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FortheFashionmarketingStrategyproject,IandmygroupcreatedSoulclothwhich
isasustainablefabricbagbrand.Ourbrandisdedicatedtoprovidingproductswith
uniquedesignandeco-friendlyfabrics.WedidPESTELanalysis,businessconcept,
marketing research, target customer, competitive analysis, merchandising plan, and
marketingplan.
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“We can’t really find chic fabric bags. Why don’t we make nature-friendly yet fashionablebags  that people can useanytime?”

SoulCloth is established in 2017 in Hayes Valley San Francisco, CA to offer fashion-conscious  and eco-conscious people 
stylish fabric bags made of organic, recycled materials. People inthe
Bay Area, who have styles at the same time they care a lot about nature and ecology, inspired us  a lot, and now we are ready to 
offer them our products they would love. We also want to give a  positive impact on as many people as possible, so we also offer 
our products online inside ofthe  UnitedStates.

Since fabric bag is useful and practical for any people, our target demographic can range from  the age 18 to 55. We care design 
so mush that our primary customer is from the age 18-30,who  is often very conscious aboutfashion.

To offer customers a variety of bags, we have three collections with prints/embroideries designed  by us for this season: 
Endangered Animal Collection, Nature Collection and Fashion Gang  Collection. In addition to them, a customer can also 
design a print/embroidery that will be  applied on abag.

We want to offer affordable products; however, our first priority is QUALITY. We make sureour  products are sustainable, 
fashionable, and are ethically made in California. The price range of  our products is between $19.99 and$49.99.

Withourproductsandpassionforfashionandecology,wewanttomakethesocietyuniqueand  clean withyou.

ExecutiveSummery
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Discovery the companystory Identify the product & thetechnology Understand thecustomers

Buisness and ProjectIdae
Brand NameProcess

We are focus on produc- ing the 
environmental  product. We 
identified  our products is 
above  the merchandise itself,it  
contains themeaningful  
memory insideit.
Friends, lovers, pets, any- thing
you favorite can be add to your
ownbag.

The customize  canvas bag, 
can be  made with color  
print orembroidery,  also 
good with  multi-fabric.

We know you may have  
already felt annoyed  about 
your bag, let’s  make something 
fun  together! Explode the  
creativity. Of course,we  will 
listen to your com- ments. 
Don’t worry,  your bag is 
coming  rightnow.
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Font and embroideryfeeling  Basic 
embroiderystyle
Circle means that using the sustainablefabric
The words close together shows that the relationship betweenthe  company and
customers
Colorchoosing
Pinkispopular,notonlyfemaleslikeit.It’sunisexual.  Softness, nature 
andsecurity
Pinkisreallyuniqueandeye-catchingandwhiteisthemostclearcolor.

C: 5%
M:29%
Y: 12%
K: 0%

LogoProcess
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CompanyMission

SoulCloth is asustainable brand that produces eco-friendly fabric bags.Weuse the recycling materials and  
customized embroidery to show the strong self-awareness. We believe that the fabric bags are necessary  
accessories for daily life and we want to make our products be fashionable and also sustainable.

VisionStatement

SoulClothcommittedtobecome aninfluentialandthoughtfulbrandofferingpeoplelifestylethatis
eco-conscious,butstillfashionable.Wewantmoreandmore peopletogetinvolvedinsustainablefashion.  Forourfuturedream,we wantto
become themostimportantrecyclingfabricbagbrandinCalifornia.

The Inverted PyamindModel

Chief executiveofficer(CEO)  Chief 
creative officer(CCO)  Creative
director
Productofficer
Chief communications manager(CCO) Chief
commerciafinancial officer(CFO) Development
director
Chief human resourceofficer(CHRO)  Chief 
webofficer(CWO)
Chief brandofficer
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Introduction

In 2007, San Francisco, where SoulCloth is based,  became the first city 
in the states that passed the  legislation that bans plastic bags. Stores need 
to use  recyclable or compostable bags instead*. It is very  honor that 
this city ranked a the most greenest city in  NorthAmerica,asof2014,
alongwiththefactsof77%  recycling rate, historical environmental 
group Sierra  Club founded in 19th Century, and eco-consciousness  of 
theresidents.

