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Inspiration for Maison Sportif 

“Last summer my father decided that after many time-consuming years working in the 
corporate industry it was high time to shed the pounds put onto the waistline due to his 
sedentary lifestyle, and to join a gym. He wanted to achieve a change to maintaining a 
more active lifestyle. Due to working during the week he went online to update his fitness 
wardrobe. But calling me a few hours later he complained of being faced with sportswear 
that was garishly coloured, made with what appeared from pictures to be poor quality 
material and had a lack of functionality for his needs. 

With this in mind and knowledge of the sportswear market, I was surprised that my own 
Internet search for quality items to meet my fathers needs was an immensely more difficult 
undertaking than I had expected. The market was saturated with mass-appeal sportswear 
with a focus on deals or what was cheapest. To find premium fitness apparel meant time 
consuming advanced searches within mainstream retailers, or searching out names of 
individual premium sportswear brands and buying direct from the brand. All of which I 
knew full-well that my father lacked the time, patience or market knowledge to do. 

It had become clear to me that there was evidently an undeveloped area of the mens online 
sportswear market for catering to the needs of a specific and identifiable male 
demographic. What this presented was ample room for a multi-sport e-commerce men’s 
premium sportswear retailer to grow into. For myself this was my opportunity for a 
success story in business and for the beginnings of Maison Sportif” 

Samuel Peter Taylor, December 2014 - Maison Sportif Founder 

-    QUALITY    -    STYLE    -    FUNCTIONALITY    - 
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1.0 EXECUTIVE OVERVIEW 

Maison Sportif has the potential to establish itself within 36 months of its launch as a 
key player in the new and emerging market sector of premium men’s sportswear.  

This will be achieved through the creation of an e-commerce platform retailing premium 
quality, and stylish men’s running, fitness and cycling apparel products from premium 
sportswear brands. We will be a stockist of brands such as Rapha, Tracksmith and 
Ashmei (see 2.1). Our target demographic will be male, aged 30-55 years old, a working 
professional, time poor, with a disposable income and an interest in achieving an active 
lifestyle. 

We have realistic and clear short term objectives and more general brand-identifiable 
ones, alongside a definite mission statement to create a platform for rapid and 
sustainable growth of our business during our formative years.  

To achieve success we will continue to build Maison Sportif up with a strong premium 
brand identity, which will reflect the premium identities of the brands we sell. This will be 
achieved through premium design both online and physically, alongside selling premium 
products that our customers identify with in terms of quality and discerning, non-garish 
style, and to which our customers aspire to own. All of this will build up a relationship of 
trust in a premium service to our customers, leading to their continued and repeat 
custom. 

With strong past and predicted market growth figures in menswear, sportswear and 
online retailer, Maison Sportif is well placed to make the most of a lucrative market 
position. 

Innovation and creativity will lead Maison Sportif to be a success story for the sportswear 
industry alongside realising the financial profit to be made from it’s entrepreneurial 
success. 

We have the motivations, enthusiasm and determination to succeed and are confident in 
our abilities projected within this business plan for achieving the launch and continued 
success of Maison Sportif 

There is significant potential for growth and returns to be realised for Maison Sportif, and 
its potential investors, through financial backing and the correct business support. 

Maison Sportif
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2.0 BUSINESS OVERVIEW 
‘Maison Sportif aims to be the UK’s first online retailer of singularly men’s 
premium sportswear products for running, fitness and cycling, supplied by 
selected premium brands’ 

Maison Sportif aims to be recognised by the sportswear industry as occupying a strong 
and identifiable position at the premium end of the men’s sportswear market, retailing 
sportswear with a recommended retail price (rrp) of between £40-£350.  

We aim to expand rapidly and sustainably in terms of sales, customer size, profitability 
and brand visibility. 

We set out for our key demographic to view Maison Sportif as their regular port of call for 
their purchasing of premium sportswear apparel that caters to their desire and need for 
quality craftsmanship, optimum performance and stylish functionality.  

Resulting from this, the business revolves around an e-commerce website offering men’s 
sportswear apparel from a select group of hand picked premium sportswear brands 
which produce apparel that meet our full criteria of: 

• Being made to the highest standards and with high quality fabrics 
• Aiding comfortable and optimum sporting performance 
• Having contemporary, understated, flattering and non-garish designs, with 

integrated functionality 

Maison Sportif aims to be a noted up-and-coming player within the UK high-end 
sportswear market within 24 months of its launch due to the success in our ability to give 
men a fast, easy, and direct route to discovery of premium sportswear apparel from 
premium brands for running, fitness and cycling.  

This will be a change for men, who are currently being faced with the time-consuming 
hassle within their busy working professional lifestyles of having to go through lengthy 
searches on mainstream online sportswear retailers, or having to purchase directly 
through the individual brands themselves (who without prior knowledge of, are difficult to 
find information on) to find the premium products they are looking for. 

