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Limited Product
Range

Lack of Sustainability and
Trandsparency

Lack of Physical Presence

Mid-Range Price Point

Limited Size Range

Pain Points of :

Key brand issue
that will be 
focused upon 

“The menswear market will grow faster than
womenswear over the next four years, expanding to

£420 billion by 2026” (BOF, 2023).

Executive summary
REDEFINED is a menswear range that will enable the diversification of
Oh Polly’s brand portfolio. It creates a new customer base and taps into
the growing menswear market. By showcasing innovative and versatile
designs tailored for fashion-forward men, REDEFINED will not only
capture attention but also strengthen Oh Polly's competitive edge in the
fashion industry.  This strategic expansion promises revenue growth and
increased brand visibility, improving  Oh Polly's market presence and
paving the way for sustained brand expansion.

DIVERSIFICATION

PRODUCT LINE EXPANSION

TARGET MARKET ALTERATION



Consider
expanding to
new markets

Launch website for the new co-brand, along side launching social media accounts,
such as Instagram and Tik Tok.  Create targeted promotions and utilise influencer
marketing while simultaneously collecting data on which type of consumer is
engaging with their content.

Pop up stores in major cities, promoting the mobile app and gaining brand
exposure. Launch of a new product range for S/S 2025 after analysing the
success of the first launch.

Launch Website
& Social Media

Pop Up Stores
& New

product range

Depending on the success of the co-brand, Oh Polly could consider
expanding into new markets such as other countries globally. They could do
this by collaborating with foreign content creators on social media to
engage with consumers in different areas. 

A/W 24

S/S 25

A/W 25

Strategic timeline 

ENGAGEMENT
Focus on building strong relationships with
customers through social media interactions.

INNOVATION
Prioritise creating a unique product range to
differentiate from competitors.

EXPANSION
Expanding their brand presence by exploring
new demographics.

Strategic Direction



TARGET CONSUMER 

Lena Siller: 10838144

This is ‘Alex’ 
A s  a  2 5 - y e a r - o l d  f i n a n c i a l l y  s t a b l e
i n d i v i d u a l  w h o  s t u d i e d  b u s i n e s s  m a n a g e m e n t
a t  u n i v e r s i t y ,  h e  h a s  a  s u c c e s s f u l  c a r e e r
w h i c h  h e  e n j o y s .  H i s  m a i n  i n t e r e s t s  o u t s i d e
o f  w o r k  i n c l u d e  f a s h i o n ,  m u s i c ,  a n d
s p e n d i n g  t i m e  w i t h  h i s  f r i e n d s  w h o s e
o p i n i o n s  h e a v i l y  i n f l u e n c e  h i s  e v e r y d a y
l i v e s .  H e  w o u l d  d e s c r i b e  h i s  s t y l e  t o  f o l l o w
t i m e l e s s  t r e n d s  i n c l u d i n g  t h e  o l d  m o n e y  a n d
S t o c k h o l m  s t y l e  w h i c h  i s  c u r r e n t l y  a  v e r y
p o p u l a r  a n d  t r e n d y  s t y l e  o n  s o c i a l  m e d i a
a p p s  i n c l u d i n g  I n s t a g r a m ,  T i k T o k  a n d
P i n t e r e s t .  I n f l u e n c e r s ,  a d s .  P o s t s  o n  t h e s e
p l a t f o r m s  h a v e  s w a y e d  h i s  t a s t e s
s i g n i f i c a n t l y  a n d  s h o w n  h i m  n e w  s t y l i n g
i d e a s  t h a t  h e  i s  a l w a y s  k e e n  a n d  o p e n  t o
t r y i n g .  A l t h o u g h  h e  i s  e a g e r  t o  e x p r e s s
h i m s e l f  i n  a n  i n d i v i d u a l  a n d  u n i q u e  w a y ,  h e
c a r e s  d e e p l y  a b o u t  w h a t  o t h e r s  p e r c e i v e  o f
h i m  a n d  l i k e s  t o  p u r c h a s e  b a s i c  g a r m e n t s
t h a t  h e  c a n  e l e v a t e  u s i n g  e x c l u s i v e
a c c e s s o r i e s  t o  a d d  h i s  o w n  t o u c h .  A l e x  i s
v e r y  l o y a l  t o  t h e  b r a n d s  h e  p u r c h a s e s
a c c e s s o r i e s  f r o m ,  l i k e  h i s  c a p s  w h i c h  h e
e x c l u s i v e l y  b u y s  f r o m  R a l p h  L a u r e n  t o  f i t
t h e  a e s t h e t i c  h e  i s  s t r i v i n g  f o r .  I n  t e r m s  o f
g a r m e n t s ,  h e  h a s  s e v e r a l  r e t a i l e r s  h e
g r a v i t a t e s  t o w a r d s  w h e n  p u r c h a s i n g  n e w
c l o t h e s ,  h o w e v e r ,  i s n ’ t  p a r t i c u l a r l y  l o y a l
t o  a n y  o f  t h e m  a n d  i s  o p e n  t o  t r y i n g  n e w
b r a n d s .  H e  c a r e s  m o r e  a b o u t  s t y l e ,
c o m f o r t ,  a n d  a c c e s s i b i l i t y  t h a n  q u a l i t y
s i n c e  h i s  p r e f e r e n c e s  c h a n g e  c o n s t a n t l y .

