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To create an unparalleled luxury experience featuring authentic 
craftsmanship born from the f inest  fabrics in the world.

VISION
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To empower the modern woman to express her inner beliefs and desires 
through a brand story, mindset, and lifestyle that speaks to her ideal self.

MISSION
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To provide luxury brand products discerning women can connect to in 
mind, body, and spirit. 

PURPOSE

5



VA L U E



The g lobal  appare l  market  i s  va lued 
at $3 trillion dollars and accounts for 
2% percent of  the world’s  GDP. 

The fashion industry includes many sub 
industries, such as menswear, women’s 
wear and sportswear.
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•  The women’s wear industry is valued at $621 billion dollars

•  The menswear industry is valued at $402 billion dollars

•  The retail value of the luxury goods market is $339.4 billion dollars

•  Children’s wear had a global retail value of $186 billion dollars

•  Sports footwear is valued at $90.4 billion dollars

•  The bridal wear industry is valued at $57 billion dollars
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McKinsey reports that by 2021, global digital sales for women’s luxury 
fashion are expected to grow from a current 2% percent of the total market 
to 17% percent, for a total market size of $12 billion. Propelling this surge 
is solid market growth in developed, Western markets and exceptional 
expansion in China. Annual online sales growth for women’s luxury fashion 
between now and 2021 is expected to be 17% percent in U.S., 18% percent 
in UK, 12% percent in Germany and a whopping 70% percent in China.
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D I G I T A L



To succeed in multi-channel retail requires an in-depth understanding of 
what luxury consumers want from their digital experience.

Storytelling is arguably the most important aspect of the e-commerce experience. 
Luxury brands are defined by their heritage; a rich history of craftsmanship 
and design - and those aspects of the brand must be communicated online.

U.S. respondents told McKinsey that they intend to buy about one-half 
of their luxury apparel and accessories online over the next year, a figure 
that is consistent across the UK and Germany — online activity that’s 
considerably higher than global market average.
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American shoppers increasingly view online channels as a legitimate and 
trusted source for luxury purchases. So much so, that 60% of customers 
choose to buy luxury goods online. 

80% of luxury consumers purchase goods online because of the convenience 
factor, while 76% of people point to the ability to compare and price items 
before buying. And 63% of people buy online due to the absence of feeling 
pressured by salespeople into buying something.

90% of American consumers expect a convenient return policy and free 
shipping from their digital luxury experience.

Amer ic an  Luxur y  Shopp ers
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60% or respondents point to the importance of having access to items not 
available in the physical store. VIP access that only selected shoppers can 
access and same day delivery are relatively unimportant. Yet this isn’t to say 
that consumers are willing to wait for their items. Four days until delivery is 
acceptable, 2.6 is ideal and anything over seven days is an eternity and thus 
unacceptable. These expected wait times are similar to those in the UK and 
Germany and largely in line with what consumers are used to in other categories.

There are several key areas of potential improvement for online stores. 60% 
percent of U.S. luxury consumers say they would be more likely to buy at an 
online shop if it offered luxury brands that no one else sold online.
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German consumers are generally accustomed to a high service level in online 
retailing, and when it comes to luxury, they are even more demanding 
and discerning. As a result, they do not have a high level of satisfaction 
with the luxury fashion sites they frequent most often.

G er man Luxur y  Shopp ers
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British consumers are more likely than Americans to use search engines to 
find specific products, providing greater access opportunities for new players. 
They use search about as often as they navigate directly to an online shop. 
When making the decision to buy luxury goods online, Brits are less motivated 
by the appeal of 24-hour shopping than they are by a convenient return 
policy (75%) and free shipping (73%). 44% say that having access to items 
not available in a store is important. Just as in the U.S., services like VIP access 
to select products and same day delivery aren’t big motivators. They would 
appreciate the addition of customer reviews and recommendations, though 
a better web site with stronger functionality isn’t as important to them.