Alongside of this, our ongoing success will also come from the developing of customer 
relationships, both current, returning and potential, in their perceiving of Maison Sportif as 
a business which goes beyond just delivering a product, through our offering of useful 
advice and information on aspects of how to lead a busy, active lifestyle successfully. 

Maison SportifMaison Sportif
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2.1 OBJECTIVES 
Maison Sportif’s objectives are to initially: 

➢ Attract at least 4 premium brands by December 2015, initially to be:  

• Rapha - Producers of premium cult cycling apparel 
• Ashmei - Top of the range running, fitness and cycling apparel  
• Tracksmith - Running apparel with a focus on quality materials and retro designs 
• Iffley Road - Running apparel focussed on plain design and flattering fit  

➢ Attract at least a total of 8 brands by November 2018, through the inclusion of: 
• Howies - Fitness, Running and Cycling apparel with a focus on quality natural 

materials and ethical manufacturing 
• Vulpine - Cycle wear with a functional fit, but contemporary and casual style 

using the highest quality materials.  
• Aether - Fitness apparel with a focus on contemporary, discerning style  
• Paul Smith 531 - Casual and performance cycling specific clothing from a brand 

prominent within premium menswear  

➢ Create a fully functioning e-commerce website, with premium design and multi-
media outputs by November 2015. 

➢ Be the highest item volume seller in the UK of at least 1 of the brands we sell within 3 
years from launch. 

➢ Ensure effective systems and controls to maintain and continually improve quality in 
order fulfilment, aiming for annually <1% of returns to be due to order error in 
fulfilment, such as packaging the wrong item. Returns to be <10% by end of year 2. 

Through meeting these objectives we aim to reach our continual general 
objectives: 

➢ Grow from start up to a well-respected business both financially and through 
recognition of a cemented position within the market, identifiable through the 
commitment to our core beliefs. 

➢ Attract and expand an innovative workforce that can react swiftly to changes in 
markets and demographic needs. 

➢ Build upon a successful and stable business structure which revolves around rapid 
growth and innovation to keep ahead of competition. 

Maison Sportif
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2.2 OWNERSHIP 
Maison Sportif is 100% owned by the founder and managing director, Samuel Peter Taylor, 
who will stay as a key contributor to the business throughout its growth and expects to 
remain as the majority shareholder for the foreseeable future of the business. 
  
Maison Sportif is to operate as a limited company so as to maintain credibility and 
transparency to suppliers and customers. It will also protect the use of the name ‘Maison 
Sportif’ and allow for ownership to be exchanged for financial and service investment into the 
business. 

At present the business is overseen by a group of advisory directors with finance and 
investment backgrounds, offering advice and mentoring to Samuel Peter Taylor. There is a 
need for advisory directors with more retail and marketing specific knowledge. 

It is expected that as the business grows a permanent board of directors will be appointed. 

‘Maison Sportif’ is a currently available business name for use as of 5/04/2015. It is also 
available to be trade-marked for intellectual protection of the brand identity and assert 
professionalism. The name is also available under all major web domains, and has no directly 
relatable competing businesses under Google, Twitter, Facebook or Instagram searches. 

2.3 PROPOSED OPERATING STRUCTURE 

(Full predicted operating structures are shown in Appendices 1 & 2) 

Key underpinnings of business operations: 

• Focus on human development 
• Team orientated, high emphasis on participation 
• Growth without team disruption 
• Futurist thinking and contingency planning 
• Control to be people and communication based 
• Allowance for innovative and creative thinking 
• Encourage active employee involvement in organisation’s future 

The focus on giving employees control is to create an ethic throughout the business of a 
deep sense of individual responsibility for accomplishing a task. This will result in increased 
quality of performance and impact of individual performance on the organisation. The 
rewards system will be in keeping with this, alongside the promoting of innovative thinking. 

Maison Sportif
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MOVING MEN’S PREMIUM SPORTSWEAR      FORWARD   


3.0 MARKET ANALYSIS 
Maison Sportif will be entering the online retail market and look to secure an ever-
more substantial position in primarily the men’s sportswear market, alongside 
therefore being seen as a player within menswear and also, due to the premium 
product we retail, within the high-end goods market. 

The specific market of premium men’s sportswear is built upon brands selling 
direct to the consumer. There is a lack within the market of any men’s online 
sportswear retailer that specialises in the bringing together of premium products 
from a variety of brands and from different sports. There has been within the past 5 
years a growth in individual brands retailing premium sportswear for men, in 
particular cycling and running apparel. This has been led by the success of the 
cycling brand Rapha, going from start up in 2003 to a market leader with a 
turnover of £39 million in 2014, retailing high-end cycling apparel to cyclists in their 
30’s and 40’s with items retailing at around £100. 

