store however pop-up events could encourage loyalty and 
customer engagement. Offering discounts on clothes would also increase sales.

SWOT ANALYSIS

LUCY & YAK
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I first met Kirath Ghundoo when she came 
and delivered a presentation to the Surface 
Pattern Design students at Newcastle Collge 
University Centre. I catch up with what she 
has been up to over a Zoom meeting where 
she talks about what inspires her and about 
her own brand... 
Can you tell me about yourself? 
I’m a surface pattern designer based in the 
UK. I specialise in mismatch geometric and 
bespoke wallpapers. The prints are created 
with interiors, fashion and lifestyle products 
in mind.
What inspired you to create Kirath 
Ghundoo as a brand? How did it all 
begin? 
I graduated from Leeds College of Art with 
a degree in printed textiles and surface 
pattern design and went on to become a 
university lecturer. This love of teaching 
design inspired me to set up my own brand. 
I’ve always wanted to pursue having my 
own business. In 2011, I completed my 
MA in Textiles at Huddersfield University 
and spent the year setting up my brand. I 
launched my first wallpaper collection at 
100% Design in London later that year. 

The response was overwhelming! 
I’ve been trading for nine years now 
and what a journey it has been. I 
am inspired by pattern and colour 
everywhere. My design work allos 
me to represent my interpretation of 
the world around me but in a creative 
manner. 
Did you have any influencers 
or inspiration before setting up 
Kirath Ghundoo? 
I can be inspired by pretty much 
anything but epecially the most bizarre 
and flamboyant places. My main 
inspiriations comes from travel which 
I’ve spent a lot of time doing over the 

KIRATH
 GHUNDOO
Kirath Ghundoo is a thirty something 

year old Surface Pattern Designer 
who began running her business 
soon after finishing University, we 

catch up with her to find out what it’s 
like running a business... 

AN
INSIGHT INT0
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Do you have a favourite collection or 
pattern that you have created and 
why? 
Yes, I love the Verde wallpaper! Firstly, I 
love Colombia and this pattern is inpired 
by my travels to the leafy country. I love 
the mismatch vibe with the wallpaper, so 
much so I have it up in my living room. There 
are so many botanical wallpapers on the 
market but I feel the Verde pattern is a real 
contemporary twist on a ‘nature’ inspired 
paper. With it’s half tone dot, mixed bold 
geometrics, what’s not to love! I would love to 
get this one up in a restuarant someday...
Can  you tell me about any future 
collections that you are working on at 
the moment? 
I’ve just launched my newest wallpaper 
collection...The KG Black & Biege 20 
collection introduces three new patterns: 
Ritzy, Mod and Dandy. Inspired by 
monogram pattern styles, each design is 
available in two colourways, beige and 
black and white. The collection is designed 
to inspire the chicest interior walls across 
residential and commercial spaces. 
Please can you describe your design  
process from start to finish. 
I collect inspiration through travel, fashion, 
everyday and then start to build on 
photography and create sketches of ideas. 
I create a mood board of a colour story 
and interpet my ideas digitally. I print the 
samples and approve them looking at colour, 
design and quality. When this is finalised, 
the photoshoot happens along with a press 
release of the collection. Then it’s time for the 
launch. The whole process can take between 
4-6 months. 
Your wardrobe essentials...
White plimsoles, long ankle length coat, and 
a good watch!  

past couple of years. I love the 
creative freedom of my job and how I 
express myself as a designer without 
adhering to the trends. I like to break 
the rules of conventional design, 
which is exactly what my wallpapers 
do. They allow the user to create a 
unique feature wall  which is dictated 
by their own preferences. 
How come you decided to use 
your own name? 
My brand is a reflection of me and 
everything I’m inspired by as a 
person. It just felt right to trade as my 
name. 
Do you think the brands 
aesthetic has changed since 
starting your business and in 
what way? 
I’ve always had a certain geometric 
style which identifies my work within 
the market. My aesthetic has always 
stayed the same, however, I have 
responded with creating collections 
that have a wider commercial value. 
My aim is to design ranges that hit 
a variety of audiences and varied 
interior spaces. 
In your opinion, who do you 
think Kirath Ghundoo’s target 
market and customers are? 
Is there any specific group of 
customers you would like to 
target in the future? 
My customer is design savvy, cool 
and is confident in their own style. 
My target customers are interior 
designers, property developers, 
brand owners who require surface 
design for their products, residential 
consumers, commercial property 
owners from bars, restaurants and 
hotels. These are my client base and 
will continue targeting this people in 
the future. 
What has been your highlight 
since Kirath Ghundoo began? 
I was nominated for an Elle 
Decoration British Design Award 
which was pretty special but I also 
love seeing the positive impact my 
work has on my clients. It feels nice 
to brighten up their spaces! 
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LUCY & YAK X KIRATH GHUNDOO

