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Covet is an exclusive vintage
styling consultancy in the heart
of Birmingham city centre,
specialising in fashion, hair and
beauty...

Providing a discreet service, each client is
assisted and educated in achieving a look with a
nostalgic element through bespoke services that
complement their personality and lifestyle.
This concept has been developed in response to
consumer needs for superior quality products
and services, value for money and
multi-functionality.
These were identified through analysis of
external factors that highlight a distinct gap in
the market that Covet aims to satisfy.
The current industry sectors Covet is
entering, vintage clothing and beauty salons,
are thoroughly acknowledged to ensure Covet
differentiates from existing businesses and
maintains a competitive edge.
Thorough market research has been conducted
to determine this gap in the market, all of which
is detailed in this report.
The business plan segment can be used as a
detailed operations manual for
Covet. This showcases the way all areas of the
business operate and how Covet is distinctive
from its competitors.
This also demonstrates the financial aspects of
the business, including restraints and how they
can be overcome through careful contingency
planning and keen investment.
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Covet photographic campaign.
February 2011
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Exploring the Market
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Author’s photograph. Close-up of a 1930s
Delphos dress. February 2011
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Author’s photograph. A selection of vintage
evening-wear. September 2010
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Figure 1. Exerpt from Vogue Catwalk Report
Spring/Summer 2011. Emphasising the past
inspiring contemporary designers
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Figure 2. Author’s photograph. Vintage
beaded garments. September 2010
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Author’s photograph. A selection of vintage
clothing. September 2010
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Figure 3. Author’s photograph. Vintage popup shop in Topshop, Oxford Circus, London.
September 2010
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Figure 4. Hair and makeup services at The
Powder Room, Soho, London.
www.lovemydress.net
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Figure 5. Author’s photograph. The
expansive space and stock of COW Vintage,
Birmingham. November 2010
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Figure 6. Author’s photograph. Vintage
retailer Rellik, London. The small boutique
and refined collection of vintage garments is
a comparison to COW vintage.
October 2010
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Figure 7. Author’s photograph. A selection
of discounted vintage clothing at ‘The
Vintage Fair’, Birmingham. March 2011
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Table 1. Results of a consumer survey
carried out by author. 180 participants
across Birmingham. Age range 18-50.
165:15 female:male ratio. Results drawn up
December 2010
Table 2. Results of a consumer survey
carried out by author. 180 participants
across Birmingham. Age range 18-50.
165:15 female:male ratio. Results drawn up
December 2010
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Figure 8. Author’s photograph. Vintage
retailer Beyond Retro, Soho, London.
October 2010
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Figure 9. Contemporary salon, Parlour Hair,
Birmingham. www.stylebirmingham.com
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Figure 10. Author’s photograph. Genuine
vintage Christian Dior label. February 2011
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Figure 11. Author’s photograph. Corporation
Street, Birmingham City Centre. COW
Vintage and Urband Outfitters are in close
proximity. March 2011
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Figure 12. Author’s photograph. Creative
visual merchandising throughout Liberty
of London give an avant garde twist to the
historical setting and a perfect location
for vintage concession Dress Box Vintage.
October 2010
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Figure 13. Author’s photograph. Rellik,
London, shop front. The store is not
surrounded by direct competitors or other
vintage retailers, making it a destination
store. October 2010

34

Figure 14. Author’s photograph. A selection
of vintage clothing and accessories from a
wide range of eras at Lucy in Disguise
Chapter 2
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Business Plan

Author’s photograph. Close-up of vintage
sequin dress. February 2011

Business Background
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Author’s photograph. Close-up of vintage
silk and lace night-gown. February 2011
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Figure 1. Diagram of Covet’s values,
summed up by key words
Figure 2. Aphorism which extends from the
company name ‘Covet’
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Author’s photograph. A selection of vintage
evening-wear. September 2010
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Figure 3. Primrose Hill Vintage Fair, London.
www.vintagefashionfairlondon.co.uk
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Figure 4. A previous auction of late
actress Audrey Hepburn’s wardrobe. The
association with Audrey Hepburn adds
to the desirability and value of garments.
www.life.com

44

Figure 5. Screenshot from www.etsy.com.
An example of vintage jewellery available
from The United States
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Figure 6. Covet’s photographic campaign.
Vintage 1970s chiffon gown. February 2011
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Figure 7. Author’s photograph. Inside label
of a 1970s Lanvin gown. February 2011
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Figure 8. Author’s photograph. Vintage
Chanel 2.55 handbags. February 2011

48

Figure 10. Covet’s photographic campaign.
Showing Mavala nailcare and Bésame
cosmetics. February 2011

49

Covet’s photographic campaign showing
vintage inspired hair and makeup

50

Author’s photograph. The VIP room at Lucy
in Disguise, London
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Author’s photograph. Close-up of vintage
Hermès scarf. February 2011
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Figure 1. Vintage clothing auctioneer Kerry
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Industry contact...

Primary

Sarah Owen, Liz Mendez and Nicholas Smith of
Lucy in Disguise
Fiona Stuart of Rellik
Naomi Thompson of Vintage Secret
Keily of Dress Box Vintage
Mable Cable of Beyond Retro
Katie Reynolds of The Powder Room
Nina Butkovich-Budden of Nina’s Retro Hair
Parlour
Gilly of the Style Service at Liberty of London
Laura Patrick of First Lady Fashions

Industrial placement...
Kerry Taylor Auctions. 1 week, February 2011

Consumer research...
Quantative multiple choice survey.
Studies carried out over 4 locations
• Sutton Coldfield Vintage and Arts Fair, 17th
October 2010 (75 participants)
• Birmingham Saturday Flea Market, 6th
November 2010 (25 participants)
• Birmingham Bullring, positioned outside
Selfridges, 12th November 4pm-6:30pm
(30 participants)
• www.surveymonkey.com (50 participants)
180 participants in total. Age range 18-50.
165:15 female:male ratio. Results drawn up
December 2010
Qualitative focue group with 5 female
participants, age range 24-35
Visit to vintage inspired social event,
The Sheridan Club
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Events and exhibitions...
Vintage at Goodwood festival
Horrockses Fashions at the Fashion and Textile
Museum

Secondary

Kerry Taylor ‘Passion for Fashion’ auction,
March 2011

Books...
Viva Vintage by Trudie Bamford. Published by
Past Times, 2003
How to Shop by Mary Portas. Published by BBC
Books, 2007
Fifty Dresses that Changed the World. Published
by Conran Octopus, 2009
Vintage Fashion by Zandra Rhodes. Published by
Carlton, 2010

Publications...
Sunday Times Style
Vogue
Vogue Catwalk Report
Drapers
The Economist

Online reports...
The Coalition: Our Programme for Government
2010
The Spending Review 2010
HM Treasury: Inflation Report 2010

Websites...
www.selfridges.com
www.vogue.co.uk/voguemediapack
www.natmags.co.uk/Harper’s+Bazaar
www.theguargian.co.uk
www.thetelegraph.co.uk
www.bbc.co.uk/news
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The aims of Covet are...
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•

Cater for the various needs and current
demands of the target consumer.

•

Fill a gap in the market and broaden the
target consumer for vintage styling.

•

Provide Birmingham with high-end, good
quality vintage apparel and service to match.

9

Chapter 1

The vintage clothing sector has grown prolifically
in the past decade into a genuine staple and
contribution to the fashion industry.
As trends continue to be recycled, the appeal of
vintage fashion grows.
Whilst placing vintage styles at the forefront of
current trends, the demand for authenticity and
uniqueness has increased, further enhancing the
status of the vintage clothing sector.

To provide scope on the scale of the
sector, there are over 100 vintage clothing
retailers in London alone. Other U.K. cities such
as Manchester, Brighton and Birmingham have
their own vintage hubs, providing high streets
with diversity and uniqueness.
The past seven years have seen the West
Midlands alone welcome eleven vintage retailers,
in addition to five pre-existing, plus many vintage
fairs held on a regular basis. This demonstrates
the growing permanence of the market.

“Vintage fashion has become a
bona fide phenomenon in the last
decade.
It demonstrates individuality and
is a reflection of how homogenised
high street fashion is.”
Mary Queen of Shops by Mary Portas Published by BBC Books, 2007

The vintage sector has matured into many levels
to cater for the demands of its broadening target
consumer.
Demand for high-end, designer vintage has
increased, as well as consumers seeking a
multitude of eras.
To further reinforce the vintage sector, many
contemporary designers are inspired by the
past and are reusing vintage styles to influence
current fashion trends.
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“Designers use the past for
inspiration. This in turn creates
trends within vintage.
Any vintage garment that suits
that trend will increase in price
for that season.”
Viva Vintage by Trudie Bamford Published by Past Times, 2003

Figure 1 Exerpt page from Vogue Catwalk Report, Spring/Summer 2011 Quotes
from designers Marc Jacobs and Tory Burch on how they were influenced by 1970s
fashion for their most current collections

“It is fashion’s worst kept secret
that the starting point for
future collections is vintage.
Who hasn’t plundered into the
history of fashion?”
Wayne Hemingway, ‘Each Piece Unique’ by Fleur Britten, Sunday Times Style
August 2010

So why is there a gap in such a successful market,
waiting to be discovered?
The concept and aims for Covet were developed
upon identifying a gap in Birmingham’s market
for vintage clothing and styling.
Through primary research on consumer demands
and direct contact with the markets Covet is
entering, this gap was discovered.
The importance of current affairs across a wide
range of subject areas have contributed to
the concept, as well as consumer needs and
expectations from new product and service
advancements.
12

Effects of the 2008 recession and 2010 spending
cuts made by the Coalition government have
affected spending power.
The recession left consumers reluctant to fritter
disposable income while cuts to child benefits
and employment, and a rise in VAT and income
tax means less disposable income.
This does not mean consumers have stopped
shopping, but have changed how they shop.

“There’s been a sea change in
the country’s psyche.
Consumers want quality and
individuality.”
Deborah Meaden, ‘Small is Beautiful’ by Fleur Britten, Sunday Times Style
August 2010

The response from consumers has generally
included:
• Expecting more for their money in the form
of an experience.
• Seeking brand honesty, wanting to know
why products are worth their price.
• Conscious of quality pieces that last longer,
serving as an investment.
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“Consumers are shopping more
discreetly and their preferences
have changed. It is more about
investment pieces that will last
longer and can be co-ordinated
with next season’s styles.
People will never stop
shopping, but are expecting more
for their money.”
Gilly, Style Service, Liberty of London, October 2010

Figure 2 Vintage styles can serve as an investment due to their’ timeless nature
and superior quality.

