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INTRODUCTION
It is well known that the fashion companies in London, especially luxury brands, are 
saturated in the Marylebone and Mayfair areas. However, East London is rapidly 
growing every day as it offers companies the potential to expand the business. To 
be more specific, the Shoreditch area attracts more younger fashion enthusiasts, 
customers who are aware of sustainability and are looking for the experience rather 
than just shopping. 

Generally, the report proposes a project for opening Matches Green-East, focusing 
on current the hot topic – sustainability. The store concept will be situated in the 
East part of the capital - Shoreditch, offering a shopping experience with integrated 
lifestyle activities for a wide range of the audience.

LONDON
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RETAIL
management

RETAILER DESCRIPTION
The British luxury fashion retailer known as Matchesfashion.com was founded in 1987 
by Tom and Ruth Chapman. The business started with a launch of brick and mortar 
retail store in Wimbledon Village, but in 2007 founders saw their potential in moving 
to a digital platform in order to broaden the audience internationally. Additionally, 
2013 was a special year as the store has rebranded as Matchesfashion.com to reflect 
its significantly successful digital profile (Ellison; 2017). 

So far, the store has successfully spread awareness about its existence worldwide. 
Currently, it offers over items from over 450 established and emerging designers, 
has three physical stores across London, and one retail space, which includes luxury 
shopping, personal shopping as well as a media hub. Since 2010, Matchesfashion.
com has shown consistent and profitable double-digit growth raising its revenues 
of £372 million in 2018 (Matveeva; 2019). In fact, 97 percent of the retailer’s sales are 
generated from the online platform.

Despite the massive online sales, the luxury retailer never stopped investing in brick 
and mortar store experience. As mentioned before, it has already opened three stores. 
Nevertheless, in 2018, Matchesfashion.com introduced its brand new shopping space 
in 5 Carlos Place in Mayfair, where customers can have a physical and digital experi-
ence. 

In general, Matchesfashion.com is facing direct competition from luxury retailers such 
as Browns (online and offline), Net-a-porter (online), and Farfetch (online). As well, 
there are other retailers to be aware of, such as Harrods, Selfridges, and Mr Porter. 

“WE ARE ON A MISSION TO OFFER THE MOST PERSONAL LUXURY SHOPPING EXPERIENCE IN THE WORLD”

MISSION STATEMENT MATCHESFASHION.COM
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LOGO PROPOSAL
FOR MATCHES GREEN-EAST

The proposed Matches Green logo explanation:

- The big letter M is taken from the original Matches-
Fashion logo. 

- Green directly tells the customer that the concept of 
the store is based on sustainability and environmentally 

friendly purposes.

- MatchesFashion in the box below represents the com-
pany itself in order to clarify that Matches Green is an-

other unique concept store by MatchesFashion.

- The whole logo in bold letters is sending the message 
“I’M GREEN” as well as clearly representing that store’s 
concept is closely related to sustainability. In addition, 

this statement brings the attention of conscious 
consumer straight away.
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4 ACTION FRAMEWORK

6 PATHS FRAMEWORK

BLUE OCEAN: MATCHES GREEN EAST
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PORTER’S FIVE FORCES PORTER’S FIVE FORCES MODEL
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, new technology.

, new technology.

SMART GOALS
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Considering the project budget, there is a posibility to hire three executives: 
Brand Executive, Customer experience/Marketing Executive and Food & 
Beverage Executive. Job descriptions for each executive are provided in the 
following pages.

DANIELA CHRISTOPHER LAUREN
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LEADERSHIP APPLIED WITH THE TEAM SMART OBJECTIVES - EXECUTIVES

SOURCE: https://online.seu.edu/articles/essential-types-of-leadership-styles/
SOURCE:  Heerkens G. R., 2002. “Project Management”, page 94



31 34

PROJECT
management
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RISK MANAGEMENT
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SUBCATEGORIES TARGET CUSTOMER MOODBOARD
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All of the selected sustainable brands have been chosen while considering the main requirements: 
ethical, low environmental footprint, cruelty-free and honest. The main aim for the Matches Green 
East is to offer a range of various products which are sustainability-focused and without any particular 
style restrictions in order to be applicable for different tastes. According to a price pyramid for Matches 
Fashion, most of the focus will be on luxury on, however lower entry price items such as accessories 
and footwear have to be taken into consideration as well. Moreover, as the gender fluidity is becoming 
more recognized in fashion industry, the garments will be arranged according to the colours and style 

rather than gender (Sanders; 2019). Budget for the selected brands is depicted below (budget in K).