Br it i sh  Luxur y  Shopp ers
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F U T U R E



Out With The Old, In With The New:

The fundamental challenge for luxury brands targeting the U.S. affluent 
consumers is that their underlying value system has changed. In the 
mindset of affluent Americans, the qualities that luxury brands have used 
traditionally to drive appeal and demand for their brands is meaningless.

Old luxury is, well, old and its ideas are outmoded. Today’s affluent 
Americans demand luxury in a brand-new style. New luxury is functional 
and practical, not extravagant and excessive. 
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The traditional positioning for luxury brands has taken on a sinister hue 
being associated with the demonized 1%-ers. Speaking in political terms, 
traditional luxury brand positioning has high negatives associated with elitism, 
extravagance, conspicuous consumption, exclusivity, and status seeking.

Contemporary affluent consumers are looking for a more understated 
expression of luxury. Rather than conspicuous consumption and status 
symbols that proclaim one’s wealth, customers are embracing brands that 
give them bragging rights to how smart a shopper he or she is.
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The key problem in the luxury market today is that luxury brands are out of 
touch with the evolving mindset and values of affluent consumers.

•  The rapidly growing base of consumers with plenty of money to spend 
look at what the luxury brands offer and see that they are heavy on marketing, 
but light on authentic values that actually mean something to them.

•  Affluent consumers crave luxury in a modern style and brands that give 
it to them will get their business - while those that remain stuck in the past 
will continue to see their sales slide.

This calls for luxury brands to recognize that now the consumers, not the 
designers or brand managers, are the final arbiters of luxury. That means 
understanding that luxury has a new meaning for consumers who are 
looking for innovative ways to express and live a luxury lifestyle.
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W E B





•  Create an exceptional buying experience featuring the highest quality 
apparel available.

•  Implement automated marketing & commerce practices to lower 
customer acquisition costs, and increase operational efficiency.

•  Increase purchase frequency and conversion ratio via logic and AI.

•  Ensure a high level of customer satisfaction through a well designed, 
efficient, and fun shopping experience.

•  Provide a smooth, elegant experience that is seamless in every way and 
lets the customer control their preferences.

Str ate g y
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We will combine all the essential components to facilitate a one-stop shop 
for customers, ensuring a seamless and easy shopping experience. Interweaving 
this with intelligent commerce that understands each individual customer 
will build brand loyalty and breed brand advocacy. 

C omp onents
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•  Localized content for international acceptance.

•  Interactive buying experience - super zoom products.

•  Smarter website conversion - one click checkout.

•  Extended backend integration with SAP, WooCommerce, Global-E to 
extend the capability and tracking.

•  Email automation and message enrollment for communication.

•  Social conversion and integration with social sharing.
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We’ll bring an entirely new feeling to the web to showcase the Frantzi brand 
spirit and atmosphere. Each aspect of the online presence is but a piece to 
the puzzle - all coming together to create an experience unlike any other.

D esig n  & D e velopment  Tasks
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•  User experience & User interaction 

•  High quality image experience

•  Blog

•  Effects and transitions 

•  Personalized account center 

•  Style and presentation web content including products and checkout

D esig n  C omp onents
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•  Checkout flow 

•  Add to cart, add to wishlist

•  Product view, zoom view and product presentation

•  Sorted product recommendations 

•  Full account creation center 

•  Mobile Responsiveness

Custom Cre ate d
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•  Mailgun - email SMTP 

•  Mailchimp - regular email series

•  Buffer - social automation

•  Sumo - email capture and contact 

•  WooCommerce - commerce engine 

•  GlobalE - Payments and shipping

•  SAP - global resource coordination

Inte g r at ions
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Google Cloud with private storage backup will power all the software, 
distribute the data across all networks seamlessly, and maintain client 
and vendor information.  Our security infrastructure relies on SSL, 
Cloudflare IP address spoofing, double firewalls on the databases, and 
external payments off our server. 