Maison Sportif
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3.1 SPORTS GOODS MARKET: 
 

(Source Mintel) 

The UK sports goods market (of which clothing makes up 60%) shows a strong growth 
trend without any signs of plateauing.  Furthermore for athletics, ‘gym-wear’ and cycling 
clothing, footwear and equipment purchasing by adults has increased. 
 

(Source Mintel) 

Specialist sports goods retailers are also seeing strong projected growth, with even worst-
case projections forecasting an increase of nearly £400million in sales from 2013 to 2018. 
Furthermore for cycling, athletics and fitness sports goods, at least 19% more people go to a 
specialist sports store for their sporting goods, than they would a generalist store (4 or more 
sports). 

Maison Sportif
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➢ Highest socio-economic group are most likely to buy sports apparel to 

be fashionable/have the latest style kit 

➢ Branded sportswear is often expensive, but consumers are prepared to 
spend more for the kudos that such brands carry, but also for the 
perceived benefits of technological expertise. 

➢ Athletics and cycling are the 2nd and 3rd most popular sports by 
participation of 30 minutes or more at least once a week in the UK. 
Alongside this there has been a 4.5% increase in fitness club membership in 
the 12 months leading up to March 2013 

➢ High-end, one or two-sport specialists are reported by trade 
sources to be the best performing in the independent segment, being 
seen by customers as the ‘artisan butchers and bakers’ of the trade, 
alongside potential of cross-selling to customers who are ‘exercisers’ 
rather than ‘players’ 

BUILDING TRUST THROUGH QUALITY 

First Hand Verbal Research - Source: Personal conversation with members 
of selected key demographic 

➢ Mens sportswear is too crowded with garish products and limited 
support to how they will fit on the consumer 

➢ Willing to pay more for a quality product, especially if the style is also 
somewhat timeless 

➢ Find it difficult to search for the products they are looking for, as they either 
don’t know of the brands needed, or premium products don’t get focus 
from retailers who instead focus on promotions 

➢ Would be happy to shop online so long as there’s reliable advice 
over fit and style to minimise the hassle of returns 

Source: Mintel UK Sports Goods Retailing Report July 2013 

Maison Sportif



!12

3.2 MENSWEAR MARKET: 

 

(Source Mintel) 

The UK menswear market is also showing strong predicted growth, with market value 
increasing by over 18% in the 5 years previous to 2013 and worst case predicted growth 
being over £250million for 2013 to 2018. Furthermore high-end brands are expanding their 
own menswear ranges, continually dedicating more in-store and online presence and leading 
to brands such as Whistles, introducing menswear for the first time. 

➢ 58% of men prioritise product quality, with 1/3 of men being willing to spend 
more on clothes that will last longer 

➢ Twice as likely as women to buy branded clothes 

➢ Highest earning male income group have the greatest attitude to buying into quality, 
good fabric and well stitched 

➢ Men are continuing to invest in quality items, resulting in the ongoing 
premiumisation in the menswear market 

Source: Mintel UK Menswear Report March 2014 

Maison Sportif
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3.3 ONLINE RETAIL MARKET: 
The UK online retail market accounts for 11% of all retail, with 2013 growth being 15.3%. As 
of 2013 UK Internet retail sales amount to £38.25 billion and are expected to nearly double to 
£69.5 billion by 2019. Further to this in the 12 months previous to May 2014, clothing and 
footwear was the most popular category purchased for online. 

➢ Potential customers are increasingly turning to personal recommendation for online 
sports goods purchases 

➢ 60% of men have bought clothes online in the past 12 months 

➢ Online shopping skewed towards higher income earners 

➢ 27% of people are most likely to buy sports goods from a new or different retailer 
based on a good website 

Sources: Mintel UK Menswear Report March 2014, Mintel UK Sports Goods Retailing 
Report July 2013, Mintel UK E-Commerce Report July 2014. 

 

Maison Sportif
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3.1 MEN’S SPORTS APPAREL - KEY PLAYERS 
Multi-Sport Apparel: 

Nike - Vast product range and celebrity sports endorsements. A household 
name alongside acting as both a market leader and product design compass. 

Wiggle - (Multi brand - Swim, Athletics/Fitness, Triathlon, Cycling) UK’s 
fastest growing independent online sportswear business. Large product 
range with a focus on promotions and discounts surrounding the products. 
Renowned for their widely contributed to, trusted and helpful customer 
reviews.  Although they do not promote premium products they do stock them at 
competitive prices. 

Mr Porter - (Multi brand - Athletics/Fitness, Cycling) Global 
destination for premium menswear for 1.6million monthly visitors. 

Focus on product and customer lifestyle combined. Sportswear section is limited in its scope 
and not of a major focus of the brand. The power of the brand however means it regularly 
attracts exclusive products within high-end sportswear 

Single-Sport Apparel: 
Rapha - (Own Brand - Cycling) Leading UK based high-end/premium 
cycling apparel business.  Cycle apparel with a heavy focus on design 
and quality. This is further reflected through all customer contact 
points. Maintain a prominence of the brand through promoting the 
sport of cycling. Particular recent success in diversifying product range 

to include cycle lifestyle products. Have achieved international growth of 45% in two years. 
Sponsor TEAM SKY professional cycling team. 