Ch 2  
Marketing  
Research
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IndustryTrend
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SustainableFashionisgowningin thefashionindustry.“Sustainablefashionproductshavegrown19.0% year-to-date(YTD)2017,com-
pared to lastyear,”andalso“volumesof sustainable fabrics suchasTencel andLyocell havegrown by19.7%year-on-year (YOY),”says
wgsn.com.

Thistrendisnotonlyinthefashionindustry.Generally,theshareofproductswithnatural-relatedclaims,  suchas“noadditives/preserva-
tives,”“organic,”andsoon,grew.

It sounded strange because “eco” and “sustainable” don’t go with our image of fast-fashion; however,  dedicated sustainable collections from 
fast fashion brands such as Mango, Zara, and H&M are playing big  roles in sustainablefashion.

When we look at Handbags and Accessories trend offered by Mintel, unfortunately, over one fifth of  consumers have reduced their 
purchasing of handbags and accessories in the past year4. However,the  younger generation like Millennials purchased the most fashion 
accessories in2016.

It is shown that consumers are tend to end up buying affordable fashion accessories which they can  think“goodenough,”andkeep 
themforlongtimeeventhoughthereisalwaysaspirationforupscale,  luxuryones.

IndustryTrend
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ConsumerBehavior
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Eco ConsciousShoppers
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Shoppers’consciousnessaboutsustainablefashionisgettinghigherand higher;Morethan65%
of consumers are finding according to the report “The State of Fashion 2017”by Business of
FashionandMckinsey.

A Pew Research Center survey finds that 75 % of adults in the States are  dailyconcernedabout
helpingtheenvironment.Althoughthedefinitionof  “natural” varies, 91 million adults aged 18 and 
over in the States consider  themselves as natural consumer, who has a natural lifestyle to improve  
their health and to feel better. Especially, young adult ranged from age 18  to 34 tend to show interest 
innatural lifestyle.



HayesValley

Once a blighted area, Hayes Valley has rapidly transformed  intooneofthe
city'smostdesirableneighborhoods,witha  mix of boutiques, bars, restaurants, 
and public space all  just a short walk to MarketStreet.
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Hayes Valley’sdemographic
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Hayes Valley’sdemographic

Hayes Valley is an area in Hayes Valley, District 6 - Central North, San Francisco, San Francisco County,  California with a population of 
72,000. There are 39,716 male residents living in Hayes Valley and 32,285  female residents.Thetotalnumberofhouseholdsis36,789with
1.79peopleperhouseholdonaverage.  Total household expenditures in Hayes Valley are above the nationalaverage.

The median age of the current population is 37.72 with 10,379 people being married and42,576 being  single.

The employment numbers show that there are 72% white collar employees and 28% blue collaremploy- ees in HayesValley.
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Store Location: 411 Hayes St, San Francisco, CA 94102



SoulCloth customers are 18 to 55-year-old students and  working professional 
belonging to the middle incomegroup.  These customers are trendy people, 
organic food lovers, and  creative individuals who are always exploring the new  
things.

Most of them have at least a college degree. They are tech  enthusiasts and social 
media savvies. They like to socialize  with friends and family, enjoy outdoor 
activities, and love to  travel. Our customers care about the sustainability of the  
earth and prefer recycled and sustainable products. Theylike  to shop at farmers 
markets and local boutiques. Fashion  wise, they know how to combine comfort 
with their own  styles.

Ch.3
Target Market  

&         
Competitive  

Analysis
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According to the market research section, San Francisco is also the 4th most  populouscityinCalifornia
(behindLosAngeles,SanDiegoandSanJose)witha  2010 population of 805,235 according to the last 
census. The 2016 estimated  population of San Francisco is now864,816.

