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WHO ARE WE?

WHAT DO WE STAND FOR?

WHAT ARE 'OUR’ VALUES?
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The Couture Club é’#@ From Fifteen To Fifty

Redefining Luxury Fashion.

We make Luxury fashion accessible to all, creating a community where everyone can look
and feel their best, effortlessly & affordably.

We are obsessed about being Courageous, Curious and Resilient in our pursuit to bring
people together through not only our clothes but our culture itself.

We do this by prioritising exceptional quality and fair pricing because EVERYONE deserves
to feel Luxury !

We show Grit in everything that we do, Support and Champion each other to be the best
version of ourselves.

The most important thing is we enjoy the F*ing process.



The Couture Club é’#@ From Fifteen To Fifty

WHERE DO WE WANT TO POSITION OURSLEVES?

HIGH STREET THE COUTURE CLUB

FAST FASHION

PREMIUM LUXURY
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OUR CUSTOMER.
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The Couture Club #ﬁ# Womens Summary

Womens:
Our Customers Age Demographic:

Main Focus: 25-35
Laser focus - 28.

The cool 25-34 year olds, who influence the younger second demographic
Women's is focused around Athleisure & every-day transitional style.

Heavily influenced via fashion influencers & Content creators — supported with community
activity.

Values: Self-care, Independent, Career Driven, Honesty, Loyalty, Style-driven Confidence,
Individuality, Community, Friends & Family.

Lifestyle:

Interests: Turn Offs:

Reformer Pilates Health & Wellness Fast Fashion / cheap quality
Gym classes Female entrepreneurs Magaluf / Party destinations.
Spa days Travelling Messy/fake aesthetic.
coffee & walk Shopping Elitism.
Brunch/lunch Skincare Invasive communication.
Dinner dates Music Heavy di t

: y discounts.
G!gs / F:oncerts Designer brands
Girls mght. out Self-development Risk:
Cosmopolitan Work - life balance. Brand saturation

Career driven
Luxury aesthetic
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The Couture Club #ﬁ# Mens Summary

Mens:
Our Customers Age Demographic:

Main focus: 25-35
Laser focus - 28.

The cool 25-34 year olds, who influence the younger second demographic.
Men's is a true day to night customer.

His Values; Driven, Entrepreneurial, Resilient, Independent, Confident, Self-care, Competitive.
Style-driven confidence, individuality, community. Friends & family.

Lifestyle: Interests: Turn Offs:

Gym, Hyrox, Running, Health & Fitness Fast Fashion / cheap quality
Crossfit Travelling Magaluf / Party destinations.
Padel Socializing Invasive communication.
Travel & Experiences Self-development Heavy discounts.

Good Time / Nightout / Gigs Holiday Entrepreneurship Lack of Care in appearance
Friends & Family Personal growth Career.

Self Learning Music Risk:

Entrepreneurship Sneaker culture Brand saturation

Designer brands



Mens Summary

The Couture Club
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The Couture Club #ﬁ'ﬁ From Fifteen To Fifty

THE 360 MARKETING APPROACH

BRAND

INFLUENCER

OWNED CHANNELS

PERFOMANCE MARKETING




o

poih
LEQ

BD: Guerilla Marketing, Pop Ups, Community Events, Campaigns

ANY ADVICE FORNEW

]
)
) . BUSINESS OWNERS?

Contemporary Comfort,
THECOUTURKCILUB®

Community Confidence



The Couture Club

Influencers :Go To Market 25

INFLUENCER

We have relooked at our influencer strategy, and each influencer
will be split out into the following categories:

COMMERCIAL: Converters with cult following who purchase off their
stories. Don’t have to be on super on brand, and we wouldn't
neccesarily need to repurpose their content, but they are just there
to drive traction and sales.

BRAND: Talent that contributes to the elevation strategy and the
brand positioning in the market. Could still be commercial, but
could also take different angles like stylists, PR, people established
in fashion industry.

CONTENT: Talent that contribute to elevation strategy whilst
creating us content that we can repurpose for paid media and
organic socials.