This supports the concept of Covet for a number
of reasons.
• Due to its timeless nature, a vintage garment
can serve as an investment as the style will
look fashionable for longer than high street,
fast-fashion trends.
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•

Wearers of vintage clothing gain more for
their money due to the superior quality that
vintage garments generally have over
contemporary high street clothing.

•

Covet provides additional services, offering
an interactive experience and therefore,
again, providing more for clients’ money.

Despite economical hardship, technology
continues to progress by integrating
multi-functions that offer convenience which
older products could not.
As a result, consumers are very dependent on
technology. The industry constantly responds by
adding more features to cater for advancing
needs.
With such a positive response from society, it
makes sense for other products and services to
cater for consumer demands for
multi-functionality.

“We definitely accommodate
multiple-needs and are
constantly catering for more by
offering new services.
We are flexible to meet various
demands.”
Katie Reynolds, founder, The Powder Room, October 2010

Covet offers a multitude of different services in
one place, therefore responding to consumer
demands for convenience and
multi-functionality.
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These external trends indicate a consumer
demand for superior quality, multi-functional
products.

However, are these demands also
applicable to the market Covet
will be entering?
Research into the existing market has revealed
that, although there is no service like this in
Birmingham currently, the standards set will
allow Covet to surpass previous customer
experiences, whilst broadening the target market
for vintage styling.
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“Vintage fashion is paying
homage to eras gone by.
Taking skills and inspiration
of the past and putting it in a
modern context. What we
consider vintage will change as we
move through time.”
Sarah Owen, co-founder, Lucy in Disguise, October 2010

It is agreed by industry professionals that
‘vintage’ is defined as anything pre 1980s
(anything younger is classed as ‘retro’) and post
1910 (anything older is categorised as ‘antique’
or ‘archive’).
Reasons for wearing vintage clothing have been
highlighted through individuals’ definitions, such
as it being an investment due to the timeless
nature of vintage garments.
The quality is generally far superior to that of
modern high street clothing, providing longer
wearability and enjoyment.
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Vintage can achieve a trend-focused look, but
also demonstrates individuality and creativity as
every piece is unique.
Vintage also deviates from contemporary trends,
with so many iconic styles to choose from
there is something special and exclusive to suit
everyone.
Vintage clothing is not merely a trend in itself;
through its ever increasing popularity, vintage
clothing has become a fashion staple.
The same eras may not be consistently popular,
but the concept of wearing vintage is not shy of
sustaining and surpassing contemporary fashion
trends.

Figure 3

This is evident through the many high street
retailers, including Topshop, shown in figure 3,
and luxury department stores, such as Liberty
of London, incorporating vintage clothing
concessions into their stores.
This also demonstrates the expanding target
consumer for vintage clothing at both ends of
the market; luxury, high street and everything in
between.
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The reasons for wearing vintage clothing can be
interpreted into values of individual retailers.
Values enrich a brand’s identity and set
companies apart from competitors.
Lucy in Disguise base their philosophy around the
character of Lucy.

“The idea of Lucy means
‘be who you want to be’.”
Sarah Owen, co-founder, Lucy in Disguise, October 2010

This is a message to clientele to enjoy expressing
their personal style through vintage clothing.
However, despite the definitions and reasons for
wearing vintage clothing, including ‘exclusive’,
‘unique’, ‘timeless’ and ‘superior quality’, no
industry professional expressed these as brand
values.
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In comparison, although a different business
type, the Style Service at department store,
Liberty of London have values that enrich the
product, brand and service.
They are proud of their exclusive service that
offers intimacy and discretion.
They aim to take the high standard of service at
Liberty to the next level by adopting these values
through every aspect.
The space is behind closed doors, emanating
exclusivity.

“We are tucked away in
private to give clients discretion
and intimacy. ”
Gilly, style consultant, Liberty, October 2010

The Powder Room, a vintage inspired hair and
beauty parlour aim to treat everyday people like
celebrities.

Figure 4 The Powder Room

“Accessible glamour defines us.”
Katie Reynolds, founder, The Powder Room, October 2010

This is communicated through their low price
point and diverse range of services.
To distinguish the service, product and brand, the
values of each aspect should be consistent and
communicated thus.
20

A brand’s identity and values
can be demonstrated through its
product range. This is also
helpful in identifying their target
clientele.
Focus group participants suggested current
vintage retailers in Birmingham are limited in
terms of quality and their product range fails to
impress.

21

COW Vintage has been established in
Birmingham since 2006. It stocks a vast selection
of affordable vintage clothing for men and
women, mainly from the 1970s, 80s and 90s.
The abundance of repetitive stock, shown in
figure 5, is sourced from job-lots, bought in bulk
by weight, the result of which is uncertain until
purchased.
It appears that, whilst COW is currently
Birmingham’s staple for vintage clothing, due
to the size of the outlet and the sheer amount
of stock, customers find it overwhelming,
uninspiring and repetitive.

Figure 5 The expansive spaceand stock at COW vintage

“There is so much stuff in
COW and it all looks the
same.
You have to spend a long
time in there to find something
decent.”
Cheryl Williams, 30, Hairdresser, November 2010

COW’s repetitive stock also dilutes the idea and
values of vintage being unique and inspiring.
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In comparison, London retailer Rellik stock
a more elite selection of vintage clothing for
women from 1900 to the 1980s.

Figure 6 In comparison, the small boutique, Rellik

Rellik pride themselves on individually sourcing
high-end and designer pieces that are on-trend,
desirable and in perfect condition.
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Another option for vintage clothing in
Birmingham is the increasing number of vintage
fairs and markets.
Many independent sellers gather in a venue,
such as Birmingham’s Custard Factory or Sutton
Coldfield’s town hall, setting up stalls of vintage
clothing and accessories.
The price point is low partly due to the informal
nature of these events, and the quality and type
of garments on offer. While a hidden gem may be
discovered, merchandise is of a parallel quality to
COW vintage.

Figure 7 ‘The Vintage Fait at Birmingham’s Custard Factory.
Items are low in price . This method of pricing disregards garment’s individual
value and uniqueness

This shows a limited choice for vintage clothing
in Birmingham and therefore a gap in the market
for more inspiring, unique and high-end vintage
clothing.

“I love wearing vintage clothing
and visit the Birmingham fairs
on a regular basis.
However, I hardly buy anything
because nothing stands out. Most
of my vintage clothes are from
London boutiques as there are
some higher-end stores.”
Helen Fountain, 35, Events Management, November 2010
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An additional observation of the current vintage
clothing market in Birmingham is the level of
customer service, or lack of.

When you have shopped for vintage clothing have the sales
assistants been helpful in your decision making?
Table 1

Would this encourage you to purchase and wear vintage garments?
Table 2

Many people who do not currently wear vintage
clothing are put off by the lack of knowledge
they have.
This is not currently supplemented by employees
of Birmingham’s vintage retailers.

“I enjoy experimenting with
clothes andwould love to wear
vintage but I cannot tell what
suits me. I feel if I ask a
shop assistant they’ll just think
about commission.”
Nicola Locket, 29, recruitment consultant, November 2010
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In contrast, London retailer Beyond Retro offer
a personal shopping service to further their
customer service.

Figure 8 Beyond Retro, Soho, London

“Because the store is so big it
is quite daunting so we offer
personal shopping. All staff know
the stock well, giving us the
confidence to approach customers.”
Mable Cable, store manager, Beyond Retro, October 2010

Here is a distinct gap in Birmingham’s market for
vintage shopping with higher standards of service
and knowledge.
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As earlier identified, there is a growing demand
for products and services that provide
multi-functions for convenience.

Figure 9 Contemporary salon, Parlour hair, Birmingham

Salons in Birmingham are of a contemporary
nature and offer either hairdressing or beauty,
but not both under-one-roof.

“I hardly get beauty treatments .
The salon I go to doesn’t offer
them and I only have time after
work when they are closed.”
Becky Nicholas, 34, recruitment consultant, November 2010

This shows a gap for incorporating multiple
aspects of personal style to provide convenience
and offer expertise.
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Valuing and pricing vintage garments involve the
same processes, regardless of price point and
product range.

“It is an equation of rarity,
era, designer, condition, quality
and desirability”
Sarah Owen, co-founder, Lucy in Disguise, October 2010

Industry professionals highlight a number of
considerations when pricing garments.
Rarity is mainly determined by what era the
garment is from. Typically, rarity increases with
age.
A designer label, such as Chanel, will
automatically be worth more, just as they are
today.
Many designers are iconic to an era, for example,
Christian Dior from the 1950s or Mary Quant
from the 1960s.

Strategies

Figure 10

“Famous labels always command
higher prices due to quality and
snob value.”
Viva Vintage by Trudie Bamford Published by Past Times, 2003

Desirability is linked to current fashion trends
and wearability of the garment. Garments from
certain eras are harder to find a perfect fit,
for example, 1950s garments generally have a
restrictive waist size but a generous bust.
Condition of a garment is a clue to its value when
pricing vintage.

“We have customers asking for
discount if something is slightly
damaged but we already considered
this when pricing it.”
Liz Mendez, jewellery and accessories buyer, Lucy in Disguise, October 2010
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Does the level of service provided contribute to the price point of a business?

Vintage Secret is a vintage personal shopping
experience which clients pay for on top of
purchases made during the appointment.

“Clients are paying for my time
so are not obligated to buy
anything. Some just enjoy
learning what suits them. It isn’t
just an opportunity to shop.”
Naomi Thompson, founder, Vintage Secret, October 2010

This demonstrates that advice and service, on
top of a product can be expected to have value
as this is something consumers appreciate.
There are general considerations when forming
a pricing structure for a salon, including what
competitors charge, the location and target
clientele.

“I researched many salons in the
nearby area to compare prices
and come up with something
competitive, yet accessible to my
target customer.”
Katie Reynolds, founder, The Powder Room, October 2010

The cost of resources used, such as nail polish
during a manicure, also need to be accounted for
in order to gain a profit.
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The location of a retailer is often an indication of
the style and quality of the product or service,
the target clientele, and can reflect the values
and identity of the brand.

Figure 11

Birmingham’s COW Vintage has two locations.
The main store is a five minute walk from the
focal shopping area but located near other
vintage retailers and similar boutiques. Residing
in an ex-warehouse, the interior is vast.
Entering COW can be daunting due to the size
and industrial feel.
Upon opening their second store in Birmingham,
COW have maintained an industrial look on the
interior for continuity.
Located within the main shopping district
the store is strategically placed next to Urban
Outfitters, demonstrated in figure 11, who attract
a similar clientele.
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Dress Box Vintage sells through a concession in
London department store Liberty.