S er ver,  S e c ur ity,  &  D at ab as e
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Part I:  The first Frantzi app, coming natively to iOS and Android, will be 
an introduction to the app store and Frantzi brand mobile experience. Our 
goal is to gain downloads in anticipation of the full mobile app coming later 
in the year. Initially, the app will focus on introducing the Frantzi experience 
and showcase the mobile version of the website. This version of the mobile 
app will feature the same security and server rules as the website, wrapping 
itself around our current infrastructure for a smooth presentation.

Part II: In the second phase of the app strategy we will use geolocation, 
geofencing, social based augmented reality, and digital fashion shows to 
deliver an unrivaled experience for anyone diving into the world of Frantzi.

iOS & Android
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•  Present an unforgettable shopping experience enabling customers to 
explore and interact with the Frantzi line.

•  Focus on four core pieces of technology: personalization and shopping 
connection; interactive fashion shows; communication between brand & 
buyer through chat, posts, stories; geolocation enabled real and virtual 
interactive ads.

•  Interweave the technology with a phenomenal buying experience which 
happens naturally through the connection.

App B enef i t s
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Instead of trying to do everything, our app will do a few critical things well. 
Emerging technology will allow us to complement the community, fashion, 
and real-world experience like never before - bridging the gap between 
reality and virtuality. 

App C omp onents
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•  Location relevant content network

•  Interactive social core

•  Location based AR messages

•  Digital fashion shows

•  Personalized shopping

•  Returning account specialization

•  Suggested outfit engine
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Fashion Profiles:

•  Designs I like

•  Designs I dislike

•  Interactive “preference” selection

•  Preferences for shipping, payment, communication

•  Suggested outfits depending on occasion

Unique  Mag ic
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Interactive Buying:

•  Designs that fit the style of your profile

•  One click checkout

•  Add to cart & wishlist available on stories, posts, digital shows, etc.

Geolocation:

•  Setup items in real world, tag within the app

•  Customer finds item, pans over the item to reveal hidden message

•  Custom designs in select cities, shows, venues, etc.

36



S er ver,  S e c ur ity,  Inf r astr uc ture
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The app will rely on the same infrastructure as our website. A caching 
mechanism will pre-load the app in an effort to decrease load time for the 
user and maintain their session once they leave the app. Both the iOS and
Android applications will leverage Google Cloud Firebase for the authentication, 
messaging, and database. This ensures a smooth and fast application framework 
with Google-level security in place.

Each app will be connected to the website API directly, which is protected 
via Cloudflare and with SSL. The applications will be built in native Java 
and iOS Swift language.



C O M P E T I T I O N





O pp or tunity

The global apparel market is valued at $3 trillion dollars and accounts for 2% 
percent of the world’s Gross Domestic Product with women’s wear industry 
valued at $621 billion dollars and retail value of the luxury goods market is 
$339.4 billion dollars - creating a huge opportunity for Frantzi. Online 
Apparel Sales is a large & growing marketing opportunity and is currently 
the fastest growing product segment. 
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Demand

Luxury Fashion is expected to grow from 2% to 17% from 2018 to 2021 
totaling a $12 billion increase. Affluent clientele are demanding new luxury 
fashion brands as beliefs, ideals, and values evolve. Purchasing habits of 
the broader public are increasingly moving towards new quality premium 
brands. Frantzi has the opportunity to capture a percentage of the $12 billion 
growth by developing an exceptional website, timeless fashion, quality 
craftsmanship, excellent fabric, and extraordinary customer service.
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K E Y S



Br anding

The 21st Century consumer demands that brands stand for something. 
Through experiential marketing campaigns, we will delve into the mindset 
of our target market and give them an outlet for self-expression. Compelling 
values and a relatable POV will give our customers a platform to express 
their inner beliefs and desires by using our brand as a conduit to tell their 
own story. With a unique and differentiated experience, Frantzi will evoke a 
feeling of exclusivity and belonging they can’t find anywhere else. Brand 
advocates will habitually visit our social media, website, and mobile app 
for inspiration, commerce, and recreation.
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Stor y te l l ing

