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Evelyn Ford Luxury



Founded in 2014, Evelyn Ford Luxury (EFL) is a luxury footwear company unlike any other. 
Luxury is an experience, a feeling, a door into a cozy, exclusive club. We believe that when 
done well, it can go hand-in-hand with comfort. 

Using breakthrough, patent-pending, licensable technology, we make shoes that are stylish 
and comfortable while also being customizable and easily manufactured. Many designers 
have tried and failed to achieve all these objectives simultaneously. EFL has succeeded.

We are confident that there is a tremendous opportunity to create an entirely new shoe 
category: luxury comfort footwear. No longer do women have to choose between beautiful 
shoes and being comfortable. EFL believes there are more important things to talk about 
than sore feet.

EFL delivers an innovative solution to the inherent problem with stylish high heels: lack of 
adequate support. We do this with a customizable arch support system. This system–what 
we’re calling “EFL Technology” for now— needs to be branded so it becomes synonymous 
with smart comfort, style, and fit.

Discerning buyers want to experience comfort, but don’t necessarily want to know all the 
details. We plan to segment the technology into its own brand, so product specifications 
and information will be kept only as a touchpoint in the marketing of the shoe line. When it 
comes time for licensing, that segmentation from EFL will be useful.
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EXECUTIVE SUMMARY

name, which will give us enough time to reset the branded packaging, shoe 
components, and inserts for fall production.

Following the naming process and brand strategy, a new online presence must 
be constructed to reflect the brand in a concise and compelling way, while 
ensuring a frictionless user experience. A public relations and social media 
awareness campaign will begin at the start of 2019. We have identified local 
influencers to begin wearing and posting about the shoes in advance of several 
local sales events.

Sales and marketing efforts will focus on the Southwest in the spring to lay the 
groundwork for a national launch next fall. 

Operations will ramp up quickly. This will include acquiring an office/showroom 
space. We intend for the new space to have a small showroom in the front 
that increases exposure and allows us to serve customers by appointment, 
along with an area in the back for operations staff. There are a number of retail 
locations available in Scottsdale that would serve us well. The city received 4.5 
million out-of-state tourists in 20162. Luxury visitors return at a rate of 42% within 
the year.3

Once we have launched and have fine-tuned operations, we will seek additional 
distribution partners such as new retailers, other websites like Net-a-porter or 
Farfetch, and styling services like MM.Lafleur or Stitch Fix to expose the footwear 
line to a larger audience. As the company expands, we will look for a designer to 
work with Evelyn to manage development details for the collection.  

Evelyn Ford Luxury has completed the product development phase and our 
shoes are ready for market. Two stringently vetted Italian factories, international 
industry experts, and The Fulton School of Engineering at Arizona State 
University have been instrumental in helping us produce the first collection. 
Currently, there are 250 pairs of shoes in stock in 7 unique styles. Arch supports 
are expected to arrive from Italy this December, allowing orders to be filled. 

Each collection is developed a year in advance in an established production 
cycle with the factories. The Fall 2019 Collection is already underway. Sandals 
and a short boot are in development as well.

Self-funded until recently, we executed a convertible note with our first investor. 
Once we secure additional capital, we will engage the sales, marketing, and 
operations plan to launch throughout the Southwestern U.S. and online in the 
spring of 2019. Securing additional financing as soon as possible will ensure 
that we can capitalize on our current momentum, allowing us to capture notable 
market share in an industry that is trending.1

Our immediate goals are to engage a luxury branding firm and a PR firm with 
experience in luxury product marketing. Their top priorities initially will include, 
but will not be limited to, developing a new name for the brand as well as an 
engaging brand architecture to ensure all communications are leveraging 
the values of the company. All marketing activities will flow from this initial 
engagement and ensure long-lasting growth in brand consistency and equity. 
Legal counsel has advised us to change our name in order to avoid a conflict 
with Tom Ford, a large luxury brand. By February, we will decide on the new 

 1 https://news.crunchbase.com/news/shoe-startups-arent-dragging-their-feet/
 2 https://www.scottsdaleaz.gov/Assets/ScottsdaleAZ/Tourism+Reports/2017+Visitor+Report.pdf, page 5
 3 https://www.experiencescottsdale.com/media/news-releases/post/scottsdale-facts-figures/#0
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Consumers choose their shoes based on visual appeal. Designers are 
concerned with how the shoe looks on the foot, but not always how it feels 
or functions. Because a new collection comes out every few months, in the 
designer’s mind, the shoes have a short lifespan, and they leave it to the 
consumer to deal with the problem post-purchase. What’s more, typical comfort 
shoes are not all that comfortable, even with thick soles and padding that ruins 
the aesthetics.

With EFL Technology, the shoe design process can be accomplished in the 
same way it always has. It allows designers to continue to focus on design, not 
engineering. There are only two steps added at the end of the manufacturing 
process, with no retooling of lasts, etc. My invention is non-disruptive to the 
existing shoe production process. 