Online shopping is his preferred style of purchase since he can do it in the
comfort of his own aesthetically designed two-bedroom flat in the city
centre, but he does enjoy occasionally going shopping with his girlfriend
who is also into fashion and shops at Oh Polly frequently for date night
outfits. He cares most about his girlfriend’s opinion, so is always finding
new ways to impress her like buying from shops she recommends. She
recently mentioned a new sister brand called REDEFINED by Oh Polly,
which he knows she loves, so he is keen to try out their new launch of
spring summer clothes that will come out in March 2025. Alex doesn’t
gatekeep where he gets his clothes from, so he will spread good word of
mouth for all brands, big or small, dependent on whether the clothes suit
his style.



30 Reg
34 Short
36 Long
40 Reg
44 Short 

REDEFINED Spring/Summer 25
Boston button down shirt

COLOURS:

XS    S    M    L    XL    2XL 

SIZES:

PRICE:

£35

PRODUCT CODE: RDF0001

MATERIAL COMPOSITION:

80% linen & 20% cotton  

COLOURS:

XS    S    M    L    XL    2XL 

SIZES:

Tyler T-Shirt

PRICE:

£25

PRODUCT CODE: RDF0002

MATERIAL COMPOSITION:

97% cotton & 3% elastane 

COLOURS:

XS    S    M    L    XL    2XL 

SIZES:

Bradley buttonless polo shirt

PRICE:

£30

PRODUCT CODE: RDF0003

MATERIAL COMPOSITION:

50% linen & 50% cotton 

COLOURS:

XS    S    M    L    XL    2XL 

SIZES:

Noah knit sweater

PRICE:
£40

PRODUCT CODE: RDF0004

MATERIAL COMPOSITION:

60% polyester & 40% cotton

XS    S    M    L    XL    2XL 

SIZES:

COLOURS:

PRICE:
£70

Calvin casual blazer

PRODUCT CODE: RDF0005

MATERIAL COMPOSITION:

70% linen & 30% silk 

COLOURS:

PRICE:
£60

XS    S    M    L    XL    2XL 

SIZES:

Simon smart jacket

PRODUCT CODE: RDF0006

MATERIAL COMPOSITION:

98% cotton & 2% elastane

COLOURS:

SIZES:
29 in
31 in
33 in

32  34  36   38   40  42  44
32  34  36   38   40  42  44
32  34  36   38   40  42  44

Justin jeans

PRICE:
£45

PRODUCT CODE: RDF0007

MATERIAL COMPOSITION:

99% cotton & 1% elastane

COLOURS:

SIZES:
29 in
31 in
33 in

32  34  36   38   40  42  44
32  34  36   38   40  42  44
32  34  36   38   40  42  44

Thomas trousers

PRICE:
£45

PRODUCT CODE: RDF0008

MATERIAL COMPOSITION:

75% cotton & 25% polyester

COLOURS:

