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EXECUTIVE SUMMARY

EXECUTIVE SUMMARY

The First section of this report evaluates the current market situation of the UARE mensweor market, and the global
streetwear segment, whilst also providing an insight into current retail, lifestyle ond marketing trends affecting the
industry. Consumer behaviour and spedning priorities are then examined thoroughly through the use of primary ond
secondary research, to aid in deciding the target market. Quantitative ond qualitative research is used to identify specific
consumer insights on how they Feel about the current market ond possible changes in terms of sustainability.

Consumers identified that the current market in Dubai is controlled by Fast-fashion and luxury, although if there were
other options For sustainable clothing, this would be preferable. New Demise’ mission is to bring this to reality, by bringing
Ehe most sustainable and high quality streetweor to Dubai, with o unique aesthetic of combining Middle Eastern and
Western cultures. All aspects of the business are expected to be sustainable and ethical, From the Factories where the
clothing is manufactured to the Fabrics Ehat are used. Being transparent with consumers will be key to not only giving
consumers insights into the business but also creating o community ond a sense of trust between the porties.

Marketing will initally be pursued through social media channels such as, Instagram, this will minimse costs and allow For
deeper engagment with consumers. On top of this New Demise will utilise ‘Instagram Shops’, incorporating it into the
omnichannel retailing experience. At the early stages products will be available online, Ehrough the website and app, whilst
being availoble ot some selected retailer, however later plons will include opening a brick and mortar store.



INTRODUCTION

INTRODUCTION

This report analyses the current market situations and identifies an effective road map For a new start-up company.
Provided throughout the report is primary and secondary research regarding the UAE menswear market, global
streetwear and sustainability. This is shown Ehrough marketing and retail Erends, consumenr behaviours, current

competition as well as the marketing mix and initial business plans.

InFormation was gathered through a variety of sources, primarily Mintel, Hypebeast, Highsnobiety, Business of Fashion
and McKinsey were used to analyse the stote of the current markets and a general overview of the Fashion industry.
Forbes, Business Insider, CNN and CNBC provided key insights into current macro ond micro Factors, which are affecting
the market. A Hypebeast report, gave a scope into consumer behaviours within the streetweor market, whilst Sontaonder
and McKinsey allowed For a deep analysis of general consumer in the UARE. Four Gen-Z consumers in Dubai were
interviewed about their spending pirorities and general thoughts of the market, which allowed For a psychogrophic
profile to be made. A questionnaire and a Further three interviews were then conducted to get more of a broader
understonding of typical consumer behaviours, whilst also giving a slight insight to an already successful home grown
brond. Key competitors wenre evaluoted and analysed in terms of price, quality ond sustainability, in which o market gop
was able to be identified.

Although the research was as accurate as possible there were some inevitable limitations. Firstly, with the streetwear
market in Dubai still developing there were no Figures or statistics based around this, which limited the depth in which the
analysis could go. In addition, not all Figures were availoble For the varioble costs, meaning that some estimates had to be

made .
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MARKET ANALYSIS

UAE APPAREL MARKET
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“The apparel market in
URE is seeing o steady
growth, currently valued
ot $13.9 billion in 2021,
compared to a value of
only $10.4 billion in 2014.”

(Dubai Chamber, 2019)
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“Menswear has been
dominating the UAE
apparel segment, claiming
market share of 53% and
$6.2 billion worth of sales
in 2018.”

(Dubai Chamber, 2019)

“Menswear is expected
Eo register a compound
onnual growth rote
(CAGR) of 3.8% between
2019 and 2023 to reach
$7.8 billion in 2023."

(Dubaoi Chamber, 2019)



"“The next chapter that we are seeing
in cantemporary culture, in street
culture, is in this part uf the warld.’

(Business of Fashion, 2020)
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GLOBAL STREETWEAR MARKET

The global streetwear market, estimated to be $185
billion in 2019, moking it by some estimates about 10% of
the entire global apparel and Footwear market. 76% of

industry insiders expected the streetwear market to grow
significantly over the next Five years.

(Hero, 2020)

1
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Gender Distribution AMongst 59% of Streetweaor Consumers 62.8% of Streetwear Consumers
Streetwear Consumers are of Asian Origin are within the Gen Z Caotegory

B mALE
[ FEMALE
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"Streelwear is nat 3 trend within

Fashian but rather 3 cnmpnnenl of

3 larger popular culture shift thal
spans Fashian, 3rt 3nd music.”

(Hypebeaost, 2019)
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“Global Fashion sales are
expected to be down
by up to 15% in 2021
compared to the levels in
2019.”

(Business of Fashion, 2020)

EFFECTS OF CORONAVIRUS

“Overall menswear sales
have declined 16% From
$438 billion in 2019 to $369
billion in 2020 due to the
ongoing pandemic.”

(Hypebeast, 2019)
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“Around the globe, there
is an expected annual
digital growth of more
than 20% between 2020
and 2021

(Business of Fashion, 2020)



SO

“8-10% of global
greenhouse gas emissions
comes From the Fashion
industry, which is more
Ehan aviation.”

(Vox, 2020)

SUSTAINABILITY

“The Fashion industry
produces and sells
between 80 billion and 150

billion garments a year
globally.”

(Vox, 2020)

15
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“Nearly 60% of all
clothing produced ends
up in incinerators or
landFills within years of
being made.”

(Vox, 2020)
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MARKET SHARE
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“Menswear is the top-performing segment in the UAE apparel market, taking
over half of the market share in 2018. The outlook For UAE apparel sales is
expected to improve over the next Five years as economic conditions become
more Favourable, while consumer confidence strengthen. Menswear is expected

Eo reach $7.8 billion in 2023 as retailers adjust to consumers’ preferences and
correct supply within the market. UWhilst womenswear is expected to reach $5.3
billion in the some period.”

(Dubai Chamber, 2019)

17
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1.3

MACRO FACTORS AFFECTING THE MARKET

HANDLING CORONAVIRUS

Coronavirus hos hit the world hard, os life
hos become much different to whaot it was
before. Governments have hod to introduce
lockdowns and quarantine lows to try to slow
down the poce of the virus. Whilst people
are losing jobs or having to work remotely.
Online plotForms have become more populor
os people are Forced to stay at home.

(WHO, 2020)

CRYPTOCURRENCY RISE

Throughout the post yeor cryptocurrencies
hove been picking up poce as their volues
hove all risen. The market is expected to
grow ot o CAGR of 30% between 2019 ond
2026 os the volue reached $2 Etrilion FfFor
the First time eorlier this yeor. People are
now seeing the benefits of crypto ond are
investing heavily as they continue to grow.

(CNBC, 2021)
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LESS IS MORE MINDSET

We live in a culture of excess, where
odveristisements For new products exist
everywhere, telling us thot we need something,
however, times oare chonging, os people
ore beginning to realise the environmental
impacts. Gen Z are especially conscious
obout whaot they buy ond if they need it,
ond so people are more inclined to buy less.

(Medium, 2017)



ARTIFICIAL INTELLIGENCE

As artificial intelligence continues to develop,
mony opportunities are arising in how this can
be implemented into everyday society. In 2017,
the Dubai government enrolled the worlds First
robotic policeman. Elon Musk is also developing a
chip that connects directly to the brain using Al,
enablinghumanstocontrolcomputers, prosthetic
limbs, ond other machines using only thoughts.

(Spectrum, 2020)
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miNIMISING WASTE

We're continuing to generate extraordinary
omounts of waste each year, its predicted that
global waste will grow by 70% as soon as 2070,
due to population growth and unsustainable
business models. However, lots is being done
o tockle Cthis issue, with many countries
now promoting recycling, bonning single use
plostics ond other lows being introduced.

(Rajopack, 2019)
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SUSTAINABLE BUSINESS

As people are becoming more owore of
the negotive impocts associated  with
unsustainable business praoctices, it is becoming
o necessity For new and upcoming brands to
Follow o sustainable business model. 62% of
executives consider a sustainaobility strotegy
necessory to be competitive today, ond
onother 22% think it will be in the Future.

(IMD, 2016)
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MICRO FACTORS AFFECTING THE MARKET

FASHION ON WHEELS

Middle Eastern based ride-hailing opp Careem
hos lounched o shops section on its app. This
allows companies to sell their products through
Ehis service. This ranges From pharmaceuticals,
groceries ond of course Fashion. It allows For
quick delivery timings ond simplicity when
ordering. As of 2017 the app has over 15 million
users across 14 countries including URE.

(Mintel, 2020)

UARE COMMERCIAL COMPANY LAW

In November 2020, the UAE took more steps
in enhancing its business infrocture ofter
announcing ommendments to current lows For
commercial companies. As per the new low
non-Emiratis are now able to Fully establish
onshore companies whilst maintaining 100%
ownership. This aims to attract more Foreign
investors and entrepreneurs into the country.

(Bayut, 2020)
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PAPERLESS DUBRAI

In 2021 the Dubai government will go completely
paper-free, meoning 100% of internal
processes ond customer Facing services will
be digitized. The initiative will eliminote over
1 billion pieces of poper being used per yeor
preventing 130,000 trees From being cut down.
The money saved will omount to being able
to Feed 4 million children around the world.

(Smart Dubai, 2020)



DUBAI MALL EXPANSION

I
In 2019 Dubai Mall opened its 275,308 sgm Fashion
Avenue extension to cater to its 100 million
onnual visitors. The exponsion adds a retall
inventory of an additional 190 retail spaces, and
hos seen the oddition of many luxury shops,
ond streetweor stores. Since the expansion
Emoor have reported o 2.5% increose in
profit compared to the previous yeor in 2019.

(WSP, 2019)
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DUBAI EXPO 2020

I
The Expo 2020, now delayed until October 2021
is expected to heavily contribute to the non-oil
based economy of Dubai. It is likely to generate
more thon $23 billion. Expected to attract over 25
millionvisitors,its dubbedas “The Worlds Greatest
Show”. A coming together of technology, ort,
Food ond creativity, where innovation can be
used to tackle some of the world biggest issues.

(McKinsey, 2019)
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DUBAI COMMERCITY

Dubaoi CommerCity is the Ffirst ond leading
e-commerce free zone in the MENA region.
The 2.1 million sqft area prepares to open
o new Ffree trade zone For e-commerce
componies. The $870 million development,
adjocent to Dubai International Airport aims
to boost the success of online plotForms os
e-commerce continues to grow in the region.

(CNN, 2020)
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1.5

LIFESTYLE TRENDS

NEW MiNIiMALISM

The mindset of buying less is not o new thing, it has been picking up
momentum For some time ond the pandemic hos only boosted this
os people are stuck in their homes and have less expendable income.
Millenials are particulorly adopting this lifestyle as 78% would rother
spend on an experience rather thon on stuff, compared to 59% of baby
boomers. With people now working From home more thon ever, buying key,
essential products that are of higher quality is becoming more important.

(Forbes, 2016)
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CcOoNsCIOUS CONSUMERISM

People are becoming more conscious about the purchoses they moke ond
the brands they trust, due to the negative impacts of over consumptionon
the planet. This is making it more importont For brands to be transparent
ond honest with their consumers, as to where their products come From,
how they are produced and their ethics involved. 60% of consumers would
increose loyalty to a brand with a recycling scheme and 2/3 of people make
buying decisions based on the brands position on social or political issues.

(Trendalytics, 2020)



SOCIAL MEDIA

Social media has transformed our lives and its only becoming bigger as
it allows people to connect around the world with other people, and
gives them an insight into their Favourite companies. Different networks
vary with popularity as new ones arise and old ones sink, currently
opproximately 53.6% of the worlds population use a social media platofrm
ond the daily averoge usoge is 2 hours 25 minutes. As social media
continues to become more important success is being measured by likes.

