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Strategic Planning 

Marketing Analysis To-Date

1.0 Analysis of the Current Situation - past year
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1.1 Influential business trends to-date
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https://cdn.businessoffashion.com/reports/The_State_of_Fashion_2018_v2.pdf
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1.2 Market analysis to-date
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1.3 Competitive analysis to-date
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https://www.yoox.com/it/donna
https://www.yoox.com/it/donna
https://www.net-a-porter.com/it/en/
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https://www.mrporter.com/en-it/
https://www.mrporter.com/en-it/
https://www.mytheresa.com/en-it/
https://www.mytheresa.com/en-it/
https://www.ssense.com/
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1.4 Market segmentation to-date

4marketingPlanMODE.com



Physical Price Brand Quality of  service 

15% 10% 25% 50%

1.5 Marketing offer (offer-mix), past year
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1.6 Marketing promotion (promotion mix), past year
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1.7 Actual strengths and weaknesses 
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1.8 Actual perceptions: positioning
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Trendiest
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1.8 Actual perceptions: positioning
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1.8 Actual perceptions: positioning
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2.0 Marketing Strategy & Objectives - next year



2.1 Selecting marketing strategy next year

12marketingPlanMODE.com



2.2 Developing a value proposition to back-up the strategy
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2.3 Targeting next year
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Physical Price Brand Quality of  

service 

5% 40% 25% 35%

2.4 Revising the marketing offer next year
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DIRECT MARKETING

30%

2.5 Revising marketing promotion next year
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O

STRENGTHS (2.6.1) WEAKNESSES (2.6.2)

By offering a mix of the 

trendiest products and by 

proposing a mix of popular 

and niche brands, we will be 

able to attract a wider range 

of clientele to our rental 

program.

Few products offered have 

high-market share, while most 

of the products have low-

market share. Due to this, 

there will be a higher 

percentage of customers 

experimenting with niche 

brands, driving them to try 

new brands.

2.6 Transforming strengths & weaknesses into objectives
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Trendiest

Brand 

awareness

1 2 3 4 5

4

5

2

1

Farfetch

Mytheresa

Ssense

Yoox

Net-à-portèr

Mr porter

Thanks to this service, in our perception, next year Farfetch will gain 

an important gap in term of awareness comparing to its current 

competitors

2.7 Improving perceptions next year: position
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2.8.1. Seasonality 

X-axis: Month 

Y-axis: Projected 

demand; 10 = high 

demand; 1 = low 

demand 

2.8 Conducting yearly sales forecast
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2.8.1. Seasonality 

X-axis: Day of week

Y-axis: Projected 

demand; 10 = high 

demand; 1 = low 

demand  

2.8 Conducting yearly sales forecast

20



2.8.1. Seasonality 

X-axis: Time of day 

Y-axis: Projected # of 

orders/hr.

2.8 Conducting yearly sales forecast
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2.8.2. Facts and Assumptions 

Facts: 24 hours/day

Assumptions: 496 transaction/day on an average day (Thursday in May)

Maximum length of time rented: 1 month 

Cost of monthly membership subscription: $250

New York State sales tax: 8.875% 

2.8.3. Calculation 

Transactions Days of 

operation/yr

$ Total

496 x 330 x 250 $40,920,000

After sales tax: $40,920,000 / 1.0875 = $37,627,586

Discount by 10% for over estimation: $37,627,586 / 1.1 = $34,206,896

Our revenue forecast is $34,206,896 for the new service beginning in November 2019

2.8 Conducting yearly sales forecast
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3.0 Marketing Action Plan & Budget - next year



3.1 To ensure partnerships: 1+1>2 - 3.2 To maintain successful marketing activities 
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https://www.hottopics.ht/26920/farfetch-cmo-on-the-driving-force-behind-online-marketplace-personalization/
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3.3 To adjust the offer, 3.4 To promote marketing activities 
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3.5 Intentionally Not Included, 3.6 To set periodical marketing budget
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Annex 3.4
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