Why Luxury? 
The global luxury market in 2017 was estimated at €1.08 trillion.4 Luxury footwear 
represented 6% of the global luxury market in 2016.5 The U.S. market in 2017 was 
estimated at $179 million.6 None of the established luxury brands have leveraged 
comfort as a selling point because they haven’t had to.

Focused on the changing landscape. The popularity of comfort in the athleisure 
trend presents a huge opportunity. Many luxury brands carry sneakers to chase 
that trend. Can they do it better than Nike or Adidas after the novelty wears off? 
Probably not.

The Technology 
Why have uncomfortable shoes been a problem for so long? Building comfort 
into shoes requires a complex combination of design, testing, engineering, 
and biometrics to arrive at an optimal solution. With one patent pending for 
technology and design in US and 27 countries, a provisional application, and 
four Continuations in Part (CIPs) to be filed, which will eventually become patents 
pending, we are setting out to revolutionize how shoes are made and worn.

At EFL, we understand that you can’t tackle the comfort problem by making 
something to fit in every shoe since every shoe and last are different. You 
have to manufacture the shoes to be able to control the critically important 
pitch of the interior. We discovered through research and prototyping that the 
difference in arch heights and how the foot performs in different heel heights 
follows a pattern. 

There are countless patents awarded for potential solutions to the problem, but 
the patent is awarded for originality, not functionality. In the patent world and the 
marketplace, the “go to” solution has been an added footbed/insole. An insole 
or footbed can work in a flat, roomy sneaker. In a tighter, more structured shoe, it 
either displaces the foot or bulk is added to the shoe though a deeper profile to 
accommodate the footbed. It is neither elegant nor comfortable.

Shoes. Currently, the strong athleisure trend shows that consumers are less 
willing to be uncomfortable. But when it comes to fashion, the sneaker isn’t 
appropriate for every occasion. People will wear a comfortable dress shoe if it is 
appealing and available. EFL designs are classic and crafted with modern design 
elements in modern materials. 

  4  https://www.bain.com/insights/luxury-goods-worldwide-market-study-fall-winter-2016/
  5 https://www.wsj.com/articles/shoes-help-luxury-retailers-step-up-their-sales-1482933602
  6 https://www.statista.com/statistics/491330/luxury-goods-united-states-market-value/



6www.evelynford.luxuryMarketing Plan

EXECUTIVE SUMMARY

We filled in the cavity under the arch without adding bulk in the shoe. The 
longitudinal medial arch fits in four height categories. We injected gel in the 
forefoot of the shoe and added a layer of dense foam. Strong magnets hold the 
arch support in place and keep the foot from shifting forward. 

In a high heel, the arch shortens in length and becomes higher than in a flat 
shoe. Even flat shoes with no arch support can cause these issues. Flat-footed 
people probably won’t need the arch support but could benefit from the gel in 
the forefoot. 

The result is stability, wear-ability, and comfort. When people try on EFL footwear, 
they are relieved and surprised that shoes that look so nice are so comfortable. 

Does our solution actually work? Yes! We provided subjects with prototype 
shoes and inserts to wear all day at  standup desks and while doing extensive 
walking. The results have been stellar. Subjects reported that the shoes can be 
worn all day without pain or fatigue.

Fashion shoe companies do little or no substantive testing. We work with a 
podiatrist and experts in biomechanics from performance shoe companies like 
Nike to further refine our product. 

Early on, we collaborated with ASU’s Fulton School of Engineering for their 
senior capstone project using their state-of-the-art gait testing lab. The results 
were very impressive. (The report is available in the investor area of the website.) 
We continue to work with ASU on projects to stay one step ahead of the 
competition we know will be following our lead once the product is exposed. 

The forward-thinking strategy is to do the fashion shoe better than any brand 
has done in the past. In time, the association with $200 sneakers can destroy 
the exclusivity and perception of a luxury brand. Sneaker investors are late to 
harvest the fruit of the trend at this point. 

EFL footwear embodies the attributes of well-respected luxury products or 
experiences: high quality, uniqueness, customization, beauty, and rarity. Quality 
design requires high margins. Medium-priced and even premium shoes have 
price pressure from lower-priced brands but also have to compete on features 
and style with other luxury brands. 

Secret sauce. Any podiatrist will tell you arch supports are the answer to 
prevent injury and add comfort. Feet fall into width and size categories, but 
even within a size, the height of the arch, instep, and toe shape of the foot can 
vary significantly 

Typically, shoes are not made with built-up arches because everyone’s arch 
is different. People with flat feet account for up to 20% of the population.7 
(Elderly people, who are not in our target market, account for the bulk of this 
percentage.) What about the other 80%?

Without arch support, the foot moves forward into the toe of the shoe and body 
weight is concentrated on the ball of the foot. In addition, with high heels, the 
jamming of toes into the toe of the shoe can cause neuromas, bunions, and 
many other issues.