(Smart Insights, 2021)
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COMFORT LIVING

As we continue life with the ongoing pondemic comFfortweor is
becoming more important, with people not being able to go out os
often. With many non-essential workers now working From home,
people are more inclined to Focus on buying comFortable clothing that
con be worn in Zoom meeting ond when just lounging in the house.
Luxury loungeweor and trocksuits ore now more in demond, with
sales For these products up by 1303% compared to this time lost yeor.

(Haorpers Bozoar, 2020)
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1.6

MARKETING TRENDS

COLLABORATION CULTURE

A short time ago brands only saw other brands as competitors, however,
with the rise of colloborations thaot has chaonged. Collaborations hove
become the new norm For companies to gain more exposure, ot a cheoper
cost, and in a Faster way. Most bronds are adopting this idea as it allows
companies to venture out into otherindustries and work with competitors.
Thesuccessofthe LouisVuittonx Supreme collaborationin2017,kick started
luxury brands working on collections with well known nomes in streetweonr.

(Forbes, 2018)
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INFLUENCER MARKETING

Social media influencers are becoming more apparent in the modern
world os they con oppear anywhere ond con be anyone. Their lorge
Followings on the web and sociol mediao makes them influential, which
is why componies are topping into them to promote their brond.
Although influencers exist on all plotForms, Instagrom is definitely the
biggest with 79% of bronds using the plotForm. The influencer morket
is on track to be worth $15 billion by 2022, compared to $8 billion in 2019.

(Business Insider, 2021)



PHYSICAL AND VIRTUAL EVENTS

Wwith tEhe impacts that the pandemic has had on tEhe world, physical events
have had to be put on hold to control the spread of the virus. Therefore,
bronds begon holding virtual events as a way of connecting with their
consumers throughout the paondemic. The global virtual events market
size wos valued at $77.98 billion in 2019 ond is now expected to grow ot
o CAGR of 23.2% From 2020 to 2027. However, with restrictions being
eased more people will be looking to get out and attend events as well

(Equinix, 2021)

25
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VIDEO MARKETING

Video marketing is one of the most importont marketing Erends
ond will be For the forseeable Future, with 70% of consumers saying
they have shared o brands video and 72% of businesses saying that
they improved their conversion rate, its clear to see why. Videos con
present information in o much more oppealing way to consumers
os it requires much less effort thon reading clumps of text. A
site with a video is 50x more likely to drive organic search results.

(Single Grain, 2021)



MARKET INTELLIGENCE | Retailing Trends

1.7

RETAILING TRENDS

SUSTAINABLE RETAIL

Sustainability is becoming o priority throughout all industries as we
are beginning to realise the negative impocts of unsustainable busines
practices. Companies are now pushing towords being sustainable
Ehrough all aspects of business, which includes their retail spaces. This
involves using recycloble materials in window displays and using more
natural elements in interior design. Having o more sustaoinable retail
space also saves costs For businesses as less energy is being used.

(Visual Retailing, 2018)
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SOCIAL COMMERCE

Retailers are being given much more Freedom to direct customers
straight to their website through one click. They are now able to
connect their e-commerce shops to maojor social media plotForms
such as Focebook ond Instogrom, allowing them Eto promote
their products directly Eto consumers in o more authentic
way. In 2020 sociol commerce wos o $89.4 bilion market ond
it’'s projected to grow to $604.5 billion in the next seven yeors.

(Lightspeed, 2020)
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POP-UPS omnNICHANNEL RETAIL

. |
Temporary pop-up stores have been on the rise since the early 2000s  Omnichonnel retailing is the coming together of mony different
ond not just in the retail industry, From bars to workspoces. Pop-  technologies, such as artificial intelligence, robotics, virtual and
ups offer a greot opportunity For e-commerce retaoilers to gaoin  augmented reality. IE gives retailers the chonce to bring the
exposure in popular shopping areos, whilst also saving lots of money  convenience of online shopping to their brick and mortor stores,
compared to opening a brick and mortar store. The pop-up industry  thus giving them the best of both worlds ond creating o more
is currently valued ot $50 billion ond it is only growing, as consumers  enjoyable experience For customers. On averoge omnichannel
love the aspect of exclusivity ond shopping in a unique setting. customers spend 4% more money in-store ond 10% more online.

(IQ Mekrix, 2018) (Forbes, 2020)
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sUummARY

From the market analysis its clear that the Ffashion industry within the URE
is on the rise, esepecially mensweanr. On top of this sustainability is becoming
more of a key to them around the country os people are becoming to
understand the negative effects the industry has on the environment.
Although the pandemic has negatively affected the indsutry its predicted
Eo bounce back, and with more people now shopping online there are many
opportunities. The global streetwear market now accounts For approximately
10% of the entire apparel market, ond still continues to grow.

There are many factors affecting the market in both positive and negative
ways, including the global push For more sustainable consumption ond the
effects cryptocurrency is having on the economy. On a more specific level
there have been lots of initiatives introduced to the UAE, whilst the Expo 2020
ond E-CommerCity are to open soon.

28
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2.1

DEMOGRAPHIC CHANGES

2000 2005 2010 2015 2020
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UAE Population Growth
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The population of the UARE continues to steadily grow, as the country continues
to develop. From a population of only 4.59 million people in 2005, it had managed
Eo more than double in the space of 10 years. Currently there are opproximately
9.96 million people living in the country, with more thon 200,000 expats
migrating From around the world each year. The country continues to attract
entrepreneurs and investors due to the great lifestyle, zero income tax and the
many job opportunities.

(Worldometer, 2021)
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4-0

14-10

19-15

24-20

29-25

34-30

39-35

44-40

49-45

54-50

59-55

64-60

69-65

74-70

75+

Generaotion Z

Population of Dubai

1700000



TARGET MARKET | Demographic Changes

Dubai is the most populated emirate in the UAE with a population
of approximately 3.5 million people, with more than 2/3 being male.
73.86% of Dubai’s population are under the age of 40, whilst 412,740

(approximately 12%) are Gen-Z males. A median age of 32.6 shows
tEhat Dubai hos o very young population, with 86.4% of them living in

an urban area.

33
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3% J10%

“Only 15% of the UAE “Their are 3.8 million daily “70% of Gen-Zers have
population are native instagram users in the an infFluence on their
residents, whilst 85% are URAE, 63.2% of which are Family’s spending in the
expatriates.” males.” emirates.”

(GUIF News, 2019) (The Media Lab, 2020) (GUIF News, 2019)

34



"With 3raund 200 nationalities

represlenled in Dubai, how penp[e
dress is incredib[g varied.”

(Visit Dubai, 2020)



TARGET MARKET | Spending Priorities

2.2

SPENDING PRIORITIES

STREETWEAR CONSUMERS

“54% of consumers
reported spending $100-
$500 on streetwear each
month.”

(Hypebeast, 2019)

“566% of consumers spend

an average of $100-$500

per streetwear product
Ehat they purchase.”

(Hypebeaost, 2019)

36

“81% say that the most

important Factor when

choosing a brand is the
quality/design.”

(Hypebeast, 2019)



" Huoudies and T -shirts are the mast
desirable products, with 297 of

peup[e saying Haeg wauld mast [ﬂ(e[g
purchase hnndies ur T -shirls.”

(Hypebeaost, 2019)
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“88% of people believe
that more attention
should be paid to
reducing pollution in the
Fashion industry.”

(McKinsey, 2020)

SUSTAINABILITY

=

“35% of UAE consumers
said they are doing more
to purchase sustainable/

eco-friendly products

since the pandemic.”

(McKinsey, 2020)

38

“58% of Gen-Zers are
willing to spend more
money For goods that
are created with their
impact in mind.”

(The Digital Outdoorsman, 2020)



“95% of consumers have

changed brands, stores

or the way they usually
shop.”

(McKinsey, 2020)

UAE CONSUMERS AND CORONAVIRUS

“Up to a 45% net increase
in consumers intent to
spend online even after
CoVvID.”

(McKinsey, 2020)

39
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“35% of consumers are
doing more in regards to
researching brands and
products before buying”

(McKinsey, 2020)
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“65% of customers expect
brands to know them
personally and treat

them individually.”

(Word Bank, 2019)

UAE CONSUMERS

“7.4% of household
consumption expenditure
is spent on apparel and
Footwear in Ehe UAE.”

(Santander, 2020)

40

Y

“66% of UAE consumers
are purchasing more
clothing through online
platForms.”

(Mastercord, 2020)
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HIGH
*EXPECTATIONS®

“UAE consumers have high expectations oand are hard to
impress. They expect excellent customer experience ond
personalised service, oand when it comes to online shopping,
they prefer single-brond websites because buyers believe
Ehey provide the best customer service.”

ol
1\

(Sontander, 2020)

4]
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“On average UAE
consumers spend

$122 per e-commerce
transaction.”

(Go GuIF, 2021)

UAE CONSUMERS AND E-COMMERCE

697

“Its estimated that the
URAE’s e-commerce user
penetration is around
69%."

(Go GuIf, 2021)

42

“The average consumer
in the UAE spends an

estimated $3104 per
year.”

(Go GuIF, 2021)



"E -cammerce mﬂg accaunts for
4.27 uf the relail sectur, althnugh
its an upward trend and is estimated

ta graw 23% by 2022.°

oooooooooooooooo
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2.3

CONSUMER PROFILES

“The core of Gen Z is the idea of manifesting individual identity.
Consumption therefore becomes a means of self-expression as
opposed to buying or wearing brands to Fit in with the norms of
groups. Led by Gen Z and millennials, consumenrs across generations
are not only eager For more personalized products but are
also willing to pay a premium For products that highlight their
individuality.”

(McKinsey, 2018)



"Yuung penple have became 3 putent
influence on peup[e of 3l ages and
incames, 3s well 3s haw those peup[e
cansume 3nd relste o brands.”

(McKinsey, 2018)
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Ol Gregm‘g

Loyal Customer / Impulse Buyer

AGE: 21
OCCUPATION: Project Coordinator
LOCATION: Silicon Oasis, Dubai
NATIONALITY: British

Minimal style mixed with artist merchandise.
Prefers to shop online.
Favourite brand is Alyx Stuio.
Music artists infFluence his style the most.

Price and shipping Fees are key influences in his purchasing
decision.

Generally spends around AED 300-500 per month.

46
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I dun't necessarily lnok tn purchase sustainable clthes
but if it was an nption | would definitely prefer it.”

47
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Nicolas Banuin

Impulse Buyer / Bargain Hunter

AGE: 20
OCCUPATION: Real Estate Student
LOCATION: The Meadows, Dubai
NATIONALITY: Swiss / Guyonese

Basic style with graphic tops and colour.
Prefers to shop online.
Favourite brands are Nike, Brain Dead, Zara and Adidas.

Gets infFluence From Instagram and seeing people on the
street.

Price and quality are key.

Spends around AED 250-500 per month

48
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"I dun't bug mang praducts, mainly just clothes that qo
with angthing, I'd definitely buy sustainable though.”

49
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Alex Paschalis

Need Based
AGE: 21
OCCUPATION:  Psychology Student
LOCATION: Sports City, Dubai
NATIONALITY: British / Cypriot

Mostly essential street style.
Prefers to shop in-store.
Mainly shops at Zara and Adidas.
Wears what he likes and gets inFluence From people he sees.
The Fitting and wearability are key Factors.