CUSTOMER PROFILE

Lexi is 22 years old and is in her final year of Textile Design at Leeds Art University. 
She currently works 12hrs per week at Dr. Martens and in her spare time volunteers 

at her local St. Oswalds store. She doesn’t like to keep up-to-date with the trends 
and very rarely buys new clothes. When she does, she likes to buy from the ASOS 

Marketplace, Depop, Monki, Lucy & Yak or charity shops, however, this is only 
once or twice a month. After graduating, she wants to set up her own business 
creating clothes from recycled fabric. In her spare time, Lexi enjoys socialising 

with friends by having dinner dates, enjoys reading and painting. She looks after 
her plants as if they were her children and likes to spend her Sunday’s venturing 

outside of Leeds city centre for a walk and a coffee or cooking her favourite vegan 
meals - mushroom risotto or stir fry veg! Her dream destination would be to travel 
around Australia next year. Lexi describes her style as comfortable and casual but 

is always willing to try something new. 

Sometimes it’s confusing understanding what our 
customer is really like but this time we’ve nailed it...

Lexi Neele
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LUCY & YAK X KIRATH GHUNDOO

CUSTOMER PROFILE

Nick is a 34 year old Assistant Restaurant Manager who has just moved into a 
two bedroom flat in Liverpool city centre with his wife. He works full time hours but 
enjoys running, cycling and yoga in his spare time. Nick describes his style as smart 

casual. He likes to wear formal clothes during the week and then change it up at 
the weekend. He likes basic clothing items with a bit of something about them. He 

usually opts for a good pair of Mud Jeans and an organic cotton jumper or tee. He 
has recently started to become interested in ethical and sustainable clothing after 
having a few complaints from customers about no veggie options in his restuarant. 

In his spare time, Nick is interested in interior decorating and always looks for 
something creative. He enjoys playing on his Xbox with his mates and enjoys eating 

out at contemporary restaurants with his wife. He describes himself as middle 
class and his proud of where he has become in life. On his days off, Nick is often 

modelling for agencies, listening to his vinyl collection or watching Netflix.  

Nick Robinson
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LUCY & YAK X KIRATH GHUNDOO

COLOUR DEVELOPMENT 

Autumn/Winter 20/21

Inspired by the bright colours of the 
streets in Dehli and autumnal skies from 
the British seaside, this season’s colour 
palette has been designed to enhance 
sustainablity and welcome natural shades 
achieved through eco-friendly dyes. We 
aim to extend the longetivity of your 
product by introducing a transeasonal 
palette to your core garments. Bright 
shades are used to bring excitement 
to your essentials and are designed to 
mix and match with other items that you 
already have.  
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LUCY & YAK X KIRATH GHUNDOO

COLOUR DEVELOPMENT 

Pantone 142C
Ortiz Gold

Pantone 7409C
Sunset Sky 

Pantone 5743C
Cedar Fall

Pantone 5744C
Cardamom

Pantone 7731C
Two Peas In A Pod

Pantone 4525C
Light Stone

Pantone 4635C
Autumn Bark

Pantone 7627C
Red Wine

Pantone 7622C
Bindi Red

Pantone 485C
Brighton’s Delight
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LUCY & YAK X KIRATH GHUNDOO

COLOUR DEVELOPMENT 

Spring/Summer 21

Heavily inspired by a summer at the 
British seaside and the natural hues 
from the architecture around Pushkar, 
Rajasthan, this season’s colour palette 
has been designed to uplift, motivate 
and inspire joy in the littlest of 
moments. We aim to create a palette 
of summer inspired shades that can 
be transferred into other seasons. 
Pastels are used to bring a sense of 
calm to the busy lifestyles whilst the 
neutral shades have been designed to 
mix and match together. 
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LUCY & YAK X KIRATH GHUNDOO