  7 https://www.foot.com/arch-types/
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What do we deliver? EFL provides an unrivaled experience in purchasing luxury 
footwear. Our team is service-centric and our white-glove treatment anticipates 
the customer’s needs as part of an unspoken pact we have with them. 

Because women often reward themselves with luxury products, our shoes arrive 
like a gift. A ribbon is tied around the shoes nestled in individual cloth dust bags 
and tissue, arranged in a beautiful, substantial box. Inside, there is a matching 
cloth bag containing three pairs of leather-covered arch supports in a range of 
arch heights. 

Further, there is an envelope containing instructions that introduce the arch 
support concept and general shoe care, a return label, and a pair of gel heel 
protectors. Since one foot is often slightly bigger than the other, the gel heel 
protectors can add slight thickness at the heel to correct the sizing. We have 
seen this option make the difference both in closing a sale and avoiding 
potential returns.

EXECUTIVE SUMMARY
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One of the challenges of building a luxury brand online is the consumer doesn’t 
get to handle the shoes and experience the quality up close. We have various 
strategies to create compelling touchpoints for consumers to experience the 
shoes, which will be explained in the Marketing Tactics section.

It is crucial that all aspects of the customer experience are impeccable. The team 
is experienced with luxury retailing and operations. The distribution center is also 
our freight forwarder. They handle 60% of the luxury shoes leaving Italy and their 
distribution centers are experienced with white-glove e-commerce. They can 
inspect and if necessary, repair returned shoes.

Formal wear and bridal stores. A wedding day is one where the comfort of 
a pair of shoes can have a significant impact on the enjoyment of the event. 
In 2016, 2.2 million Americans got married, almost 7% of the population.10 The 
average age of the bride was 31.11 Splendid Insight conducted a survey of 16,071 
people who married in 2017. Of the surveyed group, 89% were millennials, born 
from to 1981 to 1997.12

We believe bridal stores will survive because of an entrenched ritual involving 
the bride, the mother-of-the-bride, and the bridesmaids in the selection of 
wedding gowns and bridesmaids’ dresses. Luxury is about a dream. Across 
all cultures, there are not many days in a person’s life invested with as much 
emotion, creativity, and splendor as the wedding day.

The average U.S. wedding cost $33,391 in 2017.13 The most expensive weddings 
are in and around New York City and northern New Jersey, averaging $70K. 

Online sales. Evelyn Ford Luxury is perfect for direct-to-consumer online selling. 
The EFL customer tries the fit in their own home. If they are not used to arch 
support, they can try the inserts at their own pace. Feet are not the same, so 
each foot might take a different size. 

 “Online luxury retailing—now a big focus for the industry—is an ideal fit for 
shoes, which are easier to sell, in part because the sizing is less onerous than for 
clothing. Moreover, luxury executives contend that internet shopping facilitates 
the sale of what often is an impulse purchase for many women. According to 
Bain, online sales make up about 15% of total shoe purchases globally, compared 
with an 8% stake for total luxury-goods sales.”8

Free shipping has become one of the major costs of online sales. We include 
free three-day shipping with returns. According to High Heel Daily, consumers 
return up to 35% of their purchases. Zappos, the giant online shoe distributor, 
claims their return rate is 50%.9 The company encourages the consumer to buy 
many sizes. The shoes are lower priced so it’s easy for shoppers to put multiple 
selections on their credit cards.

Our distribution center facilitates e-commerce for many luxury shoe brands. 
In their experience, the return rate is closer to 30%. (We used 35% in our 
projections.) Our project this year with ASU engineering students is formulating 
a predictive model for fitting the customer with our shoes. If successful, this will 
give us a notable competitive advantage and help us reduce the cost of returns 
even more.

  8 https://www.wsj.com/articles/shoes-help-luxury-retailers-step-up-their-sales-1482933602
  9 http://highheelsdaily.com/2017/02/12/whats-the-return-rate-for-shoes-purchased-online/
  10 https://www.cdc.gov/nchs/data/dvs/national_marriage_divorce_rates_00-16.pdf
  11 https://go.weddingwire.com/newlywed-report
  12 Splendid Insights. 2018 Luxury Wedding Market Report, page 8.
  13 https://www.theknot.com/content/average-wedding-cost-2017

  IBID
  https://weddings.costhelper.com/wedding-shoes.html
  https://wwd.com/fashion-news/fashion-features/brides-wedding-dresses-retailers-scout-out-
classic-looks-and-faster-deliveries-10875837/
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If the retailer also carries formal wear, the mother-of-the-bride, mother-of-the-
groom, and bridesmaids’ dresses are often sold in these stores and they will 
need shoes. There is a trend for bridesmaids to purchase a dress of their liking 
in the wedding color scheme. All of them wearing the same footwear is unifying. 
Many of our designs have both day, bridal, and evening colorways. We will 
continue to design the shoes in this fashion to offset the development costs and 
serve two markets.

