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Skims' current gradual price increases

Summary

and

slower replenishment rates (Figures 1 & 2),
compared to a 68% replenishment rate and
32% sold-out rate in 2022 (Mondalek, 2022),

have also forced skims to rely on discounts

s to

keep sales suble and prevent excessive
inventory build-up. To address these issues,
Skims has continued to diversify its product

categores andsocal mediscampaigns but s

ignored starting with the consumer's
experience and industry feedback. So, is it
for Skims to change?

Figure 1: Skims' History of Price Increase (Edited, 2024

kims is a solution-focused DTC brand for new.shaping
underwear founded by Kim Kardashian West. In just
five years, it has captured significant market share and
is valued at Sbn. However, situational analyses can
identify a number of key issues (Figure 3), which
indicate that the brand's competiciveness is fading. The
strategic direction of Skims was assessed by Ansoff
Matrix (Figure 4), and the development plan for Skims
25 years has been developed by looking at
the brand's current business strategies Figure 5).

Figure 2: Skims’ History of Replenishment (Edited, 2026)
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Figure & Ansoff Matrix (Strategic Development Report, 2024)

Incorporating detailed analyses of the internal and external
environments, and in-depth consideration of market
trends and vacancies in the Strategic Development Report,
the report highlights five recommendations for Skims'
future strategic planning around expansion, innovation,
and sustainability (Figure 5). These recommendations are
based on a combination of the two strategic directions of

vertically and horizontally while spreading the risk.
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Glohalisation Expansion Strategy

Key issue:

No offline store:
SKIMS is only available in
department stores in popular cities
in Europe and North America

Market vacancies:
North America and Burope only,
Asia-Pagific, Africa and South

rica are not available

Limited customer base:

o limited to Europe and

e United States

Key strateqy

‘Tapping into regions with

spending power

Continuously monitor *
ﬁ and adap pchaning
‘market conditions

-

Gradually

‘minds of local
\ consumers
Continuous
‘monitoring of %
the changing
Tocal market

Collaborate with

ts, and
il celebrities

Objectives:

SKIMS' main markets are in the US and Europe and there are no
brick-and-mortar shop openings, with a new round of funding
underway, SKIMS is valued at a whopping S4bn (BOF, 2023)
Kim Kardashian is one of the co-founders of Skims, which owes its
success o its large social media fan base of love and followers, so

‘maintaififig its cuFfent stellar Status‘and cxpandifig the market is
the next step for the brand,

As of now SKIMS is present in New York and London with
dircél-to-consumer pop-ups i department  stores such as
Nordstorm Ine. and Selfridges, and the company is weighing
international lagships as well after SKIMS is tested in cifies such
as Paris and Hong Kong in 2023, On its online shop, 20% of
SKIMS customers come from abroad SKIMS co-founder and
CEO Jens Grede says: “Our strategy going forward is to open
important stores in the world s most important cites.”

Asia-Pacific hotspots with
potential for high growth
spending power rates

© Tokyo

E © osaka
v © Beiling
[ N © shanghai
ol . ' © seoul
© Huala Lumpur
Expanding its
distribution
1 7, S, channels and
” \‘ supply chain
logistics.
\
Collaborate with Launch of a
specialised

local artsts,
designers and

influential

celebrities

apparel line
and opening of
flagship shops

@,
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Objectives

~Conduct extensive market research short-term
“Resonate with customer base n expanding counties o=
. Ullah and Khan state that Japunese consumers are known for paying more attention to qualiy. deai and
cratsmanship (2024) and if SKIMS were o expand into the Japancse market, it would need 10 invest mor time

 money into rescatching thir fabric, craftsmanship, and product detal i order to meet the needs of the

helpa
resonate with €ustomers in riew markets (Khar, 2023) in orderto conduet business more effectively and
efficienly.

e
tists, designers.