COLOUR DEVELOPMENT 

Pantone 7654C
Pink City

Pantone 5155C
Cotton Candy

Pantone Warm 
Grey 11C

Pantone 726C
Sand

Pantone 4675C
Rajasthan Stone

Pantone 143C
Indian Summer

Pantone 141C
Banana Milkshake

Pantone 7451C
Clear Blue Sky

Pantone 660C
Bright Blue

Pantone 7477C
Arabian Sea



- Kirath Ghundoo

“My love for travel, culture, fashion 
and photography are reflected through 
my surface pattern designs for interior 

wallpaper and projects. I wanted 
to continue this through with my 
collaboration with Lucy & Yak...”
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Take a look at the design and marketing process behind the new Lucy & Yak x Kirath Ghundoo 
collaboration. A mix of essential garments in your new favourite colours. The collection has 
been split into two waves and will include some of our newest fabrics including 100% organic 
cotton twill a slightly thicker fabric in order to keep you warm during the winter months, hemp 
fabric that is designed to keep you cool during summer and don’t forget the coconut shell 
buttons and recycled boat rope for waist ties - our personal classic take on the little details. 

Memories of India focuses on blending together the culture that Ismail and his employees 
understand whilst still giving a nod to the British winter skies. It is designed to give you the 
warmest of feelings and the happiest of memories. 

Summer Musings gives a nod to the Brighton summer seaside whilst introducing something new 
to the Lucy & Yak family inspired by the hot Indian heat that only a select few will understand. 
After all, we couldn’t forget where our original store was based!  

Both collections are inspired by scrapbook illustrations, quirky colours and feel-good memories 
designed to bring back some nostalgia and celebrate our achievements since the beginning.

A Focus On Design. Lucy & Yak x Kirath Ghundoo
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LUCY & YAK X KIRATH GHUNDOO

LOGO DEVELOPMENT 

The next design I chose to explore was another design 
similar to Lucy & Yak’s previous collaboration logos except 
this time I used Lucy & Yak’s logo first. I think this would 
work quite well on social media and press images in order 
to recognise both brands. I think the font that the ‘X’ is 
used in makes the collaboration seem fun and appealing. 
I decided to use Kirath’s logo in a different want so the 
design wasn’t as chunky. I’m going to explore adding a bit 
more of Kirath’s branding through colour to make the logo 
more appealing. 

The final design was looking at using the initials of both 
brands. Out of the three designs, I have looked at this is 
one of my favourites however the Lucy & Yak logo isn’t 
their official logo and I believe their customers would 
question whether the collection is fake. Kirath’s initials is her 
previous logo that she is no longer using within her work. I 
believe that if this logo was used for my final collaboration, 
customers would find it hard to associate with the collection 
as the branding isn’t true.  

When researching into previous Lucy & Yak collaboration 
logos, I found that they tend to include the designer first. 
The ‘X’ is then created in a similar font to the designers 
logo. It’s simple and effective however I believe that Lucy 
& Yak’s logo should be first as it is the designer who is 
collaborating with them. Personally, I believe that this 
design looks quite chunky and a bit boring. It doesn’t 
portray the fun and arty vibe that Lucy & Yak usually share. 

DESIGN ONE

DESIGN TWO

DESIGN THREE
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LUCY & YAK X KIRATH GHUNDOO

LOGO DEVELOPMENT 

My final design mirrors the current Lucy & Yak logo. I’ve decided to stick to a 
square theme by adding the ‘X’  behind the original Lucy & Yak logo. I believe that 
the text of the ‘X’ relates to the fun and quirky collaboration. Kirath’s original logo 
made it quite chunky, however, splitting her name in half and putting her last name 
underneath her first makes the logo look neat and tidy. This logo is the one that will 
be used as tags to recognise the garments as part of the collaboration. I decided to 
use the branding colour for Kirath on the ‘X’ to bring her branding through to the 
logo further which I think works really well. 

The other logo is similar, however, this will be used on social media images and press 
releases to identify the collection. I have experimented with the outcome of the final 
logo on a tote bag, on the Lucy & Yak Facebook page and on an image that will be 
used for promoting the collection. 
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LUCY & YAK X KIRATH GHUNDOO

PACKAGING DEVELOPMENT

After researching into what other small brands do to promote their collaborations, I have 
decided to create a sticker. I believe this is the most cost effective way in to change the 
packaging slightly when collaborating two brands together. I got in touch with Bryony Dick, the 
illustrator behind the Lucy & Yak story, in order to create a couple of designs. The first design 
is going to be used on the polybags so the collection designer can be recognised through 
the entire Lucy & Yak customer order. This is something I’ve not seen done in previous artist 
collaborations by Lucy & Yak. The second design will be used on the swing tag.  

