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brand name: Bare babe

slogan: for the babes

that dare to bare

Branding

Bare Babe



 Our mission at Bare Babe is to celebrate every woman’s

natural beauty by creating lingerie that empowers,

comforts and inspires confidence. Our goal is to make

every woman feel effortlessly elegant and beautifully seen,

both in quiet moments and the bold ones. 

Brand Concept



Economic & Business Conditions

Inflation & Rising Costs

prices of fabrics (lace,

silk, elastics, etc)my

rise, causing brand

prices to increase

consumers are more

price-sensitive

Social & E-commerce growth

more inclusivity, sales, easy

returns increases sales

social media drive impulse

buying

collaborations with

influencers bring consumers 

Retail. Landscape

Brick & mortar help

connect with

customers (i.e bra-

fitting services,

personalized

styling/shopping, and

more comfortability 



Social & Cultural Trends

Body Positivity & Size

Inclusivity

consumers wants

brands that

celebrate different

body shapes, sizes,

and skin tones

campaigns that

show real people

connect better

than retouched

images

Sustainable comfort

soft fabrics,

wireless bras,

seamless pieces,

and loungewear-

inspired lingerie are

trending

recycled fibers,

organic cotton,

low-impact dyes,

and ethical

sourcing are

selling points

Influence of Social

Media

Tiktok influencers

advertising their

favorite lace

bodysuit 

Generated

instagram ads

that display

lingerie sets.

ILuxury for everyday

consumers want

lingerie that feels

special enough

for nights out or

special

occasions, but

wearable daily

lace, satin, mesh

incorporated

into functional

pieces



Swot Analysis

strengths weaknesses oppurtunities threats

STRONG

IDENTITY 

INFLUENCE

PURCHASE AND

CONSUMER

BEHAVIOR

WIDE RANGE OF

SIZES, COLORS ,

AND

COMFORTABILITY

INCLUSIVE AND

INNOVATIVE

Possible high

production costs

Slower sample

and design

process

Higher price point

Growing

demand 

Sustainability 

room for

expansion 

Collaborations

with influencers

and celebrities

Competition

from other

brands 

trend shifts 

disruptions in

the economy

(tariffs,

economic

policies)



Competitive Analysis

victorias secret

Number 1 brand in lingeriie

Iconic collections ( Dream

angels 

Fashion shows

recognized in the US legacy

market 

major retail footprint 
savage x fenty

inclusivity

very fashion forward 

fast growing 

celebrity recognition 

trend driven

aerie

affordably 

good marketing

active on social media 

influencer oriented

strong promotions 

customer loyalty



Target Market

PsychographicsDemographics

Age: 20-30 years of age

Gender: Female

Occupation: students, entrepenuers, creatives,

fashion professionals

Education: College education, Bachelor’s degree

or higher

Income Level: Middle to Upper Class, disposable

income for purchases

Geographic: based primarily on long island

Relationship Status: in relationship / Married

Interests: into fashion, beauty, self care

Hobbies: photography, doing makeup,

journaling, yoga, shopping, 

Values: functionality, body positivity,

sustainability, and comfort

Lifestyle: Productive,  work-life balance,

active on social media

Personality Traits: confident, conscious, and

open-minded

Buying Motivations: Desire to feel their best,

supporting new brands, trends, and

convenience. 



Marketing Mix: Product

Style #1 Style #2 Style #3

Description: Maroon lace

underwear and bra set

Description: Black lace

body suit 

Description: Silk & Lace

slip dress



Style
Cost of

Merchandise $
Retail Price $ Markup $ Markup %

Style #1 $55.00 $85.00 $30.00 35%

Style #2 $45.00 $68.00 $23.00 33%

Style #3 $30.00 $55.00 $25.00 45%

Marketing Mix: Price

Style #1 : maroon lace underwear and bra set placed at $85.00

Style # 2 : Black lace body suit placed at $68.00

Style #3 : Silk slip night dress placed at $55.00



Marketing Mix: Promotion
Instagram posts promoting products and size inclusivity

ad campaign promoting confidence

Direct mail/email marketing 



Marketing Mix: Place
Small to mid-size boutique located in

Patchogue, New York, on Long Island 

Products are offered in the online store as

well to accommodate different

geographical locations 

Patchogue is home to many local businesses,

restaurants, boutiques, and bars. There are

high levels of foot traffic and the area is

populated with many young professionals

who would fall into our target market. This

is the perfect place to stroll and shop for a

day bringing in new customers just looking

around while being convenient for existing

customers to stop in



Average unit retail price for all different styles

Average Prices

Average unit variable cost for all different styles

($55.00 + $45.00 + $25.00) / 3 = $41.67 

($85.00 + $68.00 + $55.00) / 3 = $69.33



item cost

1 store rent $54,266

2 salaries $37,000

3 insurance $1,200

4 office supplies $5,500

total fixed cost $97,966

Break Even Analysis

$97,966 / ($55 - $85) = 3,265.53  units

Break Even Unit Break Even Sales
$97,966 /[1 - (55 / 85)] = $279,902.86 



Monthly Planned sales
Planned Sales for selling

period
Sales Percent Per Month

February: $114,750 $382,500 30%

march: $95,625 $382,500 25%

April: $172,125 $382,500 45%

Total Planned Sales $382,500 100%

Total Planned Sales: $85 x 4,500 = $382,500

Sales Forecast



all participants fell within the age range of 20-30 years old

all prioritize comfort and affordability strongly

all prefer colors black and red for lingerie products

Many of the participants required larger sizing

most participants cited having trouble finding their sizing in

store

Majority cited being in a relationship or married at the

moment

Most stated that they purchase clothing every 1-4 months

and shop online biweekly to bimonthly

participants cited an 8/10 for how important material

quality was to them

some Participants stated they would pay higher prices for

sustainability sourced materials and products

Market Research


