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CONTENTS PAGEEXECUTIVE 
SUMMARY

Opulence is a luxury online website that acts as a third-party seller for luxury brands, the concept brings 
together physical retail space and digital space, allowing them to work together for the convenience of the 
consumers. The platform provides 35-50-year-olds with an experiential and sensory shopping experience 
through the use of video content.

With 1/5 of luxury purchases being processed online by 2025 (McKinsey & Company, 2018), brands 
need to consider their luxury platforms, in contrast to this in-store physical space is decreasing. Having in-
store and digital spaces work together allows a strong omni-channel approach.

With the rise in experiential luxury (BCG, 2020) and the common issue of products being misrepresented 
on online platforms, Opulence brings these two together and has created an immersive experiential 
platform that allows you to see the products you’re buying in better quality. 

Opulence is designed to engage the tribe ‘self-aspired luxurians’, by having an omni-channel approach 
and giving the consumer convenience on every purchase they make. Opulence wants every customer to 
feel recognised as research showed the target audience feel they aren’t targeted properly. 

Opulence will operate as a sole business owner with Lauren Sinar as the owner and CEO. Opulence will 
work closely with the brands and maintain a healthy relationship to obtain a 25% margin on all products 
sold through Opulence to gain revenue. Funding will be secured via £25,000 government start-up loan, 
£3,000 Princes Trust Grant and a £100,000 investor. The initial costs of the business are high as marketing 
will be needed to create a hard launch into the competitive sector. 

Opulence is forecasted to break even in November, 6 months into launching. 
WORD COUNT: 3030
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THE 
CONCEPT

Opulence is a luxury online website platform that acts as a third-
party seller for luxury brands, where consumers can shop through an 
immersive, experiential platform that focuses on bringing digital and 
physical retail together.

The platform will show products within video form using sensory 
experience such as sounds to encourage emotional connection from 
consumer to product. The platform will allow customers to become more 
knowledgeable about the products they are buying while being able 
to purchase the product online or reserve the product in their nearest 
store. The consumers will become part of a branded community by 
gaining loyalty scheme points with every purchase resulting in access 
to exclusive events, talks and products.
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1 2 3
KEY 
DRIVERS

EXPERIENTIAL
 LUXURY

ONLINE V 
IN-STORE 

MISREPRESENTATION 
OF PRODUCTS

The research suggested, “By 2022, the experiential 
segment is forecast to account for nearly two-thirds 
of the total luxury market” (BCG, 2020). Consumers 
want to create an emotional connection to the product 
they are buying into; aligning to ‘buy less, mean 
more’. Brands are ‘forcing and over-engineering’ their 
experiences resulting in consumers feeling in-genuine 
and unpersonable; consumers want an experience that 
will either ‘mentally, physically or psychologically better 
themselves’ (Bishop, 2019).

With the decrease of in-store space due to the rise in 
technology and the change in the needs of consumers; 
the online space is within growth with ‘1/5 of luxury 
purchases being processed online by 2025’ (McKinsey 
& Company, 2018). Brands are taking the approach to 
choose one or the other leaving the consumers dissatisfied 
with the interaction. This highlights the importance of 
adopting a multi-channel approach.

When marketing products online, a common issue of 
mis-selling the products through the imagery used is 
prominent with 93% of 80 participants state they’ve 
had this issue; leaving them feeling ‘annoyed’ and 
‘frustrated’ to tackle this issue, video content is used 
to show the true perspective of the products, within a 
survey 89% of participants believed by adding more 
visual content, it will allow them to see the products in 
true form (Appendix 1).
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OBJECTIVES
• To use the digital platform to generate 
driving traffic in-store

• Give consumers an immersive and 
sensory experience within a digital space 
through visual and audio content.

• To have 250 brands on board to showcase 
within the platform in the first 12 months of 
launching

• Develop a profitable business that allows 
consumers to shop both online and in-store
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VALUES OF 
THE BRAND

Individuality 
Opulence wants its consumers to find their style through the 
platform, exploring who they are through the form of fashion.

True Experience
Opulence aims to give consumers a meaningful experience 
where they can become knowledgeable about products and 
leave the brand with a long-lasting impression and timeless 
product.

Community 
Opulence wants to give its consumers a chance to be part of 
the luxury community through their membership scheme; to 
feel part of a company that’s all-inclusive.

Immersive
We want you to become immersed in the product you are 
buying into, through the sensory video content you will see 
the product in a true form of movement and detail.

05
Figure 1-4



BENEFITS
• Opulence’s loyalty scheme offer consumers points with 

every purchase; more points are gained if brought in-
store. The points will give members exclusive access to 
events, talks and products. 

• Consumers will be given a sensory experience while 
shopping through the use of visual and audio content; this 
will create a meaningful connection between consumer, 
brand and individual product. 

FEATURES
• Convenience - Consumers can find their chosen product 

in their nearest store, allowing the consumer to reserve 
the item within a 3-day period. No payment is needed for 
this, allowing the consumer to see and feel the product 
before they buy.  

• Sensory Experience - Each individual product page 
has a video feature where products are shown in its true 
form with high-quality detail.

• The platform offers customers a wide selection of 
product categories to search by; this gives consumers a 
clear and defined product if they were after something 
in particular. 

BENEFITS & 
FEATURES
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2 3 4

CUSTOMER
JOURNEY

1SEARCH & 
FIND

BUYING
STAGE

RECEIVING
STAGE

LONG- LASTING 
IMPRESSIONS

Found through the marketing 
materials, consumers will search 
through the website for products 
they want to see; using the variation 
of product category searches. 