BRAND MIX PROPOSAL

SA
TTA

PA
NG
AIA
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SOURCE: stellamccartney.com

SOURCE: raeburndesign.co.uk

SOURCE: shop.peetdullaert.com SOURCE: larakrude.com

SOURCE: noahny.com
SOURCE: bitestudios.com

SOURCE: maggiemarilyn.com£
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SOURCE: marahoffman.com

SOURCE: permanentclothing.eu

SOURCE: elliss.co.uk
SOURCE: veja-store.com

SOURCE: thepangaia.com

SOURCE: sattalivity.comSOURCE: baumundpferdgarten.com
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POWER OF RESALE | LUXURY PRE-OWNED ITEMS

WORKSHOPS

SUSTAINABLE STICKERS | MEMORY

According to Emily Gordon-Smith “How to market sustainable fashion”, engaging conscious consum-
ers involves “embracing second-hand”. The apparel resale is growing 21 times faster than other retail 
(ThredUp; 2020). It could be considered as a newness that does not produce waste at all. Matches Green 
will have a place on their website for the luxury pre-owned goods. To ensure that a purchased item is 
authentic, the resale will be offered through blockchain enabled purchases. As well, in the near future the 
development of luxury payment through cryptocurrency is expected and could be applied for Matches 
Pre-Owned purchases (McDowell; 2020). Resale has brought a lot of interest from younger generations 
as it is an opportunity to buy an item that is no longer available in the store or if the customer is hunting 
for a luxury vintage – Pre-Owned section provided by Matches is the right place to look at.

Workshop can significantly increase consumer engagement. For instance, Raeburn has brought a lot of 
attention with their workshop/tutorial base on natural dyes. The brand has partnered with British Dye 
brand in order to encourage consumers to reinvent their existing items rather than buying a new ones 
(Delvin; 2020).  An educating workshops/tutorials would be very effective in educating today’s consumer 
and would increase the engagement for the store. One of the main goals of Matches Green is to help the 
consumer to find sustainable alternatives and apply it in everyday’s life while offering an innovative and 
accessible experience for everyone who’s interested to know more and help the planet.

In Matches collaboration with Prada, 5 Carlos Place was hosting an engaging pop-up shop. Part of the 
entertainment was the sticker maker in a shape of vintage vintage game machine. At Matches green 
same concept of sticker machine will be applied. Stickers will be biodegradable, made by The GREENLA-
BEL company. There are two purposes of selling these stickers. First of all, all of the stickers will be with 
a different message on it related to sustainability. The green consumer will be happy to help and spread 
awareness about the shop or environmental/social issues that are depicted on it. Secondly, 100% of 
money collected in the machine will be dedicated for a chosen charity. 

ART | ART | ART

East London area is known for its street-art. There are plenty of places to buy an art piece or it is just 
enough to walk through the Brick Lane. The fact makes it clear that Shoreditch area is closely connected 
to art and many people hanging out there are interested in it. In store, there will be various artist works 
displayed, especially in the open space area. Next to the art piece there will be a QR code which can be 
easily scanned with smartphone’s camera. The QR code will provide a full description and price in case 
a client is interested in it. Most of the displayed artist works will be related to environmental or social 
issues, trying to reach the customers mind. For instance, German photographer Marius Sperlich would be 
definitely invited to display his works in the Matches Green East concept store.

CHARITIES | IN-STORE TOUCH SCREEN PANEL VR EXPERIENCE | MATCHES OASIS

POP-UP | COLLABORATIONS

USER FRIENDLY WEBSITE

According to Emily Gordon-Smith “How to market sustainable fashion”, engaging conscious consum-
ers involves “embracing second-hand”. The apparel resale is growing 21 times faster than other retail 
(ThredUp; 2020). It could be considered as a newness that does not produce waste at all. Matches Green 
will have a place on their website for the luxury pre-owned goods. To ensure that a purchased item is 
authentic, the resale will be offered through blockchain enabled purchases. As well, in the near future the 
development of luxury payment through cryptocurrency is expected and could be applied for Matches 
Pre-Owned purchases (McDowell; 2020). Resale has brought a lot of interest from younger generations 
as it is an opportunity to buy an item that is no longer available in the store or if the customer is hunting 
for a luxury vintage – Pre-Owned section provided by Matches is the right place to look at.

In Matches Green will be a space dedicated for VR experience. It will last first two months and after this 
period, VR experience will be offered occasionally for loyal client circle only. The experience will be based 
on store’s supply chain transparency, in order to aknowledge the customer and show that Matches 
Green is a business that everyone can trust. The client will have a chance to explore the selected brands, 
see how Matches is accomplishing their promises towards sustainability. The whole experience will be 
made as a game: as long as the clients have VR goggles on, they will enter a “Matches Oasis” mode. The 
Matches Green will be associated with Oasis, meaning that among all of the retailers that are producing  
enormous waste and destroying the Earth, Matches will symbolise the retailer as a place where is possi-
ble to survive. In addition, at the begining of experience,  person will be allowed to create their own avatar  
where skin color, clothes, accessories can be applied. The items provided virtually will be the exact same 
garments that can be found at the store.

