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Brief History:

Daha Spinola left the corporate world to Live out her
dream of opening & boutique. The first Fab'rik boutique
opehed in Midtowh Atlanta in 2002; today she is the ceo of
her brand’s franchise, her own clothing Line, ahd &
noh~profit orgahization, Free Fab'rik. Free Fab'rik offers
clothing and “the chanhce to feel beautiful snd special”
to girls in heed.”

Vision Statement:

To create 4 boutique Where evervyone cah afford to feeal
beautiful.

Mission Statement:

High style with heart, no attitude or sticker shock.

Recent Success:

https://[www.entrepreneur.com/franchises/fabrik/334105
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Strategic Focus:

“I dJon™t Waht it to be & pretty Womah boutique... | Wahted
to create a place Where evervyone could afford to feel
that beautiful feeling. What does pioheering into that
affordable luxury market Look Like? Qur DNA is about
making every single person feel beautiful inside and out
Whether they are getting ready for & first date or going
through & divorce.” - Paha Spinola

Defined Level of Competence:

Almost every item in ahy Fab'rik boutique is under $100. This
is ah competitive advantage because other desigher
boutiques cah hot compete With those prices. Besides being
price cohscious, consumers are becoming more conscientious
of the effects their purchases make on society. Fab'rik
creates & long lasting bond with the consumer by giving
back to those all over the wWorld ih heed. From making &
purchase, consumers cah feel instant gratification
through their Local communities With free shopping sprees
ahd the delaved gratification of dJohakions Fab'rik gives to
help Womeh in Africa. Other compahies are only in the
business for monh@tary gain, ahd cohsumers hotice.

Giving Back: Free Fab'rik

free shopping sprees are for unfortunate girls in need to
experience the thrill of boutique shopping, but Without the
pressure of paving desigher prices.



With creation of the mobile boutique, Fab'rik cah take the
shopping experience right to shelters, foster homes, safe
houses and more.

Long Term Goals:

To restore dignity, confidence and hope to ladies all over
the World, Who have lost their empowerment.

Situation Analysis: The Marketing
Environment

MacroEnvironment:

Social/Technological:

Fabrik s utilizing all forms of social media. Although they
have mahy social media outlets they are not posting or
tagging @hough for their products to get out ko the vast
geheral public. I assume because it is such & hiche clothing
Line, only the regulars follow the stte. In mY ahalysis |
Would recommended ko &ry to gain more followers by ohly
using onhe account, On instagram for example, @ach
Locaktion has their oWn account, if 4 uhited account for
All the stores were created, it Would Look more unhiformed
ahd legitimate. Fabrik external appearahce online does
ah excellent job capturing the authenticity of the instore
eXperience.



Economic:

In &his daY and age fast fashion rules the textile industry.
Mahy boutiques are hot fast fashion because most of the
time they are getting their clothing lines from the
desighers themselves or it is ah in~house shop. Fab’rik
domihates other local boutiques by kKeeping prices lower.
But onh the other hand, their target audience of vouhg
Womeh, are drawn to @ven cheaper, fast fashion chains.

Political:

Due to the recent presidential election, people are
standing up for causes they strongly believe in. With this in
mind Fab’rik, shows their involvement by helping those in
heed ahd dohating to charity. Customers will be prone to
shop more &t Fab'rik if they believe in similar causes.

MicroEnvironment:

Competitive/ Regulatory:

Fabrik is the middle ground betwWeen affordable and
upscale clothing. With all the optionhs of Where to buy
clothes Fab’rik stahds out because the clothes are of good
quality ok loW cost.
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Marketing Objectives:




Ahnhual marketing outcomes that Fab’rik heeds to achieve
during this Year is to...

o Increase Sales by 15%.
e Build Brand Awareness wWith the use of social medis.

e €nhahce Customer Relationships by building Lovalty
programs.

Target Markets: (See Questionnaire)

Primary Market:

Demographic:

21-25 vear old female student
Geographic:

Urban

Psychographic:

Priority oriented, enjoys the nightlife, spends time in
coffee shops, has ah evYe for detail

Behavioral:



Divided brand sahd store lovalty, heavy usage rate,
pavyments through credit cards, social medis savvy

Secondary Market:

Demographic:

36 Years and up female sales associate
Geographic:

Urban/Suburban

Psychographic:

Hos o hine ko five career, family oriented, makes
homemade lunches, eco~friendly Lifestyle

Behavioral:

Undivided brand ahd store lovalty, medium Usage rate,
pavyments through debit cards, television media usage

Tertiary Market:




Demographic:
16~20 vYear old, female barista

Geographic:
Urbah/Suburban
Psychographic:

Spends free time for extracurricular ackivities,
multitasker, davdresmer

Behavioral:

Divided brand ahd store loYalty, heavy usage rate,
pavyments through cash trahsactions, social media savvy

Positioning;:

Fabrik is the go to place for everyday clothing for our
target customer, Our target market knows the harmful
effects that fast fashion has on our society and our
ehvirohmeht. TheY desperately search for quality clothing
that is Within their meahs. Our compahy is different from
our competitors because we provide quality garments for
affordable prices. As well, Fab'rik sktands for & good cause,
to help girls in heed of clothing.