Lucy & Yak don’t usually change their packaging when it comes to collaborations that they’ve 
done in the past. The swing tag has stayed the same throughout. In order to stay within the 
brand values, I decided to add a sticker onto the bag of their current swing tag in order for 
customers to distingish the garments that are part of the collection. I think this is an extremely 
quick and easy way for the collection to be recognised. I did think about creating a new swing 
tag pattern design, however, this wouldn’t be cost effective.  

STICKER

SWING TAG
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In order for Lucy & Yak to reduce packaging, they usually send their products out in a sari bag 
that has been created to protect the clothes. Bryony helped me create a repeat pattern that 
promoted the collaboration further by including the logo, sewing machine, dungarees and 
wallpaper. This fabric will then be used to create a sari bag for the items within the collection. 
I wanted to keep the mailing bags the same, therefore, they will be using biodegradeable 
polybags with the circle sticker as talked about before. The reason I’ve chosen to do this is 
because a lot of customers haven’t enjoyed receiving their orders in a paper bag format even 
though it is better for the environment. I also believe this would be better for wet weather 
conditions as it limits the risk of anything happening to the garments. This will be reviewed for 
the Summer collection where a special edition paper bag with the same pattern as the sari bag 
will be used. 

In every order there is a returns slip. 
Usually Lucy & Yak use an artist of the 
month for this, however, during the
 month of the collection release this 
will be changed to the picture used on 
the sticker. Before the collection is 
released towards the middle/end of
 the month, this would create 
excitement amongst customers who 
recieve their orders. 

MAILING BAGS

LUCY & YAK X KIRATH GHUNDOO

PACKAGING DEVELOPMENT
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LUCY & YAK X KIRATH GHUNDOO

STREET STYLE IMAGES
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LUCY & YAK X KIRATH GHUNDOO

STREET STYLE IMAGES

The image locations for both of the collections are going to be on 
the coastline as it will have a connection to Brighton and India. 
There will also be garment photos within their own studio with 
colourful backgrounds. In order to use the resources they have 
available already, Lucy & Yak will use models that they have 
used in previous collaborations. This has worked well for them 
in the past as it shows a range of different shapes, sizes and 
genders wearing the products. The images will portray happiness 
and positivitiy as this is the kind of vibe that Lucy & Yak shares 
when taking photos. Using multiple models within the images 
helps customers to get an idea of how the garment will look on 
themselves. Any makeup that is used on the shoot will be quite 
natural with the models smiling and laughing.    
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The Marketing Plan...       
The Lucy & Yak x Kirath Ghundoo collaboration will be the start of an engaging and immersive 
new campaign that will refresh each year. The aim is to encourage more interaction with Lucy & 
Yak customers and raise awareness of employees, designers and illustrators. 

How will it work?

Student Discount Promotion for 
Social Media Platforms

The collaboration launch will be split into two parts. 
The first is called #YaksOnCampus. The Autumn/Winter 
collection will be launched just before University Talks 
week. This will also go alongside the celebration of the 
new student discount scheme. Throughout my research, 
I found that one of the main reasons potential customers 
haven’t shopped with Lucy & Yak before is due to the price 
of the products and lack of discounts avaliable. Therefore, 
I decided to launch the 17% student discount avaliable to 
those who have an NUS or Unidays account or validated 
student card. Although, many of the Lucy & Yak’s target 
market are young millenials who are interested in ethical 
and sustainable clothing, I do believe adding the student 
discount will encourage students to shop with them rather 
than their competitors who already offer this to their 
consumers. The reason why it is set at 17% is because 
Lucy & Yak started their business in 2017. This would 
personalise the discount to themselves as a brand and 
also would encourage students to shop with them more 
as they’ve got a greater discount and better values than 
other e-commerce brands. The collection itself has more 
smart and formal wear garments that have been designed 
around Kirath’s style. Although the collection is introducing 
smart, wearable clothing - they have different features in 
order to stay true to Lucy & Yak’s comfortable vibe. 
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The second part of the launch will run from 25th April 2021 until the 30th April 2021. From 
research, I found that a lot of customers enjoy renovating their homes just before the summer. 
Kirath Ghundoo’s demographic will be paying attention to her products when it comes to 
renovating their interiors. This week is also Fashion Revolution week where both Lucy & Yak 
and Kirath can get heavily involved. Throughout this week, there will be plenty of online 
content including an IGTV takeover from Kirath Ghundoo at the start of the week and the tailor 
directory will be updated. Lucy & Yak gave Ismail’s employees a number that was sewn inside 
most of their current products. This year, those who are behind the machines in the Yorkshire 
factory will be given a number too and this part of the website will be updated into the ‘India’ 
section and the ‘Britain’ section. 