SIZES:
28 Short
30 Long
34 Reg
38 Short
40 Long
44 Reg 

28 Reg
32 Short
34 Long
38 Reg
42 Short
44 Long

28 Long
32 Reg
36 Short
38 Long
42 Reg

30 Short
32 Long
36 Reg
40 Short
42 Long

Samson shorts

PRICE:
£38

PRODUCT CODE: RDF0009

MATERIAL COMPOSITION:

99% cotton & 1% elastane

30 Reg
34 Short
36 Long
40 Reg
44 Short 

R E D E F I N E D  b y  O h  P o l l y  w i l l  l a u n c h  t h e i r  d e b u t  S p r i n g / S u m m e r  2 0 2 5  c o l l e c t i o n  i n
M a r c h  2 0 2 5  t o  t a r g e t  t h e  p r o f i t a b l e  m a l e  m a r k e t  w i t h  t h e  1 2  p i e c e s  p i c t u r e d  a b o v e .
T h i s  l a u n c h  w i l l  i n c r e a s e  t h e i r  b r a n d  r e c o g n i t i o n  a n d  a l l o w  t h e  g e n e r a t i o n  o f  b r a n d
l o y a l t y  t h r o u g h  t h i s  t i m e l e s s  y e t  t r e n d y  r a n g e .

COLOURS:

SIZES:
28 Short
30 Long
34 Reg
38 Short
40 Long
44 Reg 

28 Reg
32 Short
34 Long
38 Reg
42 Short
44 Long

28 Long
32 Reg
36 Short
38 Long
42 Reg

30 Short
32 Long
36 Reg
40 Short
42 Long

Sawyer shorts 

PRICE:

£38

PRODUCT CODE: RDF0011

MATERIAL COMPOSITION:
75% cotton & 25% polyester

COLOURS:

SIZES:
6    7    8    9    10   11    12

LOGO

Spencer smart sneakers

PRICE:
£45

PRODUCT CODE: RDF0010

MATERIAL COMPOSITION:
Mesh upper &100% rubber sole

LOGO

COLOURS:

Timothy tote bag

PRICE:

£15

ONE SIZE

PRODUCT CODE: RDF0012

MATERIAL COMPOSITION:
100% cotton

LOGO

Lena Siller: 10838144

Silk

Rubber
Leather

Cotton Po
lyester

Cotton
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Supply Chain Timeline.

Future 

use social media to
promote its

sustainable initives

consider expanding
 to new markets, with

its eco-friendly
supply chain

2024

partner with ethically 
minded stakeholders

To support Oh Polly sub brand launch  REDEFINED. It is suggested that Oh Polly need to enhance the product
range and physical presence to expand its target market. Specifically, improving their brand image through
creating a sustainable supply chain, to maintain competitive edge in the fashion industry. This is done by focusing
on conducting eco-friendly business operation, with keeping sustainability and transparency as core values for the
company. By managing three key aspects called the triple bottom line, which involves social, economic and
environmental factors, helps undergo sustainable actions. Through doing this it will aid the business to generate
popularity as the business directly targets the gen Z environmental demands, as this market are informed
consumers and driven to make greener purchasing choices. 
 
The strategy of the more eco supply chain will increase consumer loyalty, as the brand focuses on being
transparent with its production processes, which creates a sense of trust and assurance between the new consumers
and the brand, this may lead to increase in consumer retention purchases, leading to increase profits and capital
for the business.  

Sustainable Supply Chain Management 

Group 10- Jade Tomlin: 10884256

Research Method Used  
The reports conducted research through internal and external analysis to gather insights where Oh
Polly current strengths and weaknesses lie in order to draw conclusion on development of the
strategic supply chain. from the results of the analysis Oh Polly supply chain has room of
improvement on transparency, sustainability, cost, social responsibility and digital innovation. 
internal analysis: value chain, swot, marketing mix, adoption curve
external analysis: PESTLE ,Porters 5 forces



SUPPLY CHAIN VISUALISATION

Oh Polly has recently
implemented resourceful
materials through
collaborating with the
supplier that produce
TENCEL™ Modal fibres
derived from renewable
sources. However, due to
the company launching a
new sub-brand, it is
obvious that the brand
should expands its
product range.
Therefore, having a
partnership with ethical
suppliers that can
manufacture all
REDEFINED range
from renewable materials
can re-script the brand
into an entire eco-
friendly business. as this
achieves the objectives
of:

Improved product
range 

1.