Mid-term ~Continuousy monitor an
“© local

~Gradually strengthen the brand image in the mmda of local consumers
e.2. explore collaborations with well-known local Japanese artists or Japanese pop culture icons to create limited

edition collections. Open flagship shops in popular cities such as Tokyo and Osaka to build a strong brand image
in Japar

<Espandn s disclution shansels and ply han Iogis 1 acomodtc Long-term

growing demand in different countries and regi

e investing in production facil

ies in the Asia-Pacific region and developing @ supply chain to reduce.
5 v

Risk Assessmen
~Cultural insensitiv g backlash due to the misalignment with the local values and norms,
local o
“Supply chain and Iog\)nu challenges in the new markets
~Regulatory hurdles or trade barriers that could impact pmducl distribution and pricing.
~Economic or political instabilty n the target markets might affect consumer spending and market conditions.

Justification:

Expand SKIMS' business overseas by utilising key strategies to develop regions with strong growth rates in
spending power to address weak overseas market expansion. In addition, while cxpanding its markets SKIMS.
should become more customer-focused by conducting comprehensive research on local consumer preferences
and market analysis, continuously monitoring and adapting to changing market conditions, and personalising
SKIMS' products to better meet customer needs.

By utilising these large and lucrative markets in the Asia Pacific region, SKIMS can diversify its revenue streams
and increase its global awareness and brand image. Therefore, SKIMS should utilise its brand capital,
innovation and customer-centric approach to capture a major share of these high-potential m: and
interaaional market cxpansion i et for SKIMS 1o suste s -olth 8hd sera Gompeive 7 the
elobal apparel and fashion industry




Online Apparel
Mass Cuslomization

“This project will create a proposal for Skims to build an
online apparel mass customisation system that will focus
on the short and long-term benefits to stakeholders,
reducing the negative impact of branding issues and
protecting the brands  connection  with _ existing
consumers. In_addicion, it will present how different
digital techniques can be used to improve the efficiency
of the customisation supply chain and the consumer
experience in the pre-purchase, during-purchase and

Identified key Issues
Wrong Sizing

#

;@?
8

Poor Suslainabiity

Supply Chain Crisis

post-purchase phases.
WHY Online Apparel Mass
Customisation?

From the market aspect, it can be learnt
that the global customised apparel market
is still growing at a CAGR of 7.22%
despite the fragmentation (Figure 1); from
the consumer perspective, Vogue Business
illustrates that consumer demand  for
customisation is 76% higher than other
i but the service
provided by brands is as low as
(Figre 2), a huge gap with huge
opportunities for growth. Over time,
brands offering personalised services will
be particularly effective in increasing
repeat engagement and loyalty. Thus
generating more  data consumer
preferences, which in wm creates a
“flywheel effect’, resulting in strong, long-
term customer lifetime value and loyalty
(McKinsey & Company, 2021).

1220 (e

696%

Figure

Objectives
1. tmprove Produc Fi
Bodysuits are Skims' star products, and the brand should
actively d innovate its products to conform to the
"Solution” orientated brand slogan.

2. Vertical Market Penctration
With the weak and uncertain global economic environment
and increasing competicion in the apparel industry (McKinsey
ipany, 2023), OAMC can help Skims differentiate itself
from its direct competitors and capture market share in
advance.
3. Reduce Inyentory Costs and Risks
iR Renchncat e s cow 25.0% (Edted, 2024),
lower than 68% in 2022 (Mondalek, 2022). This
suggcsv.s that Skims is at i essive inventory stacking,
ich s ot conducive (@ financial gy and redsance to
supply chain crises.

4. Improve Product Lifcey e
Customised products are usually used for a longer period of
time as they are more fit with the customer’s size and
preferences and can be easily repaired and upgraded to extend
the lifecycle of the product, which is good for sustainability
(Lacroix, Seifert and Timonina-Farkas, 2021).