Doesn’t Frequently spend, just shops when he needs
something.

50
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| purchase snme sustainable pieces fram 3 few shups i
find in the city and wauld buy more if | fike them.”

51



TARGET MARKET | Consumer Profiles

Omar Elhadidi

Loyal Customer

AGE: 21
OCCUPATION: Architecture Student
LOCATION: Sports City, Dubai
NATIONALITY: Egyption

Simple style with minimal graphics and more muted tones.
Prefers to shop in-store to ensure Fit.

Favourite brands are Adidas, Stussy, Heron Preston and
Carhartt.

InFluence comes From music artists and Favourite designers.
Value in relation to prominence of the brand is key.

Can spend nothing to AED 1500 per month

52
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I dun't usually Jook for sustainable clothes as mast of
the time the products are mare expensive.”

- R

53
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INNOVATORS

2.4

PSYCHOGRAPHIC PROFILE
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EARLY ADOPTERS EARLY MAJORITY LATE MAJORITY
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Alex

Omar

TARGET MARKET | Psychogrophic Profile

Minimal style mixed with artist merchandise.

Basic style with graphic tops and colour.

Mostly essential street style.

Simple style with minimal graphics and more muted tones.
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SUMMARY

Looking at the demographic changes and consumer spending in the UAE it
shows that the Gen-Z population is quite large throughout the country, but
also that they influence a lot of household spending. In addition to this, the

Fact that Dubai is made up of a large variety of nationalities means thaot a lot
of people are influenced by Western culture. The pandemic has brought a lot
of people to e-commerce rather than visting physical stores, although most
people do prefer shopping in-store.

Consumers in the UAE have very high expectaions in terms of service quality
ond brond transparency, this reflected through the consumer profiles. With
target consumers saying that value is a key Factor although they would
actively purchase sustainably if there was an option they liked.
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CONSUMER RESEARCH | Questionnaire

3.1

QUESTIONNAIRE

AN online survey wos conducted with 90.-males residing in or visting
the UARE. The aim of this questionnaire was to understond the
retail londscope in nregards to the Fashion industry in the UARE. The
Feedback gives an insight into consumer priorities and opinions,
allowing For development and deeper analysis.
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CONSUMER RESEARCH | Questionnaire

62% 2% 50%  T3%

62% of respondents were aoged  52% of people spend more than 50% said that they most 73% said that sustainability has
between 18 and 22 years old. AED 250 on clothing per month. regulorly purchase T-shirts. no influence on their purchose.
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CONSUMER RESEARCH | Questionnaire

6 8

0% 60% 20% 7T7%
i} S O

Only 10% of respondents knew  60% said they never purchosed Only 20% of people had heard 77% would spend up to 25%
of a sustainable brond in UAE. sustainble clothing before. of the term ‘textile innovation’.  more on sustainable produckts.
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0% Zar3

oo 0O O
90% would be interested in a 16% of people said Zara is their
sustainble streetwear brond 9o to Fashion brond, with
based in Dubai. Adidas and Hollister Following.

o)

CONSUMER RESEARCH | Questionnaire

Ch:mge is Needed
Y ES:

N

92% of respondents believe that there isn’t o big enough
emphasis on sustainability in Ehe UAE Fashion industry. The
majority said that Fast Fashion dominates the industry right now.



CONSUMER RESEARCH | Interviews

3.2

INTERVIEWJS
Abmed

AMONGST FEW STORE MANAGER

Who would you say is your target consumer?
We don’t really have a specific consumer, we see people From all backgrounds ond nationalities, as well as all age groups coming into the shop, whether
Ehey're looking For something in particulor or just window shopping. I'd say we're particulorly populor omongst the younger people though.

How important is it being a sustainable brand in Dubai?
IEs very important to us, its obviously quite a new concept here and Ehe main goal For us is to just push Ehat and get people on board with our vision.

What are the main ethos of Amongst Few?
Quality, attention to detail ond simplicity are the three main segments, however, like | mentioned we, along with the city are shifting towards sustainability
as a primory Focus.

Is Ehere much competition For Amongst Few?
Belive it or nokt, theres not many locally grown brands that compete with us here, the main competition For us are the bigger nomes in streetweaor that are
stocked in department stores and malls. The location of our store isn’t Ehe best so its hard compete with these brands set up in malls.

What makes this brand different?

Our attitude towards the industry, we don't look ot money or anything, its completely about the consumer and building o tribe and a relationship with them.
A lot of companies kind of neglect that nowadays with the industry becoming so competitive.
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CONSUMER RESEARCH | Interviews

Gearge

STREETWEAR CONSUMER

What type of consumer would you consider yourself?
| Ehink Ehat | would Fall under a composite of loyal customenr, needs based customer and bargain hunter. | am mostly needs based however when | do seek to
buy clothes | om interested in clothes that | consider nice. | also have brands thaot | will regulorly buy clothes From such as Fred Perry and | om always inviting
of a bargain if there is one.

Do you look to purchase sustainable clothing?
The most | will do is not actively purchase clothes From braonds thot would be considered Fast Fashion such as Zara or Topmaon. | would be keen to Find brands
Ehat are actively more sustainable as well as Fashionable.

How would you describe your style?
My style definitely borrows From a lot of Fashion subcultures, however, its also very unique to myself, | Focus mainly on the silhouette of an outfit, never
limiting myselF to a similar look. IF | were to narrow it down Eo something as specific as possible | would say it's a blend between skatewear and comFort core
with inFluence From hip hop culture as well.

Do you prefer shopping online or in-store?
| prefer shopping in-store as opposed to online as | prefer to try the clothes on before | commit to buying Ehem. | also like tEhe spontoneity of having to
choose From whatever is in the store instead of having access to a Full catalogue online e.g being spoilt For choice.

What are your Favourite brands?
My go to is Fred Perry. In terms of streetweaor, | really like Aime Leon Dore and Palace. | also love Helmut Lang ond Parioh Farzoneh and Kapital.

What is the key Factor in your purchasing decision?
The key Factor in my purchasing decision is usually ofter | have determined whether or not | actually like o piece, in my head | will Ehink about the price of the
piece versus how much | will actually wear it and whether or not | will have a lot Eo weaor it with it in Eerms of tEhe state of my closet ot the time. | will never
buy an expensive piece of clothing that | know | won’t wear too often and don’t have a lot Eo weor with it in my closet.
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CONSUMER RESEARCH | Interviews

Alex

STREETUWEAR CONSUMER

When shopping, is sutainability important to you?
Since turning vegon about 2 years ago due to the impacts | realised it has on Ehe planet, | om now being more cautious about what im purchasing throughout
all retail sectors.

What existing sustainable brands do you know of in Dubai?
| don't really know of any, however, a Friend recently told me about a retailer called Frame who stock quite a lot of sustainable brands From around the
world, so i've been shopping there quite a lokt.

Do you Find it difFficult to Find sustainable choices in Dubai?
Definitely, | don’t think many companies are Focused on this at the moment, although | would say Ehat more is being done compared to 5 years ago.

What more do you think could be done to promote sustainable Fashion?
| Feel like companies just need to promote it more, because even when i'm looking at a sustainoble product, its not really out there and goes quite unnoticed.

What is your main motive when purchasing a produckt?

I mainly just purchase things that look nice and that would suit my style, like | said i'm Erying to be more cautious as to what i'm buying, but | think always my
Focus will be on how the product looks.
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CONSUMER RESEARCH | Dubai Street Style

3.3

DUBAI STREET STYLE
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SUMMARY

From the questionnaire conducted its clear to see that there is a gop in the
market as only 10% of consumers had heard of a sustainable brand in Dubai. on
Eop of this 60% said that they had never purchosed any sustainable clothing,
however, 77% said that they would spend up to 25% more if they Found a
sustainable brand that they liked. Building on this 90% of respondents said they
like the idea of a sustainable streetwear brand bosed in Dubai. All of these
Figures show that there is an opening For a streetwear brand Focused on
sustainability to enter Ehe market. The interviews conducted emphasise this
ond show that there is a market For what New Demise will provide.
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COMPETITIVE LANDSCAPE | Competitor Position Matrix

4.

COMPETITOR POSTITION MATRIX

The price/sustainability maktrix is made up of Middle Eastern
streetweaor brands with Arabic routes that are stocked in the UAE.
IE shows Ehat there isn't much of a Focus in regords to sustainability

as Few brands are prioritisng this. However, some existing braonds are

now looking to incorporate more sustainable business practices as it

becomes more important. The table shows that there is a clear gop
in the UAE market For a premium-pniced, sustainable brond.
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COMPETITIVE LANDSCAPE | Competitor Position Matrix
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COMPETITIVE LANDSCAPE | Competitor Position Matrix

The price/quality matrix consists of well known international brands
Ehat incorporate lots of graphics into Eheir products. The maktrix is
mixed with brands that are sold in Ehe UARE Ehnough retailers and
brands that ship to the UARE through e-commerce. There is a clear
market gap For a premium priced company that incorporates high
quality into Eheir.grophic led products.
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COMPETITIVE LANDSCAPE | Competitor Position Matrix
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COMPETITIVE LANDSCAPE | Competitor Analysis

4.2

COMPETITOR ANALYSIS

THE GIVING MOVEMENT

The Giving Movement is a new brond Founded
at the beginning of 2020 in Dubai. Their products
are designed and monufactured in the UARE with
sustainable Fabrics using bomboo and plostic
bottles. The company donates $4 to selected
charities For each item purchased. Products are
availoble primarily Ehrough their website, whilst
alsobeing stocked ot some retailerssuchas THAT.

(The Giving Movement, 2021)

AMONGST FEW

AmMongst Few is notorious in Dubai for being one
of the First home grown streetweaor lobels to
exist in the city. Founded in 2014, the brand hos
developed its own culture throughout the city,
with several key collaborations, with the likes of
NBA ond The Hundreds. Their designs are more
minimal in Eerms of graphics and are availoble
both online oand in their Ewo stores in Dubai.

(Amongst Few, 2021)

72

5IVE PILLARS

I
Founded in 20711, the UARE based brand 5ive Pillors
hos had quite the influence on infusing UWestern
street culture with the Eastern oesthetic.
The brands philosophy is using Arabic art and
literature as the base For truth and inspiration.
Currently the compaony only operates through
e-commerce, olthough many pop-ups have
oppeared in malls and ot events over the yeors.

(5ive Pillars, 2027)



THE PANGAIA

Pangaia is a clothing brond Focused on material
science and innovation to have a sustainoble
effect on the environment. With over 10
innovative textiles, the brand hos o brood range
of essential products in o variety of colours.
The compony is international ond primarily
sells its products online oand even colloborated
with e-commerce plaotForm Ounaoss in the UAE.

(The Pangaia, 2021)

COMPETITIVE LANDSCAPE | Competitor Analysis

STUSSY

Stussy is o well-established streetweor braond
Founded in CaliFornia, in 1980. Since the rise of
streetweor over the post decode, people have
become oware of the brand ond its unique
oesthteic. The company has its own identity
Focused on incorporating colourful potterns
ond graphics. The brand is widely ovailable
worldwide both online oand ot select retailers.

(Stussy, 2021)
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BRAIN DEAD

Brain Dead are a unique brond thot produces
small quoantities of products of high quality,
which makes the price point quite high. They
mainly sell Eheir products online, however, they
recently opened stores in Milon and Tokyo, and
stock products ot many retailers worldwide. The
company hasits ouwn DNA of psychedelic grophics
andareknownthroughtheirmanycollaborations.