Each month the budget will be split accordingly across these
categories depending on the collection and seasonality. This will be
then communicated with the wider team.

COMMERCIAL

@ellathomas - May 1st

DEFINING CHARACTERISTICS:

Converters with cult following who purchase off there stories. Don't
neccesarily have to be on super on brand, we wouldnt neccesarily need
torepurpose there content just there to cause traction.

ek
i
@daniellefogarty_w - 17th April
+1stMay

@aimzin - April 17th

@missjoslin - April 10th + 1st May

B

3
i |
/

(b

@alishalemay - April 2nd

|
@tialineker- May 1st

DEFINING CHARACTERISTICS:

Talent that contributes to the elevation strategy and the brand
positoning in the market. Could stillbe commercial, but could also take
different angles like stylists, PR, people established in fashion industry.

CONTENT

1

@rebeccajackson

@jvnnybvby

@leetayylor @robynhenderson__ @ashscarrott

DEFINING CHARACTERISTICS:

Talent that contribute to elevation strategy whilst creating us content
that we can repurpose for paid media and organic socials.
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OWNED CHANNELS: Email, Text, App, Socials

2

Account

Instagram Grid

CoutureClub

AVAILABLE NOW: SS25 - The
Runway Drop 2. Summer ready twin
sets, dresses, new crochet.

Shop Now >

Stop >

Text

THECOUTURECLUB*

Driven by an uncompromising
commitment to quality, Laundered
Classics is designed with the perfect
silhouette - draping effortlessly and
embodying quiet luxury. Washed to
perfection in our Turkish wash houses

for rich, refined hues and crafted from
515gsm heavyweight fabric, it’s the
¢ ultimate blend of craftsmanship and
* understated style.

The Track You Need

Calendar

Email

Contemporary Comfort,
Community Confidence

THECOQUTURECQLUB*
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PERFOMANCE MARKETING: Meta, Google, TikTok, Affiliates

wemse  The Couture Club eee X thecoutureclub &
Sponsored - ¢ Sponsored

Meticulously crafted crochet to refine your
summer fits

UNIDAYS

www.thecoutureclub.c...

Crochet Stripe Set Shop now

m

O
[fb Like C] Comment d) Share

The final installment of Country Couture,
ready to refine your wardrobe.

@ SHOP NOW Pp—

Conempory orior THECOUTURECLUB*

Community Confidence



The Couture Club #ﬁ'ﬁ From Fifteen To Fifty

NEW v RETURNING CUSTOMERS

FEAR OF MISSING OUT

COMMUNITY ENGAGEMENT
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PRODUCT VISIBILITY

NEW CUSTOMERS

BRAND VISIBILITY




The Couture Club From Fifteen To Fifty

TOPLINE MARKETING VIEW FOR 2025

BRAND MARKETING

SPRING 2025 SPRING SUMMER 2025 HIGH SUMMER 2025 10 YEARS
COUNTRY COUTURE THE ENDLESS SUMMER THE ENDLESS SUMMER LEGACY OF LUXURY, 10 YEARS STRONG

AUTUMN WINTER 2025

24 HOURS IN MILAN - FOOTBALLER OUT OF HOME ACTIVITY TO SUPPORT

SHOOT SPRING SUMMER 2025 SCULPT CAMPAIGN & EVENT 10 YEARS OF TCC - THE PARTY THE RUNWAY - LIVE SHOW AMSTERDAM POP-UP FOOTWEAR ACTIVEWEAR
PILATES INFLLIENCER EVENT BAKE-OFF MANCHESTER PADEL & PICANTE EVENT SAMPLE SALE PADEL TOURMAMENT - PADEL CLUE SCULPT EVENT - LONDON WELLMESS TRIP - KIP & NCIOK, COFFEE SHOP TAKEQVER DINMER OM AN ICE RINK
JUNE 29TH 5TH & 6TH SEFTEMEER COMMUMNITY EVENTS, PRESS DINNER

FEBRUARY 2MD ST MARCH APRILI3TH PAAY &TH DECEMEER 4TH
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