(Technavio, 2022)

Activation (Vogue Business, 2023)
YUIEHAO 10872810



OAMC Implement Process
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Market perspective: emerge (Moran, 2023). Morcover, young people representing
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Sddidon, Skims raised $270 millon in Seres C funding,  Therefore, OAMC Is more sutable fo Skims'trategc objecives.
luing the brand at up o 54 billon (Elson, 2023). S0 the It could be the bsis for the brand's decper market penetraton
Lrand has cnough money to cover the high upfrone  and vertical development of is product lnes. It will s drive
investment and trsning cots, e i il st i

management  profiability (lsacl, Avery, and
Con spective Schisinger, 2029,
Mass customisiion can be 3 winwin for profc and che

environment, assuming consumers can sccept. the long

waitng times and high product costs (Alpekinoglu and

Oradenir, 2023, Atbough customioed prdcts v e
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Recycling System Concept

Two key Issues

¥

=

Poor Sustainability

Ineffective after-
sales service

Objectives & implementation

1. Attaining complete visibility and traceabity

This report sims tocraft  visually engaging and disincive

Ryl Ti v e et
ronmenel sl o il et L)
ihissrategy s a strong emphasi ancin the
epeione which s caloees b i B
cultvates brand loyaly.

Why Recycling
Push to Circular

‘Consumers'willngness o purchase green fashion Increased afier
the epidenmic (Cernansky, 2021). And the growing populariy of

within

oo o et St et

Paired with a digital product passport, a system
enabling consumers to comprehend the recycling
process of their used clothing, including its
processing and utilzation.

2.Enhance recyciing efficiency, minimize waste, and
advocate for ecological sustainablty.
Establish a close partnership with external
companies specializing in chemical recycling.
3.Forge strong connections between consumers and
brands to cultivate loyalty and secure sustained
profitabilty.
Investing in digital technology and utiizing
telligence to manage the recycling
&ysr:m, ol[elmg SUppOrt to consumers bolh pre-
e, during their purchase, and pos

[

Strategic Relevance

(Pamer, 2022
Y, 2022). As consumer behaviours and preferences shit

services will notonly ncrease consumer
logaly, but also create a favourabl brand mage for promotion.
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The lication of digital

Skims  EON

with

product passports in the
consumer journey

n opportuity o inform consumers. A new festure isthe abily o make

Chemical recycling technology

desl for Skims clothing line, which primarily
incorporates srecch nylon,virgin polyester, and

spandes, chemicalrecycling offers notable bencfis.

It effecrively diminishes waste accumulaton and the

e o ceraon, lnw:rmg polluton levels T
and environmenal stain. Moreover, it lays a vial

7ol i xancing enionmental s nd

safeguarding ecosystems.
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CUSTOMER RELATIONSHIP MANAGEMENT

Why focus on CRM?

SKIMS prioritizes CRM systems strategically to enhance customer relationships in a competitive market
by creating personalized, responsive, and engaging customer journeys. The system analyzes customer
data, including purchase history and preferences, to tailor communication strategies and product
recommendations (Kulpa, 2017). This kind of personalized approach boosts the purchasing experience
and aligns with the brand’ s commitment to body positivity and inclusiveness(Weinstock, 2021).

the CRM f: 1going customer dialogue and feedback(Wani, 2023) enabling SKIMS
to quickly address service issues and respond sincerely to feedback, thus building customer trust,
enhancing brand loyalty, and improving market competitiveness.

Identified Brand Issue oy Intended Outcome :
) 3 3)
Ineflective after-sale service: 1.Reduction in response time
c
1.Untimely customer service response m 2Improved efficiency in handling returns

and exchanges

2.Complicated return and exchange (%

rocess 3.Advanced Analytics for better feedback
utiization

3.Poor handiing for payment issue
: 4.High customer engagement and

Result Support increased consumer loyalty and trust

v
Damage customer purchasing experience

and brand image

5.Stronger brand competitiveness in the
. fashion industry

Market Research

With the rise of onlifie shopping and social networking in recent years, consumers have more
choices and are exposed to more information; accordingly, fashion retail has shifted it focus form
product design to customer service to some degree. And the customer relationship management
has|become increasingly important for the success of a fashion retail business.

Effective customer relationship management involves providing timely and useful assistance to
customers throughout the whole customer journey. Especialy in the competitive industry, a strong
customer is a crucial factor in brands from their competitors. By paying
close attention and responding to the demands of customers, organizations can build a solid
customer base and enhance brand image, which will bring continuous benefits to the business in
the long run.




