DIY Purse for Unigue Ladies
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e Social Factors

e Population Factors
 Economic Factors

e Law & Regulation Factors




Social Factors

Education Buying Decision
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Population Factors

Population Growth Age of Distribution
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Economics Factors

Income Growth Interest Rate




Product Warranties
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Product Liability
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Why U-me?
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Brand Personality
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Targeting




Targeting

New experience |gfegRleleEL
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Positioning

Fabric
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From ordlnary mass production purses




To be the DIY Purse for Unique Ladies




Service Offered by U-me’
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Price-Captive product pricing
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Retall Site Selection
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(Attitudes Towards Shoppmg)

e Shopping Enjoyment 3=
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Planned Shopping Centers
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nguiuisaiga (Retail Gravity Theory)
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One-hundred Percent Location







Store Layout & Design/Visual
Merchandising

e Store Plan




Store Layout

e Purse selves




Store Layout

e Accessories selves




Store Layout

* DIY private zone




Store Layout
e Circulation




Fixture and Merchandise Presentation




Visual Merchandising




Store Design

Store Front




Store Design

Interior Design
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Store Design




Branding Strategy : Sensory Branding

 Visual Identity

—Package M M 9
— Store Layout & “ |

Design

e Olfactory ldentity M |
» Sonic ldentity QMQ

e Unique Touch




Promotions/IMC

POINT OF
PURCHASE




Merchandise Planning
Bottom-Up approach
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Merchandise Planning
Bottom-Up approach
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CRM form con't
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Assortment Planning
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Assortment Planning




Assortment Planning




J Sales Forecast
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Characteristics:
Sales over many seasons

Sales of a specific style over
many seasons

Sales vary dramatically from

one season to the next




Merchandise Budget Analysis

e Assumption
Average sales
per item

The number of item

sold per phase( 6 month)
Cost per item




planned purchase = 1090.00 3020.00 3030.00 6020.00 13160.00

open to buy 590.00 1000.00 500.00 1000.00 3090.00




1.111111 1.33333333 0.625 1.3333333

Stock -to - Sales Turnover : 1.25 2.6666667




Information Technology




Control Procedure

e |n-store merchandise
planning

e Space productivity &
Return on space

e Check materials from
suppliers




Ladies!
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Thank you for shopping at