Wedding costs in other major cities range from $40K to $60K for the big day. 
The average bride’s dress is about $1,50914 and shoes around $20015 We’re 
targeting brides and their parents in the top 5% of income. Luxury gowns start 
around $3,50016 so a shoe that averages $750 is not out of proportion. In fact, a 
$200 shoe will probably detract from the look.

Considering the statistics and demographics, this market offers significant 
opportunity. Some luxury manufacturers extend their lines into the bridal market. 
We have a unique way to service the market, which is explained in the Marketing 
Tactics section.

The bride, at the average age of 31, is just about to enter our target market. 
The bridal shoes are a good first exposure to the brand. She will begin to 
compare all other footwear to her wedding shoes. EFL shoes have many 
qualities a millennial wants: 
• Silk shoes can be dyed easily. The whole wedding party can repurpose the 

shoes afterward.
• Italian leathers are ecologically tanned and processed because of strict EU 

environmental laws.
• Our shoes are comfortable and versatile.
• Beautiful and unique, EFL footwear will be a source of pride for the bride 

and wedding party. 

14 IBID
15 https://weddings.costhelper.com/wedding-shoes.html
16 https://wwd.com/fashion-news/fashion-features/brides-wedding-dresses-retailers-scout-out-classic-looks-and-faster-deliveries-10875837/
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It’s very difficult to compete in price range on style alone, but even more so in 
luxury shoes. 

Luxury $700
There is only a one entrant to the U.S. luxury comfort market. Marion Parke, a 
podiatrist, offers no competitive advantage in design or function that we could 
see in the shoes we purchased. Her shoes have a slight extension to the insole 
under the arch, which has no effect on comfort. Her promise to the consumer is 
broken, even if they like the design. Currently, there is no longer a mention of 
her pending patent on her website. 

Premium $425
At a lower price, several designers have added a thick foam pad in the forefoot 
like Neil J Rogers, a Hollywood stylist who has a line of luxury shoes for the red 
carpet with 6mm of foam. Foam helps, but without firm arch support, the gait is 
destabilized by excessive foam. He no longer mentions the foam in his story. He 
may only use it in certain shoes or may have stopped using it altogether when 
he reduced his prices.

Middle $325
Joan Oloff, also a podiatrist, adds a thick bar of foam in the forefoot. The same 
destabilization of the gait occurs. Her designs are very nice, but the shoes are 
not tried on at the sample stage. The shoes we bought were styled too high on 
the ankle and cut the ankle bone. The arch support she claims to have is a little 
piece of foam which compresses immediately, and the foot still shifts into the toe.
New brands: There are many entrants in the middle-priced comfort market such 

The Marketing Environment 
Global Luxury. Bain & Company publishes in-depth reports on the global luxury 
markets. Globally, in 2017 the personal luxury goods category, which consists of 
footwear, bags, and jewelry purchases, grew to €262 billion, up 6% from 2016.17 
The U.S. luxury market is about 50% of the worldwide market, with the Chinese 
consumer fueling growth at 15% a year. The fastest growing sector in Personal 
Luxury Goods is footwear, which accounted for 30% of the worldwide market.

“The luxury market is on a tear halfway through 2018. A positive trend across all 
regions is set to drive this market higher by 6-8 percent (at constant exchange 
rates) this year to reach €276-281 billion.”18

Competitive forces. There are no established luxury brands that focus on 
or even mention comfort. Both the consumer and the brands want additional 
comfort, but comfort elements can’t be evident or emphasized because the 
consumer doesn’t want to be associated with the perception of the “old lady” 
shoe. The market response to comfort has been to make a fancy sneaker.

No one else has effectively solved the comfort and customization problem. 
There are many aftermarket products to add to sneakers or flat shoes. 
Aftermarket insoles are a huge and growing business, expected to reach $1.7 
billion by the end of 2020 in the U.S.19 However, for the aftermarket product to fit, 
the shoe has to be completely flat and have the precise amount of space. Two 
millimeters can be felt by the foot. Most shoes are made for the foot and not the 
foot plus the insole. Insoles or inserts that are not made for the shoe just don’t 
work in most cases.20

17 https://www.bain.com/insights/luxury-goods-worldwide-market-study-fall-winter-2017/
18 http://www.bain.com/about/press/press-releases/bain-spring-luxury-report-2018.aspx
19 https://globenewswire.com/news-release/2017/10/18/1149245/0/en/Foot-Orthotic-Insoles-Market-in-North-America-to-Gain-1-726-3-Million-by-2022-Predicts-Zion-Market-Research.html
20 Among other brands, I tried adding Pedag  arch supports to my shoes. They are wedge-shaped, flat on the bottom and have adhesive backing. Flat on the bottom means limited use: men’s shoes or flat shoes or sandals. 
Read the comments, even the positive ones, tell the story trouble positioning them, adhesive not working, leaving a residue, etc. See for yourself: https://www.amazon.com/Pedag-Symmetrical-Adhesive-Support-Medium/
product-reviews/B001E6OS9S/ref=cm_cr_arp_d_hist_4?ie=UTF8&reviewerType=all_reviews&filterByStar=four_star&pageNumber=1
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Evelyn Ford Luxury will be a breakout brand because of the “wow factor” of 
luxury shoes that are comfortable. No one else has done it.