(Brain Dead, 2027)



COMPETITIVE LANDSCAPE | Competitor Analysis

GRAPHICS

Brain Dead will be the closest
competitor in  terms of
grophics and design, as New
Demise will look to adapt
unorthodox/psychedelic punk
grophics with the Middle
Eostern culture. Much like
what 5ive Pillors are doing but
with o lorger Focus on the
designospectofthegarments.

SUSTAINABILITY

In regords to sustainability
New Demise will be Focused
on sustainability throughout
oll oreas of the business.
The Giving Movement  will
be the biggest competitor
For this, os they ore URE-
based, however, they oare
producing more octiveweor
rother  thon  streetweonr

QUALITY

Quality will be a key selling
point For New Demise aos
research has shown it ploys
o key Foctor in consumers
spending priorities. AMongst
Few will be a big competitor in
Ehe UAE asthey produce high
quality streetweaor at quite on
offordable price, whilst also
having quite a large Following.
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AL
INNOVATION
with mony key innovators
in the industry, such as

The Giving Movement and
The Pangoaio, it will play on
importont role in attracting
consumers. The mojority of
productswilloe monufoctured
with high quality innovative
Fibres made From recycled
coffee grounds and plostics.

\\

PRICE

Brain Dead will be the closest
competitor in  terms of
product prices, as the gop
identified will hold a premium
price point slightly more thon
Amongst Few and The Giving
Movement. The premium price
will be reflected through the
Four other product aspects
thot hove been identified.



COMPETITIVE LANDSCAPE | Competitor Price Band Matrix
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COMPETITOR PRICE BAND MATRIX

THE GIVING MOVEMENT

$13 $175
AMONGST FEW

$10 $225
5IVE PILLARS

$20 $90
THE PANGAIA

$55 $1000

STUSSY

$22 $350
BRAIN DEAD

$25 $380
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SUMMARY

Having analysed the clear competitors of New Demise, identifying a market
gop in relation to sustainability, price and quality made it easier to visualise.
Very Few Middle Eastern brands are Focusing on Sustainability and global
bronds thaot are populor and available in Dubai, have a massive price tag For
something of quality. The closest competitors in Dubai were identified to be
The Giving Movement, Amongst Few and 5ive Pillors, with only one of which
Focusing primarily on being sustainable. From this it was possible to make
preliminary plan on how the brond would differentiate itself.
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NEW BUSINESS OPPORTUNITY | Gap in the Market

S5.]

GAP IN THE MARKET

From evaluating the competitive londscope, the research and
analysis has shown that there are a lot of well established bronds
producing clothing with a graphic led opproach ot a high quality.
However, in the UAE there are only two brands Focused on this; bive
Pillars ond Amongst Few, both of which produce products with more
minimal grophics.

AlEhough brands such as Brain Dead, who would be considered the
closest competitor in terms of design, are availoble in the UAE, a key
selling point would be the Focus on sustainability ond the Fact that all

clothing will be designed and manufactured in Dubai.

In regards to sustainability, only one other brand in the UAE are Fully

Focused on this; The Giving Movement, but they are producing more
essential activeweanr, rather Ehan streetweonr.
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NEW BUSINESS OPPORTUNITY | Gap in the Market

Data collected From the questionnaire shows that there is definitely a market gap
in Ehe URAE as the Feedback towards the idea of a sustainable streetwear brand
was positive, in addition to only 10% knowing of an existing sustainable brand.

TARTAN"

0% 10% 17

90% of respondents Only 10% of people who 77% of people said that
said that a sustainable were surveyed knew of an Ehey would be willing to
streetwear brond based in existing sustainable brand spend more money on
Dubai would interest them. in Dubai. sustainable clothing.
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NEW BUSINESS OPPORTUNITY | New Demise

5.2

NEW DEMISE

New Demise will be a gome changer in the UAE's mensweaor industry,
bringing much needed change ond leading a direct path within the
industry.

The brand will start ouE primarily os an e-commerce business, whilst
also stocking ot select retailers, selling premium priced, sustainable
streetweaor with a graphic led opproach. Taking inFluence From
psychedelic ond punk subcultures, combined with the Middle Eastern
culture, graphics will be seen as unorthodox and eye-catching
os they aim to encopsulote and showcase certain ideologies and
problems with the planet. This will be done Ehrough colloborations
with independent arists and companies Ehat hold the some vision as
New Demise.

New Demise will incorporate sustainable and innovative Fabrics into

all products, making sure that the only effects on the plonet are
positive.
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NEW BUSINESS OPPORTUNITY | New Demise

Unique Selling Puint

All products will be designed
ond manufactured in Dubai with
specially sourced Fabrics that hold
the compnies values in terms of
sustainability and quality. Fabrics
made From recycled coffee grounds
ond plastic bottles to name a Few.

Partners ond collaborations will
play a key paort in the brands
success. Partnering with ride-

hailing opp Careem will allow For
o more sustainable method of

Eransportation ond a platForm to
sell products. Whilst colloborations
with independent artists will give
them a platofrm to become more
recognized.
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The grophics designed For the
products will take inFluence From
mony subcultures, specifically in the
psychedelic punk realm, combined
with cultures From around the
Middle East. They will consist of
contrasting colours and mottos.



NEW BUSINESS OPPORTUNITY | ANSOFF Matrix

5.3

ANSOFF MATRIX

New Demise Fits into the ‘Market Penetrotion’ area of the ANSOFF
model, as the mensweor market already exists, ond Ehere are some
existing brands that are producing sustainable clothing. Research
has shown that the mensweor market has Ehe lorgest market shore
within the UAE Fashion industry ond is continuing to grow. Whaot
maokes New Demise distinctive Eo any other brand is the combination
of cultures in graphics and touching upon key issues in the world.
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EXISTING MARKET

EXISTING PRODUCT

Markel

Penelralion

NEW BUSINESS OPPORTUNITY | ANSOFF Maktrix

NEW PRODUCT

Pruduct
Deuelnpmenl

NEW MARKET

Markel
Deuelnpmenl
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BUSINESS MODEL CANVAS

The business model canvaos outlines key areas of the business plon
ond how different aspects of Ehe company will Function. It offers a
strategic and in depth look-at elements such as, value proposition,
inFrastructure, customers and Finances, allowing For careful planning
to recognise risks ond potential trade-offs.
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BUSINESS MODEL CANVAS

KEY PARTNERS/SUPPLIERS KEY ACTIVITIES
New Demise will work with Sirus Clothing, a local clothing manufocturer Designing gorments
based in Dubai, who specialise in hoodies, T-shirts ond trousers and are
oble to use any Fabrics. Producing garments sustainably
[
For Fabric sourcing New Demise will use Siebenblau, Semtex, Mecillao and Marketing

Singtex, which all produce and supply sustainable Fobrics.
Delivery of products to customers
New Demise will use IQ Fulfillment, to handle the e-commerce orders and
distribute them to customer. They provide an effective service that uses KEY RESOURCES
state of the art technology For efficiency.
. . . . Factories and equipment
New Demise will also partner with Careem, whereby consumers will be

able to purchase products through their opp with ease. This will provide E-commerce plotForms

many opportunities For local some day, sustainable delivery. .
The brand will also work with independent artists and local companies in Stock
tEhe Form of colloborations, which will provide a plotForm For grousth. Employees
COST STRUCTURE
MaoanufFacturing Costs Contingency plon
OFfFice rent Resources ond equipment

IQ FulFillment (distribution/FulFillment service)
Web and app design
Employee solories

Marketing costs
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VALUE PROPOSITION

High quality products made From the highest
quality, sustainable and ethically sources
Fabrics.

Partnered only with companies that share the
some ethos on sustainability and ethics.

Grophic-led approach combining UWestern and
Middle Eastern cultures to Form appealing
designs.

Premium price that reflects the quality
ond ethos of the brand on Factors such as
sustainability.

Functional and comFfortable garments suitable
For almost any occasions.

CUSTOMER RELATIONSHIPS

Social medio will be the primary marketing
plotForm and will allow Ehe brond to
connect ond reach out to customers.

Events and pop-ups will allow For physical
interactions between the brond and the
customers.

DISTRIBUTION CHANNELS

New Demise will use omni-channel retailing
to create a seamless experience through all
platForms.

Customers will also be able to purchase

through Careem and some physical
retailers around the region.

REVENUE STREAMS

Revenue For the business will come through product sales, on all plotForms.

BUSINESS MODEL CANVAS

CONSUMER SEGMENTS

The brand will aim to attract the younger
generations of males, specifically Gen-Z and
young millenials.

People who Find unique design attroctive
ond interesting are expected to be the key
consumers, although people who care about
sustainability and having high quality clothing
will also likely buy into the brand.

Wwith the unique and unorthodox designs and
culture combinations, the customer base
comes under a more diversified market.

New Demise will integrate a premium pricing strategy that will reflect the quality, sustainability, distinctiveness ond design of the garments.

Consumers are already spending a premium price on products that aren’t sold as sustainable and don’t have many differntioting Foctors.

Revenue will primarily come through card payments online, however, plans to incorporate a system to accept crytocurrency payments will be developed.
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THE MARKETING MIX | Product | Product Overview

111

PRODUCT OVERVIEW

260

SHIRTS T-SHIRTS HOODIES SWEATSHIRTS
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THE MARKETING MIX | Product | Product Overview

an |

KNITWEAR OUTERWEAR SHORTS TROUSERS
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THE MARKETING MIX | Product | Product Overview

> W

FACE MASKS SOCKS HEADWEAR BAGS
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QUALITY

Wwith o lot of Gen-Z now odopting
the minimalist mindset, people are
becoming more aware aobout products
they are purchasing and are looking
For Fewer products of higher quality.
Products will be made to lost a lifetime
so that consumers con have a peace
of mind knowing that New Demise
hos the quality, whilst also having o
minimal effect on the environment.

COMFORT

Comfortable clothing is becoming
more of a priority For consumers when
looking For clothing. This has especially
become more populor amidst the
paondemic, as people are staying
ot home more due to restrictions.
Creating clothing thot is comFortable
to weaor in most occaosions will be key
to a successful product, especially
with the high temperatures in the UAE.
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THE MARKETING MIX | Product | Product Overview

TRENDY

From interviews conducted with
streetweor consumers its clear that
maony people in the UAE prioritise how
products look and whether or not
they are in trend. Therefore, keeping
in touch with the newest trends will
be o key aosset in terms of product
development. OF course there will be
o wide variety of products, to suit
different people ond their tostes.



THE MARKETING MIX | Product | Product Overview
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THE MARKETING MIX | Product | Product Overview

Unidentified explores the minimalism associated with many
aspects of modern society, particularly within Gen Z. UJith
liEEle Eo no branding, unique silhouettes and colours are key
Eo adapting this style appropriotely. The collection consists
of primarily essential pieces thaot can be worn by anyone,

with a main Focus on the colours used throughout.

The colour palette consists of neutrals such as muted
browns and beiges, thaot pay homage to the deserts that
run through the Middle Eastern regions. The colours are
able Eo be adopted and paired with more stond out colours,
whilst Ehe design puts an emphasis on knitted oversized
Eops and sweaters oand more taoilored Fitted ponts.