Strategies for the Marketing Mix:

Product:

Core product: Our Clothes

Brahded Product: Styling sahd customer service

Augmented Product: Create & Fab'rik Rewards Program with
the use of reward cards.

Price:

The Fabrik Rewards Program is free and is s plastic card
that gets scahhed after every purchase.

Distribution:

The reward cards are given out in all Fab’rik brick and
mortar stores.

Promotion:

The hew program wWill be sent out to all customers on our
email chain as ah electronic flyer. we Will also advertise
the program with tangible flyers around Local
neighborhoods ahd wWithin our stores. As well, We wWill put
together & fashioh show to promote our products and the
start of the reward card.



Integrated Marketing Communication

Plan:
Traditional Media:

fab’rik

Calling all

Toin us b celebrale Ute lannch of owr new
Rewards Cord Program/

1543 V. Mibwaukss Ave
Chicago, Minois 60622

f] [v] (O] (8

we Will commuhicate With the consumer using print
advertisement ahd evites, Below is What our customers
Would receive in their email inboxes. Withih the evite,
their Will be social media icons so the user cah easily
ACcess our various social media platforms.

Evaluation and Control:




€ach Fab’rik store will mohitor how mahy customers signh up
for & rewards card. As well, each store Will report fts
profit ahd conversions after the fashion show event. The
Level of success is defined as selling 10 reward cards daily
ahd to ihcrease sales by 15%.

Conclusion:

In conclusion, our objeckives are to increase sales by 15%,
build brand awareness wWith the use of social medisa, ahd
ehhance customer relationships by building & Lovalty
program which Will create 10 reward card members daily. In
order to resach these objectives, we Will use various
marketing tactics to impact our target audience’s
purchasing decisions. These tactics include, creating &
reward card program and holding special events in our
stores With full social media coverage. Overall, after
accomplishing these marketing strategies wWe are sure to
reach our goal of 15% increase in sales and sell 10 reward
cards daily.

References:

http://www.atlantamagazine.com/women-making-a-mark/dana-spinola/
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Fab'rik Questionnaire

1. Has reasonable prices
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) Strongly Agree
) Agree

) Neither Agree or Disagree

) Disagree
) Strongly Disagree

2. Makes it quick and easy to shop

dark o R——
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) Strongly Agree

) Agree

) Neither Agree or Disagree
. Disagree

) Strongly Disagree

3. Treats customers with respect
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) Strongly Agree
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) Neither Agree or Disagree
) Disagree

) Strongly Disagree

4. Carries a wide selection of items
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) Strongly Agree
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) Strongly Disagree



5. Convenlent store hours

Mark only one oval

6. Store has quality merchandise

Mark only one oval

7

() Strongly Agree

() Agree

() Neither Agree or Disagree
(_) Disagree

() Strongly Disagree

7. Gender
Mark only one oval
) Male

) Female

Mark only one oval

() 10-15yrs

10. Education



Carries a Wide Selection of Items

@ Strongly Agree

@ Agree

@ Neither Agree or
Disagree

@ Disagree

@ Strongly Disagree

Makes it Quick and Easy to Shop

@ Strongly Agree
@ Agree

@ Neither Agree or
Disagree

@ Disagree
@ Strongly Disagree

Treats Customers with Respect

W

@ Strongly Agree

@ Agree

@ Neither Agree or
Disagree

@ Disagree

@ Strongly Disagree



Convenient Store Hours

@ Strongly Agree

@ Agree

@ Neither Agree or
Disagree

@ Disagree

@ Strongly Disagree

g

Store has Quality Merchandise

@ Strongly Agree

@ Agree

@ Neither Agree or

Disagree
a @ Disagree

Gender

@ Female




@ 16-20yrs
® 21-25yrs
@ 26-30yrs
@ 31-35yrs
@ 36yrs and up

Has Reasonable Prices

@ Strongly Agree
@ Agree

@ Neither Agree or
Disagree

@ Disagree

Questionnaire was conducted April 2017, outside of Fab’rik Wicker Park location (1543 N.
Milwaukee Ave. Chicago, lllinois 60622).

62% of the 100 people that participated in the survey put student as their occupation. 5% wrote
some form of a sales associate. 3% wrote along the lines as a barista. The remaining factor
was random occupations that could not be grouped.

74% of the 100 people that participated in the survey put bachelor's or indicated college as their
education. 25% wrote high school. The remaining percent people left blank.