Improves
transparency and
sustainability efforts. 

2.

Specific time-line to overcome these issues, 
when moving to the menswear market.  

 

 Future 

Partner with organic cotton farmers
to produces renewable materials 
(short-term:  find partnerships 

in the first 3-6  months)

Adopt renewable energy sources
to reduce carbon footprint, use

RFID tags on garments to present
authentication ( mid-term: 6

months- 1 year )

 Uses workforce management
systems to track labour data's

( mid-term: within the first year) 

Obtain NFC tags within apparel 
to create visibility 

between the brand and the
consumer (long-term 2+ years
after strategic implementation)

2024
RI

SK
 A

SS
ES

SM
EN

T

By implementing sustainable practices, the company attracts a growing
market of environmentally conscious consumers. Due to the improved
supply chain reducing costs associated with waste management and raw
materials sourcing. Additionally, positioning the brand as innovative and
socially responsible, can enhance their reputation and attract partnerships
and collaborations. These may have positive economic impacts such as
profitability, market positioning and long-term growth 

JUSTIFICATION OUTPUT VISUALISATION 

Group 10- Jade Tomlin: 10884256



Influencer marketing 

1 Increase Brand Awareness 

2 Drive Traffic to Website

3 Generate Buzz and Engagement

Emily Pollington: 10910126

As Redefined enter the competitive menswear
market they will require strong marketing
strategies to separate themselves from existing
competitors and catch the attention of target
consumers. Influencer marketing, in particular,
has evolved as an effective brand promotion
technique, utilising social media influencers'
credibility and reach to connect with consumers
and increase brand visibility. Building upon the
success of influencer marketing in promoting Oh
Polly, Redefined can also use this technique to
effectively engage with its target audience,
establish a relationship with consumers, and
drive growth in the menswear market.

Strategic Goals

Justification
In recent years, there has been a significant
shift in the landscape of influencer marketing,
with male fashion influencers gaining
popularity. This trend indicates a rising
number of males who actively showcase their
lifestyles and personal styles whilst also
looking to others on social media for
inspiration (LTK, 2021). As the menswear
industry grows, fashion labels have found that
engaging with male fashion influencers
improves social media visibility, drives sales
growth, and broadens their reach to new
audiences.

Influencer marketing aligns with Redefined's
target consumer base, which consists
primarily of fashion-conscious males aged 20
to 35 who desire smart-casual clothing with a
Scandinavian flair. This demographic is active
on social media platforms, especially
Instagram, where they look for fashion
inspiration and trends. By collaborating with
influencers whose style is consistent with
Redefined's simple yet refined aesthetic, the
business can effectively use their influence to
gain the attention of their target audience.

When used effectively influencer marketing can: 

Increase the brand’s
reputation,

credibility and
consumer trust.

Create long term
relationships with

consumers and increase
brand advocacy.

Increase brand
visibility and social

media presence.

Drive traffic to the
brand’s website and

increase revenue.



Relevance:
The influencer's content, style, and audience closely

align with Redefined's brand identity and target
demographic, including their fashion preferences,

lifestyle, and values.

Engagement:
 Evaluation of the influencer's engagement

metrics, including likes, comments, and shares;
high engagement rates indicate an engaged

follower base.

Authenticity: 
Influencers who authentically incorporate

sponsored content into their feed and maintain
a genuine connection with their followers. This
is key to building trust and credibility with the

viewers.

Reach: 
Macro influencers will be utilised to enhance
brand visibility and reach a wider audience,
while micro influencers will be leveraged to

foster connections and engagement with niche
segments of the target market.

Other Factors Considered:
Other factors such as the age of the influencer,

where they are based, their reputation and
content quality are also important factors that

have been taken into account.

Instagram
48%

Tiktok
40%

Pinterest
8%

Youtube
4%

92% of males aged 20-35
said outfit inspiration
and styling tips is their
preferred content from

fashion influencers.