To reach the luxury market, we will create the social media in the brand’s image - 
a living, breathing extension. A new age magazine made for the Frantzi woman. 
A place where consumers can come get inspired, connect with the content, 
and discover new ways to create themselves. We will use narratives with tasteful 
product placements to relate and connect to the target audience on an intimate, 
emotional level to encourage buy-in and brand loyalty. Each story will be 
organized under original hashtags for a memorable storytelling experience. 
When someone clicks on a hashtag, they will be taken to an RSS feed of alike 
content for them to continue that narrative and further explore the Frantzi 
brand and lifestyle - a smooth discovery experience for any interested party.
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Te chnolog y

Frantzi is a luxury fashion brand designed from the ground up for the modern 
consumer. Everything - from the social media, to our website, to our app 
leverages the latest technology and is designed for a next-generational buying 
experience. On the back-end, we have access to the world’s most prestigious 
manufacturers, exclusive prints, the finest fabrics, perfect fit technology, 
and offer consumers speed to market with new designs (Basic Collection & 
Made to Order). Unlike entrenched luxury brands with brick and mortar 
locations and millions in inventory, Frantzi is agile, innovative, and able to 
react with lightning speed to capitalize on real-time fashion trends.
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E xp er ienc e

Our entire online presence is designed for a smooth, pleasurable buying 
experience. The social media organizes each collection in live catalogues 
that funnel visitors to specialized landing pages for an easy, seamless journey 
from inspiration to purchase. The website features a quick load time, high-class 
design, easy navigation, and secure transactions to maximize the user experience. 
Everything is tailored to each customers specific needs, featuring personalization 
based on their browsing and buying history for an immersive, intuitive 
experience designed to keep the consumer coming back for more.
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T E A M



Nohar  K lo og

Fashion is in Nohar’s blood. Her grandmother on her mother’s side, Dina, was the product 
of a large family of fabric merchants in Cairo, Egypt. She taught Nohar the ancient egyptian 
art of the finest fabric designers the world has ever known. Her grandmother on her father’s 
side, Frantzi, was the product of a family of artists and craftsmen who owned a leather glove 
factory in Vienna. She taught Nohar the delicate handicraft of sewing and pattern making. 
After spending two years in the army, Nohar’s passion for design led her to study carpeting 
and blacksmithing. And at the age of 24, she would open her first design company, which 
brought her love of fine craftsmanship to life. At the age of 27, she opened two luxury fashion 
boutiques that specialized in ready to wear designs for women. And at age 31, she sold the 
business, which is still in operation to this day. For the last 10 years, Nohar traveled the world 
while designing made for measure garments for a variety of private clients. During this time, 
she would identify what people want, what they need, and what the fashion game has been 
missing. With Frantzi, she would realize a lifelong dream - a destiny her grandmothers 
instilled in her when she was just a child. She would combine all her past experiences to 
achieve the design perfection that the fashion industry has long been waiting for.
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Gre g  Wa l ker

With more than 25 years of experience in the Fashion & Apparel, Manufacturing, and 
Consumer Retail industries, Greg has a demonstrated track record of delivering rapid growth 
and profitability in startup environments, turning around underperforming organizations, 
and leveraging cutting-edge technologies to boost productivity. As a Consultant at Ocean 
Pacific Lifestyles, he created the 1st data-driven, omni-channel marketing program for a 
$300M apparel company with 275 locations across the U.S., increasing my client’s e-commerce 
revenues by 19% and boosting in-store sales by 12%. As Chief Operating Officer & Chief 
Financial Officer at G Squared Fashions, he grew a startup focused on manufacturing and 
marketing branded and private label women’s apparel to $50M in sales with a 47% profit 
margin within 5 years. As President & COO at Mesa Microwave, he revitalized a manufacturer 
suffering from years of stagnant growth, propelling annual revenues from $500K to $20M+ 
at a 60% profit margin. Greg accomplished this dramatic transformation within just 6 years. 
And as Founder & President at Isis Publication & Production Studio, he launched a startup 
providing consulting services for clients seeking to leverage nascent digital technologies. 
He grew the business to $18M in annual sales and sold the firm for $22M within 7 years.
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BrandG enes