E 14-1038 TCX
eat

PANTONE 14-1108 TCX
Wood Ash
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THE MARKETING MIX | Product | Product Overview

SIZES: S, M, L, XL

RRP: £40

COST PRICE: £12

MARGIN ACHIEVED: 70%
FABRIC: 100% Organic Cotton
ORDER QUANTITY: 150

SIZES: S, M, L, XL

RRP: £70

COST PRICE: £18

MARGIN ACHIEVED: 74.29%
FABRIC: 100% S.Cafe Cotton
ORDER QUANTITY: 100
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SIZES: S, M, L, XL

RRP: £70

COST PRICE: £18

MARGIN ACHIEVED: 74.29%
FABRIC: 100% S.Cafe Cotton
ORDER QUANTITY: 100



THE MARKETING MIX | Product | Product Overview

| nEWDEMSE

\

SIZES: S, M, L, XL SIZES: S, M, L, XL

SIZES: S, M, L, XL

RRP: £85 RRP: £100 RRP: £90

COST PRICE: £21 COST PRICE: £26 COST PRICE: £23

MARGIN ACHIEVED: 75.29% MARGIN ACHIEVED: 74% MARGIN ACHIEVED: 74.44%
FABRIC: 100% S.Cafe Cotton FABRIC: 60% S.Cafe Cotton, 40% FABRIC: 100% Bamboo Viscose
ORDER QUANTITY: 100 Bamboo Viscose ORDER QUANTITY: 150

ORDER QUANTITY: 80
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THE MARKETING MIX | Product | Product Overview

SIZES: S, M, L, XL

RRP: £135

COST PRICE: £34

MARGIN ACHIEVED: 74.81%
FABRIC: 100% Bomboo Viscose
ORDER QUANTITY: 100

G*OD RIDDRnC

)

SIZES: S, M, L, XL

RRP: €110

COST PRICE: £28

MARGIN ACHIEVED: 74.55%
FABRIC: 100% S.Cafe Cotton
ORDER QUANTITY: 200
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SIZES: S, M, L, XL
RRP: €110

COST PRICE: £28
MARGIN ACHIEVED: 74.55%
FABRIC: 100% S.Cafe Cotton
ORDER QUANTITY: 200



THE MARKETING MIX | Product | Product Overview
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SIZES: S, M, L, XL SIZES: S, M, L, XL SIZES: S, M, L, XL

RRP: £185 RRP: £145 RRP: £165

COST PRICE: £45 COST PRICE: £37 COST PRICE: £42

MARGIN ACHIEVED: 75.68% MARGIN ACHIEVED: 74.48% MARGIN ACHIEVED: 74.55%
FABRIC: 100% Organic UJool FABRIC: 100% Organic Wool FABRIC: 100% Organic UWool
ORDER QUANTITY: 50 ORDER QUANTITY: 50 ORDER QUANTITY: 50
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THE MARKETING MIX | Product | Product Overview

SIZES: S, M, L, XL
RRP: £185

COST PRICE: £45
MARGIN ACHIEVED: 75.68%
FABRIC: 100% Organic Wool
ORDER QUANTITY: 50

r—
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SIZES: S, M, L, XL

RRP: £145

COST PRICE: £37

MARGIN ACHIEVED: 74.48%
FABRIC: 100% Organic UWool
ORDER QUANTITY: 50

100
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SIZES: S, M, L, XL

RRP: £165

COST PRICE: £42

MARGIN ACHIEVED: 74.55%
FABRIC: 100% Organic UWool
ORDER QUANTITY: 50



SIZES: S, M, L, XL

RRP: £165

COST PRICE: £42

MARGIN ACHIEVED: 74.55%
FABRIC: 60% Organic Cotton, 40%
S.Caofe Nylon

ORDER QUANTITY: 50

SIZES: S, M, L, XL
RRP: £95

COST PRICE: £24
MARGIN ACHIEVED: 74.74%
FABRIC: 100% Organic Cotton
ORDER QUANTITY: 70
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SIZES: S, M, L, XL
RRP: £130

COST PRICE: £33
MARGIN ACHIEVED: 74.62%
FABRIC: 100% S.Cafe Cotton
ORDER QUANTITY: 70
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THE MARKETING MIX | Product | Product Overview

Fantosy World Focuses on the bright, contrasting
colours and unique designs that are seen throughout the
voporwave oesthetic. With quite extravagont designs
and lots of colour, only subtle branding will be seen on the
garments. The collections mainly uses baosic sillhouettes
such as T-shirts and hoodies, allowing the design to be the
attraction ond allowing For a larger consumer reach.

The variety of colour usage will allow For some unqive

experimentation, whilst knowing that all of the colours
work very well together.
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SIZES: S, M, L, XL

RRP: £40

COST PRICE: £12

MARGIN ACHIEVED: 70%
FABRIC: 100% Organic Cotton
ORDER QUANTITY: 100

SIZES: S, M, L, XL

RRP: £40

COST PRICE: £12

MARGIN ACHIEVED: 70%
FABRIC: 100% Organic Cotton
ORDER QUANTITY: 100
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SIZES: S, M, L, XL

RRP: £40

COST PRICE: £12

MARGIN ACHIEVED: 70%
FABRIC: 100% Organic Cotton
ORDER QUANTITY: 100



SIZES: S, M, L, XL

RRP: £70

COST PRICE: £18

MARGIN ACHIEVED: 74.29%
FABRIC: 100% S.Cafe Cotton
ORDER QUANTITY: 100

SIZES: S, M, L, XL

RRP: £70

COST PRICE: £18

MARGIN ACHIEVED: 74.29%
FABRIC: 100% S.Cafe Cotton
ORDER QUANTITY: 100
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SIZES: S, M, L, XL

RRP: £70

COST PRICE: £18

MARGIN ACHIEVED: 74.29%
FABRIC: 100% S.Cafe Cotton
ORDER QUANTITY: 100
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SIZES: S, M, L, XL

RRP: £110

COST PRICE: £28

MARGIN ACHIEVED: 74.55%
FABRIC: 100% S.Cafe Cotton
ORDER QUANTITY: 150

SIZES: S, M, L, XL

RRP: £7110

COST PRICE: £28

MARGIN ACHIEVED: 74.55%
FABRIC: 100% S.Cafe Cotton
ORDER QUANTITY: 150
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SIZES: S, M, L, XL

RRP: £710

COST PRICE: £28

MARGIN ACHIEVED: 74.55%
FABRIC: 100% S.Cafe Cotton
ORDER QUANTITY: 150



SIZES: S, M, L, XL

RRP: £85

COST PRICE: £21

MARGIN ACHIEVED: 75.29%
FABRIC: 100% Organic Cotton
ORDER QUANTITY: 150

SIZES: S, M, L, XL

RRP: £90

COST PRICE: £23

MARGIN ACHIEVED: 74.44%
FABRIC: 90% Bomboo Viscose, 10%
Organic Cotton

ORDER QUANTITY: 70
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SIZES: S, M, L, XL

RRP: £130

COST PRICE: £32

MARGIN ACHIEVED: 75.38%
FABRIC: 90% Bomboo Viscose, 10%
Organic Cotton

ORDER QUANTITY: 50
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- T .
SIZES: S, M, L, XL
RRP: £60

COST PRICE: £15

MARGIN ACHIEVED: 75%
FABRIC: 80% S.Cafe Nylon, 20%
Organic Cotton

ORDER QUANTITY: 100

SIZES: s,/m, L, XL
RRP: £60

COST PRICE: £15
MARGIN ACHIEVED: 75%
FABRIC: 80% S.Cafe Nylon, 20%
Organic Cotton

ORDER QUANTITY: 100
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SIZES: OS

RRP: £30

COST PRICE: £7

MARGIN ACHIEVED: 76.67%
FABRIC: 100% Organic Cotton
ORDER QUANTITY: 200



SIZES: S, M, L, XL
RRP: £130

COST PRICE: £33
MARGIN ACHIEVED: 74.62%
FABRIC: 90% S.Cafe Cotton, 10%
Bomboo Viscose

ORDER QUANTITY: 100

SIZES: S, M, L, XL

RRP: £95

COST PRICE: £24

MARGIN ACHIEVED: 74.74%
FABRIC: 100% Organic Cotton
ORDER QUANTITY: 150
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SIZES: OS

RRP: £85

COST PRICE: £22

MARGIN ACHIEVED: 74.12%
FABRIC: 90% Organic Cotton, 10%
S.Cafe Nylon

ORDER QUANTITY: 150
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ORGANIC WOOL

Orgonic  wool is a 100% notural, renewable,
biodegradable ond durable fibre, that puts
tEhe sheep and environment above everything
else. Merino wool is very lightweight and is an
octive Fibre thot reocts to changes to body
temperature. IE also has properties that moke
it odour resistont and UV resistont, making it
perfect For the ranging temperatures in Dubai.

1.1.2

KEY FABRICS

ORGANIC COTTON

Cottonis one of the most commonly used materials
in the Fashion industry, ond is often Farmed in
unethical and unsustainable ways which gives the
Fabric o bad name. Organic cotton relies more on
rain water and doesn't use polluting pesticides in
Ehe process. Cotton has many great properties
including, how comfortable it is to wear and
the high quality aond durability of the Fabric.
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BAMBOO VISCOSE

Bomboo viscose, also known as ‘regenerated
bomboo’ is a regenerated cellulose Fibre that has
many advantogeous properties over other fibres.
IE has a superior comfort and many antimicrobial
properties, but comes ot o higher price than
other Fabrics. Bamboo is one of the Faostest
growing plants, making it an extremely sustainable
resource thot is used in moany industries.
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S.Cofe is a newly developed Fibre moade From recycled coffee grounds by the company Singtex,
based in Toiwan. The process combines the post patented processed grounds and polymer to
create master batches, which are then transformed into the yarn. With the amount of coffee
consumed around the world, the Finished Fabric is completely sustainable and con be Formed into
many different types that have different properties and uses.

The most commonly used S.Cafe Fabric that will be
incorporated into New Demise products will be Mylithe,
which is soft and lightweight, and Sefio, which is smooth and
has anti-pilling properties. All S.Cafe Fabrics have exceptional
odor control, Fast drying, UV protection and cooling
properties, which are perfect For clothing to be worn in
hotter climates such as the URE.
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OVERSIZED FITTING

Oversized fitting will be o key look For most
products such as sweaoters and T-shirts. From
visits around the city its clear thot o lot of
the younger generations style is reflected
Ehrough Ethis. In oddition, people are looking
For more comfortable clothing that con be
worn when out ond when ot home, which is
exactly what oversized clothing has to offer.

7113

KEY FEATURES

MIDDLE EASTERN INFLUENCE

As mentioned before the brond will toke
infFluence From Middle Eastern culture including
Eraditional caligraphy, colours and clothing. This
will be merged with many subcultures in Western
society to give products more Flore and stand-
out. There are many opportunities in regords
Eo incorporating this idea, with the history
ond heritoge thot exists inthe Middle Eaost.

N2

STAND-OUT COLOURS

A range of colour options will be available for
different products, with more muted, neutral
Eones to pastels and brighter colours that work
well togethenr. Colour will be a key component
in all products to make sure New Demise is seen
os unique and attractive. Making that colours
work well together and provide contrast will be
extremely important in product development.
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KEY PRINTS AND GRAPHICS

COLLAGES

A big current trend within Foshion consists of
using colloge based grophics that use the entirety
of garments, rather thon big lumps, to create a
more aesthetic and unorthodox look. Ideas can
range From complex art with colour to more
minimal Eext and images in greyscale. This idea will
be incorporated into o wide variety of products
to create on impact From just the graphics.

FLORALS

Floral prints odd a lot of colour that con
controst well with other garments, whether
being used all over or os singulor grophics, they
keep with the Middle Eastern and Psychedelic
theme of the brond. Florals are growing in
popularity omongst men, as they add some type
of Freshness to designs. Incorporating florals
on to any gorment will give them o better look.

