JACOB WINKLER BIEN DANS SA
PEAU

FRENCH: WELL IN ONE’S SKIN;
COMFORTABLE; AT EASE WITH
ONESELF




Bien Dans Sa Peau is a sophisticated

TH E M ESSAG E sportswear line for women aged 60+.

It creates an aesthetic that would be
equally comfortable on different ages

& body types.




A GROWING POPULATION:
In 2014, the number of Americans aged 65+ was 14% of total population.

By 2060, the senior population will grow to 24%

AWEALTHY POPULATION:
Baby Boomers

control 70% of disposable income

W HY in the United States and account for

45% of sales in apparel3
SENIORS?

A HEALTH & WELLNESS
ORIENTED POPULATION:
25% of gym goers are OO+ years old

AN UNDERMARKETED POPULATION:

Less than 5% of marketmg dollars are spent toward seniors’



GROWING MARKET FASHION BENEFIT RELIES ON
INDIVIDUAL TASTE RATHER THAN
NO DIRECT COMPETITORS PROVABLE FEATURE
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INSIGHTS

| don't want to look young.
[ want to look great.

| want clothes that reflect
how | want to fee/: bien

dans sa peau.







COLOR,
MATERIAL
&
1YPE

BLACK AS PALLETE MIDNIGHT BLUES SILVER & GREYS

SOFT MERINO WOOL [l CASHMERE WATERPRO(
SYNTHETIC

BRANDON GROTESOQUE (THIN, MEDIUM, [TALIC)
GEOMETRIC, SANS SERIF

STURDY, BUT GENTLE. LEGIBLE BY OLDER AUDIENCES



SKETCHES




F |_ ATS OUTERWEAR - LE MARAIS

MIDLAYER : D'ORSAY
BASELAYER : GIVERNY
PANT . FRANCOIS




3. DOUBLE
1. SERGED SEAM 2. TOPSTITCH NEEDLE COVER
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3. DOUBLE
1. SERGED SEAM 2. TOPSTITCH NEEDLE COVER

-!ﬂ







@) 1

182 —ok

1

3. DOUBLE
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LE MARAIS

STAY COOL & DRY FOR YOUR EASY COMMUTE

JACKET




LE MARAIS

STAY COOL & DRY FOR YOUR EASY COMMUTE




D'ORSAY
WARM INTO YOUR WORKOUT

SWEATER




D'ORSAY
WARM INTO YOUR WORKOUT




GIVERNY
MOVE WITH CONFIDENCE

SHIRT




GIVERNY
MOVE WITH CONFIDENCE




-FRANCOIS
MOVE W

TH FREEDOM & COMFORT
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-RANCOIS

MOVE WITH FREEDOM & COMFORT




VALIDATING — FUNCTIONAL ~— WEARTEST WASH/DRY TEST

BIEN DANS SA PEAU (@ GYM
AESTHETIC ~———— RECRUITING . AGES30-70,GYM
TESTERS GOERS (BATCH BY AGE

DEMOGRAPHIC)

HOW TO TEST SHOW PROTOTYPED
FASHION? T  COLLECTIONIN

DLAN PRIVATE SETTING

TQ SEEKFEEDBACK

\/AU DATE /\TH@QU@CSU@VEY /\

WHATADJECTIVES HOW DOES IT MAKE DOESITFITWELL ON
WOULD YOU USE TO YOU FEEL TO WEAR? DIFFERENT BODY
DESCRIBE THIS LINE? \ SHAPES?

WHATIS MOST

DIFFICULT ABOUT
DRESSING FOR THE
GYM? DOES THIS LINE
ADDRESS YOUR
CONCERNS?




D)Q RS AY TRANSITION

LE MARAIS

MOTHER
FRIEND
DAUGHTER
H A N G NEIGHBOR
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HEARD
IN THE
-lclD

AGE: <35 YEARS

“This sweater is amazing

“| would wear shirts with these shoulders”

OVERALL FEEDBACK
T

The market for 650+ women is very

hungry for athleisure & sportswear.

This line addresses their fashion
concerns

AGE: >60 YEARS

“There is no one making sportswear for me.

This sophisticated look is a great match for

my age”

“I'love the sweater! | could see someone of

any age wearing it”

“Th/'sjacket is so cool! | would wear it at

night and to events. /f/t were another col -

or, | would wear it to the gym”

“These pants are great for athleisure, but

too hot ]COf strenuous exercise

2

Across all ages, the jacket catches
the eye, the sweater wins the heart,
& the shirt and pants inspire an
understanding of what Bien Dans Sa
Peau is about: sophistication

2

3

Pant and shirt meet comfort needs
for athleisure, but are slightly too
thick for performance - activities






CITATIONS

Mather, M, Jacobson, L, Pollard, K (2015) Population Bulletin, Pop -
ulation Reference Bureau Volume /O(No. 2). Retrieved from: http://
www.prb.org/pdf16/aging - us - population - bulletin.pdf

Introducing boomers: marketing's most valuable generation, Niel-
son, (August 2012). Retrieved from http://www.nielsen.com/
us/en/insights/reports/2012/introducing - boomers - - market -
Ing - s-most -valuable - generation.htm|

. Venture Capital Review, lssue 29, (2013). Retrieved from https://

www.aarp.org/content/dam/aarp/home -and —Fami\y/persom -
al-technology/2013-09/Longevity - Ecomomy— New - Invest -
ment - Theme -AARP.pdf

. Baby Boomers: A Burgeoning Customer Market. (2013, April, 8th)

Retrieved from https://www.ibisworld.com/media/2013/04/08/ba -

by -boomers -a - burgeoning - customer - market/
Introducing boomers: marketing's most valuable generation, Nielson,

 (August 2012)