“We chose Liberty as it is very
Avant garde with regards to the
brands and clientele.
We used to be in Harrods but
moved to Liberty for this reason.
There is more focus on fashion
as opposed to the brands.”
Keily, concession manager, Dress Box Vintage, September 2010

Figure 12 Creative visual merchandising throughout Liberty of London give an
avant garde twist to the historical setting and an ideal location for concession,
Dress Box Vintage

Being placed next to high-end, avant garde
designers such as Christopher Kane and Vivienne
Westwood, enriches the Dress Box Vintage image
and attracts the desired clientele.
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Rellik are a high-profile vintage retailer, despite
not being surrounded by competitors or
companies that attract a similar clientele.

Figure 13 Rellik shop front, the store is not surrounded by direct competitors or
other vintage retailers

“We are a destination store.
We’re not on a high street,
surrounded by other vintage
retailers. People come here
specifically to visit us.”
Fiona Stuart, co-founder, Rellik, October 2010

This adds to the mentality that the product is
desirable; customers will travel to specifically
shop at Rellik.
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With vintage clothing increasing in popularity,
and in such a varied range of outlets, a clearer
understanding of who vintage clothing and
styling appeals to when entering the sector is
crucial.
Assumptions were previously made, based on
statements made by industry professionals.

“Most of our customers are
regulars. They are very loyal
and we value our small, devoted
customer base very much. They
are trend conscious but still want
something unique.”
Keily, concession manager, Dress Box Vintage, Liberty, October 2010
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“The quality of the garments
attracts an older customer.
However, because we stock such a
wide range of eras we attract a
younger market too”
Liz Mendez, accessories buyer, Lucy in Disguise, October 2010

Figure 14 Vintage clothing and accessories from a wide range of eras at Lucy in
Disguise

“Anyone who is interested in
vintage must be interested in
fashion. However, the people who
aren’t are usually surprised at
how interesting they find vintage
clothing.”
Fiona Stuart, co-founder, Rellik, October 2010

Loyalty and devotion to a retailer and vintage
fashion implies that it offers a personable, unique
experience.
Vintage clothing itself is unique, making the
wearer distinctive.
Nevertheless, consumers of vintage clothing are
still aware of contemporary fashion trends.
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However, a gap has been indentified in
Birmingham’s current vintage clothing market for
a higher level of service.

“My clients want to buy vintage
but don’t know where to start.
They’re interested in fashion but
not sure what suits them.
Otherwise, they wouldn’t need my
help.”
Naomi Thompson, founder of vintage personal shopping company Vintage Secret,
November 2010

If this was provided, would the same clientele be interested, or is this gap for a new consumer base?

This reinforces the presumption that consumers
will use a service differently, depending on their
lifestyle, fashion knowledge and level of income.

“Demographically, our target
market is high-earners and young
professionals as they have a
certain level of disposable income.
However, because we offer so
much, different things appeal to
different people.”
Nicholas Smith, social media liaison, Lucy in Disguise, October 2010

The target consumer for vintage
clothing is varied depending on a
number of factors including age, location and
level of income.
It appears that a company have the
freedom to design their consumer
profiles depending on a number of
factors.
•

Location can determine clientele.
If a company positions itself next to luxury
and designer retailers, such as Dress
Box Vintage in Liberty, they can expect a
crossover of clientele.

•

The product and service range
differs from companies and therefore
will cater for varying needs and appeal to
different consumers for this reason.

•

The price point can attract or
eliminate consumer groups,
depending on their lifestyle and income.

Whilst the existing consumer for vintage clothing
has been defined, a gap in the vintage clothing
sector has been identified, leading the way for a
different target consumer.
A company providing a wider range of services
can expect a more varied clientele.
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Chapter 2

Covet is an exclusive vintage styling consultancy in the heart of Birmingham...

Covet provides a discreet service where
clients are assisted in achieving a look with
added nostalgic elements through one-to-one
consultations and styling sessions.
Additional services include hairstyling, makeup,
or lessons in both as well as manicures and
pedicures.
Clients have access to a meticulous collection
of multi-era vintage clothing and accessories,
available for hire and purchase. Upon purchase
there is the option of alterations to ensure a
perfect fit.
Employee expertise guarantees an unmatched
level of service and an educational element
throughout the client’s journey with Covet.
Constant observation of the market, external
trends and consumer demands is key to
maintaining the aims and values of Covet as they
demonstrate how Covet does business and is set
apart from competitors.

The key to Covet’s success
is satisfying a gap in the
market that had long existed in
Birmingham. Needs focused on
many factors that Covet caters
for through a multi-functional
service.
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•

High-end, unique and designer vintage
clothing, accessories and jewellery from a
multitude of eras.

•

Offering personal styling, guidance,
education and proficiency within vintage
retail.

•

Combining salon services such as hair and
beauty under one roof for convenience and
competitive advantage.

Founder, Claire Robinson, has been passionate
about vintage clothing for over 10 years.
What is most intriguing is the stories and
heritage behind the garments.
She understands how fashion is intrinsically
linked to hairstyling and beauty through a
background in these areas.
The idea for Covet came to her one day whilst
shopping with a friend at Spitalfields market in
London, when her friend said…

“I always love your vintage
clothes, you have to show me what
good vintage is because I have no
idea, but I’d love to start
wearing it.”
Sara Cywinski, August 2010

Claire thought there must be many people that
feel this way, particularly in Birmingham, as there
is no service incorporated into vintage shopping
to bridge this gap.
The employees may have terrific knowledge but
this is not promoted as a service. Therefore many
people feel clueless when entering a vintage
clothing retailer.
So Claire set out to develop a service that
encourages people to give-in to the charm of
vintage style.
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Figure 1 Diagram of Covet’s values, summed up by key words
Figure 2 Aphorism which extends from the company name ‘Covet’

Covet promotes a number of key
values which also form how the
business is run...
Every client is unique and Covet endeavours
to treat them as such. This is reflected by the
diverse selection of vintage clothing and flexible
services.
Covet offers clients more for their money with
an enjoyable, exclusive experience over a regular
shopping encounter.
This is demonstrated with the extensive
knowledge and expertise of fashion history and
styling applied throughout the service.
By building a rapport with clients, management
aspire to a loyal and regular client base.
Covet understand many clients may be initially
nervous. Therefore discretion is key to client
satisfaction. Services are offered in a private and
comfortable environment.
In addition, the company name itself is
suggestive of the values and product. The
definition of ‘Covet’ is “to desire” (Oxford
dictionary definition). The expression “give in to
your vintage desires”, used throughout Covet’s
branding and communication, emphasises this
definition and is suggestive of the product and
company being desirable.
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The value of exclusivity continues
with a meticulously edited, yet
varied selection of vintage clothing
and accessories for women.
Pieces are individually sourced and originate
from the higher-end of the market.

This is in response to consumers favouring
high-quality, timeless pieces that serve as an
investment.
Garments are available for both purchase and
hire, providing the client with options to suit
their individual needs.
An alterations service is offered on purchased
items to ensure the perfect fit.
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Management has developed
fantastic rapport with many
vintage clothing suppliers, ensuring
an excellent choice when sourcing
superior stock.
Covet also endeavours to source pieces with
particular clients in mind, demonstrating going
that extra mile to maintain loyalty and rapport.
In addition to independent sellers, the locations
and methods for sourcing vintage stock is varied
and widely accessible.

Figure 3

Vintage fairs and markets are held regularly
across the United Kingdom.
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These are open to the public and consist of
independent sellers setting up stalls.
Due to the informal nature, stock is generally
lower in price, resulting in guaranteed profit once
marked-up for resale at Covet.
Specialised auctions held at establishments
such as Kerry Taylor Auctions, who are specific
to vintage clothing, are excellent when sourcing
exceptional pieces.

Figure 4 An auction of actress, Audrey Hepburn’s wardrobe at Kerry Taylor
auctions. The link to Audrey Hepburn adds to the desirability and value of the
garments
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Etsy is a website for independent companies to
sell vintage clothing and accessories.

Figure 5 Example of an item listing on www.etsy.com

With a multitude of international sellers, www.
etsy.com provides excellent variety in terms of
styles, eras and brands, compared with sourcing
solely from the U.K. market.
Lead times for receiving stock are longer and
shipping costs higher, however, this is taken into
account when pricing garments.
Many vintage retailers purchase stock in bulk or
as job lots.
Management avoids this method as the quality
and garment type, which is usually poor, cannot
be determined.
Management considers this precarious as a great
deal of profits could be frittered on dead stock.
Fashion trends are partly influential on the style
or era of stock.
Experience shows there are mild trends within
what is popular in vintage that correlate with
contemporary fashion.
Seasonal items are stocked and replaced at
appropriate times but sourced ahead of season
to keep stock on-trend and desirable.
Stock of an opposing season is sold cheaper by
suppliers than in-season, resulting in greater
profit.
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The beauty of vintage clothing is
that each piece is unique.
Covet regards every item thus
when valuing and pricing clothing
and accessories...
There are a number of considerations all
professionals take, including Covet, when pricing
garments for sale.
The cost price of a garment is always used as
an initial guideline. Covet has a comprehensive
mark-up structure of 50-60% on all garments to
ensure an equitable profit is made. VAT is then
added on to this.
Covet selects garments of the highest quality.
The condition of a garment is a vital clue to its’
value. Each piece is meticulously examined prior
to buying and upon pricing to determine the
condition and quality, and therefore value.
The desirability of a garment works in
conjunction with current fashion trends.

Figure 6 Vintage 1970s silk chiffon gown, priced at £350. The price is
dependent on how desirable the garment and era is.

For example, trends for summer 2011 are
reminiscent of 1970s glamour, therefore vintage
clothing of this style and era will be more
desirble for the duration of that trend.
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If a garment is a designer label, such as Christian
Dior, this contributes to the desirability and
value. However, it is still dependent on how
popular the particular designer is at the time
when the garment is sourced and priced.
A 1970s Lanvin gown with original labels is
valued and priced between £300 and £600,
depending on the condition, colour and style.

Figure 7

Desirability is linked to wearability.
Garments from certain eras are sometimes more
difficult to find a perfect fit from.
1950s garments have a restrictive waist but a
generous bust so harder to fit a 21st century
figure.

Covet provides an alterations
service for which an external
tailoring company, Stitches, is
used to ensure a perfect fit.
The cost for alterations is added to the total
charge, plus a supplement of £5.
As well as an extra revenue stream for Covet,
this compensates for providing this service
and adding further convenience to the client’s
journey with Covet.
Due to the delicate nature of many vintage
garments, the additional charge of £5 can be
utilised in the event of bad weather as transport
is required to avoid damage.
Whilst this price is low, compared with Covet’s
price point, it is the discretion of management
that to charge more may result in clients seeking
alterations themselves, when Covet aim to
provide convenience and expertise with all
aspects of the service.
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Other eras or styles are more timeless, classic or
collectable so maintain desirability for longer for
this reason.
For example, the original Chanel 2.55 bag,
shown in figure 8, was designed in 1929 and has
remained an iconic, classic statement. Even today
the style remains identical. Bags such as these
are priced between £200- £700 depending on
condition, year, size and edition.

