
[Bond Street markets and distributes an exclusive line of clothing in Sri Lanka. This Strategic Plan was intended to analyse the current market situation and indicate the direction for Bond Street market communications].
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80 Kandawala Road, Ratmalana, Sri Lanka

Tel / Fax modem: (+94 1) 635228, (+94 (0)74) 215477

Email: guyhalpe@sri.lanka.net 
TASK DESCRIPTION

1. 
2. To draw up a broad market communications and publicity strategy for the year 2000.

3. To factor into the strategy Bond Street’s new fashion line, currently under development in India.

4. To dovetail existing advertising, graphics and logo properties into the new strategy and communications.

BACKGROUND INFORMATION

Market trends, environment, share :
Bond Street has an exclusive clientele that is willing to spend, but also competes with fashion supermarkets like House of Fashion. This skew in targeting need not affect a communications effort; however Bond Street needs to be aware that clients are not outlet exclusive and will shop around. As regards the fashion industry in general, many designers have boutiques in Colombo but none have a finish and sophistication comparable with Bond Street. Design has been so far ad-hoc, not on a particular ‘theme’ to establish a house style or on a seasonal basis that would create anticipation (and therefore pre-sell) new lines as they are launched.

Current positioning:
The most exclusive fashion outlet in Sri Lanka.

1. Key customer benefit, strengths:
2. Location: Bond Street’s location at Crescat makes in a good option for walk-in expatriate customers from the hotels and business complexes nearby.

3. Surroundings conducive to fashion shopping: the shop is well laid out, spacious and discreetly lit
. Can we go further?

4. The lines are very exclusive: the customer can be sure that a Bond Street outfit will not be seen on anyone else.

1. Weaknesses:
2. No market presence. Though awareness exists of the Bond Street marque, it has not been marketed in the same way as Odel.

3. Customer pampering
?

Market opportunities:
Bond Street needs an image that is consistent and associated with a certain style: ie, a marque. Bond Street needs to be seen as Sri Lanka’s Gucci, Bill Blass, DKNY, Boss or YSL. A properly co-ordinated marketing effort can even see tourists make Bond Street an item on their holiday shopping itinerary, and plan for it in advance. Overall, Bond Street should be top of mind choice (the first option) for those who need exclusive readywear.

Desired positioning:
Bond Street is the only option for unique, exclusive fashion.

Supporting facts:
New lines; customer service.

Competitors:
Odel, Dolce Vita, Barefoot and Cotton Collection are the most fertile competition. They are also aggressively marketed.

Competitor positioning:
All of the above are currently running the ‘environmental’ bandwagon, providing low to medium fashion (suits to sportswear). Bond Street is the only outlet providing exclusive high fashion.

SUPPORT INFORMATION:

Specific brand properties:
Bond Street logo

Images/ symbols:


Metaphors:
So far, only hyper-attractive models in typical fashion situations. An opportunity exists to do a campaign with something entirely different.

Role models:
Naomi Campbell?

Tone of voice:
Ultra sophisticated

Rituals:
Shopping (often in an emergency, the ‘nothing to wear for an occasion’ crunch)

Themes and advertising properties used:
Street fashion is a theme that has been used (possibly a copy based pun on the marque). How effective this was is a question. The interim photography shoots seem a little limited in communicating the total persona and ambience of Bond Street.

TARGET CUSTOMER/ USER:

Occupation:
None?


Age:
25-60


Income:
Disposable individual income of 30,000 per month +


Sex:
F


Language:
English


Religion/ ideology:
N/A


Location:
Colombo


Education:
Secondary, possibly higher


Needs:
Exclusivity, variety, cut


Expectations:
Service, options on accessories


Habits:
Spends a great deal of time in boutiques, salons and coffee evenings / mornings


Likes and dislikes:
Dislikes mass-produced readywear


Preferred medium:
Fashion magazines like Harper’s, Vanity Fair, Cosmo (include Esteem and Satyn?)


TACTICAL CONSIDERATIONS:

Trigger:
An evening occasion or an impulse purchase of a gown / outfit on display


Research:
Research time will be short, since if the customer likes it she will try it on.


Consideration:
Consideration time will also be very short, perhaps restricted to a fit on and (if necessary) minor adjustments. Customer service can play a key role at this point.


APERTURE: Point of sale
Shop window. This is a classic impulse purchase cycle. Websites and other media may play an increasing role in getting the customer to the shop.


Factors affecting repeat purchase
Fit, service, exclusivity of design.


THE KEY OPPORTUNITY TO BE ADDRESSED:
First, there is an opportunity to establish Bond Street as a strong presence in fashion. Then there is the opportunity to introduce, build and strengthen different lines under the Bond Street marque: these can be co-ordinated with the launches of new lines. Third, there is also the opportunity to exploit new direct marketing techniques such as the Internet and enhanced customer service.

1. ACTION STRATEGY:
2. Design an integrated communications campaign for the new line that will be almost exclusively in glossy magazine to maintain image values.

3. Explore new media: the Internet, building databases for personal contact, fashion CDROMs, fashion videomail, premia accessory teasers

4. Connections overseas: a tie-up with an overseas media organisation to bring Bond Street the latest fashion news

5. Sponsorship / tie- up with an overseas fashion TV programme

6. Tie-ins with musical events for fashion shows (jazz has synergy with the sophistication of fashion)

7. Explore all events on the local fashion calendar that Bond Street can take over and ‘own’.
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�PAGE \# "'Page: '#'�'"  ��Dedicated fitting assistants and coffee / cakes?


�PAGE \# "'Page: '#'�'"  ��Do we actually do enough for the customer to make them feel that they’re paying their money’s worth, and that they’d like to come again? Are messages relayed promptly? Does the receptionist treat every customer like royalty?