Theagegroup thatSoulCloth’stargeting isbetween15-33(Primary)with total population of 252,337
(29.2%)and34-55(Secondary)with totalpopulationof 239,433(27.7%).
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GeographicalLocation:

Based in San Francisco but also sellonline  to the 
whole UnitedStates

All Gender and AllRaces

Age: 18~55 years old (Primary: 18~30 years old,  Secondary: 
30~55 yearsold)

Average Income:$32,000~$150,000  Middle 

SocialClass

Occupation: Students and working classin  diverse
fields

Target Market Overview
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PrimaryCustomers

16



Geographics

Physical Store: San Francisco local customers and the worldwidetourists  Online store: sell to
the whole United States

Demographics

Age: 18~30 years old  All 
gender and allRaces
Income:$32,000~$92,000
Occupation: Students, white-collar workers, freelancers, artists,designers  Education: College 
andabove

Psychographics-Thinkers

Social class:Middle
Lifestyle: Wise, free, sustainable, fashionable, artful, positive andhealthy  Personality: Creative, 
energetic, flexible, freethinking, self-conscious,  vivacious, curious, having strong personality,
tech-savvy.

PrimaryCustomers
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SecondaryCustomers

18



Geographics

PhysicalStore:PeoplewholiveintheBayArea.Theyoftenshop.  Online store: sell 
tothe whole United States

Demographics

Age: 30~55 years old  All 
gender and allRaces
Income:$55,000~$150,000
Occupation: White-collar workers, financial and techprofessionals,  seniormanagers

Psychographics-Thinkers  Social 

class:Middle
Lifestyle: Calm, wise, eco-friendly, healthy, comfortable, relaxed andtasteful
Personality: Respectful, realistic, balanced, considerate,discreet.

SecondaryCustomers
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STRENGTH:
Hand-madeartwork
Organic cotton/linen fabric and other recyclefabrics  Customize 
design with ether print or embroidery  Good storelocation
Competitiveprice

WEAKNESS:
Strengthofbrandimage: Itishardtopublicanew  brand.
Customerloyalty
Low budget to begin a newbusiness.  Higher 
cost in organicmaterials
High importtax
Long distanceshipping

OPPORTUNITIES
Become popular in San Francisco Bay Area  Collaborate with many 
big fashion retailers andchain  market
Publicity of environmental protection andeco-friendly  Online
shopping
The group of customers tend ti be younger whoseek for  differential
Customersdon’tonlyseekforluxurygoodsanymore, theywouldlike
to lookforsomethingiseco-friendly. Attractvisitorstobuy
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THREATS

Customized embroidery priceincrease  Many 
stores sell sameproducts
Highrentalofthephysicalstoreandhighlaborcost  The quality of
bags
Styles are too old  Dampening 
touristflows

Competitive Analysis



Wewant to be not only ethical,but also fashionable.
SoulCloth is offering you fashionable,nature-friendly fabric bags.  
Wehave already-made collections with print and embroidery of
our choice.Wealso offer you acustomized bag;
You choose the size of the bag,and design your favorite 
motif/words in 4’’h x 4-1/2’’w space.

For our first collection,we have two printing samples and four
embroidery samples; first two prints are associated with dying  
animals, the other two embroideries are related to nature,and the  
last two are fashion related fun slogans,which is trendy right now.

The price range for the bags from our collections:$19.99~29.99  
The price range for the customized bag:$34.99~49.99

MerchandiseSummary

Ch.4
Merchandise  

Plan
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MerchandiseStory
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SoulClothwanttoprovideacloserelationshipbetweenourcompany andtheaudience,andtherelationship  between customers and the 
environment. Be green, be active, beeco-friendly.

We produce sustainable fabric bags, and we also use recycle and organic fabrics to make our bags. So wewant  totellthestoryaboutSoulClothis
that,peoplecan beapartofsustainablefashionfromalittlefabricbag.
Meanwhile, every product is hand made and printed in San Francisco using environment friendlyphthalate  free or water-based inks whenever
possible.

Ourdesignswillseparateinto2parts,andthefirstpartisprintpatterns,andembroidery,andthesecondpartis  customizedembroidery.