Technological forces. Additive manufacturing techniques (3D printing 
capabilities to the layman) are changing manufacturing. We produced all of 
our insert prototypes using 3D printing. Last year’s project with ASU explored 
options to further personalize the arch support through 3D printing. We are well 
poised if it becomes a trend we have to embrace. However, the materials need 
to become less expensive, less brittle over time, and more durable before it is 
commercially viable.

Sociocultural forces. Millennials are already impacting the luxury market. Their 
buying patterns are influencing the overall fashion market to become more 
casual with an emphasis on comfort. They are concerned about the planet, 
so sustainability is important. Like older consumers, the millennials respond to 
both the luxurious qualities of the Evelyn Ford Luxury shoe line and the comfort 
technology of the shoes. The sustainable aspects of the shoes need to be 
touted in the brand story. As we grow, we will have a greater ability to choose 
packaging and materials that match our sustainability goals.

as St. Vincent and Benincasa Milano. They are all trying to create comfort with an 
insole. The insole is typically priced separately, so the overall price edges into 
the premium price category, but without the style, interesting materials, branding 
and volume necessary to compete with large/middle-market brands. There have 
been many company failures in this price category.

There has been significant investment activity in footwear recently; mostly in 
sneakers. “Good thing Carrie Bradshaw, the shoe-loving heroine of Sex and 
the City, wasn’t a footwear venture capitalist. The high-heeled, high-priced, and 
hard-to-walk-in pairs beloved by the TV icon are pretty much the least fundable 
concept in the shoe startup space lately. Instead, when they do dip their toe 
in the footwear space, venture investors have been putting a premium on 
comfort.” Sneakers are big now, but they are not elegant.

21 https://news.crunchbase.com/news/shoe-startups-arent-dragging-their-feet/15 https://weddings.costhelper.com/wedding-shoes.html
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2016, there were 1.5 million married couples who didn’t work with over $100K in 
income category. Assuming 5% of this group would fit into the category, this adds 
75,000 of non-working women in households to the target market.

Distilling the statistics of the target income groups mentioned above: the top 4% 
of working women equals 3 million women, plus 1.2 million non-working women 
with husbands working, plus 5% of the 1.5 million married couples not working, 
equals 4.95 million potential customers. 

Location. Generally, due to the price positioning and product styling, the shoes 
will be more appealing to women in big cities and their suburbs.

Cities with the highest percentage of single women earning over $100K in 2014 
were Washington DC, Boston, San Francisco, New York, and Baltimore.27

The most affluent areas in the U.S. are concentrated around the cities mentioned 
above. The cities of Los Angeles, Chicago, Dallas, Houston, St Louis, Miami, and 
Denver also have our target market income areas in and around them. Almost 
every state has a luxury bridal salon.

Who is she? Our customer is an affluent woman, fashion forward, aged 45 to 
55, experienced with luxury shopping. She will expect the quality of the shoes 
to meet the level of the other brands she supports like Manolo Blahnik, Prada, 
Celine, etc. She will appreciate our concern for her comfort and put the vintage-
influenced styling in the context of the heritage of the brand. She travels for 
business and pleasure, is well-educated, and has or has had a career. This 
career might also entail service as a board member for a charitable foundation. 
She is excited that a woman in her peer group succeeded with making beautiful 
shoes comfortable.

HHI. Our target market is American women in households with $250K or more 
in annual income, or women making more than $100K. It is estimated that 
4.95 million women fall into this category alone. Capturing only .16% of this 
demographic would hit our 5-year sales target with 8,000 pairs being sold. 

There were 6,998,029 people in the top 5% of taxpayers who collectively 
reported $2.9 trillion in adjusted gross income in 2015.22 Women comprised a little 
more than half of the population. In 2014, 75.6 million women over 16 worked.23 
Using this Wall Street Journal online calculator,24 women earning over $150K were 
in the top 4% of workers or 3 million working women in the target market.