Figure 8

The price to hire garments is
varied and determined by the same
considerations, however at a
fraction of the retail price, to
make Covet more widely
accessible.
For example, the Chanel 2.55 jersey handbag
shown in figure 8 is priced as follows:
• Cost Price: £240
• Retail Price: £460
• Hire Price: £80
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Covet has collaborated with
brands that complement and
enrich the company image...

Figure 9 Mavala nailcare and Bésame cosmetics

Bésame is a vintage inspired cosmetics range
where antique make-up samples are used to
re-create colours from the past.
This level of authenticity is perfect when
promoting an element of nostalgia.
Bésame is against animal testing. This is not
only something that Covet agrees with, but by
stocking a product with these qualities, clients
with these values are not eliminated.
Bésame use the highest quality ingredients and
their products work well with sensitive skin.
This is reassuring when using products on new
clients who may have sensitive skin.
Mavala nailcare is used during manicure and
pedicure services, and available for purchase.
Mavala’s extensive colour range is free from
harmful chemicals and animal ingredients,
therefore not eliminating clients with adversities
to these.
Covet is currently the only stockist of Mavala
and Bésame in Birmingham, further enriching
Covet’s exclusivity.
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What makes Covet unique is the added service
and expertise. This level of knowledge enriches
the service and brand image.

The team of experts guide clients through every
step of the style service, which caters for their
individual needs.
Bespoke services include hairstyling, beauty,
clothing and style advice.
The aim is to create a whole look or introduce
vintage to the client in a way that suits them.
Employees are sharing their expertise of fashion
history, styling and trends to educate clients in
discovering their own personal style.
Private lessons in vintage inspired hair and
makeup add to the educational element.
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Whilst walk-ins are welcome
to purchase, an appointment is
necessary for services such as
styling, hair and beauty...
When the client makes an appointment, via
telephone, in person or email, she can specify
their needs.
This helps gain an understanding of her lifestyle
and prepare for the appointment.
Services are explained and recommended,
depending on requirements.
Hair and beauty treatments, are additional to the
style service, but can be booked consecutively
upon availability.
The consultation is the initial part of the style
service and takes place in the parlour.

The client and consultant discuss what will be
achieved, preferences, favourite era, personal
style and lifestyle.
This is where Covet gets to know the client and
educate about key shapes, styles of eras and
what is suitable for her
During consultation the client is offered
refreshments. The consultant chooses a selection
of clothing while she relaxes.
This is the time for the client to experiment and
get to know her personal style through trying
different styles in the comfort of a private
dressing room.
If the client requires alterations on any items
they wish to purchase this can be organised at
the end of the appointment.
In the event of a client hiring garments, the
charge is covered prior to the garment being
taken. The clients’ credit or debit card details are
recorded to cover loss or damage.
The hire charge covers three days, with the
option to make further payments for additional
days.
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Covet services can be received on an individual
basis or booked consecutively.
Therefore every service is priced individually as
demonstrated below.

Style Service
Private Appointment

£60-£75

1 hour - 1 hour 30 minutes

Manicures

&

Express Manicure

Pedicures
£18

15 minutes

Classic Manicure

£25

30 minutes

Luxury Manicure*

£40

45 minutes

*take the polish home

Express Pedicure

£18

15 minutes

Luxury Pedicure*
45 minutes

£40

*take the polish home

Makeup
Makeup Application

£30

30 minutes

Makeup Lesson

£50

1 hour

Hairstyling
Express Hair Re-style

£18

15 minutes

Blowdry

£35

45 minutes

Hair Put-up

£50

1 hour

Hairstyling Lesson
1 hour

£50

An additional fee is charged for the Style
Service as Covet do not practise this as a selling
appointment. It can be used by the client as a
purely educational experience.
Prices derive from a number of considerations.
• The value of the consultant’s time
• The value of expertise and
knowledge of the team
• Comparative to other prices charged
• The cost price of products used
during treatments
Below the cost price of Mavala manicures at
Covet is shown as well as what each involves.
Express Manicure - 15 Minutes
File and polish
Cost £0.83
Classic Manicure - 30 minutes
File, cuticle work and polish
Cost £1.46
Luxury Manicure* - 45 minutes
File, cuticle work, massage and polish
Cost £1.86
*With polish included - cost £4.08
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Covet is based on responding to
the multiple needs of consumers
and overlaps a number of
markets...
Vintage clothing is the main sector Covet is
competing in.
The competitive advantage Covet has over most
vintage retailers is styling and salon services.
By combining these aspects clients are offered
convenience.
Covet has identified and responded to a gap in
Birmingham’s market and therefore provides
something unique and desirable.
Constant research and observation of factors
external to Covet’s market reinforce this gap.
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Management has identified a
number of direct competitors.
The advantages Covet has over
competition have been acknowledged
and justified...
COW is a vintage clothing retailer that has been
established in Birmingham since 2006 and
expanded to a second store in September 2010.
It stocks a vast amount of vintage and retro
clothing, mainly from the 1970s and 1980s.
COW has previously been acclaimed as
Birmingham’s vintage staple, despite consumers
describing the stock as repetitive and uninspiring.

Figure 1

Over the past two years the emergence of
vintage fairs and markets has increased, with
many being held on a weekly or monthly basis at
various venues across Birmingham.
Whilst some stall holders at the fairs may
have fantastic quality stock, the majority is
comparative to Cow, leaving Birmingham
consumers deficient for choice and exceptional
quality.

54

Consumers also expressed negative opinions of
the service they had received from the above
vintage clothing sources, and used this as a
reason for not shopping for vintage clothing,
despite the desire to.

However, Covet’s superior quality collection and
service set Covet apart and, although there will
be some cross-over, will appeal to a different
consumer.

Covet promotes a ‘multi-era’
experience, therefore has potential
to attract a more varied clientele.
As clients can hire garments as well as purchase,
Covet provides more choice and makes the
product accessible to a wide consumer range.
Hairdressing and beauty is renowned as a
competitive industry.
Birmingham alone is highly saturated with
contemporary salons.
The competition with these salons is with price.
Management have researched and compared
prices to ensure a competitive structure.
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Whilst there is a distinct
market for vintage clothing in
Birmingham, there remained a
gap for consumers unsure of
vintage.
Covet’s added service bridges this gap by
assisting clients.
This level of service is scarce among competitors.
The current market is aimed at the lower-end,
with retailers specialising in a concentrated
selection of eras.
Their position in the market is evident through
the quality and variety of stock as well as the lack
of specialist customer service.
Covet promotes a multi-era experience through
a high-end, varied product range starting from as
early as 1910s-1980s.
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Covet is a multi-functional business and overlaps into the hair and beauty market...

Currently salons offer either hair or beauty in a
more contemporary setting.
Providing both services, and more, sets Covet
apart from existing competitors.

By offering so much under one roof, employees
have the opportunity to up-sell related products
or services, while clients are provided with the
simplicity of all elements of personal style in one
place.
These are advantages that maintain Covet’s
identity and build a loyal client base while
sustaining a competitive edge by being unique to
direct competitors.
As Covet currently holds the monopoly for
vintage styling and incorporating these aspects,
consumers of this niche market have one option
in gaining such a service, and that is with Covet.
However, a new entrant opening a similar
business, especially in Birmingham, could result
in intense competition for the niche market.
Covet intends to build a loyal and regular
customer base before anything can pose such a
threat.
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Information collated from consumer research
demonstrated a gap in the market for what
Covet offers.
A consumer survey gained demographic data
whilst focus groups gave feedback regarding
needs and opinions of the current market.

Age Range
50
45
40
35
30
25
20
15
10
5
0

<20

20-25

26-30

31-35

36-40

41-45

>45

6

36

47

38

25

16

12
Table 1

Collectively the target consumer is:
• Female
• Aged 20-50
• In a professional career. This gives her the
disposable income to enjoy spending money
on herself
• Socio-economic groups A, B and C1
This information was used when designing
consumer profiles for Covet.
These distinguish the different ways clients will
use Covet’s services, and the approach Covet
takes to ensure their needs are fulfilled.
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The primary target market for covet is the Hesitator...

She is aged 20-50 and in a professional career
which provides the disposable income to treat
herself at Covet.
She doesn’t wear vintage clothing because she
hasn’t got the confidence or know-how yet.
She wants to learn to make the most of her
personal style through vintage.
Her career means she opts for practical clothing
that fit in with her lifestyle.
She wants to know that what she is buying is a
good investment and she can wear it time and
time again.
Going to Covet gives her confidence to express
her personal style.
Covet’s strategy is to gain her confidence and
trust. Without this she will remain
apprehensive about experimenting with her
personal style and vintage clothing.
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The secondary target clientele for Covet is the Fashionista...
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She is between the ages of 20 and 35 and in a
professional career, perhaps in a creative industry
such as public relations or journalism. This gives
her the inspiration to desire something unique
and to express her personal style.
She enjoys mixing vintage with mainstream
trends. She loves finding new vintage accessories
to revive her favourite outfits.
At Covet she can relax with people she’s
comfortable with and get ready for a night out,
first date or special occasion. It’s as fun as getting
ready at a friends house.
Covet’s strategy is to treat her like a friend. She
comes for the social aspects as well as to look
and feel great.

Finally, the third target clientele for Covet is the Vintage Devotee...

She is between the ages of 25 and 40, and
undoubtedly in a creative, high-powered job
role, maybe even in the fashion industry.
She adores nostalgic styling and goes to Covet
for special vintage finds.
Her vintage inspired hairstyle and makeup she
does herself, she’s been doing it for years, it’s
part of her life.
Covet’s strategy is to understand her expertise in
vintage clothing. Her faith and approval enriches
the brand image. She knows where to buy the
best vintage and she comes to Covet.
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Current affairs are researched to gain understanding of what future trends may influence Covet’s growth...

Management observes and responds to changes
to the economy as this affects consumer
spending.
The way consumers shop has changed since the
2008 recession. Research has identified that
consumers are more discrete about shopping as
they don’t want to appear extravagant.
Preferences have been altered; consumers are
expecting more for their money through quality,
life of a product or an enhanced experience.

Covet responds to this with
timeless, good quality products and
a discrete environment.
Also, by making products more
widely accessible, with the option
to hire garments at a lower
price.
Technology has evolved to incorporate
multi-functions for convenience and ease,
and there has been a positive response from
consumers.