13

PSYCHEDELIC

Psychedelic grophics come oacross aos very
unorthodox and stand-out, whilst having o deep
aesthetic element with an even deeper meaning
behind the graphics. They odd lots of colour ond
con be used in almost any way on any produckt.
The psychedelic grophics will be a key selling
point For New Demise, especially with how it
interacts with Middle Eastern culture ond design.
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POINT OF DIFFERENCE

MANUFACTURED IN DUBAI

All products will be designed ond
manufactured in Dubai, this will not only
reduce transportation costs, but will
also stand out From other bronds in the
UAE. It will also make it easier to check
in on the production process and allow
For a quicker production in general.

GRAPHIC-LED APPROACH

New Demise will toke on a graphic-led
approach For the majority of products
thaot are sold. This will consist of work
From independent ortists combined
with  psychedelic/punk  subcultures
ond Middle Eastern culture, to Form
o colloges thot send clear messoges

114

SUSTAINABILITY FOCUS

The primory Focus of the brand will
be on sustainability and making sure
thot the effect on the environment is
minimal in all aspects of the business.
A key selling point For products will be
the materials used in the production
process and how advanced they are.
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1.2.1

PRICING POLICY

Many Foctors have Eo come inEo consideration when setting up the
pricing strategy, including the external environment, the consumenr
perspective, the market and initial costs throughout the company.
Enough gross margin has o be achieved so that the brond can be
profitable and able to grow, whilst still having an atbractive price tag
that matches the consumers perceptions and values.
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DEMAND CONSUMERS MARKET COMPETITION COSTS PROMOTION ECONOMY DISTRIBUTION OBJECTIVE

Premium Pricing

From the market analysis, consumer research and competitor
onalysis New Demise will conclusively use a premium pricing strategy,
whereby products will be strategically priced quite high, due to
material and production costs. Since New Demise will be aiming For
high quality and sustainable streetwean, there are many advaontoges
over other brands, which will attract consumers who realise the
value.

17



THE MARKETING MIX | Price | Pricing Architecture

1.2.2

PRICING ARCHITECTURE

£250 ($350)

GRAPHIC TOPS AND PANTS

BASIC GARMENTS
AND ACCESSORIES

£20 ($30)
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PRICE BAND MATRIX

T-SHIRTS / SHIRTS

£40 £135
SWEATERS / HOODIES

$85 $M0
KNITWEAR

£145 £185
OUTERWEARR

-

SHORTS / TROUSERS

£200 £250

£55 £165
ACCESSORIES

£20

N9



'H auing an effeclive pricing sh'alegg
helps Su[idifg yaur pnsilinn bg
building trust with guur customers,
as well 3s meeling business gna[s.”

(Profituwell, 2021)
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BRAND STORY AND MESSAGE

New Demise is here to change the perspective of Fashion throughout
the UAE and eventually the world. IEs a braond Ehat not only values
the consumers in providing the best of quality, but also values the

planet. The Focus is on bringing the best garments in terms of design,

quality oand comfort, whilst making sure that the only effects on the
environment are positive ones.
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New Demise is a new streetweor brand based in Dubai, that will
bring the best of sustainable streetweaor to the city ond the world.
IE begon From ideas based around Middle Eastern culture and
Psychedelic art being implemented into the streetweaor world. The
Focus is on providing the best of sustainable Fashion.

New Demise has a discreet whilst also direct meaning; with the
current state of the world if no changes are to come in the way
' companies and people consume, the plonet has an inevitable ‘demise’.
8w em] e The nome brings light on this by creating o meaning where there
can be o ‘new’ order to create a better world by killing societies

ideologies of the post

The logo is simple, yet effective in the way it stonds For Ehe brand,
x x a two-toned Face that is made to look dead with Xs as eyes and a
Frown with a tongue out. It directly correlates with the nome of the
m brand, showing demise/death, but also has the aesthetic that New
Demise will look to hold.
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1.3.2

BRAND DNA

&

Connecting to consumers consists of many different Factors
including, the brand personality, its values, the emotional and
Functional benefits From purchasing a product and the attributes
Ehat the products have. These Factors are all represented through
tEhe Brand DNA Pyramid, where each stage has been analysed to
reflect the brands vision.
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PERSONALITY

VALUES

Innovatation
High Quality
Unique
Stylish
Sustainable

EMOTIONAL

Trendy BENEFITS
Stand-out

Feeling comFfortable
Sustainable consumption

FUNCTIONAL

ComFort BENEFITS
Quality

Durability

Adaptive

ATTRIBUTES

Functional
Stylish
Graphic Design

Contrasting
Advanced
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BRAND ESSENCE

22 Unorthadox Culture Cambination

This phrase describes New Demise and its aesthetic perfectly
in just three words, with the combination of psychedelic and
punk subcultures with the traditional Middle Eastern culture the
wonrd ‘unorthodox’ is very Fitting.
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New Demise is mare than jusl 3 brand,
ilts 3 [ifeslgl e and mare impnrlanllg its 3
place ta harness 3 Jeeper cannection and
underslanding of certain culures and
ideu[ngies, educaling Sm:ielg has never
been seen in such an unarthadox way.
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INTEGRATED MARKETING STRATEGY

&)
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#*

78% of consumenrs want brands to use social media to help people
connect with each other and social media waos ranked as the number
one channel For brands to connect with consumers and attract new

ones. With this in mind consumers are 57% more likely to spend more
on a brond if they Feel connected to it.

(Sprout Social, 2027)
From these statistics its clear that social media is currently the best
media channel Eo promote businesses and create a connection with

consumers. New Demise will initially Focus on online marketing using
social media and ads to greatly reduce marketing costs.
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SOCIAL
MEDIA
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LAUNCH WEBSITE ARTIST CAREEM APP EMIRATES
EVENT LAUNCH COLLABORATIONS PARTNERSHIP LAUNCH COLLABORATION

A variety of marketing strategies will be used to promote the brand. Social media
will be the primary channel, and will begin creating hype before the lounch. The
website will Ehen be lounched alongside some artist colloborations, then depending
on the success there will be a partnership with Careem and the development of
an app before collaborating with Emirates Airline For different Fashion weeks.
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Sucial Media
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@NEWDEMISE
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Cullsborstions

DUBRAI-BASED STREET ARTISTS

Working with known, independent street artists around the UARE will help New
Demise grow as a brand, whilst also giving the artists more exposure and
appreciation. As streetwear is mainly a subculture of standard street culture,
the colloborations will work well. A popular type of art Form around the UAE
is known as ‘calligrafFiti’, which combines traditional arabic calligrophy with
the colourful and bold designs associated with grafFiti. This Fits directly with
what New Demise wonts to achieve as a braond. Products will be sold in limited
quantities at a premium price, with the artists taking a percentoge of profits.

I I N N
MAAJED AHMED CHOLO JuAN MYNEANDYOURS DINA SAADI EL SEED
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By (n[labnraling, businesses can
further their custamer reach, save
maney and cresle Snmelhing s})ecia[

bg uli[ising skills of ather peup[e.”

(Perino, 2021)
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NEW DEMISE X EMIRATES

Once New Demise has become an established, well-known brond with a solid
Following, growing and expanding will be important to keep building on success. One
way of accomplishing this will be through collaborations with global corperations to
expand the customer reach. One keybrond to colloborate with would be Emirates

Airline, which is Ehe primary airline in Dubai, and is known Eo be one of the best
in the world. The idea For the collaboration would be Eo produce different items
Ehat are given inbusiness and First class, including pyjamas, sleeping masks, socks

ond.blankets. Initially Ehe colloboration would be availoble on Flights to the Fashion
capitals during Eheir respective Fashion weeks, depending on Ehe success, it could
Ehen become permanent on other Flights. Not only will Ehis be beneficial For New
Demiseg, it will also help them in Eheir goal o becoming more sustainoble.
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Emirates is one of the leading airlines and has many deals and sponsorships around
the world, including Football ond Formula 1. They are the 4th biggest airline in the
world in terms of brand value, with the brond being estimated to be worth $5.336

billion.

The company is making a big push towards sustainability, along with the rest of
the UAE and their ethos coincide with New Demise’ perfectly. They are achieveing
Ehis in many ways such as:

Emirates’ policy of investing in the most eco-efficient technology available.

Investing in one of the best Flight planning systems available, to carefully plan
Flights and optimise routes.

Economy Class blankets on long-haul Flights are made From 100% recycled plastic
bottles.

Engine Maintenance Centre, where they installed a one megawatt array of 2990
solar photovoltaic panels.

(Emirates, 2021)
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Careem Partnership

Careem is o URE-based ride-hailing opp, that offers a range of services
including car rides, Food delivery, shop delivery ond cleaning. The app has over
15 million users and is availoble across the Middle Eastern region. They have
recently started to prioritise the planet by becoming more sustainable and
ethical. This has been done in several ways such as:

Launching a Fleet of many Tesla cars, Ehat continues to expand and expects
to have 90% of its cars to be electrically powered by 2026.

Launched o ‘Careem Bike’ service around difFFerent locations in Dubai.

Partnering with the World Wildlife Fund to plant over 10,000 trees in Pakistan.

Partnering with Careem will provide mony opportunities such as, same day
delivery services, a simple yet effective shopping experience and a plotofrm
For growth and promotion.
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Shopping through the Careem app, where
users con access a range of products
with ease, through the current

shops section of the opp.

Cross-partner campaigns, allow
For a larger consumer reach and
provides aon array of benefits
For both parties involved.

Loyalty points exist on the
Careem app ond can be earned
in different ways, this con be
implemented into New Demise.

Working together on lots of

matters such as sustainability

ond ethical consumption, which

they are already working on in the UAE.

THE MARKETING MIX | Promotion | Integrated Marketing Strategy

Space For collaborations, os Careem is
one of the most used apps in Dubai,
this would horness o lot of
exposure For both companies.

Marketing Ethrough the app,
os mentioned Caoreem has
maossive user base, allowing
For o lorge consumer reach.

Producing uniforms For drivers
could be a possibility os the
current ones are not sustainable
ond are not well constructed.

Promotion through various
platForms such as Instagrom,
Focebook ond their existing
website, would gather lots of attention.
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"Careemiis expanding seruices an
its p[ atform h include shupping,
Je[iuerg and paspnenls, ta became
the regian s euergdag SuperApp.“

eeeeeeeeeeeee
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LAUNCH CAMPAIGN

Sole DXB is an annual Festival that brings art, music, Food, sneakers and street
culture together For three days in December. The event takes place in Dubai Design
District, o hub For creativity, and attracted more than 36,000 people From 60
countries in 2019. The event brings in brands From all parts of the specturm, From
locally grown start-ups to global Fashion houses such as Dior ond Burberry, to set
up their own pop-up stores. As street culture in Dubai continues to grow, Sole DXB
has been a key driving Force in obtaining this growth. The support that the event
gives to smaller brands makes it an ideal place to lounch New Demise ond attract
attention. With the growth of the event and how mony people attend, it seems like
the perfect time to lounch a streetwear braond in the city.
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WHY

Sole DXB is known throughout Dubai
to be the biggest streetweor event
of the yeor attracting many industry
professionals and a large crowd. Its o
unique experience like no other in the
city with o lorge range of brands. The
event also has aon area where there
ore ongoing interviews aond talks with
designers and celebrities where they
ore oble to chot to the audience.