So far, MatchesFashion has held more than few succesful pop-up shops in collaboration with Prada, 
Bottega Veneta, Frieze Art Fair. In order to keep Matches Green relevant to the MatchesFashion, it will 
have a space for hosting interactive pop-ups in collaboration with both established and emerging brands, 
as well as artists. Matches Green will ensure that the occuring pop-ups meet the sustainability require-
ments to keep store’s green concept straight. The schedule will be set up to change the pop-ups every 
two months. Involving emerging brands in this project is important, because a younger consumers tends 
to discover new brands and support local businesses. For instance, one of the proposed brands for the 
pop-up would be Level Up For Earth which is dedicated to spread awareness and fund the environmental 
and social charities (LevelUp4Earth; N/A)

It is neccesary to provide consumers a user-friendly website. Matches Green will promote their own web-
site separated from MatchesFashion.com, although visitors on original Matches website will find an  icon 
which will re-direct them to MatchesGreenEast.com. Website visitors will find easy-to-use e-commerce 
platform as well as the brief information about the Matches Green concept, commitments, news in the 
sustainability/innovations in fashion industry and tips how to take care of your items in order to ensure 
longevity. In addition, consumers will be welcomed to leave a feedback on each product they have pur-
chased before. Moreover, the schedulel of the activities happening in store will be published.

PRIVATE SHOPPING

Following the success of Matches private shopping concept in 5 Carlos Place, Matches Green East will 
provide it as well. To satisfy existing customers and attract new potential loyal clients, the private selling 
at Matches Green will speficy on selected sustainable brands, will advice on product care and help con-
sumers to choose the right item. 
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GREEN CAFÉ

As mentioned previously, Matches will dedicate a place in store for its Green Café 
where consumers can take a rest after shopping, come and spend their lunch 
break or simply grab a cup of coffee or energising smoothie. As well, there will be 
an area where people coming with laptops can peacefully work, charge their lap-
tops and phones. Having places for working people is important because in East 
London area there are many students living around (more than few universities 
based there), free-lancers and many habitants who prefer to work at the café. Con-

tinuing with, it is necessary to invest in a good Wi-Fi installation.

Moreover, the sustainable café will not be only about vegetarian/vegan friendly 
food and beverages. The staff will make sure that napkins, packages for take-away 
will be plastic-free and biodegradable. Thirdly, from 9pm the café will turn into a 
bar where people can hang out with their friends or grab a pint of beer with col-
leagues after work. Lastly, the Green Café will offer a special menu of the month 
to make the menu more interesting and involve dishes inspired by specific culture, 

because London gathers a considerable number of different cultures. 
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offline

AIDA MARKETING OBJECTIVES AIDA & THE PROMOTIONAL MIX



ONLINE

RACE MARKETING OBJECTIVES



LAUNCH PARTY ACTIVITIES

Special guests: influencers, some of the brands representatives, DJ, local artists, environmental/social activists.

ACTIVITIES
I. Aperitivo – social event: before the whole event starts, all of the consumers and 
special guests will be invited to grab few refreshing sustainably made drinks that 
Green Café will be offering, in order to know the special guests personally and 
build a strong and peaceful community of Matches Green East.

II. A small talk and thank you from the team of executives and store’s employees.

III. Some of the special guests will be invited to participate in an interactive talk 
‘Sustainability isn’t boring – try to prove me wrong’.

After first three points are done, all of the Launch Party participants will have an 
opportunity to enjoy the activities listed below.

IV. VR Experience: the proposed ‘Matches Oasis’ game-ish virtual experience will 
be opened for anyone who wants to try it out first. 

V. Anybody who wants to get the biodegradable artistic stickers with a message 
on it, will be welcomed to participate in Matches Green donations. There will not 
be a fixed price to get the stickers – any amount of donation will be very appreci-
ated. 

VI. The Dj Booth will be set up to keep an entertaining atmosphere.

VII. During the event, participants will have a chance to enjoy the holograms 
placed in the store. It is estimated to have 15 holograms representing each 
brand that will be placed at Matches Green.

VIII. Local artist works will be displayed in store as many art lovers are expected 
to join the event. 

IX. At the end of the Launch Party, all of the participants at the exit will be given 
a gift vouchers of 10% for their first purchase, Matches Green tote bags and 
artsy patch which can be used for customizing the item.

MATCHES-GREEN
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MATCHES-GREEN



ATMOSPHERE COLORS FURNITURE

MATCHES-GREEN
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PLANOGRAMPROPOSED LOCATION AND FLOORPLAN
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VISUAL MERCHANDISING AND RENDERING



CONCLUSION AND RECOMMENDATIONS
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APPENDIX 1 - SURVEY

Not many people responded to the last question asking 
about the sustainable brands. It can be assumed that not 
that many consumers are aware about the sustainable 
brands. Matches Green East have an opportunity to edu-
cate consumers and show that there are many sustainable 
brands that are worth buying..
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APPENDIX 2 - FOCUS GROUP