Similar to the first part of the launch, Lucy & Yak will be introducing customers to their new 
subscription service. This service aims to increase brand loyalty further, build upon customer 
service to make it even more personal. The Comfort Club is a monthly subscription that 
customers would pay £12 a month. Customers would get access to limited edition products 
created by the illustrator of the month which would involve a t-shirt, tote bag, pair of socks and 
a pin badge. There would also be unlimited postage, 20% off the whole site, early access to 
new products. Customers are able to pause or cancel their subscription anytime they want and 
are given a £30 voucher for celebrating their birthday. In response to my market research, I 
found out that a lot of customers started paying attention to them due to their exciting prints, 
therefore, each month they would be entitled to a free exclusive print from the artist and Lucy & 
Yak that could also be a digital download.
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After thorough research into how both Lucy & Yak and Kirath Ghundoo interact with their 
consumers, it is interesting to see two different techniques. Lucy & Yak regualrly use Instagram 
and Facebook to connect with their customers. They are seen as quite a fun and quirky brand 
who are interested in sharing the uniqueness of their dungarees. They also share a lot of what 
is done behind the scenes so customers can get to know employees more in-depth. It is clear 
that they are attracting young adults and those who are interested in making an ethical and 
sustainable difference to the planet. 

Brand Interaction

Lucy & Yak’s Instagram 
The account includes a lot of videos from creatives, product photos 
and top tips that is combiined with illustrations created by their 
in-house illustrator. 

Kirath’s Instagram 
Her account includes product photos, inspiration boards and 
photos of herself behind-the-scenes. She rarely includes video in 
her account. 

On the other hand, Kirath connects with her customers in a much different way. Her Instagram 
account is a source of interior inspiration by sharing collection moodboards and places where 
her wallpaper has been used. LinkedIn is her place to interact and connect with business 
owners as well as attending trade shows to share her designs with stockists. Her products have 
regularly been featured in printed media such as Living North East, Elle Decoration and Sunday 
Times to name a few. Although her style of interacting with customers is very different to Lucy 
& Yak, Kirath understands that this is where her demographic is based and regularly uses this 
platforms. The collaboration will be a great opportunity for both Lucy & Yak and Kirath Ghunoo 
to engage with new target markets that wouldn’t usually cross paths. 

Due to Lucy & Yak being an e-commerce website, they do save on the cost of running a rented 
space to launch the collection which is a positive thing. The initial costs of the launch would be 
towards marketing the collection. This would include: payments for influencer content, magazine 
print advertisement and stickers for packaging. Lucy & Yak have their own facilities in London, 
Brighton and Yorkshire to photograph and shoot content for social media and press that also 
saves on costs. They also have their own in-house designers in order to create the content for 
them. Travel and accommodation to the universities could be classed as a cost towards the 
collaboration. However, this is still a cost for Lucy & Yak because it was already planned and 
wasn’t specifically to promote the collaboration. 

Technology & Cost
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The Lucy & Yak x Kirath Ghundoo collection will appeal to creatives whether they are men 
or women. The range introduces new silhouettes that have been created to attract to a vast 
majority of audiences who don’t neccessarily know who Lucy & Yak are yet. These garments are 
also essentials within Kirath’s wardrobe and therefore will attract those who aren’t only students 
but customers who are working full time and require something smart but comfortable and fun. 
The garments will also interest those who are interested in new fabrics that have kept within 
Lucy & Yak’s ethical and sustainable values. 

Who?

Over on social media, the collections will be teased on the Friday before the launch. The 
collections will both be released on the Sunday before the following week therefore the A/W20 
collection will be released on the 11th October 2020 and the S/S21 collection will be released 
on the 25th April 2021. The reason why I have chosen those dates is because October is when 
the next University Talks is happening for Lucy & Yak and the 25th April is the beginning of 
Fashion Revolution Week next year.  The collections will be avaliable on the website. If Lucy & 
Yak have been able to open the new Brighton store, then it will be avaliable within that store 
too. 

When? Where? How?

In order to get an idea of the influencer rate for a video including promoting the collection or 
an Instagram post, I decided to get in touch with a couple of influencers that would be used in 
the campaign. Alice Thorpe, YouTuber and Soul + Fire founder, explained in an email response, 
“I actually have a manager who deals with the money side of things, so I’m not sure of my 
exact fees. I do know that the feess change depending on requirements and the clients budget, 
so it’s not a set price sheet as such” (Alice Thorpe, 2020). Therefore, I believe that different 
influencers would charge different rates depending on engagement and following. 