THE MARKETING MIX | Promotion | Launch Campaign

2

WHO

AN array of industry leaders wiill
be in ottendonce ot Sole DXB along
with several musicions, with the likes
of Stormzy ond Pusha T previously
performing at the event. The First night
of the event is more private requiring
on invite For the ‘opening porty’. Lots
of Fashion editors, photograophers and
many influecers usually attend, which
will allow New Demise to gain exposure.
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WHEN

The event tokes place on the First
weekend of December every yeor,
which is the perfect time in Dubai
os the climote is perfect and more
tourists are travelling to the region.
On top of this, the event coincides with
the Expo 2020, which has been delayed
until October 2021, and will run For a
year. The Expo is expected to attract
25 million investors ond innovators.
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Promotion For the event will be done primarily Ehrough social media, on the New
Demise pages and on Sole DXB's pages, to attract a large consumer range.
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DISTRIBUTION STRATEGY

DISTRIBUTION CENTRE

IQ FULFILLMENT

IQ is the First robotic Fulfillment
centre in the Middle Eost, thot
Focuses on supporting the needs of
e-commerce companies. By bringing
together cutting-edge technology
ond industry experts it ensures the
most efficient solutions For every type
of e-commerce compaony. They handle
everything including shipping and
deal with over 12,000 orders per day.
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DELIVERY
COURIERS

A range of couriers will be used as New
Demise grows ond worldwide shipping
becomes available. Different countries
will have different couriers depending
on price ond efficiency. Throughout
the URE saome day delivery will be
offered with Careem on all orders.
Whilst DHL, who have a partnership
with Careem, will be the primory
courier for internotional  orders.

144

CUSTOMER

SHIPPING/RETURNS

Free standard shipping will be offered
on all orders throughout the UAE,
whilst  international customers  will
receive free shipping on orders over
$200. Some day delivery will also
be offered in the UARE For on extra
cost of $5 (20AED) or for Ffree on
orders over $100. Free returns wiill
be availoble on most products up to
two weeks aofter receivingthe items.
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United Arab Emirates (UAE) MENA Region Rest of the World
0-2 days 1-5 days 3-10 days
Free-5$ Free-$15 Free-$45
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|
THAT CONCEPT STORE
MALL OF THE EMIRATES

THAT is o newly opened concept
store that spons across three Floors
in Mall of the Emirates. They sell
brands such os, Billionoire Boys Club,
A.P.C and The Giving Movement, along
with Purniture. There are also other
services available such as, a sustainable
loundry ond bag repairing. The general
theme ond experience of the store
suits the oesthetic of New Demise.
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RETAILERS

|
FRAME

DUBAI DESIGN DISTRICT

Frame o small retailer ond restauront
Ehat stocks brands that toke a graphic-
led approach such as Brain Dead and
Pleasures. The store is located in Dubai
Design District which is o hub For
creativity in the city. Frome brings the
Western skate culture aond aesthetic
to Dubai whilst also Focusing on
contemporary Japanese Fashion. With
thisin mind New Demise will Fitin perfect
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|
AMERICAN RAG CIE
DUBAI MALL

American Rag CIE is a lorge retail space
based in Dubai Mall. With Dubai Mall
being the most vistied destination in
Dubai the store brings many customers.
They stock o wide variety of brands
ronging From Chompion to Stussy ond
olso have o range of products From
local brandsThe style of products sold
Fit in with New Demise and the general
oesthetic that wants to be achieved.
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wareem

As mentioned, New Demise will look to partner with Careem, whereby certain
products will be sold through the ‘shops’ section of the app. This will allow For quick
ond eosy checkouts using card payments or any credit on the customers account.

In addition, Careem loyalty points will be earned through purchaoses, these caon be
redeemed on several items including discounts on New Demise orders.
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OMNICHANNEL RETAIL

Wwith New Demise intially starting os an'e=commerce brand, utilising omnichannel
retoail will be vital For the brands success. The growing market is proving more
thon helpful For many businesses that are implementing it, creating o more
authentic customer experience that connects all areas©nd aspects of the brand.
New Demise will have an attractive website matched with an app that will be
connected through accounts.
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"Omnichannel presenls many
uppurlunilies far smaller retailers,
whu have in the pasl been [arge[g
shut aut of e-commerce.”

(Lightspeed, 2020)
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EXPERIENTIAL RETAIL

INSPIRATIONAL EDITS

Inspirational editorials in the Form
of zines will be releaosed alongside
collections ond available online Ffor
Free. The edits will go in depth about
how the collection developed and
the key influences in terms of design
ond colours. The aoim For these
editorials is to provide any creatives
with types of inspiration in different
Forms, thot ore easily oaccessible.

</

LIMITED QUANTITIES

Most collections will be sold in limited
quontities, which will not only create
hype around certain drops, but will
also give consumers the satisfaction
of owning items Ethot not moany
people will have. On top of this, some
products such os tie dye shirts, will be
hand dyed maoking each item different
From others, meoning they will be
one of a kind and more sought ofter.
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BRAND TRANSPARENCY

New Demise will be 100% transparent
with  consumers  throughout  all
ospects of business. This will be done
by posting behind the scenes media
showing different areas of the brand
ond what goes on. In addition to this
consumers who place orders will
also receive o QR code that shows
the journey that their items went
through, until arriving ot their doon
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np-up Shares

Pop-up stores will be key in growing the brand and attracting attention across Dubai ond the world. For different
collections pop-ups will be set up in different locations such as, Dubai Mall, JBR and City Walk, these will allow customers
to physcially enjoy an experience with the brand whilst products are on offer. IE will also give consumers a chance to buy
limited products only available in Ehe set locations.

. _________________. |
JUMEIRAH BEACH RESIDENCES (JBR) DUBAI MALL CITY WALK
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"We dun't bug prnducls lndag, we
buy stories, we buy missians, we
acluaﬂg define nurselves bg the
prnducls that we bug lndag.“

(Tal Zvi Nathanel, CEO ShowFields)






THE MARKETING MIX | People | Employees

71351

EMPLOYEES

Initially Ehere will be eight Full-Cime employees working For New Demise, these are
split into difFferent roles based on Ehe employees expertise. As the brand grows
ond establishes itself, more roles will be created and departments will be expanded
where necessary. Certainteoms willwork together throughout the business such
os the merchandisers and buyers where it will be more helpful.
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SENIOR
MARKETING MANAGER

MARKETER

v

The marketing teom
will taoke care of all
marketing aospects

of the business,
including social media,
digital marketing,
PR, advertising and
Careem partnership.

AccounNTANT

v

The accountont will
orgonise all of the
compoanies finances,
maoking sure that a
sustainable profit
is being made and

tEhat the cash Flow is

correct.

FOUNDER AND
CEO

MANAGING

DIRECTOR

HUMAN
RESOURCES

v

The human resources
department will
be responsible For
recruiting new
employees os well as
looking after employee
relations, e.g. training
ond payroll.
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MERCHANDISER

A 4

Merchandisers
will oversee the
style design of
Ehe garments, this
involves predicting
upcoming trends,
plonning ranges and
colloborations.

BUYER

A 4

Buyers will work
closely with the
merchandisers and
will be responsible For
sourcing materials and
maonaging product
stock and negotiating
with suppliers.

THE MARKETING MIX | People | Employees

SENIOR
DESIGNER

JUNIOR
DESIGNER

v

The design teom will
design and assist with
Ehe production of
gorments. They will be
responsible For picking
out colours, patterns,
Fabrics ond prints to
be used.



THE MARKETING MIX | People | Customer Service

7135.2

CUSTOMER SERVICE

A good quality and effective customer service team is essential to run a successful
business correctly. Customer support willbe available Ehrough eight plotForms to
give customers the ease of being able Eo use the platForm which is best For them.
Customer service will handle refunds, exchonges, shipping details, sizing help and

ony other queries Ehat customers may have.
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THE MARKETING MIX | People | Customer Service

PHONE CALL
INSTAGRAM MESSENGER
LIVE CHAT FACEBOOK
WEBSITE WHATSAPP
EMAIL
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"For anline sfmpping UAE
Cansumers prefer ﬂngle-brand
websiles because Haeg believe U)eg
pmuide the best custamer seruice.”
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THE MARKETING MIX | Process

MARKETING NEW
PRODUCTS

RESEARCH AND — DESIGN AND SAMPLE — PRODUCT
DEVELOPMENT FITTING MANUFACTURING

UPDATE WEBSITE AND
OTHER PLATFORMS
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THE MARKETING MIX | Process

SEND PRODUCTS TO CONSUMER ORDERS
RETAILERS THROUGH RETAILER

LAUNCH NEW PRODUCT CONSUMER ORDERS ORDER PROCESSING AND — CONSUMER RECEIVES
RANGE THROUGH E-COMMERCE DELIVERY THEIR ORDER

CONSUMER ORDERS
THROUGH CAREEM
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THE MARKETING MIX | Physical Evidence | Branding

161

BRANDING

FONT 1 FONT 2 FONT 3
PRIMARY FONT SECONDARY FONT ARABIC FONT
Ceria Lebaran All Round Gothic XLight il
ABCDEFGHIJKLMNOPQRST ABCDEFGHIJKLMN 5afchh A A N a3y hafayana sl
UrwiXxy?:Zz OPQRSTUVWXY/Z ssa s Jd
abcdelfghijklmnopgrstuvwx abc de P ghijklmnop _ssatalLias ol Wiyt mdaadisl
gz qgrsbtuvwxyz
1234567890 12345 67890 YAV IOz
PRIMARY COLOUR SECONDARY COLOUR TERTIARY COLOUR
DARK IVY BUBBLEGUM THUNDERSTORM
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THE MARKETING MIX | Physical Evidence | Branding

COLOURED LOGO (ENGLISH)

Z o oD

BUBBLEGUM LOGO (ENGLISH)

BLACK AND WHITE LOGO (ENGLISH)

X .
2 oD
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COLOURED LOGO (ARABIC)

ST
Ve ] )&hh%&

BUBBLEGUM LOGO (ARABIC)

BLACK AND WHITE LOGO (ARABIC)

o U



THE MARKETING MIX | Physical Evidence | Bronding

NECK LABEL
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THE MARKETING MIX | Physical Evidence | Bronding

SWING TAGS

SLEEVES
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EMBROIDERED TONAL
SLEEVE LOGO
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OUTER LABEL
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THE MARKETING MIX | Physical Evidence | Packaging

1.6.2

PACKAGING

Packaging used ot New Demise will be 100% sustainable, the shipping boxes will be
made Ffrom recycled cardboard, which is also biodegradable. Smaller items such as
T-shirts will be rolled up ond wrapped in a recycled tissue wrop, which will reduce
the space in which items use. All packaging uses the pink New Demise logo on top of
the Dark Ivy green, to stand out.
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THE MARKETING MIX | Physical Evidence | Packaging

T-SHIRT WRAPPING

BOXES
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DELIVERY BOXES
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THE MARKETING MIX | Physical Evidence | Packaging

GIFT BAGS

BAGS
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THE MARKETING MIX | Physical Evidence | Packaging

RECYCLED
TOTE BAGS

THANK YOU QR CODE
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THE MARKETING MIX | Physical Evidence | Media PlatForms

71.6.3

MEDIA PLATFORMS
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THE MARKETING MIX | Physical Evidence | Media PlatForms
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THE MARKETING MIX | Physical Evidence | Physcial Advertising

1.64

PHYSICAL ADVERTISING

178



\/

)

8

Suslainabi[ilg and Elhics ‘

N




SUSTAINABILITY AND ETHICS | Sustainability

8.1

SUSTAINABILITY

All Fabrics used in products will be sustaoinably
sourced, having minimal effects on the
o environment. Using innovative textiles
O is a key selling point For New Demise
X ond will provide consumers with
@ high quality, whilst giving them
L the peace of mind knowing
that the products they are
purchasing are sustainable.