Iffley Road - (Own Brand - Athletics) Growing premium athletics apparel with 
a focus on understated style, soft tones and quality fabrics. A lack of 
promotions keeps their maintenance of a premium-image. Product styles are 
limited, instead focus is on broadening range of colours available and creating 
functional styles. Attempts made at lifestyle media-output, however it is very 
‘serious runner-centric’, limiting their wider appeal. 

Evans Cycles - (Multi-brand - Cycling) Online and physical store 
retailer of cycling products. Focus on promotions and discounts, 
ranges for beginner to serious cyclist. Cycling apparel is aimed at the 

mainstream consumer with limited promotion of premium products. 
Offers same day click and collect services which have helped to maintain customer 
satisfaction.  

Maison Sportif



!15

3.2 KEY MARKET STRENGTHS 
➢ High quality and high volume of visual media output to build up a brand identity rather 

than just product identity, this entices customers into buying into a brand experience 
that serves to strengthen the customer-brand relationship. 

➢ The importance of fast, reliable and individualised delivery and returns services is 
continually addressed.  

➢ For premium businesses, the premium feel of all customer interaction points is also 
clearly vital to portray, from the website, to emails, to the very packaging the product 
is delivered in. 

3.4 MARKET POSITIONING 
Market competition is relatively strong in terms of premium products being available in 
many places. However the key factor within this is that these products are either not 
focussed upon/difficult to find, or are from a distributor specialising in a single sporting 
activity. By focussing on numerous premium sportswear products within running, cycling 
and fitness we will create a unique market-place for our customers to buy from, 
differentiated from our competition. 

3.5 EXTERNAL MARKET INFLUENCES 
➢ Current governments focus on ‘Change for Life’, aiming to get more people into 

healthy, active lifestyles. The 2015 general election results may influence this, however 
any government is expected to continue to promote a healthier, more active 
population. 

➢ 2015 general election may impact tax rates for the highest earners, a Labour 
government may well reduce higher earners’ disposable income. Whereas a 
Conservative government are likely to limit any substantial impact. Both parties are 
looking to promote the start-up and growth of small businesses 

Maison Sportif
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3.6 MARKET SUMMARY 

Maison Sportif places itself in a strong position upon its launch. In our first 24 months we are 
to be part of predicted widespread growth within men’s sportswear and more generally 
menswear. This should allow for the growth of the company to a point where it is stable if 
the future is less reassuring for the markets past 2018.  

The e-commerce environment would appear to be a successful route to take with 
continual increases in retail through this medium. It is also reassuring to witness that high 
earners with a disposable income are more likely to shop online and that men place a 
premium on quality and brands within their clothing buying habits, ‘a perfect fit’ for Maison 
Sportif. 

Maison Sportif will need to put importance on aspects such as ease and speed of 
delivery & returns. Alongside the creation of digital design that is both premium visually 
and also interacts with the consumer through the products we sell, but the lifestyle we can 
be attributed to. Maison Sportif will continue to achieve this through continual market 
research and regular input from out target demographic to their wants and needs. 
Input from the target demographic will be achieved through monitoring the breakdown of 
sales and website interactions through the use of tools such as google analytics, 
interaction through social media, and events as part of a marketing strategy which involve 
meeting up with customers.  
 
Maison Sportif aims to be a key up-and-coming player in this evolving market, taking note of 
where it is moving, but ultimately putting an imperative focus on meeting the continued 
and changing wants of the consumer. Maison Sportif will build the trust of the 
consumer and lead any subsequent competitors to follow our lead. We will cement our initial 
position within the market through achieving the basics of e-commerce retail to the highest 
level of performance. Once these foundations have been built it will be our shift in focus to 
innovation throughout Maison Sportif that will then drive the success of our long-term 
future within the market. 

Maison Sportif
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4.0 MARKETING 
4.1 Key Target Demographic 

➢ Male, aged 30 - 55 years old. 
➢ Hard working individuals with time consuming, professional, working 

lifestyles.  
➢ Looking to engage with/aspire to a more active lifestyle. 
➢ At a transitional period in their lives: 

• Family with young children so wanting to stay active for a healthy family 
lifestyle  

• Reaching a point where lifestyle needs to change for the sake of 
later life health  

• A new found interest in sporting activities due to the increase in 
promotion of active lifestyles by the media 

• Wanting to achieve a sporting feat in their lifetime such as a marathon 
➢ A disposable income creating 3 categories of customer: 

• A large disposable income with a willingness to spend it freely already 
in other premium retail sectors 

• Disposable income but discerning in how they spend it, they want to see 
their consumer products as a worthwhile investment 

• Smaller disposable income with the aspiration to purchase premium 
products and will save up accordingly 

➢ The want for quality alongside flattering and discrete style. Sartorial 
style without standing out. Fed up with garish sportswear designs. 