Although some of Kirath’s audience could be watching YouTube videos and following 
influencers on Instagram, I do believe that the majority would read magazines looking for 
home interior inspiration therefore it is important for Lucy & Yak to target print media. This 
is a different way of advertising for Lucy & Yak. Kirath’s products have been featured in Elle 
Decoration and Living North however when you compare the prices for a full page spread 
there is a massive change. Living North charges £1,500 for a full page spread whereas Elle 
Decoration charge £6,225 for 1/2 a page. It’s a similar situation to Grazia and Darkus. 
Grazia charge £19,250 for a full page spread whereas Darkus is charging £160 for one full 
page or £180 for a double page. It’s important to consider these costing when advertising the 
collection as Lucy & Yak are still a small brand and don’t have plenty of money to spend on 
print advertising. 
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Marketing is key when launching a collection. As Tungate states, “When clothes lave the 
factories where they are made, they are merely ‘garments’ or ‘apparel’. Only when the 
marketers get hold of them do they magically become ‘fashion’”(Posner, 2017). Lucy & Yak and 
Kirath Ghundoo will both use social media platforms to spread awareness of the collections, 
however, they will do so using different techniques. 

Lucy & Yak will start off by sharing a sneak peak of the limited edition print close up. This will 
spark interest from their followers. On the same day, Kirath will post a collection image on 
Instagram of her wearing the dungarees in her office. This image will also be shared on Lucy & 
Yak’s Instagram story and then re-shared on the morning of the launch. The collection will be 
released on the Sunday evening before the start of university talks week, where they will talk 
about the student discount and the reason behind the setup. 

Marketing Platforms

There will be a blog post written interviewing Kirath and explaining why she created the 
collection and the print for customers to read. This will then be shared by Kirath on LinkedIn 
in order to connect with business owners. Throughout the week, there will be two YouTube 
videos going up on the Lucy & Yak channel. The first will be their collection introduction video 
showing you the items in the collection and how to style them and the second video will be a 
‘The Creative Life of Dunagrees’. This will be an interview or day in the life with Kirath to give 
Lucy & Yak customers an insight into her business. 

This idea will then be repeated for the launch of the second collection in March. However, 
instead of talking about the student discount, Lucy and Chris will make a video to be shared on 
Instagram stories and YouTube about the new subscription plan. Halfway through the week, 
they will also release a quick video with all the UK mechanists giving them a letter similar 
to what they did this year. These images will also be added to their website under ‘Who 
Made Your Clothes?’ page which will have been split into India and Britain. Throughout both 
collections, the hashtag for customers to use will be #pastetheyaks. For each launch, there will 
be a competition that is held across the two weeks for customers to get involved in. There will 
be five winners who will get a voucher to spend on the Lucy & Yak store and Kirath’s products. 

Instagram Print Preview Instagram Story Promo

YouTube Collection Video
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In order to target more of Kirath’s customers, it would be beneficial for Lucy & Yak to place 
an advert in a magazine. Kirath’s products have regularly been featured in the likes of Elle 
Decoration and Living North, however, when looking at the cost of this, Living North would 
be more affordable. These magazines also feature fashion content so it wouldn’t be unusual 
from their usual content. I also believe it would be benefiicial for Lucy & Yak to experiment with 
advertising their products in a printed magazine. I explored Grazia, however, their advertising 
costs were substantially expensive in comparison to Darkus. They both have a similar target 
audience, however, Darkus is a magazine that focuses on emerging talent and positivity. I 
believe the collaboration would be recognised within this magazine as the readership are 
those aged 18-35 who offer something a little bit different. 

Although promoting across the social platforms of Kirath Ghundoo and Lucy & Yak is important, 
other sources of advertisement is also necessary. Social media influencing has increased, 
especially during Covid-19 which has severely affected the fashion industry. Jordie Black, an 
influencer marketing expert from Zine.co explains that “consumers look to influencers as a voice 
of authority” (Moore, 2020), therefore, building an influencer relationship is something that 
I believe Lucy & Yak would only benefit from. They’ve worked with influencers on an ad hoc 
basis in the past, however, these relationships have never been ever lasting. Whereas the likes 
of Pretty Little Thing, Nasty Gal and Missguided have a bank of influencers that they regularly 
work with in order to promote new collections and offers that they have available during 
different points of the year. 