Covet caters for multiple needs
with a variety of services
under one roof.
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Management recognises the factors
that have the potential to obstruct
Covet’s entry into the market and
disable progress...
The current recession in the United Kingdom is
one issue identified earlier. Consumers are more
reluctant to spend money on luxury items and
services.
Management ascertains that to cater for
consumer desires for better quality products,
or the experience they gain through making a
purchase, by offering a multitude of concurrent
services in one place, gives Covet the potential to
survive a recesssion.
An issue identified through extensive research
and observation is, at this time, the current
vintage clothing sector is over-saturated by
retailers, meaning none of them stand out
against their competitors.
However, by instigating a detailed marketing
strategy, evaluated later, Covet communicates
the differences and competitive advantages it
has to the current market.
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Further to the advantages discussed, there are
certain processes throughout the business that
set Covet apart from competitors.
•
•
•

Location and environment
How the brand is communicated to the
target market
The database system

These areas of the business are
discussed in this chapter.
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Covet is a concession in Selfridges, Birmingham.
As discussed, there is less competition in
Birmingham, despite the gap in the market,
and Covet has many advantages over existing
competitors.
• Stock higher-end vintage
• Luxurious environment
• Multi-functional/multi-era experience
Therefore Covet stands out and has created a
niche market for vintage styling.
Selfridges values tie into the Covet philosophy,
and vice versa.

“Selfridges endeavours to be
extraordinary, inspiring, friendly
and captivating’, giving
twenty-first century energy to
the legacy created by George
Selfridge.”
Galen Weston, current director of Selfridges

•

Creative brand image and diverse product
range, accessible to a broad target clientele.
Covet further enhances and contributes to
this.

•

High standards of customer service which
Covet aims to match, if not exceed.

•

Located on the fourth floor establishes
Covet’s position in the market, seated
next to other exclusive brands. Covet adds
diversity to the range of luxury brands by
showcasing the heritage of many designer
labels through vintage garments.

Selfridges encourages concessions to maintain
their corporate identity. Whilst the Selfridges
visual merchandising team is not involved in the
appearance of Covet, standards are monitored by
Selfridges to ensure the appearance meets their
requirements.
Covet is able to communicate the brand image
through the appearance of the concession,
ensuring a strong, consistent identity.
Covet pays for the space in Selfridges by
commission on sales and is set targets on
a weekly, monthly and yearly basis by the
Selfridges buying team.
Commission and targets are based on the
concession size and price range of the business.
Covet currently pays 20% commission to
Selfridges.
Covet is covered under Selfridges’ insurance.
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Clients enter through the retail space, where
browsing and walk-in’s are welcome to shop and
converse with staff.
Vintage stock is visually merchandised in sections
within the retail space, with garments that
complement one another, inventing possible
outfits with the intention of upselling additional
products.
A complementing colour pallette is strategically
thought it through the arrangement of stock.
This ensures garments make a visual impact with
a harmonising scheme which is attractive to the
eye.
Mannequins are used to display the most
appealing, intriguing, desirable or exclusive
garments to demonstrate how they can be worn
and to flaunt their beauty.
To emphasise the values of discretion and
exclusivity, the Style Service resides behind
closed doors within the retail space.
This provides privacy for clients and induces
curiosity.

Salon Stockroom

Manicure and
Pedicure Area
Consultation
Area

Salon

Private dressing
room

Style Service
Parlour
Private dressing
room

Wash Basins

Salon Sections

Consultation
Area
Vintage
Stockroom

Fitting rooms

Key
Mannequin
Seating

Bésame and
Mavala Counter

Counter

Rails
Shelving

Jewellery and Accessories
Display Table

Table
Mirror
Wash Basin
Figure 1

Inside, the space is laid-out like an apartment,
intending clients to feel at home and provide a
relaxed atmosphere.
The parlour is the hub of the Style Service where
clients and consultants get to know each other
and discuss the client’s needs and desires.
Private dressing rooms lead off from the parlour
and are a comfortable haven for clients to
experiment with vintage clothing.
Interior design throughout is a distinctive
combination of antique, retro and contemporary
furniture and fittings, to further emphasise the
multi-era experience Covet promotes. Design
is feminine and eclectic for a cosy yet luxurious
feel.
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Covet has developed a creative
marketing strategy to captivate
and maintain the attention of the
target clientele...
New clients are prompted to quote the
publication or website that initiated their first
visit with incentives such as a discount or a
complimentary glass of champagne. This allows
management to evaluate the response to
individual promotional methods.
To initially entice each target consumer type,
Covet has strategically appeared in a variety of
media which were selected as they appeal to
Covet’s target demographic.
Press coverage was gained with a press release,
written and designed by management.
Covet has featured on ‘Adore Vintage’, an online
blog aimed at people interested in vintage
clothing, homeware and art. ‘Adore Vintage’ is
one of the most popular vintage-related blogs
with 1911 followers (statistic taken from wwww.
adore-vintage.blogspot.com, 24.03.11).
Covet’s appearance on this blog has attracted
interest from consumers who are interested
in vintage; earlier categorised as the ‘Vintage
Devotee’.
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Quoted as “Britain’s best fashion blog” by The
Telegraph, ‘Style Bubble’ attracts an impressive
average of 300, 000 readers per month (statistic
from www.thetelegraph.co.uk).
‘Style Bubble’ is aimed at young, creative females
with a strong interest in fashion, style and trends.
By appearing on ‘Style Bubble’, Covet has
attracted the custom of many fashion-savvy
clients, categorised by Covet as the ‘Fashionista’.

27th January 2011

Desiring Covet
Personally, I am in my element when shopping for vintage
clothing, but I can see how difficult it is to start wearing it, with
so many different styles and eras to choose from!
Well, last night I think I found the solution, as I was kindly
invited to Birmingham for the launch party of Covet, a brand
new vintage concession in Selfridges, Birmingham.
Ossie Clark, Christian Dior and Pucci were just a few of the
labels that caught my eye to say the least!

I should probably mention that this is a vintage shop with a
difference…
Covet offer a personal styling service especially for those ladies
who are unsure of where to start when it comes to vintage.
A private appointment with stylist and founder, Claire Robinson,
will open your eyes to the styles, shapes and eras that work for
you, as well as educating you in being able to spot great vintage
garments and coordinate them with your existing wardrobe.
But that’s STILL not all! To add the finishing touches to your
look you can book in for manicures, pedicures, makeup and
hairstyling.
I managed to grab an express manicure at the party (in between
all the sipping champagne and shopping I was doing!).
And on that note, I would like to show you my new vintage
trousers, bought at last night’s soiree.

I don’t think I’ve ever had so many people ask me about one
piece of clothing in a singular day, going along the lines of…
X: what are they?
Me: They’re vintage Ralph Lauren!
X: Shut up!/No way!/Whaaaat!
For more information about Covet you can visit www.covet.
co.uk, or better yet, give Claire and her lovely team a visit at
their gorgeous new treasure trove!
Plus, quote ‘STYLE BUBBLE’ upon making your first appointment
or purchase and recieve a complimentary glass of champagne
throughout February!
Figure 2
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The launch of Covet featured on the Selfridges
website one month prior to opening.
A link was provided in the article, redirecting
visitors to Covet’s official website.

GIVE IN TO COVET
Wild Wood Signals The Arrival Of
Spring At Selfridges
Stella McCartney Kids Launches
Exclusively At Selfridges
Selfridges Unveils Project Ocean
Diane Von Furstenberg Launches DVF
Home Collection Exclusively At Selfridges
London
Illamasquas SS11 Toxic Nature Colour
Collection Arrives In Store At Selfridges
Discover EveryDayDutch at Selfridges
Puma By Hussein Chalayan Arrives At
Selfridges
Dolly’s Is On It’s Way
Limited Edition Jo Malone Tea
Fragrance Blends Launch At Selfridges
The anticipation is building, the couture is being hung, and our excitement is about to boil over! Join us as we prepare for the arrival of
a vintage styling experience, Covet, at Selfridges Birmingham.

Diors New Lipstick Launches Exclusively
At Selfridges

Located on the 4th floor, Covet provides a discrete service where you are assisted in achieving a look with added nostalgic elements
through bespoke services with the team of experts to compliment your lifestyle and personal taste.

Discover Sisleyum Exclusively At
Selfridges

Covet promotes a multi-era experience through the meticulous collection of vintage clothing and accessories which all clients have access
to. The entire collection is available for hire as well as purchase. Alterations are also available to ensure a perfect fit and continue the
flexible nature of the service.
Services include hairstyling, makeup application and lessons in both as well as manicures and pedicures. Covet also exclusively stocks
Bésame vintage inspired cosmetics and Mavala nailcare to add those finishing touches to the perfect look.
And all of this takes place in the comfort of a private dressing room where clients are free to experiment with and explore their personal
style through exquisite vintage fashion and styling.

Relax At Hix Restaurant And
Champagne Bar
Clinique Moisture Surge Tinted
Moisturiser Launches Exclusively At
Selfridges
The Kooples Arrives At Selfridges

Covet are also offering a 10% discount on manicures throughout January when you quote ‘Selfridges’ upon making an appointment.
Give in to your vintage desires as Selfridges welcomes Covet next month.
For an appointment, or more information log on to www.covet.co.uk.

Discover This Months Beauty Arrivals

Click here to sign up for our weekly newsletter and stay in the know about everything going on at Selfridges.

Figure 3
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Covet has its own blog, an entry of which can be
seen in figure 3.
All other entries are avilable via

www.covetvintage.blogspot.com.
This provides visitors with regular updates and
news of the business, and articles of interest
to the target clientele. This encourages client
retention and loyalty outside of their visits to
Covet.

Figure 4

Covet’s online presence is key to appearing
professional while reaching the target markets.
Although a current popular promotional tool,
social media has been eliminated.
Covet is based on discretion and exclusivity,
whereas something as global and public as social
media has the potential to dilute these values.
The median user demographics for social
network websites such as www.facebook.com do
not correlate with Covet’s target clientele.
According to statistics on www.facebook.com,
53.5% of users are under 25, with the majority
being in full-time education, therefore making
social media a futile method of promotion.
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Targeted promotion continues with Covet being
featured in a number of fashion publications,
carefully selected by management upon
evaluation of the readership profiles.
For example, Harper’s Bazaar is a monthly
high-fashion publication with 85% of readers
being women (statistic from
www.harpersbazaar.co.uk).
The reader demographics are 30+ women from
socio-economic groups A, B, and C1.

“Our target reader is cash-rich,
time-poor and eager for advice
that takes this into account.”
www.harpersbazaar.co.uk

Being based on exclusivity, flexibility and
expertise, Covet fits in perfectly with this and is
also targeting Covet’s primary target market, the
‘Hesitator’.
A promotion in the January 2011 issue invited
readers to Covet’s launch party.
Evaluating the response to this was effective as
readers were required to contact Covet quoting
the publication.