➢ Technologically savvy/increasing their technological usage. 
➢ Often based within commuting distance to major UK cities. 

“We want to create for our customers the opportunity to achieve more than 
they thought they could within an active lifestyle. From getting out of bed 
for a morning jog, or completing a marathon. Everyone’s personal 
achievements are different. At Maison Sportif we give men the confidence 
needed to help them succeed.”   

Maison Sportif
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4.2 Sales Position 
Maison Sportif will have a smaller product range than most other popular multi-sport 
sports apparel e-commerce retailers. This has the intention of building up trust with our 
customer, in that we will be able to provide a quality controlled selection of products. 
With every product being to the same high-standards of quality and design. Choosing 
colour ways will be the focus for extended personal choice. 

We also aim to build up a customer relationship through the large scale application of 
multi-media outputs within our e-commerce website and social media accounts. This 
will offer customers useful information on the best way to fit physical activity into their 
already busy lifestyles, product and brand updates, and short films/photography on topics 
of sporting interest. This will develop the relationship between the brand and the 
customer, imperative to creating a sense of attachment that will lead to repeated 
custom. 

Maison Sportif will also introduce customers, especially multi-sport participants, to new 
brands they may not have been aware of from other sports. For example they may 
be aware of cycle specific brands such as Rapha but not that they can have the same 
quality in fitness wear from Tracksmith or Iffley Road. 

Excellent customer service is vital to give customers confidence in the brand and the 
products. Being pro-active in all customer queries will help to develop a reputation for 
being helpful and efficient, making personal recommendations by customers more 
likely. Maison Sportif will be available for contact by phone, e-mail and social media for 
response from 8am up till 10pm weekdays and 11am-5pm on Saturdays. This will reflect 
an understanding that our key demographic are likely to be shopping outside of 
the working day/week.  

Maison Sportif
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Promotions are to be kept to a minimum, with two key Sale time-frames: at the start/end 
of spring/summer autumn/winter collections. This will maintain the premiumisation of the 
products we retail and the brand as an entity. Non-product promotions such as free 
upgraded delivery, or free delivery above a particular spend amount may be utilised on 
occasion to boost sales and maintain a more even cash flow throughout the year. 

Packaging, as the physical interaction for our customers with Maison Sportif, must convey 
a premium ‘experience’, as with Paul Smith, MR PORTER or Mulberry products (See 
Appendix 3). All items will be carefully repackaged in a box, and within the box all products 
will be tissue wrapped and sealed with a branded label and personalised postcard from 
Maison Sportif thanking them for their purchase. This will ensure the strengthening of the 
customer/brand relationship. Packaging will also be of a design that allows for ease of 
repackaging by the customer for returns. 

…reflecting aspirations for quality 

Maison Sportif
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4.3 Marketing Tools And Methods 
Every marketing campaign undertaken by Maison Sportif will be based around the 
question “how does this convey a premium image?”. To build a brand up on a 
reputation of being premium means you cannot afford to let it slip. The message we 
will continually convey is our concept of quality and style, more than just in our 
products, but in our representation of the brand. 

4.3.1 Website 
As the principle interaction with our customers and potential customers the design of the 
website will be key. ‘Uncluttered - easy to use - style through restraint’ acts as a verbal 
basis for Message (Brighton based digital design company) to build up the website design 
from.  

➢ The website will combine digital design work from Scheybeler+company who draw 
inspiration from their previous work assisting the design of premium brand websites such 
as Rapha, Brooks and PEdAL ED.  

➢ The website shall be primarily image led. Photos and media should convey images of 
the target demographic and the products. This follows on as a running theme 
throughout the websites of other high profile men’s premium clothing brands such as 
`Rapha, Mr Porter and Hackett (see Appendix 4). 

4.3.2 Website Design Proof: 

Maison Sportif

PAGE 15

Edmundson Design MAISON SPORTIF BRAND ID

Website

RUNNING              /               ROAD CYCLING              /               FITNESS               /               LIFESTYLE               /                BLOG               /               DELIVERY               /               CONTACT 

SPRING SUMMER 2015 
NOW IN STOCK

GB £ / United Kingdom

Sign In
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4.3.3 Advertising 
➢ At start-up, advertising will focus around commuter hubs due to the high footfall of 

our key demographic. Such as the cheap advertising within local community train 
service information leaflets. 

➢ With successful growth of the business, large implementation of paid advertising 
can be afforded and will dutifully be used to be visible to specific potential customer 
segments, such as the London Tube out of Canary Wharf/Financial districts.  

➢ Advertising through media outputs where the key demographic interact with other 
premium services, for example at horse-racing events, so as to provide association of 
Maison Sportif to other premium products/experiences. 