Emily Pollington: 10910126

Picking the Right Influencer
As a sub brand of Oh Polly, Redefined can leverage the

resources and established network of its parent company
to afford influencer marketing campaigns. Multiple

factors have been considered to ensure the influencers
align with Redefined's brand values and target audience:

M A C R O  I N F L U E N C E R S

M I C R O  I N F L U E N C E R S

Most used Social Media
platforms for fashion
inspiration by fashion

forward men aged 20-35

Primary Research
(Authors own, 2024)

76% of respondents noted that sharing a similar
fashion sense to an influencer significantly boosts

their influence.

Output



How often do you buy fashion items for yourself?

0 5 10 15 20 25 30

Everyday

A few times a week

Once a week

A few times a month

Once a month

Less than once a month

A few times a year

Online - mobile phone
33.7%

In-store
31.6%

Online- laptop
27.4%

Other
5.3%

Through a retailers own website
60%

Through an e-commerce store
25.7%

Through a mobile app
14.3%

CONSUMER BEHAVIOUR AMONGST MEN 

How do you prefer to shop online?

What is your preferred method to make purchases?

BUY NOW PAY LATER. ‘64% of online shoppers
have purchased items

via some credit means in
the past year’
(Mintel,2023).

‘34% of male 16-24s say
recommendations using AI
would encourage them to

shop more frequently’
(Mintel,2024)

welcome to Redefined!

SUBSCRIBE TO OUR MAILING LIST IN ORDER TO RECEIVE
EXCLUSIVE PROMOTIONS AND REGUALR UPDATES ON
OUR SEASONAL SALES.
ENTER YOUR EMAIL NOW TO CLAIM 25% OFF YOUR
FIRST ORDER!

When analysing men's spending behaviour, there a
few key trends to consider. Firstly, they tend to
prioritize quality and durability when making
purchases, leading to fewer purchases than women
as they invest in garments that will last them.
Continuing from this they value practicality and
functionality, this refers to clothing garments but
also shopping techniques, i.e. a simple, easy to
navigate e-commerce.

Its believed that men enjoy finding the best deals and
discounts when shoppingfor fashion items. The cost of
living crisis has effected everyone's personal spends and has
encouraged the use of buy now, pay later schemes, for
example Klarna, allowing people not to spend large sums at
once but still able to make purchases for themselves.

AI technology helps improve the
shopping experience for men buy
using ChatGPT, to give
recommendations and help create
the perfect size guide. This helps
create a personal touch, creating
strong rapport between the brand
and consumer.

Brodie Perkins 10869592



R

REDIFINED

http://www.redifined.com

REDIFINED

YOUR NEW LINEUP

NEW IN

SHOP THE NEW SEASON

meNS footwear oh Polly

FREE NEXT DAY DELIVERY WITH CODE ‘REDIFINED2024’ 

Search items....

AR 360 VIEW OF PRODCUTS

AI VIRTUAL ASSITANT

BUY NOW PAY LATER

LOYALTY REWARDS ACCOUNT

Loyalty rewards system

R REDIFINED

REDIFINED
REWARDS

WAYS TO EARN POINTS

CREATE AN ACCOUNT JOIN OUR MAILING LIST MAKE YOUR FIRST ORDER

Welcome, Alex!
Total points left: 500 
Total points used: 0
Total points earned: 500

Your AccountREDIFINED REWARDS ORDERS

500 POINTS 300 POINTS 1000 POINTS

Alex.turner03@gmail.com

R R

DENIM

CHINO

R

Hey, can I help you find

any certain products?

Yeah, i’m looking for some

well fitted, trousers. 

I can help with that! Enter

your measurements and

select your preferences

below: 

What colour garments

are you interested in?

BLACK WHITE BLUE

BROWN GREEN

TAUPE ORANGE RED

What style trouser are

you interested in?

CARGO JOGGER

FORMAL

Width ... (INCH)

Length ... (CM)

Based off your
preferences, here’s
what I recommend:

Click each image for product info! 

If there is anything else I can help

out with let me know!

AI RECOMMENDED
SIZING

Brodie Perkins 10869592

‘BUY THE
WHOLE LOOK’
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Lena Siller: 10838144 Jade Tomlin: 10884256 Emily Pollington: 10910126 Brodie Perkins: 10869592
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