BAZAAR | PROMOTION

THIS

MONTH...

Selfridges,Birmingham welcomes
a new and exclusive concept for
vintage fashion
READER INVITE

Located on the 4th floor, Covet provides a discrete service where you are assisted
in achieving a look with added nostalgic elements through bespoke services
which compliment your lifestyle and personal taste.
You are not only advised, but educated, to ensure the highest level of satisfaction
and accomplishment, with the help and knowledge of the team of experts.
Services include hairstyling, makeup application and lessons in both as well as
manicures and pedicures. Covet also exclusively stocks Bésame vintage inspired
cosmetics and Mavala nailcare to add those finishing touches to the perfect look.
And all of this takes place in the comfort of a private dressing room where clients
are free to experiment with and explore their personal style through exquisite

Join Bazaar and the Covet team in-store on Friday 28 January, from 6pm to
10pm to see the exclusive collection and even be selected to take part in service
demonstrations. Drinks and canapes will be served and guests will recieve a
fabulous goodie bag. To apply for tickets log on to www.covet.co.uk and rsvp via
email quoting ‘BAZAAR’ by 21 January*. Entry to the event will be guest-list
only and tickets will be offered on a first come, first served basis.

vintage fashion and styling.
This combination of expertise and exclusivity, as well as a personable attitude, is
what sets Covet apart.
Covet promotes a multi-era experience through the meticulous collection of

Halston 1970s maxi dress, £570, gold Versace belt, £160, Chanel cuff, £130, makeup, all Bésame
Note: all clothing is one-of-a-kind and may not be available in-store by date of publication. Please do not
hesitate to enquire about any featured garments or simiilar stock. Please ring 0121 624 2349
or visit www.covet.co.uk

vintage clothing and accessories which all clients have access to.
The entire collection is available for hire as well as purchase. Alterations are also
available to ensure a perfect fit and continue the flexible nature of the service.

January 2011 | HARPER’S BAZAAR | 59
Figure 5

72

This promotion was repeated in Stylist, a free
weekly fashion publication.

“Stylist is aimed at professional
affluent women aged 20-40.”
www.stylist.co.uk

Stylist is distributed in public places such as
train stations at rush-hour times in London,
Birmingham and Bristol. This targetted
distribution has secured Covet with interest from
young professionals.
The recruitment of a new stylist has been
featured in the Birmingham Bullring publication,
which is free of charge and available in the
Bullring complex.
A promotion offering 10% off an appointment
with the new team member encourages new
clients to book appointments.
The response to this is again monitored by the
number of new clients quoting the promotion.
This also aims to gain more localised interest
from Birmingham-based clientele.

Figure 6
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Aside from PR, Covet invests in alternate monthly
advertising in high-fashion publication Vogue.
This has proven a fantastic investment for a
number of reasons.
• Vogue’s readership is 84% women with the
average age being 32.
• 70% of readers are of socio-economic groups
A, B and C1.
(statistics from www.vogue.co.uk).
• These demographics are comparable to
Covet’s target clientele.
• The advertisement places Covet next to the
many luxury brands such as Christian Dior
and Gucci, enriching Covet’s brand image
and position in the market.
• Promotion on a regular basis guarantees
consistent exposure as opposed to relying on
press coverage.

Figure 7
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To maintain the interest and value of clients,
personalised mailing lists are compiled for email
marketing. This is done by categorising client
preferences and past transactions. Featuring
news and updates that are relevant to specific
clients, such as new stock in her size or favourite
era, email marketing aims to prompt client visits.

Dear Amy,
We hope you are well.
We know how much you love the 1960s so you are going to love what we found on our latest
buying trip!
This yellow party dress is so simple and elegant with the tiny bead detail around the neck and
sleeves. It would go perfectly with the black mary-jane shoes you bought last month.

We also love this lovely Pierre Cardin printed shift dress which is your size.

We remembered you were talking about collars when you last visited. When we saw exquisite
beaded collar we thought of you! It is the perfect finishing touch for any outfit to give it a 1960s
look!

If you would like us to reserve any pieces please let us know. Alternatively we would love to see
you so please give us a visit in-store to see the entire collection.
We look forward to seeing you soon.
Warm regards,
Covet
Figure 8

Email marketing also maintains a presence with
clients outside of their visits to Covet, encourages
sales and adds to Covet’s personable nature.
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Covet’s image and unique branding are used
in every aspect of communication to provide
consistency and strong representation.
A photographic campaign enhances the brand
image by demonstrating the service, product and
skills.
This features in look books available in-store and
the press coverage gained.
A short film is coherent with this as both are
styled with a glamorous, nostalgic feel and
convey an aspirational image and lifestyle.
The film and campaign are used on the company
website.

about

services

the blog

contact

Figure 9 www.covet.co.uk homepage

www.covet.co.uk also includes business
background and informs visitors of services and
contact details.
Visitors can contact Covet via a template on the
website. This monitors website visits.
The Covet logo and brand colours, black and
white, are consistent wherever used.
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Business cards with contact details and the logo
are also used to give to a client with the details
of their next appointment.

Look inside for Covet’s business card

Personal protective equipment (PPE) is essential
in all salon environments, including Covet, for
health and safety purposes.
This includes capes for clients to wear over
clothing and towels, used whilst clients’
hair is being cleansed. The company logo is
embroidered on all PPE and the use of black and
white is continued.
Finally, to further enhance the educational
aspect Covet offers, branded price tags include
a short passage about the individual garment.
Each tag reveals a story or fact about the piece,
designer or era.

Look inside for Covet’s price tags
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i-Salon is an entire software
package that enables
management to run Covet’s
complex appointment system as
efficiently and professionally as
possible.

Figure 11 The i-Salon appoinment book

i-Salon features the appointment book which can
be viewed and amended via an i-Pad as well as
the main server. This is colour coded to make it
easy to see the range of appointments booked.
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The appointment book is linked to the database
of client information. A template card is
completed upon a clients’ first visit to Covet.

Figure 12 A completed i-Salon client card

Covet endeavours to comply with the sensitive
principles underlying the Data Protection Act
1998.
Staff are briefed to understand what information
is appropriate to record, as it is the clients’ right
to access their own information at any time.
Covet will file client information for two years.
As client cards are updated on a regular basis
this will ensure that only relevant and current
information is stored.
The information of a client registered two years
previously, but not returned, is not necessary.
If that client returns a new client card is created.
This ensures only one card per client. Otherwise
data can be lost or overlooked as information is
being stored in more than one place.
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i-Salon is installed on a main server.
Apple i-Pads are linked to the server so all staff
can access the same information and know what
is happening at any time.
This use of i-Pads during services helps run the
business in an efficient, flawless and professional
manner by being portable and discrete.
i-Pads are used to make notes during an
appointment to document progress, preferences
and requirements.

Saturday 26/03/11
Lucy’s first consultation discussed her admirations for the 1930s. She wants to create a reminiscent look for her sister’s wedding on
23/04/11.
Hair & Makeup: Lucy’s hair is bobbed and straight. Loose marcel-inspired waves with minimal eye makeup and dark lips were
suggested. Lucy is going to book hair, makeup and manicure on the day of the wedding.
Clothes & Accessories: Prefers short, cap sleeves as opposed to sleeveless. Floor length gowns.
Also interested in jackets and boleros.
Likes bead detail on the silver Madame Gres gown.
Additional: Look out for 1930s hairpieces at Kerry Taylor Auction on 17/04/11.

Figure 13 Notes taken during a style service appointment using an Apple I-pad

This is useful later for staff to remember and get
to know regular clients.
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Notes are also used when compiling mailing lists
for email marketing.
To cater for individual clients fully, Covet formats
the database to prioritise clients according to
needs and preferences and loyalty. This can be
identified by a unique code in every client card.
This is done by logging previous sales and service
figures as well as regularity to target news,
promotions and updates that are relevant to
individual clients.

Figure 14 Clients selected by personal preference for email
marketing

As well as adding a personal touch, this
eliminates the chance of clients becoming
irritated by receiving information that is
irrelevant to them.
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Transactions are processed via i-Salon and, with
access to an i-Pad, can be completed during a
service for added convenience.
Reminders are set on i-Salon which notify
the user to book add-on services such as a
courier to deliver the client’s purchases, future
appointments or to up-sell products, such as nail
polish following a manicure service.

Figure 15 A client transaction with product reminder
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i-Salon enables management to compile reports
and monitor sales both collectively and of
individual staff members. This helps understand
individual team members’ strengths and
weaknesses.

Figure 16 i-Salon daily sales for each member of staff

Reports show each staff members’ attendance,
sales, services and client retention.

Figure 17 i-Salon report of staff attendance including holiday and sick days
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As well as her passion for vintage clothing,
founder and director, Claire Robinson has a
vocational background in hairdressing and
cosmetics, therefore understanding how these
are intrinsically linked to fashion and styling.
Upon completing a BA hons in Fashion Retail
Management from Birmingham City University
she is qualified in understanding her business,
clients and the market as well as managing a
team of staff.
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Obtaining a team that represent Covet’s identity and personality is key in communicating the brand...
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All applicants complete an interview with
management to discuss relevant skills,
qualifications and suitability to the position.
During the interview management explains
the job role and company values to ensure the
interviewee is well suited for Covet.
The second stage of recruitment is a trade test
to demonstrate skills and competence, and to
ensure they fit in with the existing team.
Hair and beauty applicants carry out services
in hair, makeup and nails, demonstrated on
management or a staff member.
Prospective stylists are required to engage in
imaginary consultations with staff members. This
trials their fashion history knowledge, styling
expertise, and confidence with client care.
A similar approach is used with retail staff to
demonstrate their confidence, selling ability and
fashion knowledge.
Successful candidates attend Selfridges’
recruitment programme before commencing
work. This involves an interview and induction to
equip them with Selfridges’ expectations.

Selfridges and Covet instil a three month
probationary period. During this time an
employee’s performance is observed.
Both Covet and Selfridges use a mystery
shopping process. This is practised on a monthly
basis with a customer scoring a variety of
criteria including appearance, greeting, product
knowledge, up-selling of additional products and
farewell.
Appraisals are held on a one-to-one basis
between the company director and staff
members every 6 months to set personal
goals, discuss progress and job satisfaction in
confidence.
Training on products and services exclusive to
Covet is included and to enrich skills, external
guests are invited to give lectures, workshops,
and demonstrations.