➢ Sponsoring of local running, cycling and fitness events, acting also as a meeting 
point with customers and potential customers to greater understand their needs and 
wants.  

4.3.4 Social Media 
➢ Large focus put onto utilising social media platforms as they will allow Maison Sportif to 

spread our business message to a wide audience for free. Combined with sharing 
the large amount of digital design and visual media we will be creating through being 
design-led. 

➢ The usefulness of each platform towards Maison Sportif’s target demographic will 
be taken into account. Facebook and Instagram will cater for the younger side of our 
audience, whereas Twitter covers a broader age demographic. Images and content will 
therefore be tailored for this. 

➢ At start-up LinkedIn and Google+ will be utilised to promote Maison Sportif to other 
businesses and create an invaluable professional network, alongside many of these 
networks having our target demographic within. 

➢ Having a presence on Youtube and Vimeo (High-definition, free, video sharing service) will 
mean that our brand will gain exposure through the building up of our reputation as 
a design-led visual media brand. Making our work appreciated by others outside of 
directly our clientele. Reflecting the success Rapha especially have had through utilising 
these platforms 

Maison Sportif
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4.3.5 P.R 
➢ Maison Sportif will look to use it’s start-up origins, coming out of Durham University’s 

Blueprint Entrepreneurship Challenge, to its advantage. Promoting our founder as a 
young and enthusiastic entrepreneur taking an alternative route into the job market. All 
the while putting a media spotlight on Maison Sportif. 

➢ We will promote our premium sports apparel credentials to editors, especially of 
men’s style magazines, newspaper supplements and sports magazines, to reach a 
broad array of potential customers (and their spouses). Particularly in male related 
pages of broadsheet weekend newspapers. Importance will be placed on this around 
Christmas, New Year and Father’s Day, when both men themselves and friends and 
family will be searching for the male products. 

4.3.6 Email Marketing 
➢ A key aspect of marketing from launch and beyond for it acts as our secondary 

interaction point with customers and potential customers. 

➢ Scheybeler+company will produce a design template to offer brand cohesiveness to 
the email’s image. 

➢ It is vital not to over-email potential and existing customers, less frequent, but more 
useful information will be shared. Alongside tailoring information if they are a 
previous customer and in line with statistics from Google Analytics for what is best to 
promote at that current point. This will also be important to even out sales for a steady 
cash flow throughout the year. 

4.3.7 Direct Marketing 
➢ At start-up, presenting the brand through business cards and similar hand-out marketing 

materials when meeting potential suppliers, customers, advertisers and investors. All 
these physical marketing materials must maintain premium quality in their feel and  
design. It is worth the costly investment into the premium versions of such marketing 
products to protect and maintain our premium brand identity. 

➢ Innovative direct marketing techniques will be used to gain public exposure. 
Current ideas include a vintage bike mini exhibition at locations throughout London 
during the Tour de France, offering free motivational speeches from retired sports names, 
packaging products within our box in a tote bag with the brand name and web address 
printed on it for future use by the customer in other areas of their lives. 
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5.0 BUSINESS OPERATIONS 
Nb. Due to Samuel Peter Taylor currently undertaking his final year of University at Durham, due to graduate 
June 2015 and finish exams May 2015, physical operations (as opposed to software, digital design and 
supplier inquiries) will not start to take place until July 2015. 
Nb. ‘Present’ - indicates action has already taken place 

5.1 Fully Functioning E-Commerce Website & Digital Design  
(Present - November 2015) 
➢ Working with ‘Message’, a digital design business with 18 years experience based in 

Brighton. Message have previous experience in creating e-commerce websites for 
premium brands, such as Rapha and Iffley Road. 

➢ Working with ‘Scheybeler+ Company’ to create a strong brand identity through all 
aspects of digital design. The UK based digital design firm is led by the design architect 
for Rapha and Tracksmith. This will ensure Maison Sportif has a premium image. 

5.2 Supplier & Brand Relations/Stock Management 
(Present - November 2015) 
➢ Chosen suppliers (See 2.1 Objectives for listings) already initially contacted regarding 

involvement and product ranges, with further developments based around a need for a 
strengthened financial position of Maison Sportif. 

➢ Suppliers selected within the boundaries of a £40 minimum product ‘rrp’ on shorts or t-
shirts, their use of high quality fabrics, understated style, functional designs, products’ 
sporting performances and ease of use/wear. 

5.3 Distribution - Delivery & Returns Service  
(June 2015 - December 2015) 
➢ Fast and reliable delivery and return service is imperative for Maison Sportif’s success. 
➢ Standard Delivery 3 days, Royal Mail 48 hour Tracked (Free for orders over £120, £5 

orders under £120) - Express & Saturday Delivery, Royal Mail Special Delivery (Free for 
orders over £200, £10 under £200) - Returns, Royal Mail 48 Tracked Returns (Free for all 
return items - 60 day return policy).  