Each influencer would be entitled to feature particular garments of the collection within their 
videos and social media posts. This will be done in a way that isn’t directly selling the brand 
and will be a natural inclusion such as ‘a day in the life’ or a video that connects with their 
audience. The chosen influencers include: Lucy Wood, Tanya Burr, Megan Short, Unjaded 
Jade, Alice Thorpe, Hannah Witton and Leena Norrms. These influencers have been chosen 
because their demographic matches the same audience that is attract to Lucy & Yak and Kirath 
Ghundoo. Some of them have already worked with Lucy & Yak in the past so they already 
understand the brand and the values behind it. 
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Instagram Grid Preview

Website Preview
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I understand you are a painter, designer 
and illustrator - how did you get into this 
industry? 
I started painting at a very young age. I was 
always interested in painting and designing new 
things. I went on to do a three year Graphic 
Design diploma so I started my career off 
as a designer and then started to move into 
illustration but everything is really quite similar. 

Why were you interested in Lucy & Yak 
before you collaborated with them? 
What’s your favourite thing about them? 
Your favourite clothing item from them?  
They contacted me about using a design of mine. 
I love how fun they are as a brand! 

What inspired you to create a pair of 
dungarees with Lucy & Yak? 
I’ve not got a pair of their dungarees myself but 
I love their use of pattern to make their clothes. 
I’ve heard their dungarees are very comfortable 
and want to own a pair myself! 

How did you come up with the print and 
design? Did you work closely with the 
design team?  
I do a lot of personal paintings and patterns. 
They really liked this one and they said it would 
make a good repeat pattern so I agreed. 

Can you talk to me about the process of 
the collaboration from start to finish?  
It was a bit difficult at first because I’ve had no 
experience in doing many repeat patterns. I had 
the help of a textile company which was good. 

If you were to work with them again, 
would you design something floral or 
something completely new? 
I would want to create something completely 
new to them. Although I’m good with floral 
designs, I don’t think I would go down this route 
again. 

Carolyn Gavin Designer, Painter & Illustrator
Carolyn recently worked with the Lucy 
& Yak team to create the Limited Edition 
‘Lily’ Dungarees in Organic Cotton. I got 
in touch with her over Instagram to see 
how her collaboration with Lucy & Yak has 
impacted her business.  
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Tell me a bit about yourself. 
I am an artist and designer from Brighton, 
although I’m originally from Finland. I study 
Fashion and Textile Design at Portsmouth but I’m 
due to graduate this summer.  

Were you interested in Lucy & Yak 
before you collaborated with them?   
Yes! I bought my first pair of dungarees from 
them a few months before I designed the 
vulvarees and I had been following them online 
for months before that. They represent evething I 
personally believe the fashion world should look 
like, from sustainable materials to fair working 
conditions. Also their designs are amazing! 

What inspired you to create a pair of 
dungarees with Lucy & Yak? 
I wrote my dissertatiion about the lack of 
diverse representation of vulvas in art and 
media and how that affects the wellbeing of 
young people with vaginas. I wanted to start 
open conversations and though covering people 
in vulvas should do it. The print is ambiguous 
enough that it usually takes a couple of looks 
before people realise what the blobs of colour 
actually are and there’s something wuite 
empowering about marching around covered in 
vulvas. 

How did you come up with the print and 
design? Did you work closely with the 
design team?  
I was doodling the vulvas one night when I was 
taking a break from writing an essay and tagged 
them in a post on Instagram. They got in contact 
and half a year later we launched! I had so 
much creative freedom which is amazing as an 
emerging designer. Everyone at L&Y were so 
excited and supportive too! 

If you were to work with them again, 
what would you design? 
I am in love with everything retro and the crazy 
colourful 80’s and 70’s prints so probably 
something like that. Or maybe penis dungarees 
to be fair.

Sanna Suvi Craftivist & Final Year Fashion and Textile Student
Sanna worked with Lucy & Yak on the 
Vulva capsule collection which included a 
pair of ‘Camden’ trousers and a pair of 
dungarees. I got in touch with her to see 
what she thinks of the collection and how 
the collection has impacted her business.  

THE GOOD, THE BAD & 
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THE UGLY
Find out the imapct of the Lucy & Yak x Kirath Ghundoo collection. Take a look at 
the strengths, weaknesses, opportunities and threats surrounding the collection...