Figure 1 Vintage clothing auctioneer Kerry Taylor. www.life.com

Management utilises industry contacts and has
secured appearances from Kerry Taylor of Kerry
Taylor Auctions and the fashion team from the
Victoria and Albert Museum.
Covet promotes personal style and creativity and
therefore does not inflict a strict uniform.
Staff are encouraged to wear vintage, or vintage
inspired, clothing, hair and makeup to support
the product and service range.
A Selfridges name badge must be worn at all
times for customers to identify staff easily and to
satisfy Selfridges’ regulations.
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The team recruited for initial launch is small but
leaves scope for growth as cash flow increases.
The skills required from each team member upon
application are detailed within figure 2.

Figure 2

As the business grows the structure will gradually
expand. According to cash flow forecasts this
is feasible by month four. By month six the full
team, shown in figure 3, will be employed.

Figure 3

This gives management the capacity to diffuse
responsibility with a second stylist/buyer
employed.
When there is scope for expansion the team
will have grown to accommodate management
focussing attention on more corporate areas of
the business.
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Due to the nature of Selfridges’ opening hours a
rota is in place to ensure staff are utilised at the
busiest times of day and week.
Figure 4 shows a sample weekly rota. Saturday
is the busiest day, therefore all members of staff
are required to work.
Each day has a number of different shifts to cover
all opening hours.

Figure 4

With the above staff and rota, management is
required to work hours that cannot be covered
otherwise, but is still given time to focus
attention on other duties such as buying stock.

Figure 5

As the team grows, hours will be shared more
easily, shown in figure 5, allowing management
time to focus on other areas such as marketing,
buying stock and managing accounts.
The sample rota above demonstrates how each
aspect of the business, retail, salon and style
service, is covering all hours available.

89

The amount of holiday a member of staff is
entitled to depends on the nature of their
employment.
Full-time staff work 40 hours per week which
entitles them to 28 days annual holiday.
Part-time staff currently work 2 days a week for
12 hours. This entitles them to 11 days holiday
annually.
All holiday must be confirmed by management at
least 6 weeks prior.
Wages are paid monthly and are competitive
with industry.
The degree of experience and expertise required
upon recruitment has been considered when
agreeing salaries.
Commission of 1% on revenue taken is rewarded
in addition to wages as an incentive for all staff.
This is monitored by each member of staff having
a unique i-Salon code under which takings are
recorded.
Sales and appointment records are analysed by
management to ensure they are consistent with
income.

90

A generous discount of 30% is given to all staff
members on all stock to encourage them to
wear vintage clothing at work and promote
the product and service range as well as
communicate the brand image.
However, family and friends of staff are not
entitled to a discount unless authorised by
management previously.

A close-knit team is crucial to the intended
nature of Covet.
As the business grows, management entrusts
more responsibility onto staff and wants Covet to
be represented as intended.
Therefore, management regularly invests in team
bonding activities, held both in-store and out of
work.
Enjoyable activities also serve as an incentive and
motivate a positive work attitude.
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The aims of Covet are further discussed in this
chapter by highlighting how they will be met.

They also indicate how Covet proposes
to do business and stand out from its
competitors.

1. Cater for the various needs
and current demands of the target
consumer...
This is inspired by technology incorporating
multi-functions, offering convenience.
Consumers now expect this from other products
and services.
•

Constantly update and assess services
to ensure a fresh and up-to-the-minute
repertoire. This is done in a number of ways
including reviewing sales history, gaining
client feedback and examining competitors.

•

Present a flexible service by incorporating
hair, beauty, clothing and education. Covet
also provides an experience above any other
shopping trip or salon visit, responding to
the need for consumers to feel they are
gaining more for their money.

•

Provide choice by offering additional services
such as hiring garments, alterations and
couriers to deliver their purchases, all adding
convenience to the client’s experience.
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2. Fill a gap in the market
and broaden the potential
target consumer for vintage
styling...
A gap was identified as a reason for not wearing
vintage clothing. By bridging this gap Covet will
appeal to the aforementioned target consumer.
•

Sharing expertise on fashion history and
style with clients to give an honest and
well-informed service.

•

Providing a ‘multi-era’ experience with the
product range spanning from 1910s-1980s.

3. Provide Birmingham
with high-end, superiorquality
vintage clothing, plus styling and
service...
This is in response to the aforementioned gap in
the market which also included a need for better
quality vintage clothing compared to the existing
competitors, as well as the additional service.
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•

Individually and strategically source vintage
pieces upon observing future trends to
ensure desirability.

•

Provide clients with a luxurious and
comfortable environment that is inviting
and accommodating to their needs from the
service.

In addition, the main aim of Covet is of a financial
nature.

Management has developed a
number of strategies to sustain
the business financially during the
start-up period...
•

Minimum spend on cosmetics orders.
Further orders can be made with a 4-6 week
turn around.

•

Strategic and meticulous buying of vintage
clothing and accessories. An edited
collection of the most
desirable products, as shown from future
trend forecasts, will feature initially.

•

A generous mark-up structure on all
garments will ensure an estimated profit.

•

Gradually recruit staff when business and
cash flow increases.

•

This also means less equipment will be
needed initially.

Success is measured in a number of ways aside
from cash flow.
•

•

Conversions and quantity of daily
appointments
Staff sales and service targets being met or
exceeded
Number of clients on the database

•
•
•
•

Client retention
Retail footfall
Daily and weekly sales analysis
Press coverage

•
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This chapter illustrates Covet’s
profitability through a financial
forecast.
This has been taken into account when seeking
financial support which will be utilised to expand
the business and profitable potential.
A number of risks that may hinder this forecast
have been acknowledged to demonstrate
contingency planning.
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Vintage Stock Sales

Vintage
Stock Sales
Average price per unit £130
£20,000.00
£18,000.00
£16,000.00
£14,000.00
£12,000.00
£10,000.00
£8,000.00
£6,000.00
£4,000.00
£2,000.00
£0.00

Jan

Feb

Mar

Apr

May

Jun

Jul

Aug

Sep

Oct

Nov

Dec

£2,652

£4,212

£4,992

£7,332

£8,580

£11,076

£13,728

£11,799

£12,636

£13,728

£14,040

£18,070
Table 2

HiredVintage
Vintage Sales
Hired
Sales
Average price per unit £60

£3,000.00
£2,500.00
£2,000.00
£1,500.00
£1,000.00
£500.00
£0.00

Jan

Feb

Mar

Apr

May

Jun

Jul

Aug

Sep

Oct

Nov

Dec

£120

£360

£300

£660

£600

£900

£1,260

£1,080

£960

£1,200

£1,680

£2,520
Table 3

Alterations
Sales
Alterations Sales
Price per unit £5

£140.00
£120.00
£100.00
£80.00
£60.00
£40.00
£20.00
£0.00

Jan

Feb

Mar

Apr

May

Jun

Jul

Aug

Sep

Oct

Nov

Dec

£10

£25

£30

£40

£40

£35

£80

£80

£90

£125

£95

£135
Table 4
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Sales from Hair & Beauty Services
Average price per unit £40

£7,000.00
£6,000.00
£5,000.00
£4,000.00
£3,000.00
£2,000.00
£1,000.00
£0.00

Jan

Feb

Mar

Apr

May

Jun

Jul

Aug

Sep

Oct

Nov

Dec

£720

£1,000

£1,640

£2,360

£2,720

£2,920

£3,480

£3,400

£3,360

£3,520

£3,920

£6,600
Table 5

Bésame Cosmetics Sales
Average price per unit £17

£1,200.00
£1,000.00
£800.00
£600.00
£400.00
£200.00
£0.00

Jan

Feb

Mar

Apr

May

Jun

Jul

Aug

Sep

Oct

Nov

Dec

£119

£238

£374

£357

£612

£765

£1,037

£867

£731

£833

£952

£1,105
Table 6

Mavala Nailcare Sales
Average price per unit £7

£600.00
£500.00
£400.00
£300.00
£200.00
£100.00
£0.00

Jan

Feb

Mar

Apr

May

Jun

Jul

Aug

Sep

Oct

Nov

Dec

£70

£161

£203

£224

£287

£343

£448

£413

£399

£483

£476

£532
Table 7
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2011

ASSETS
Current Assets
Cash £

182,840.00

Stock £

33,491.50

Other £

0.00

Total Curent Assets £

216,331.50

Fixed Assets
Equipment £

1,996.00

Furniture &
fixtures £

15,000.00

Total Fixed Assets £

16,996.00

-Depreciation £

(1000.00)

TOTAL ASSETS £

232,327.50

LIABILITIES
Current Liabilities
Sales tax/VAT £

36,568.20

Payroll tax £

7,779.74

Premises £

36,568.20

TOTAL LIABILITIES £

80,916.14

NET CURRENT ASSETS £

151,411.36
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Covet has seen a steady increase in cash flow
since opening. Management is proposing a
number of changes in order to allow the business
to expand and continue to grow.
Management is investing £15, 000 and is seeking
equal investment which will collectively subsidise
the expansion of the business to stand-alone
premises.
Whilst Selfridges has been an excellent platform
for Covet to establish a client base and its’
position in the market, management sees greater
profitable potential in renting a stand-alone unit
at a fixed cost each month.
•

Funds will sufficiently cover costs in the
event of closure and relocation during
renovation.

•

The new, larger space will accommodate
another private dressing room, therefore
Covet will have the capacity to employ an
additional stylist and hair and beauty stylist.

•

Financial support will contribute to wages.
The expansion of the team aims to increase
service and sales figures, furthering the
expansion of the business as a whole.
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•

Management intends to invest in additional
training for all team members to further
skills and expertise, therefore enriching the
service Covet offers.

•

Finally, financial investment will increase the
budget for stock, allowing Covet to stock a
larger, elite selection of vintage garments.

A potential risk to profit and cash flow would be
a delayed cosmetics delivery as these are retailed
and used during manicures, pedicures and
makeup services.
Without cosmetics these services cannot be
carried out, resulting in lost business and
revenue.
Losing the auction for a piece sourced for a
particular customer is a risk as without that
garment Covet loses a sale and potential client
retention.
Finally, a member of staff taking time off work
due to illness means Covet cannot accommodate
clients that have appointments with that
member of staff.
The solution is to share clients with other
colleagues or contact them to rearrange.
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give in to your vintage desires...

Letter from Mavala
Mavala Wholesale Order Form
Mavala Treatment Costs
Bésame Product Information
Bésame Wholesale Pricelist
Selfridges Mystery Shopper Questionnaire
Covet Mystery Shopper Questionnaire
Qualitative Focus Group Results
Quantative Multiple Choice Survey Results
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Covet Mystery Shopper Report
Please score each elements of your Covet experience between 1 and 5. 1 being Strongly disagree and 5 being strongly agree.

Date:
General

1

2

3

4

5

4

5

Team members looked well groomed
You were greeted by a member of staff when you arrived
If staff were busy, you were acknowledged

Retail

1

2

3

You were offered help in a friendly and couteous manner
The sales assistant demonstrated expertise and product knowledge
The sales assistant showed you to the fitting room
The sales assistant offered you additional/alternative products
You were asked if you would liked alterations
You were asked if you would like to register your details for our mailing list?