➢ From August 2016 onwards there is likely to begin a focus on international markets and 
also our ability to invest in individualisation to customer’s delivery needs, as such delivery 
services will change accordingly. 
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5.4 Packaging Supplier 
(Design June - September 2015, Delivery November 2015) 
➢ How the customer receives the product and the experience within this is imperative to 

the creation of a premium feel to the brand. 
➢ UK based Delta Global Source will be used for packaging design and manufacturing 

services due to their 75 years of experience in luxury packaging and current work with 
premium brands: Mr Porter, Ted Baker and Hackett. 

➢ Packaging will be built around a layering system, product to be repackaged in tissue with 
a branded sticker seal, this to placed in a high quality branded box, with a partially 
personalised card within thanking them for their purchase. Box to be ribbon sealed. Box 
to be placed within a branded delivery parcel, re-sealable for ease of customer returns. 
The opening is designed to be an event in itself. 

5.5 Office & Warehouse Premises 
(Search July - October 2015 - Set Up October 2015) 
➢ Warehouse and office to be on the same premises for ease of communication and 

actions whilst we are still a small business and with low staff numbers (Staff < 5). 
➢ Warehouse and office to initially be located within the North/North East due to cheaper 

rent. However imperative to have direct transport links to London and the South (London 
< 2.5 hours, Brighton < 3 hours). Premises must have ground floor access for delivery 
vans. 

➢ It is expected that by August 2016 that new warehouse and office premises will be 
needed due to increased space needed. This will be combined with the introduction of 
more streamlined and electronic office/warehouse/fulfilment services to process a 
growing number of orders more efficiently. 

5.6 Staff Increases 
(December 2016 Onwards) 
➢ Recruitment will work towards fulfilling our future operating structure (Appendix 1), 

working out from the core ‘Strategy Team’. 
➢ Correct recruitment will be heavily guided by the advisory directors and potential 

investors to supplement the leadership and skills of founder, Samuel Peter Taylor. 
➢ Key employees are to be incentivised through being offered shares within the business. 
➢ Correct and sustained duration of employment will be key to the success of Maison 

Sportif, bringing together talent that can grow together with the business creating a 
stable and innovative team. 
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6.0 FINANCE 
Please see attached cashflow sheets for years 1, 3 and 5.  

6.1 Financial Position 
Maison Sportif aims to be financed through an initial seed investment in the region of £32,500. 
Maison Sportif aims then to be self-funded throughout its growth by way of maintaining a 
positive cashflow through the use of primarily drop shipments, alongside a sustained, effective 
and focussed marketing drive.  

Although profit is not noticeably substantial until year 5 (£62,500), the sustained growth of 
turnover, from £200,000 in year 1 to £1million by year 5, underscores the positive financial 
progression of the business. This also highlights the growth in our customer base and our ability to 
meet new and ever-changing customer expectations. It is from our investment focus on 
marketing, digital design and media resources that we will form an engaged customer 
base, creating a shared positive relationship that will in turn create sustainable financial growth. It is 
this focussed investment in our future over the first 5 years that makes Maison Sportif a 
secure prospect for beyond this time frame. 

The capital remaining within the company at the end of Year 3 (£56,774) and year 5 (£132,182) 
holds importance by being sums that can be quickly utilised in the face of either exceptionally 
rapid growth, or an unforeseen major change in the climate of the markets Maison Sportif 
acts within. 

By using drop shipment Maison Sportif will be able to efficiently and effectively use initial seed 
investment. Instead of being used to fund a large holding of stock, instead the capital will be used 
to build a strong infrastructure as a foundation for the business to grow from. By investing in all of 
the core business processes over the first 3 years, Maison Sportif will be able to have direct 
control over retaining a premium image.  

Maison Sportif therefore holds its profitability in its ability to show and then deliver a business 
that is dynamic in its investment in innovation and forming new customer relationships. But 
also stable through controlled and sustainable growth alongside increasing our capital funds, 
protecting Maison Sportif from market adversity.  
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6.2 Pre-Start 
The Seed Investment of £32,500 will be used effectively within this period to create a platform for 
Maison Sportif to build upon over the following three years. Creating a visually premium website 
with quality product photographs alongside engaging, relevant media resources. Their 
combined cost of £7500 reflects the ambition and achievement of quality Maison Sportif 
represents. Packaging will be purchased for use through the Spring/Summer 2016 season. Stock 
is not needed to purchased in a large amount due to drop shipment. This is vital in Maison 
Sportif’s ability to then invest the remaining half of investment through year 1. It should also be 
noted that a monthly wage of £800 is to be paid to Sam Taylor in the 2 months prior to our launch. 
This highlights the commitment he will be making to the business by becoming Maison Sportif’s 
first full time employee. 