Recommendation YUAN CAO 10851892
Employee moti\ and training

Employee Training and CRM

3 Real-time feedback and monitoring

Employee Engagement
Executable process for employee motivation ( Authors Own)

ESTABLISHING A REWARD SYSTEM (MOTIVATION ):

skims s advised to implement a reward system that links employee behavior to customer satisfaction, combining
intrinsic rewards like job satisfaction with extrinsic rewards such as salary increases(Manzoor et al, 2021). Regular
training sessions will enhance understanding of the incentive system . By continuously communicating with
employees and using technology like e-compensation systems for real-time aﬂjustmems. Skims can tailor

enaing n
GAWHCATION (MOTIVATION:
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7= competitions, such as rewarding
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Employee motivation and training are crucial to Skims' customer relationship management (CRM) strategy.
Specialized training empower employees with an in-depth understanding of the brand's values and the distinct
product features, enhancing their ability to deliver accurate information and superior service to
customers(Hammad Shah, 2020)Incentives such as performance rewards, opportunities for career
advancement and formal recognition significantly boost employee motivation and loyalty, fostering enthusiasm
and professionalism in customer service(Manzoor et al,, 2021).This not only increases customer satisfaction but
also helps minimize employee turnover ,thereby reducing the cost associated with recruitment and training .
Collectively, continuous motivation and training for staff are pivotal in enhancing the overall customer service
quality and sustaining competitive edge in a dynamic market




Kim House Pop-Up Shop

Two Key Issues:

Weak Overseas V) "
i Constructing the pop-up shop in AS)

Expansion China, Japan, and Soul) to attract :usl_nme
Using social media and processing some special

to promote Skims ‘s pop-t upshnp Thus increa
o5 Wrong Sizing "

This report focuses on the weak overseas expansion
and wrong sizing issues found in the Skims Strategic
Brand Development Report and illustrates how Skims.
utilized to create an experiential pop-up store to

address these problems.

Strategy Visualisation
The exterior of Kim House

The interior of Kim mmse

-,

hole to bring a kind of
Sothe nterorof ki House restes 2 cam, relaing tmaspher trough the nteply of sghcs sounds, ol
of home for they enter the kim
In addition, in the Kim e Ty xperence Skims' 3 roducts anjoy SKims' 5 deagh style
and interact with the brand (DIY products g of wrong.
Al these can enhance the emotional effect of the consumer on the Skims, leading to an increas
ability.

purchasing

Yutong Sun 10656745



4 Areas in Kim House
Photo Area: Swimwear nrea

This area s
1 inspired by the
Kardashian's
swimming pool.
The swimwear
Customers can visit the area can bring
| ol I same design living room as. customers a
Kardashian and take their summer feeling
m:—; photos there, which can and highlight the
| enhance the customer swimwear
experience. production line of
Skims,

Clothing Area: Interactive lrﬂﬂ
e clothing area includes
- all the products of Skims. It
should be noticed that in the
middle of the whole area,
people wear skims with
Itcan e set
demonstrate the machines that people can use to add fun to the
inclusiveness of skims for shopping process. And in here consumers can get
body shape. expert advice on sizing and have an area where they
can change clothes in the wrong size.

Promotion of Pop- Up Shop

p-up shops rely on social networking sites and SMS to inform consumers of their existence. (Marciniak &
Budnarowska, 1970) Therefore, Skims should pay attention to the promotion of Kim House. Letting more people
know that Skims is going to open pop-up shops in the Asian market can maximise the benefits and achieve the
goal of increasing brand awareness.

Specil brooc s o sums

Posting photos on social media to tell

Invite influencers to visit the Kim
people that Skims is coming to this

Release a limited number of

House and let them share pictures gifts to 15 random customers.
city, with the Skims logo appearing  about their Kim House tour on their every day who shop in the.
above the famous local attractions. ocial media accounts. Kim House until the end of

g the pop-up shop event.
Justification

50 building pop-up shops v Skims. This
eracive experience of physcal et with e extensive seach of o marketig wich sowes the wumem of
y roblem
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