There were 62.6 million married couples in the U.S. in 2016. There were 4.3 
million women in families making over $100K where only the male worked 
(6.8% total).26 Assuming only the top 2% of married couples would fit in the 
demographic, this adds 1.2 million non-working women to the target market. In 

22 https://www.financialsamurai.com/how-much-money-do-the-top-income-earners-make-percent/
23 https://www.census.gov/content/dam/Census/newsroom/facts-for-features/2016/cb16-ff03_women_hist_2016.pdf
24 http://graphics.wsj.com/what-percent/
25 https://www.census.gov/data/tables/2016/demo/families/cps-2016.html, Table FG2 Married Couple Family Groups, By Family Income, And Labor Force Status Of Both Spouses: 2016
26 IBID
27 https://www.redfin.com/blog/2016/08/5-cities-with-the-highest-percentage-of-women-earning-100k-a-year.html
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Lifestyle. Epsilon and the Luxury Group studied the buying habits of 30,000 luxury 
consumers. They classified the luxury shopper into four groups.28

• Aspirational Shopper: These shoppers desire to own pieces from a brand, but 
may not have the means to do so on a regular basis.

• Moments of Wealth: This shopper may save for a specific piece, splurge as a 
reward for a special achievement but does not purchase from the brand frequently. 

• Dressed for the Part: This customer purchases luxury items to give the 
appearance of being someone who lives a luxury lifestyle but may not have the 
financial resources to be a true luxury buyer.

• True Luxe: This individual has the means to purchase luxury items at will without 
financial concern. We see the true luxury customers as a “professional volunteer.” 
An accomplished woman who may have previously been in the C-Suite, takes 
charitable work very seriously, perhaps is a board member. This consumer can 
buy anything she wants, and would buy several pairs and tell her friends about the 
brand. This group is well-educated, travels for work and pleasure, enjoys art and 
culture, and is well-wired.29 This consumer is fun. She will respond to social events 
that resemble a party, where she can meet her friends for a shared experience.  

Luxury products create a dream for the consumer to enter. Meaning evoked by the 
word “luxury” in a survey of U.S. consumers: high quality, expensive, prestige and 
pleasure.30 This dream (content) needs to be created on a continual basis, especially 
now in the digital age. The luxury brands who do this best use the content across 
social media platforms and images in print advertising, public relations and to some 
extent in their stores. One beautiful example is a video of the Dolce and Gabbana 
Spring 2018 Collection: https://www.youtube.com/watch?v=GPROuq8CTlg

28 http://pressroom.epsilon.com/study-reveals-luxury-brands-miss-huge-opportunities-by-not-understanding-their-customer/
29 https://www.nytimes.com/2014/12/02/fashion/the-new-luxury-buyer-younger-richer-and-well-wired.html
30 J. N. Kapferer. How Luxury Brands Can Grow Yet Remain Rare. 2015 Kogan Page, Philadelphia, Page 11
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SWOT ANALYSIS

Opportunities
• Market craving authenticity
• Target market wants the technology
• International market growth
• Flagship store
• Complementary products like handbags and other small luxury items
• Other niche markets needing the product and unique ways to market  

the concept
  •    Men’s shoes
  •    Golf shoes
  •    Competitive dancers
  •    Custom variations by Podiatrist/Pedorthist can be 3D printed
  •    Wide shoes

Threats
• Knocked off before the concept is widely associated with the brand
• Patent isn’t awarded or not enough capital to defend the patent 

infringement
• Is “comfortable shoes equal ugly shoes” too difficult to overcome?
• Another brand penetrates the market and captures greater market share first. 

Strengths
• Only one competitor in luxury comfort shoes
• Authentic brand story 
• Ability to go to market immediately
• Unique aesthetic
• Licensing opportunities for the technology
• Purpose-driven company, not solely fashion-focused
• Best execution of the “comfort shoe”
• Patents pending
• Innovative approach to creating comfort
• Experienced team and network of top notch experts

Weaknesses
• Need more proof of concept
• Current name may pose legal action by Tom Ford
• Little awareness of brand in a competitive market
• Lack of capital
• No precedent for messaging combining comfort and luxury 
• Lacking brand ambassadors 
• Luxury status may be hard to maintain without physical stores
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SWOT ANALYSIS

• We deliberately kept a low profile to avoid getting knocked off too soon. It is 
probably inevitable, but we have strong legal protection in utility and design 
patents. We invested in patent applications in 28 countries where EFL, or 
any licensee, might sell shoes.

• In addition to the regular closed shoes, we have two more elegant ways 
to use the arch supports: a sandal with a pocket in the insole, and molded 
midsole and outsole for a sleek walking shoe or sneaker. The sandal 
variation opens up design possibilities like a D’Orsay style shoe, with an 
open arch, as well as mules and slippers. 

• We have two additional shoe-related concepts that are being explored for 
patentability and commercialization.

• A flagship store is an option if we find we need a retail presence to maintain 
and deepen the brand.

• Men suffer from the same issues of having high arches and not being able 
to fit their foot and an insole into a shoe. Men are beginning to adopt some 
of women’s luxury shoe buying habits.31

• Golf shoes are notoriously uncomfortable. This may be one of the first 
licensing opportunities. Many of the top manufacturers of high-end golf 
shoes are known to the consultants we work with.

• We are exploring a 3D-printed option that podiatrists can use to adjust the 
arch support for their patients.