6.2 Year 1 
Throughout year 1, as with subsequent years, Maison Sportif utilises credit payments of products 
through drop shipment. The payment to the supplier will be made the following month for the 
previous months shipments. This allows for our sustained growth to be unobstructed by 
cash flow issues. It should be noted that 3/4 of all purchases are to fulfilled by drop shipment. 
With the other 1/4 to be provided through our held stock, due to some items being unavailable for 
drop shipment. Drop shipment will also protect Maison Sportif from changing trends within 
men’s sportswear impacting heavily upon the business by minimising the stock we hold. 

The regular and sustained investment in advertising and marketing is focussed around the 
ripple effect to the general population and their sporting habits following on from the 2016 Olympic 
games. Presenting ourselves as an authentic alternative to the mainstream sportswear on 
offer will not only bolster immediate sales, but also allow for the prominence of our brand 
through into the important focal point of January in year 2, the start of new year fitness. 

The investment into stock for Spring/Summer of 2017 will be needed to be made 9 months in 
advance, due to the nature of fashion buying. This is where the second half of the seed investment 
will be used. This purchasing of stock will also reflect the predicted growth of the Maison 
Sportif’s customer numbers between the stock’s ordering in July 2016, and it’s release in 
April 2017. 

-    SUSTAINABLE    -    PROFITABLE    -    FOCUSSED    - 
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6.3 Year 3 
Year 3 signals the arrival of a unified team at Maison Sportif, bringing sales and marketing, digital 
design, and distribution and operations under the control of Maison Sportif. Wages reflect 
the bringing together of talented young personnel, employees that will all want Maison Sportif 
to continue to successfully grow for their own personal achievement that this will bring.  

January becomes a key focus point for marketing and advertising, bringing in a new set of 
customers to become part of our active lifestyle and cement their return custom from then on. It is 
the continual marketing pushes every 2-3 months throughout the year that will not only 
draw in new custom, but retain past customers by keeping a constant reminder of Maison 
Sportif’s presence without overwhelming them. 

The summer marketing campaign is of particular importance in the sustaining of the initial growth 
seen at the beginning of the year, by making the most of the weather Summer brings for sporting 
activities. 

Year 3 brings with it a profit of £42,516. Primarily achieved through entering into a sustained 
achievement of 600+ monthly sales. It is this profitability that allows for the vital employee 
additions and also allowing for our marketing strategy to grow in relation to representing an active 
lifestyle.  

Once more, the stock buying for new seasons (and also within seasons by utilising employee skills 
in sales analytics) is performed in relation to the sustainable growth Maison Sportif will maintain. 
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6.4 Year 5 
Year 5 heralds the changing from ‘Start-up’ to becoming a significant key player within the 
UK men’s sportswear market. Whilst maintaining profitability of £62,500 by year end, Maison 
Sportif will make significant financial investments. Into both an expansion of personnel to deal 
with over 1000+ orders per month, and £75,000 worth of marketing and advertising.  

Coming into our second Olympic year Maison Sportif will look to take a major increase in 
customer volume, moving from 830 orders in December 2019, generating sales of £58,100, 
to over 1400 orders in July 2020, generating sales of over £155,000. Our continued use of 
drop shipment makes this rapid increase a financially viable prospect, alongside the safety-net of 
a bank balance of over £100,000.  

By year 5 we also hope to have achieved a customer base that is knowledgeable in our 
products and anticipant of our new season releases. Advertising and marketing will reflect 
this at our season launches in April and November, combining to an expenditure of £20,000. It is 
our utilisation of live broadcasting social media at these times, combined with a public 
advertising presence, that will become the springboard for our growth beyond 5 years. It is 
our aim for it to signal our position as a key influencer for the development of the brands we sell, 
and our ability to both move with, and also shape the men’s sportswear market. 
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7.0 APPENDIX 

Appendix 1 - Proposed Operating Structure (1-10 Employees) 

Advisory Directors

Brand 
Strategy

e-commerce & 
Logistics

Digital Design

Distribution Strategy

Finance

Marketing 
Implementation Marketing Strategy

Internal

External

Internal team of 1 to 10 
people

*nb. IT support will be internal and external 
dependent on issues, however the external 
website digital design is expected to take on a 
significant role within this.
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 Appendix 2 - Proposed Operating Structure (10+ Employees) 

Board of Directors

Strategy Team 
(Senior 

Management)
Head of HR

Head of Finance

Head of Marketing Head of DesignHead of e-commerce

Head of Distribution Head of Logistics

Sales Team Creative Team

Operations Team

*nb. Within the Sales, Creative and Operations 
Team there will be IT support members.
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Appendix 3 - Packaging Examples 
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Labels
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Labels
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Shopping Bags
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Appendix 3 - Packaging Examples (Cont.) 

 

Paul Smith
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Shopping Bags
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Mr Porter

Mulberry
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Appendix 4 - Website Design Themes