THE GOOD, THE BAD & 

LOW 
COST

LOW 
POPULARITY

HIGH 
POPULARITY

Charity Shops

Conscious Collection

K I R A T H  G H U N D O O 

HIGH 
COST

As explained earlier, a positioning map is used to pinpoint where a brand sits in relation to 
its competitiors. Using the same scale as before, I believe that the collaboration would allow 
Kirath’s business to gain some popularity as Lucy & Yak have a larger following than herself. 
When speaking with other collaborators, they explained that followers on socials increased. I 
also believe that Lucy & Yak would increase their popularity within the student market due to 
the discount being added. Although the cost of products will be lower, the amount of orders will 
increase.
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Kirath Ghundoo is a well-established brand within the interior and home design sector. Kirath, 
the owner of the brand, has been running the business for nearly ten years, therefore has built 
up many connections. She studied Surface Pattern and Textile Design at university and has 
learnt many different techniques throughout studying, teaching and working. For her brand, 
the social media channels she has don’t have a high following compared to other freelance 
businesses, however, she has been recognised for her work through winning awards and 
competitions. Her products have heavily featured within magazines too. She has recently 
started selling velvet fabric for customers to use and works a lot with business owners. The 
product designs that Kirath has would fit well within Lucy & Yak because they are quite similar 
in wanting to sell products that are quite individual to the customer. 

The main weakness of Kirath’s brand is that, although she has developed a substantial 
audience, within the interiors sector, she doesn’t have anything related to clothes or fashion 
in order for her to work with Lucy & Yak. When reviewing previous collaborations with Lucy 
& Yak, they tend to use a lot of illustrations in order to design one of their limited edition 
dungarees or boilersuits, and even then they are just one of pieces rather than a full collection. 
One of the questions Lucy & Yak would be nervous about is spending their time in creating two 
9-piece collections across the year for them to not sell. Kirath’s social media following is quite 
low, however, I don’t think this is something that matters in terms of collaborating with Lucy & 
Yak. Although their design techniques are similar, would Kirath’s demographic be interested in 
the collaboration with Lucy & Yak? I believe some would but not all of them and it still may not 
bring in a wider audience as the styles are still quite different and unique. 

If Kirath was to collaborate with Lucy & Yak, I believe it would improve Kirath’s brand 
reputation. As explained by Sanna and Carolyn (2020), their orders and following increased 
when they collaborated with Lucy & Yak on one garment. I also believe that the collection will 
bring in a new audiencee for Lucy & Yak thus increasing their orders. Within the marketing 
proposal, I’ve suggested the addition of a subscription service and a student discount. This is 
something that the target market were certainly interested in and many of the respondents said 
that they would buy from Lucy & Yak if they included the student discount. At the time of writing 
this, e-commerce brands are something that the fashion industry is relying on for promotion and 
advertising so I believe this will only benefit both brands sales. 
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ANALYSIS

Overall, Lucy & Yak and Kirath Ghundoo could work together on a collection. They have 
many similarities including: individual designs where no two products are the same and they 
are both quite creative and forward thinking brands. The style of both brands are quite 
similar, however, their consumer demographics differ slightly but this would be interesting 
to see how it affects the companies sales. Lucy & Yak encourage customer engagement via 
direct communication through social media which may aid the growth of Kirath’s brand. 
As mentioned before, I do believe it would be difficult for Lucy & Yak to fully trust the 
collaboration at first and may decide to create the limited edition dungarees or boilersuit 
first rather than releasing the full collection. This will give them an idea on how popular it is 
amongst their customers. 

Kirath Ghundoo is a brand that is still relatively small in compared to others and isn’t part 
of the fashion industry at all. Kirath will have a lot of competition in terms of illustrators and 
other creative people who have previously had the opportunity to collaborate with Lucy & Yak 
before. Although there are a couple of people within Lucy & Yak’s demographic that matches 
Kirath’s, Lucy & Yak stated that their main audience includes millenials and young people. The 
chances of them hearing about Kirath is impossible becuase that age group won’t be looking 
at home interiors. This may have an affect on how successful the collaboration is. I wanted the 
collaboration to bring in a more mainstream audience as I found that many people find that 
Lucy & Yak don’t sell their style of clothing. This means they are in competition with a lot of 
fast fashion brands such as Pretty Little Thing, Boohoo and ASOS. Although Lucy & Yak, are a 
sustainable clothing brand, their demographic don’t have the money to pay for pieces that are 
expensive as themselves and usually opt for charity shops, second hand products, Depop and 
eBay. A collaboration with Lucy & Yak is stepping out of Kirath’s comfort zone so their is a risk 
her customers may not like it as much. Both brands will have to understand the financial climate 
and rates increasing as well as customers disposable income to come up with suitable pricing 
that will benefit both of them. 
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