Matching Strengths to Opportunities/Converting Weaknesses and Threats

• Marion Parke, the only player in the luxury comfort arena is selling shoes, 
even with a marginal product. There is a tremendous opportunity for us if 
we penetrate the market immediately. Significant investment is going into 
comfort shoes. We want to get there first so we don’t have to fight to gain 
market share. 

• In a market craving authenticity, our story resonates with anyone who wants 
to change the status quo. We will seek out other women who have done this 
and make them brand ambassadors, if appropriate. We have interest from 
publications to write stories about us, but we have held them off until we 
have shoes to sell.

• With the product fully developed, we will have more proof of concept very 
shortly. The target market is waiting for the benefits of this technology. 

• The shoes have a unique aesthetic which will only become more 
recognizable to the consumer as time goes on. The quality and 
craftsmanship are truly exemplary. Handbags and other small leather goods 
are a natural extension of the line. 

• Licensing the technology is where we see the greatest opportunity for 
revenue potential, with a strategy that focuses on the U.S. initially and 
expands globally over time.

31 https://www.wsj.com/articles/men-are-shopping-like-women-1455657516
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SWOT ANALYSIS

• Of course, any of these new markets need careful analysis and planning. (It 
usually takes roughly two years to launch a new line.) It is desirable to have 
many options.

• The biggest growth in global personal luxury goods is driven by the Chinese 
consumer. As mentioned previously, there are a few main variations of foot 
shapes. The Asian foot is a little wider and the toe arrangement makes the 
foot appear square-shaped. (Think Birkenstock.) The customer with wide 
feet may also benefit from elegant shoes designed for this foot shape.



MARKETING OBJECTIVES
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MARKETING OBJECTIVES

2020
• National bridal awareness and sales campaign
• Raise awareness of brand nationally through earned media 
• Open 10 bridal stores by the end of the year
• Leverage events in the key cities with coordinated speeches
• Create relationships with higher-level national influencers
• Grow to 10,000 Instagram followers
• Grow to 1,500 Facebook followers
• Grow mailing list to 5,000
• Determine if professional tradeshows are a viable selling tool to reach 

professional women

2019
• Rename the company 
• Engage luxury marketing firm to assist with naming and brand strategy
• Design and launch new website 
• Activate social media campaigns, target growth to 1,500 Instagram 

followers, 750 Facebook followers and 2,500 mailing list
• Engage fashion public relations firm
• Create relationships with appropriate influencers to increase  

online exposure
• Earn TV and radio media attention for events in Phoenix
• Hire salesperson with notable luxury experience
• Obtain local bridal article for spring
• National bridal awareness and sales campaign
• Bridal sales trip to Texas and Southern California to develop the  

Fit Kit idea
• Open two bridal retail accounts initially—8 by end of year.
• Raise awareness of brand in Southwest in the spring and in targeted 

eastern cities in the fall
• Leverage events in key cities with speakers and coordinated events
• Department store trunk shows in the fall
• Open showroom with offices behind for local events 

Internally, we describe our company as Reviving Smart Style: Shoes designed to reward women of influence. 
A description of the tactics and overview of the budgets are described below.



MARKET ING TACTICS
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MARKETING TACTICS

Fit Kit. We thought about the difficulties facing bridal salons today and used 
those challenges to develop our sales strategy. Many don’t carry shoes because 
of the inventory expense. The most popular bridal colors, white and ivory, 
become easily soiled and shopworn. Often the bride hasn’t purchased shoes 
before she tries on dresses and needs to wear something for fitting. 

Once ladies try on EFL shoes, they want to buy them. We developed a “Fit Kit” 
consisting of white leather pumps in six sizes for the store to have on hand for 
the bride to wear when she chooses the dress. The store will also purchase 
samples of the other styles in half sizes for fitting and to have examples of the 
other varieties to choose from. We will share the inventory of shoes ordered for 
our own online sales with the salon. 

The bridal store will charge the customer the online price for the shoes and 
remit 75% of the price to us, while they enjoy a 25% commission. We will handle 
distribution by shipping the product to the store or directly to the bride. The 
larger margin covers the cost to ship, return, and inventory the shoes. Less 
risk for the stores and EFL receives payment up front. The styles don’t change 
frequently, so inventory can roll from one season to the next.

Initially, we will price the samples and Fit Kits at a deeper discount so the store 
can quickly recover the Fit Kit costs. They can sell and replace the samples and 
Fit Kit shoes when they get worn. The stores won’t be restricted to just the bridal 
shoes, so they can continue to sell the day shoes to their clientele under the 
same terms.

Online Marketing: 
Website. The shift from brick and mortar to online sales creates challenges 
to luxury brands built on personalized service and premium quality. Because 
everything in retail is changing, there is a great opportunity online to cleverly 
enhance the “dream” – unique aspects of the company that resonate with the 
customer and reward the client for aligning with the brand.