For the first part, we have different collections, Cherish, Nature, and Fashion Gang. In Cherish, we use rare  animals as our pattern, such as, Rhino and 
Chameleon. Also, we will donate 2 dollars for selling each of this  collection’sbags.ThesecondcollectionisNature, it includesflowersandsome
naturefeatures.Thethirdcollec- tionisFashionGang, we create somewordsaboutfashioninthiscollection.
For the customized part, it willinclude some popular features, such as planets, smile face and some memes.  SoulClothisdedicatedto
celebratingourfavoritestorieswhilepromotingtheeco-friendlyfabricbags.



Cherish EndangeredAnimals

Small: $19.99  
Medium:$23.99

Merchandise Plan
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Nature
Embroideryflowers

Small: $24.99  
Medium:$29.99

Merchandise Collection
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FashionGang
Slogan

Small: $24.99  
Medium:$29.99

Merchandise Collection
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CostSheet
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CostSheet
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PricingStrategy

Accordingtooursurvey,peopledon’texpecttospendalotforafabrictotebagwithembroidery.It istruethatyoucan findplainthin  fabric bag under $10 onAmazon.

However, our product is organic, ethically produced in California, and comes with a print/embroidery. We want to offer as affordable  products as possible, but at the same time we 
care about nature and quality, which makes the price pointshigher. Our survey also shows  that the most important quality is design when they buy a fabric bag. So, we decided to 
think about quality and design first, and then  decide profitable yet affordable pricepoints.

Our price range is moderate, from$19.99~49.99.

We have three already-made collections, which is offered cheaper than a customized bag that is designed by acustomer.

Collection 1: Endangered Animals (Print) Small: $19.99, Medium:$23.99

Collection 2: Nature (Embroidery) Small: $24.99, Medium:$29.99

Collection 3: Fashion Slogans (Embroidery)Small: $24.99 Medium:$29.99

Customizedbag:(Acustomercan designamotif/ wordsin4’’h*41/2’’wspacethatwillbeappliedonabag)  Print Small: $34.99 Medium: $39.99 
Embroidery Small: $44.99 Medium:$49.99
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Production Calender
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Build a strong brandimage:

SoulClothisabrandthatadvocatesorganicandeco-friendlytotebags.Thetrademark designofeverybagwillbe
embroidery.Thistypeofdesignwillbeouriconicimageof ourproducts.

Raise BrandAwareness:

Since we are new, we need to let people get to know our brand. By doing this, we need  torunsocialmediato
advertiseourselves.Thecampaignwill involvesomeonlineadver- tising and physical posters. And we also will 
attend some trade shows or special events  to raise our brandawareness.

Reach out to targetcustomers:

We need to provide more product selection that represent San Francisco. Also, therewill  be events and promotions 
to encourage customers shopmore.

MarketingObjectives

Ch.5
Marketing  

Plan
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Opening party on the Earth day(4/22)

“Get your Bag!”(7/3)

Thanksgiving Holiday(11/22~11/26)

Fabric Bag Design Competition for the new year(1/1)  One Year 

Celebration(4/1~4/30)

Marketing Action Plans-Events
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Promotions

Student Discounts: 15% offwith studentID

Recycle the old fabric bag and get 10% off(Instore)

$5 offfor the first purchaseonline

If the customers buy $100, they will get$10 off

Share your own promotional code, your friend and you can get 10% offforone time
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MembershipProgram

If customers spend $300 a year, they will become our clubmembers

Build the customerdatabase

Build the customer loyalty and community  20% offwhen 

they purchase any time  Birthday gifts for the members ($20 

giftcard)

Can attend some special events in the store (Artists speech, Band performance, Organic brands sharing,etc.)
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In-storeSigning  
DirectMail
Social Media: Facebook, Instagram, Twitter,Snapchat  E-mail
OnlineWebsite

MarketingChannels
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Campaigns

Opening party on the Earth day(4/22)  in Hayes 
store ProductIntroduction

Live band performance with free organic food anddrink  All products 
20% offin store andonline

Free shipping on anyorder

PromotionalChannel:  
Directmail
Interactive Media: Official website, Instagram, Facebook,Twitter,  Snapchat,E-mail
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Campaigns

“Get yourBag!”