Services

1

2

3

4

5

Your stylist introduced herself
Your stylist confirmed your details upon your arrival
You were offered refreshments
Your stylist discussed in detail the service you were about to recieve
Your stylist carried out a thorough consultation so you felt confident
You felt comfortable and relaxed during the service
You felt confident with the stylist’s expertise and knowledge
The results were what you expected from the consultation
You were satisfied with the service you recieved
You would rebook another appointment with us

Additional comments
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Focus Group: Friday 5th November 2010
Participants: Becky Nicholas 34, Recruitment Consultant
Cheryl Williams 30, Hairdresser
Nicola Lockett 29, Recruitment Consultant
Sara Cywinski 24, Publishing
Helen Fountain 35, Events Management
1. Do you wear vintage clothing? Why is this?
CW: I have a huge mixture of clothes, some vintage. I get a lot from charity shops.
Some clothes are vintage now because I have kept them so long. I am a creative
person and like to look individual.
BN: I have a couple of things. I’d love to have more but I don’t have time to go hunting for things,
especially as there isn’t much in Birmingham
SC: I don’t really have anything because I don’t know what is good or how to style it. I’m not sure if it
suits me either.
HF: I have quite a lot of stuff, mainly things I wear out on the weekends. I don’t really anything when
I’m there. Most of the vintage stuff I have got is from London as the shops tend to be higher end stuff.
NL: I enjoy experimenting with clothes but I’m still not sure what suits me. I would love to be able
to wear vintage so I look unique but I can never tell what will work for me. I feel like if I ask a shop
assistant they’ll just be thinking about commission.
2. Where do you shop for clothing?
NL: The usual really, Topshop, H&M, River Island. I go to Selfridges quite a lot because they have a lot
of brands that I like and I can get them all in one place, it’s easier.
BN: I don’t get time to go shopping that much but because the Bullring is open until 8 I can go there
after work. For work clothes I go to Karen Millen and Oasis, those kind of places. I also like Topshop
because it’s so fashionable, they have some stuff that looks vintage in there.
SC: I’m really excited that Forever 21 has come to Birmingham. It’s nice to have something a bit
different. Apart from places the others have said I do like going to London and buying brands you can’t
find here, like the ones in the Topshop concession department.
HF: I buy quite a lot offline as well, mainly from ASOS, they have so much stuff on there. There are a
couple of vintage websites I have seen but I’m not sure if I would trust buying something second hand
on the internet, it’s too much hassle if it’s not right.
CW: Everywhere and anywhere. I love mixing styles, like vintage with high street. I don’t really follow
trends so I’m not bothered if something is brand new, I like looking different so I don’t restrict myself
to a few places. The high street is great but I like trying new things.
3. Have you visited vintage clothing stores in Birmingham? What did you think?
CW: I go in COW vintage sometimes as well as look at the vintage stuff in Urban Outfitters. There is so
much of it in COW though and a lot of it looks the same. You have to spend a long time in there to find
something decent.
BN: I’ve been to a couple of vintage markets at the weekend too. Sometimes they’re good but often
they’re a bit hit and miss and like Cheryl said everything looks the same.
SC: I’ve been in COW once and found it very overwhelming. The staff weren’t very helpful when I
wanted something that was hanging on the ceiling as well. I’m not sure where else there is to go
though.
HF: I make an effort to go to the vintage markets at the weekend but I hardly buy anything when I’m
there. Most of the vintage stuff I have got is from London as the shops tend to be higher end stuff.
NL: I’ve heard of COW, like everyone probably, and I’ve seen the one on Corporation
street but I’ve not gone in yet. The window display looked like 1980s stuff which
doesn’t interest me, it just looks dated. Something would have to me more special than
that for me to wear vintage.
4. Does vintage clothing appeal to you? Why?
CW: I love vintage clothing. I love looking unique and I get that from vintage clothing because no two
things are exactly the same. It’s fun trying to find things too.
BN: I like how it’s unique but I’d only want it if that era or style was in fashion anyway because I don’t
want to look dated and frumpy.
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HF: The things I have just seem better quality than clothes that are made now too. I suppose if it has
lasted over 30 years already it must be good quality. But I have clothes from the high street that wear
out and look tatty in under a year.
NL: I like how some people look so timeless in vintage things. You could look at a photo of them and
you wouldn’t be able to tell when it is.
SC: I like the idea of having something no one else does and standing out. I’d find it exciting finding
something I know is valuable and owning it.
5. What are your reservations with vintage clothing?
SC: Wearing something that doesn’t go with the rest of my stuff. Also, I don’t feel like I know enough
about fashion and vintage clothing to be able to find something that is good. I’d just end up with some
tat knowing me!
BN: The time it takes to find things. Vintage shopping seems to take longer than nipping into Topshop
and getting something. It’s not very convenient. Plus, the main vintage shop in Birmingham, COW, is a
walk away from the city centre.
NL: I’m not that sure of what suits me really and I think because the high street sells what is
fashionable that’s already easier. It’s almost like the trends tell you what to wear but with vintage
clothes no one does that.
HF: Trying to find decent vintage clothing that is flattering and good quality. Especially in Birmingham.
Most of it I would just class as second hand, not vintage.
CW: Whether I’ll actually get any wear out of it. Also, I don’t actually know how much things are worth
and sometimes think that something is too expensive.
6. Would you be prepared to pay comparative prices for a vintage designer piece to that of a new
one?
SC: Again, I don’t know enough to know if it is worth it. How is vintage clothing even valued? Perhaps
if it was a designer name I recognised.
CW: I agree, if it was a designer I recognised or I knew something about the history. I guess I could
justify the price if I knew why it was worth that much.
NL: I don’t mind spending more money on anything if I know it is worth that money so probably.
Especially if I loved it enough.
HF: If I was sure it was real and the quality was good. I’d want to know a lot of information about the
piece before I bought it. I always want to now anyway, I’m curious about where it came from.
BN: If it was what I was looking for, for a particular occasion or if I’d had something in mind for a while
then I think it would be worth it. Plus, if I knew it was collectable or if it was a style or era I really love,
this would probably add to the value as well as the label, for me.
7. Would you expect a vintage designer piece to be worth less or more than today’s version?
HF: I think it would depend what era it’s from and how rare it is. If there’s millions of the same thing or
if it is dead stock then it’s obviously not worth that much. I guess it would depend on how popular the
designer is nowadays too.
SC: I would have thought some things are worth more, like antiques?
NL: I wouldn’t have a clue. Before you said that I would have thought it was less because they’re less
fashionable.
CW: I would say more because there is less of them in the world so there will be some people who will
want them more.
8. When you have been to a vintage shop what kind of help have you received from the sales
assistants?
SC: The few times I’ve been in to a vintage shop I haven’t really received any service. They might have
said hello to me when I come in. Apart from that one time when they wouldn’t take that bag off the
display I haven’t received anything to restore my confidence.
CW: It hasn’t been that much different from any other shop if I’m honest.
HF: It depends where you go I suppose. I have noticed the better shops in London have staff that know
a bit more about the pieces and talk about them but no one’s really helped me.
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9. Would you like to receive styling tips and advice when shopping for unique pieces?
SC: I think that would help me with knowing whether something is good or not. If someone told me
if something suited me without trying to sell me something I think I would feel more confident with
what I was buying.
BN: That would be good, or it’d be good to know you can approach staff with your ideas and they help
you so it doesn’t take so long to find something particular.
CW: It’d be good to have some information about what era something is from so I can style it with
other stuff and look good.
HF: If you’re spending a lot of money on something or if it’s special then they should be proud of that
and talk about it. It’s always nice to be told the truth and given help, whatever you’re buying. It’s rare
that people in shops go out of their way for a customer.
NL: I’d like shop assistants to help me figure out what suits me. I guess I could have personal shopping
appointments to find this out but I’d feel obliged to buy something.
10. How often do you have your hair styled?
SC: About every two months. I find it quite expensive to have it cut and coloured quite a lot. I’ve had it
styled when I went to a wedding once but it wasn’t that great, it looked boring.
NL: Once a month probably. I like to keep it looking neat. Again though, I’m never sure if it suits me.
HF: Apart from regular cuts I go and have my hair blowdried when it is a special occasion, it makes
such a difference to how I feel.
BN: About once a month or whenever I feel like a change, which is quite often. I get bored easily.
11. How often do you have beauty treatments such as manicures and eyebrows?
BN: Hardly ever. The salon I go to doesn’t offer things like that and I don’t have much time apart from
after work when a lot of places are shut so I don’t bother.
HF: I like to treat myself to things like that when I go out.
NL: I like having my makeup done on cosmetics counters in department stores. I always feel like I have
to buy something after though when sometimes I just want to learn how to do something.
CW: I like to treat myself to things like this quite a lot. I have friends who do beauty but sometimes it’s
too time consuming going to separate people for things.
SC: I go and have my nails done when it’s a special occasion because I can’t do them myself. I like
having my makeup done in the shop too but sometimes they rush and never do a very good job. I
don’t feel like buying anything from them after that.
12. Would you say there is a gap in the market for combining vintage clothing with nostalgic styling
such as hair and beauty as a single business?
NL: That sounds really good. I’m not sure if I would want all of that but maybe if I could get a modern
hairstyle instead.
SC: I think that would be really good because I’d think the people there would help you out and give
you advice.
CW: Sounds good fun, a really girly experience.
BN: Sounds convenient too, getting everything done under one roof.
HF: I would love having everything done in one place because the people there would know what you
want and you wouldn’t have to keep explaining.
13. Do you think it would do well in Birmingham?
HF: There is nothing like this in Birmingham so yes! There are similar things in London and I think
that’s why a lot of people, including me, go there to buy vintage clothes.
14. Do you think there is a gap in the market for businesses that cater for multineeds,
like a one-stop-shop?
BN: Definitely. If people are really busy in their jobs they simply don’t have enough time on their
hands to pamper themselves and do nice things like this. If you could pop in to one place and have it
all done it would probably save a lot of time.
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Combined Multiple Choice Survey Results from studies of four locations
•
•
•

Sutton Coldfield Vintage and Arts Fair on Sunday 17th October 2010 (75 participants)
The Birmingham Saturday Flea Market on Saturday 6th November 2010(25 participants)
Birmingham Bullring outside Selfridges, Various levels Friday 12th November 4pm-6:30pm (30
participants)
• www.surveymonkey.com (50 participants)
Total participants– 180
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What is most appealing about vintage clothing?
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Would you like to see a business that caters for this in Birmingham?
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