One of the main initiatives 2019 is to develop a website for the new brand 
identity. We will advertise on Instagram and Facebook initially. Time will be 
needed to analyze the right mix of online posts, third party stories written about 
our brand, and personal appearances. 

Influencers. Internet influencers and bloggers are replacing traditional means 
of advertising. As part of the public relations campaign, 40 pairs each season 
will be sent to targeted influencers in 2019 and 65 per season in 2020 to get 
exposure. The larger the number of followers an influencer has, the more we will 
have to pay per wearing.

Bridal. Overwhelmingly, brides look to Pinterest for ideas for their wedding 
apparel and the website The Knot for planning and products. We may consider 
advertising on these two publisher’s websites.
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MARKETING TACTICS

Showroom. There are many different ways to use the showroom: sample 
sales, pre-order events, and appointment-only sales. There are many resorts 
in the metropolitan Phoenix area with concierges who can refer visitors to the 
showroom or our sales person can bring a selection of shoes to a VIP customer. 

The benefit to us is there is a physical location for the shoes to be seen and tried 
on. We can coordinate other promotional activities around events at the stores.

As soon as we receive the inserts in December, we are going to start promoting 
the program, first in Scottsdale. 



MERCHANDISING
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MERCHANDISING

We already have relationships with development technicians from performance 
shoe companies, insole and outsole manufacturers, as well as testing facilities to 
help us develop this when the time is right. Overall volume and brand awareness 
need to grow to make this a viable expansion. 

Exclusive designs. Luxury customers want something that no one else has. 
When our VIP customer list grows, we would like to produce limited edition 
styles, that have more extravagant materials, styling, or embellishment. Perhaps 
a sandal studded with crystals or a kangaroo leather boot. These would be 
available through exclusive events.

Luxury brands such as Louis Vuitton have less exclusive entry products on their 
website and have more exclusive products in their stores to maintain exclusivity.

Current offerings. We currently have in inventory two styles of flats in five 
colorways, and five 65mm heel styles in nine colorways, of which four can be 
considered bridal styles. There are a mixture of fall and springs styles. If capital is 
received immediately, a small production of bridal and preordered day shoes will 
be delivered in the spring.

The Fall 2019 collection is almost completely sampled. A 55mm short boot and 
55mm dressy sandal for the Holidays is in development. 

Possible Line Extensions
Wider styles. There is general trend for larger, wider feet.32 We confirmed a 
trend of wider feet among some of the women who have tried on our shoes. 
They have the desire and means to purchase luxury shoes but can’t fit in them. 
We will begin to develop one style with a wider last, probably the 65mm heel, 
in the spring when we have an office to test subjects. With volume this adds an 
inventory load, but it may prove to be a worthy expansion target.

Beautiful walking shoes. There are times when a more formal, leather-soled 
shoe is not practical, but there are not very many elegant walking shoes. They 
all look like sneakers or clogs. Nothing ruins nice sportswear like wearing an 
athletic shoe or thick-soled boot with it. The adjustable arch support is the 
perfect addition for a walking shoe. 

The development barrier for this type of shoe is the engineering and mold costs 
of the outsole. Usually, a brand will use a generic molded outsole. You can see 
this strategy in the hundreds of brands of sneaker styles that look alike because 
the outsole is the same. To be successful, a unique look will be needed.

32 http://articles.chicagotribune.com/2014-04-13/news/ct-big-feet-met-20140413_1_larger-size-shoes-expanding-feet-larger-shoes/2
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PRODUCT PRICING

In the proforma, $750 is the average retail price for a pair of shoes. We 
calculate the price using these factors: cost of shoes, cost of inserts, and 
competitive analysis. 

• The cost of goods will reduce with increased volume. 

• The cost of the inserts with the current manufacturer will reduce at 20,000 
pairs, which is roughly 7,000 pairs a year. We will be in a better position to 
negotiate the price downward when the factory sees an upward trajectory 
in orders. 

• Based on competitive analysis of the pricing of other comparable brands, 
our focus will be on digital direct to consumer sales. However, wholesale 
opportunities will be evaluated as they arise, with an eye toward the 
economics of the opportunity as it relates to margin compression. 



MARKETING IMPLEMENTATION
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1 2 3

MARKETING IMPLEMENTATION

Marketing and PR firms. We have 
identified a luxury marketing group, 
KODA/Monomyth, located in Phoenix, to 
assist us with naming, brand strategy and 
identity, and a new website. We expect 
to hire a national PR firm specializing in 
fashion to work with us to develop the 
regional and national strategies.

Sales personnel. We will hire a seasoned 
luxury salesperson to handle local show-
room sales, events, and planning. They 
will travel with Evelyn Schickling to events 
in other cities.

Marketing interns. ASU has an excellent 
marketing school and a developing 
fashion department. It will be good 
experience for students to take on 
targeted projects and research.



CONCLUSION

We need investment immediately to place deposits on 
events and production, to establish an office/showroom, and 

to build the team. 