International Plastic Bag Free Day (7/3)  All 

products 20% offin store andonline  Frees shipping 

on any order  PromotionalChanne

Interactive Media: Official website, Instagram, Face- book, Twitter, 
Snapchat,E-mail
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Campaigns

Thanksgiving Holiday(11/22~11/26)  
(Wednesday ~ CyberMonday)

30% offin store andonline

Special Thanksgiving collection in storeonly  Free 

shipping on anyorder

Christmas coupons ($15 off) for the customers who buy theproducts  PromotionalChannel

Directmail
Interactive Media: Official website, Instagram, Facebook, \ Twitter, 
Snapchat,E-mail

39



StoreEvents

Fabric Bag Design Competition for the new year(1/1)

Promotional Channel: Official website, Instagram, Facebook, Twitter, Snapchat,E-mail

Goal: Increase customer engagement and storetraffic

AspecialeventhostedbySoulcloth to encouragecustomersto exploreandexercise their creativity.Customers
will design their own fabric bag inspired byour collection. Thegift cardswill be submitted for voting. The
customersarewelcometoencourage theirfriendstovotefor theirdesigns.

Threewinnerswill getthe$100,$50,$30giftscards
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MarketingTagline

CarryYou!
We want you to think your bag as more than just a bag. Wewant  you to put a 
personality on your bag. We want you to think that  your bag is your friend. We want 
you to be friendly to nature by  using/carrying yourbag.
Let’scallyourbag“you”likeyourfriend.  Let’scarry
“you”allthetime.
Let’s change the environment by carrying“you.”
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Tradeshow

Set on the world famous San Francisco Bay, it’s bordered by breathtaking views of The  Golden Gate Bridge and 
Alcatraz, making this venue a desirable destination for buyersand  exhibitorsalike.
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Natural Products Expo West & Engredea continues to be the leading trade show in the natural, organic and healthyproducts  industry, attracting over 80,000 industry 
professionals and 3,100 exhibits to the Anaheim Convention Centerannually.

800 West KatellaAvenue  
Anaheim, CA 92802USA

Mar 7 to11

Tradeshow
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Explore the LA Fashion District's largest & most comprehensive variety of brands at the California Market Center (CMC),homebase  for many prominent Showrooms 
representing hundreds of must-see Fashion & Lifestyle collections for Women, Men& Kids.
In addition to Showrooms, expect to find several Tradeshows & special Showcases each Market, extending theimpressive selection  ofbrandstoscoutduringLAFashion
MarketattheCMC.

January 15-17, Summer2018
March 12-14, Fall2018
June11-13,FallII/ Holiday2018
July 30-August 1, Holiday /Resort 2018

Tradeshow
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BusinessCard
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Website
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Website
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PriceTags Paper tubepackaging ShoppingBag

(Size: Small &Medium)

Packaging
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http://www.sfgate.com/green/article/S-F-FIRST-CITY-TO-BAN-PLASTIC-SHOPPING-BAGS-2606833.php

http://www.bbc.com/travel/story/20141215-living-in-the-worlds-most-eco-friendly-cities

https://www.wgsn.com/blogs/fashion-with-conscience-why-sutaiable-fashion-is-the-next-retail-frontier/# The Natural Consumer - US -
August 2017 -Executive Summary copy

https://www.wgsn.com/blogs/fashion-with-conscience-why-susaiable-fashion-is-the-next-retail-frontier/# HandbagsandAccessories-US
-April2017-ExecutiveSummary

The-State-of-fashion-McK-BoF-2017-report.pdf

The Natural Consumer - US -August 2017 -Executive Summary

“Hayes Valley Demographics and Statistics.” Niche, www.niche.com/places-to-live/n/hayes-valley-san-fran- cisco-ca/residents/.

https://www.surveymonkey.com/r/VC7DR3K

“Hayes Valley Demographics and Statistics.” Niche, www.niche.com/places-to-live/n/hayes-valley-san-fran- cisco-ca/residents/.
https://www.etsy.com/listing/284298966/botanical-plants-canvas-tote-bag-plant

https://www.etsy.com/listing/187919592/dinosaurs-canvas-tote-bag-shopper?ref=related-3

Citation
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