BrandGenes is a digital marketing agency created by two brothers at the top of their respective 
fields.  Together, the Rhodes brothers build dream brands through creative content campaigns.



James  R ho des

Born with an entrepreneurial heart & mind, James fell in love with digital content at an 
early age. When he was 15, he built a fitness blog to over 10,000 monthly views and it was 
love at first sight. In college, he started a software company. As a solo-founder with no resources, 
he was forced to learn on the fly and do everything himself, which would prove to be one 
of the most valuable learning experiences of his life. During early mornings & late nights, his 
playbook would be forged through trial & error. The business would die, but he would be reborn 
with experience & expertise in every realm of digital marketing. He would go on to graduate 
from Emerson College with a major in Marketing Communications, and minors in 
Entrepreneurship, Business, and Psychology. He’s now spent the last 10 years building brands 
online and specializes in growing massive followings on social media through original, 
creative content. Consider him a 1-man digital marketing army - part inbound marketer, 
brand strategist, growth hacker, graphic designer, and content creator. 
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Mi ke  R ho des

Mike Rhodes is one of the most exciting talents in the film industry. His artistic, unfiltered visual 
style has made Mike one of the most sought after filmmakers in New York’s diverse community. 
As a socially conscientious millennial, Mike’s work is an exploration of the latest cutting edge 
scenes of New York City, Toronto, and Montreal. He has brought authenticity, grit, and culture 
to his music videos, commercials and original content.  Mike documents life as it is meant 
to be seen; he calls his work “authentic handcrafted cinema.” It’s his innate ability to capture 
those honest and emotional moments of his subjects and environments that sets him apart 
from his contemporaries.  Most recently, Mike directed an ambitious big-budget project for 
Wells Fargo, creating Digital Video Art tailored to a 30 foot tall video wall that will serve as 
an iconic centerpiece for Wells Fargo’s two-story office setup in New York City’s brand new 
Hudson Yards building.  Mike’s commercial work for Adidas’ “The Next Generation,” 
Unicef ’s “Children of Haiti” as well as the short films “An Afternoon with Hafftka,” profiling
Brooklyn’s world renowned expressionist painter Michael Hafftka and Hypebeast’s “For The 
Love of Design,” an introspective look into Kanye West’s world famous designer Susan Linss 
are true testaments to Mike’s commitment to his artistry and culture.  
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Websites powered by Orkiv use artificial intelligence to create seamless shopping experiences 
that increase retailers’ profitability. 
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Ork iv



Alex  S enn

Alex is the CEO, sales extraordinaire, and technical marketer behind Orkiv.  Alex uses data 
collection, pattern recognition, and programming logic to create futuristic shopping platforms
with intuitive user experiences. He’s a natural born leader, talented strategist, and executional 
expert who has built his business from 0 to over $1,200,000 in revenue. Since graduating from 
Bryant University, Alex has dedicated his life to building a business that will have a lasting 
impact on the world. 
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O B J E C T I V E



$1,700 ,000  L o an

•  $ 200,000  Designs, Patterns, Prints

•  $1,200,000 Inventory Production

•  $ 300,000 Working Capital
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The funds will help us meet the expected demand and increase profitability 
by streamlining our production process. By buying fabric in advance, we 
can lower costs and increase our margins. By having working capital on 
hand, we can strategically invest in marketing campaigns to hit sales 
objectives and maximize ROI.
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