New Demise will only partner
ond colloborate with people
g:’ond companies that share
w the some volues in regards
E o sustainability. The primary
X Focus is on creating sustainable
A streetwear, meaoning thaot  the

brond needs to live up to this by not
ossocioting itself with unsustainoble brands.

180

All

products will be manufactured in the
UAE, this will cut down Fuel usage due to
tEronsportation and will also allow For
regulor visits to Factories to make
sure everything is as it should
be. Finding moanuFacturers thaot
share the some ethos os New
Demise is important so that
Ehe process stays sustainable.

Making sure thaot all aspects
of the company are as eco-
Friendly os possible is of most
importaonce. This includes
everything From transportation,
logistics andthe production process.
New Demise will have o no poper
policy, meaning oll documentation and
receipts will only be able to be accessed digitally.

SY3dNLOUdNUEBW
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“JO% of peup[e said suslainabililg is
al least samewhal impurlanl ta them

when purchasing and 47 wadld
pay mare far 3 sustainable prnducl.“

(Revenue River, 2020)



SUSTAINABILITY AND ETHICS | Ethics

RESOURCES

All resources ond materials will be
sourced ethically, meaning that New
Demise will only buy From ethical
suppliers who treat the environment
ond their employees correctly. The
usage of resources will also be ethical,
knowing that lots of waste is produced
in Ehe Fashion industry, the aim will be
Eo minimise this and use biodegradable
materials where its possible to do so.

8.2

ETHICS

<)
Inng

FACTORIES

The Factories ond manufocturers
that New Demise will work with will be
located in the UAE, this is to limit Fuel
consumption  From  Eransportation,
but also allows regular visits to ensure
that products are being produced in a
satisfactory environment. Making sure
that the Factories that work with New
Demise have high standards in regards
to how employees ore treated.
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TRANSPARENCY

As mentioned before, the brand will aim
to be os transparent as possible with
the consumers, this includes behind
the scene views of the production
process and the QR code that allows
consumernrs to see how their products
got to them. Working with Careem will
promote the ethical standards as they
are also pushing For this with donations
ovailoble  through loyalty  points.



Follow the Universal
Declaoration of Human Rights

Respect all applicable laws,
standards and regulations

Moke sure business partners
Follow all applicable lows

SUSTAINABILITY AND ETHICS | Code of Conduct

8.3

CODE OF CONDUCT

No Form of corruption is
acceptable

Employees are hired based
on qualifications and
experience

ConfFlict of interest should
be infFormed

183

Duty of confidentiality
about aspects of the
compony

Confronting counterfeight
products

Respect the brands values
when representing the
company

Freedom of expression
outside the company

Zero tolerance For
discrimination or harassment

Providing a healthy ond safe
work environment



SUSTAINABILITY AND ETHICS | Sourcing Strategy

)
o~d

SIEBENBLAU
BERLIN, GERMANY

Siebenblou will be the main supplier
For organic wool, they are a Germon
company, very much Focused on
sustainability. They only use green
electricity ond ship their Fabrics
using DHL GoGreen. The company
is certified by the Global Orgonic
Textile Stondard (GOTS) meaning
thot the Faobrics sold are legitimate
ond ore up to global standords.

8.

4q

SOURCING STRATEGY

SEMTEX
BUSINESS BAY, DUBAI

Semtex is o textile manufacturer
located in Dubai, they sell o variety
of sustainable Fobrics. Having o
supplier located in Dubai is perfect, as
shipping costs ond Fuel consumption
will be greotly decreosed. New
Demise will use their orgonic cotton
to produce  certain products.
They aore now one of the leading
Fabric exporters in the Middle Eaost.

g

MECILLA
GUANGZHOU, CHINA

Mecillo, is a Chinese owned company
with Foctories in China, India ond
Tojikistan. Their mission is Mecilla’s
mission is “to heal the lond through
changing the supply chain For gorment
manufacturing, From Farming to
maoking”. They produce a range of
sustainable Fabrics, including high
quality bamboo viscose, which will
be commonly used by New Demise.
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SINGTEX
NEW TAIPEI CITY, TAILUAN

Singtex is the producer of the newly
developed ond patented S.Cofe,
which is crofted From recycled
coffee grounds. The Fabrics produced
haove mony advontoges over generic
materials, For example odour and UV
resistance. The Factory is located in
Toiwon and they are partnered with
many coffee shops around the world
who donate their used coffee grounds.



9 BERLIN, GERMANY

) Business BAY, DUBAI
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GUANGZHOU, cHINA

NEW TAIPEI CITY, TAIWAN 9



SUSTAINABILITY AND ETHICS | Sourcing Strategy

Manufactured in Dubai

All products will be designed and manufactured in Dubai, this allows visibility
ond control Ehroughout the Full supply chain, whilst ensuring the sampling and
production processes are much Faster.

New Demise will partner with Sirus Clothes, which is located in Al Quoz
Industrial Area. They are specialised in the production of T-shirts, shirts,
hoodies and trousers and are Flexible, being able to handle a broad ronge of
products. They have low minimum order quantities, alowing For New Demise to
develop at the beginning without needing to order substantial omounts.

“We always deliver products that are in the best quality materials, perfect
Fits, meeting the environmental requirements and manufactured in a good
working environment.”

(Sirus, 2019)
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SIRUS CLOTHES, DUBAI
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"The Middle East is starting
ta shift fram being 3 historical
impnrler of Fashian trends hn 3

nascent expurler.”

(McKinsey, 2019)



8.5

CRITICAL PATH

SUSTAINABILITY AND ETHICS | Critical Path

-

TIME (WEEKS)

RESEARCH

DESIGN

FABRIC SELECTION

FABRIC ORDER

FITTINGS

SAMPLE PRODUCTION

SAMPLE FITTING

PRODUCT PRODUCTION

FINAL FITTINGS

PHOTOSHOOT

MARKETING CAMPAIGNS

UPDATE PLATFORMS

@ooucr LAUNCH
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START-UP COSTS

FINANCIAL CONSIDERATIONS | Costs

9.1

COSTS

Dubai e-commerce license £250
Website Design £500
Insurance £1000
Resources/Equipment £4 000
TOTAL START-UP COSTS

VARIABLE COSTS (H12022)

Average Fabric cost (per product) £15
Total Fabric costs £61350
Cost of trims £3 320
Factory fFee (per product) £5.72
Total Factory costs £23 360

TOTAL VARIABLE COSTS (4090 UNITS)

FIXED COSTS (PER MONTH)

Salaries (ceom of 6)
Website Domain
Shopify Plon

IQ FulFillment
Adobe Suite
Overheaod Costs

Maorketing Costs

TOTAL MONTHLY COSTS
TOTAL ANNUAL COSTS
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£18 000

£20

£65

£300

£70

£500

£500



FINANCIAL CONSIDERATIONS | Revenue

9.2

REVENUE

PROFIT (H12022)

Revenue £344 800
Gross profit £256 770
Net Profit £140 035

GROSS PROFIT MARGIN
NET PROFIT MARGIN

Assuming that all 4090 products are sold at Full price, a net profit of £140 035
will be made within the First 6 months of 2022. This value is an estimate and is
dependent on many Factors.
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FINANCIAL CONSIDERATIONS | Investment

93

INVESTMENT

®

Initial investment would come through savings put aside and private investment.
An initial investment of £200 000 would be enough to cover all start-up costs,
initial production and the majority of Fixed costs due.

From the inital investment, production will be able to begin with ease, whilst
investors will receive dividends From the predicted net profit. The attractive
nature of the company and the bright Financials For H1 2022 will hopefully
attract investors.
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STRENGTHS

OPPORTUNITIES

Predicted grouth For the menswear sector + The streetwear morket has become
in the UAE ond o predicted global growth of very soturated and is one of the most
Ehe streetwear market competitive markets in the industry

A growing demand for streetwear in the
URE, especially home grown brands

The pandemic has offected many people
who are now becoming more wary of how

Increasing demand For sustainable options of much money they are spending

clothing, especially with the many intitiatives e People are becoming more inclined to buy
in Ehe region experiences rather than material goods
Gen-Z have a massive inFluence on «  Start-up costs in the UAE are quite

household spending in Dubai and expensive as there is o renewoble
Ehey are the most cautious of business license that is needed
what they buy *«  More brands are
Generally consumers are becoming more focused on

looking For brands that sustainability, adding more
connect to them and are competition

tEransparent

The EXPO 2020, is expected . Coronavirus is still

Eo attract more thon 25 A ongoing meaning that people
million, most of which will be may not be willing to try out
creatives ond investors new bronds

Street culture is growing . Many people in Dubai

around the region, with events
such as Sole DXB hoppening every
year ond attracting over 30,000 people

are quite uneducated about
sutainability and the negative effects
that the Fashion industry has on the

IF successfFul theres possibility to expond on environment

o glocal scale and open a brick and mortor « Although streetwear is becoming more
store popular the majority of people in Dubai are
Dubai is very multi-cultural with lots of more inclined to purchase luxury items or
expats bringing Western culture with them Fast-Fashion

Social media is a primary plotForm where + Alot of people moke purchasing decisions
people Find new brands and connect with based on price rather thon what the
existing ones that they know product is
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concLusion

In conclusion, the report has identified a gap in the Dubai menswear market For a home grown,
sustainanable, premium streetweanr brond. Both the menswear market ond streetweor are growing
across the region oand are predicted to continue growing over the next 3 years. UJith new initiatives
being brought into ploce across the UARE, sustainability is now becoming a key Factor in what people

purchaose, especially For Gen-Z consumers.

Primnary ond secondary research has revealed that consumers in Dubai are becoming more cautious

of products they are buying oand tend to research the brand and their products before purchasing.

On top of this people are’'nt purchasing sustainably because their aren’t many options in the region,
however, if there was an option that they liked, they would pay up to 25% more.

The S.Caofe Fabrics will be a key selling point For Ehe brand, as their Fobrics are 100% sustainable but
also have many Favourable Factors over generic Fabrics, including UV resistonce and odour resistance,
Ehese Factors are especially important in the UAE with the hot climate.

In Eerms of marketing, New Demise will primarily Focus on digital and social media marketing as there
aren’t many costs associated with these methods. In addition Ehe vast maojority of people tend to
engage with new braonds through plotForms such as Instagrom aond Facebook. Athough partnering
with Careem will also bring a lot of exposure, because of the large user base and the simplicity of
ordering through the app.
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FUTURE DEVELOPMENT

In regards to potential Future development, if successful in the UAE, the brand will plon to colloborate
with lorge corporations that share the same ethos, such as Emirates. On top of this, New Demise will
look to expand and grow by opening a brick and mortar store in one of the lorge retail areos.

Partnering with more companies on an international scale will also be key to creating a worldwide
image, this will involve retailers in other regions and colloborating with more international
corporations.

The brand will also look to venture out into other industries such as lifestyle aond skincare, as these are
both growing industries with a growing awareness of self care. It would also be beneficial Eo create
on essential range, with more affordable basic pieces that still provide the some quality.

Finally, the brand will hope to implement a scheme For consumers to recycle their used coffee

grounds, where they will be given discounts in return. The coffee grounds will be sent to Singtex to
help with production of their S.Cafe Fabrics.
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