Once finding a product they want; 
they can buy straight away online 
or they can choose to reserve the 
product in a store nearby to them; 
allowing them to see the product 
in real-life. This stage will offer 
the membership scheme to the 
consumer to earn points.

If brought straight away online, the 
consumer will wait to receive the 
product in a sensory packaging 
experience, while reserving the 
product will give consumers a 
3-day period to go in-store to either 
continue the purchase or opt-out of 
the transaction.

Consumers will receive follow up 
emails for their purchases; leaving 
the consumer with a long-lasting 
impression.
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THE
CONSUMER
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CONSUMER
MARKET

“Half of today’s affluent consumers feel that luxury brands are uninterested 
in marketing to them” (Bishop, 2019). Consumers feel that brands aren’t 
interested in them and feel over-looked. It’s important for luxury brands 
to make their consumers feel recognised and special; this is something 
Opulence will pride themselves on. 

The meaning of luxury is shifting, consumers want more than just a 
product from the brand, they want something long-lasting, which will 
meet their physical, mental or psychological needs (Olbertova, 2019). 
Giving consumers a lasting experience will create high brand loyalty. 
The research found ‘77% of individuals making fewer, more meaningful 
purchases’ (The Future Laboratory, 2020); it’s important for Opulence to 
support its customer in this and when they do buy give them an experience 
which will leave a long-lasting impression. 
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THE CORE 
CONSUMER DEMOGRAPHIC Male and female 

Ages: 35-50 

Marital status: Married / Settled down. Could be happily 
single.

Life stages: Stable home, with children. Money is 
becoming more disposable, with their successful jobs
Income: Medium- High

GEOGRAPHIC Country: UK – expandable to international 

Residential environment – urban – suburban 

PSYCHOGRAPHIC Lifestyle: The socialite – A people-person who gets their 
satisfaction from interactions.  

Purchasing motive and behaviour:
Emotional product buying motives- pride (proud of 
possessing some product) / ambition (sense of saving for 
achievement).

Rational patronage buying motives: services offered/ 
the treatment and reputation you get from owning the 
brands. 

Social class: middle-upper class

Interests/hobbies:
- Spending time with family and friends 
- Healthy work-life balance
- Look for experiences to enhance their life 
- Environmentally conscious – likes change
- Knowledge and track their health

CUSTOMER SEGMENTATION

Opulence has identified their consumer 
audience as shown aside, while also 
identifying the most and least profitable 
consumers from this audience. 

The most profitable consumer would be the 
older generation of the audience, varying 
from mid 40’s- 50, they will have more 
disposable income as they will tend to be 
more settled down in life with the majority 
having older kids that are becoming more 
self reliant. 

The least profitable would be the younger 
audience of 35-40s as they would tend to 
have less disposable income and may still 
have younger children meaning this money 
would go more towards the family than 
luxury products. 
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TRIBE: ‘SELF ASPIRED 
LUXURIANS’

The tribe are within the early majority of the adoption process; they buy luxury 
products as a way to show their achievements off, with the tribe focusing on their 
work careers and their family life, the products act as a way to treat themselves. 
Using the products as self-expression, they are highly brand loyal. They easily adapt 
to new technology and look for experience in every touch-point.

ACORN CLASSIFICATION
Younger consumer: Group B Executive Wealth- Financially 
comfortable families

Older consumer group: Group A Lavish Lifestyles – Metropolitan 
money 

MASLOW THEORY HIERARCHY OF NEEDS 
Esteem – confidence, achievement, self -esteem and Self- 
Actualisation

Through the products they buy, they get the feeling of these. 
They continue to buy because of this. They don’t compare 
themselves with one another, they do things for themselves to 
be their best self. 

ROKEACH THEORY

TERMINAL VALUES: Freedom / Pleasure (enjoyable, leisurely 
life) / A comfortable life / A sense of accomplishment  

INSTRUMENTAL VALUES: Ambitious / Independent / 
Intelligent / Responsible 

NEST CYCLE 
FULL NEXT II, FULL NEST III
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THE EXTENDED 
CONSUMERS

Aside from the Self-Aspired Luxurians, the company will also target 
Millennials as by 2025 millennials will represent 50% of the market 
(Danziger, 2019). Millennials look for the same needs within Marlow’s 
theory with Esteem being a common factor. They have interests in using 
social media platforms to share their pictures, having knowledge of 
emerging technology, having a side hustle and spending time with 
family and friends. Their emotive buying motives are for the pride of 
their social status, ambition as a self of achievement and a desire to 
be distinct from others.
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TARGET 
MARKET
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The luxury market is seeing growth with €920 billion in 2018 and annual 
expectancy to grow by 4-5% until 2025 (Altagamma, 2019) however, 
half of today’s affluent consumers feel that luxury brands are uninterested 
in marketing to them (MarketLine, 2018). With the shift in what luxury 
means to consumers; many brands are limiting their targeted consumer. 

Luxury e-commerce grew by 23.3% in 2017, more than three times faster 
than total luxury retail growth, and it is expected to be nearer 20% by 
2025 (Charlton, 2019). With the growth in digital usage, there will be an 
increase in an omni-channel approach. By 2025 1/5 of luxury purchases 
will be online (D’Arpizio et al., 2019), this highlights how important it is 
for brands to have an omni-channel strategy. 

TARGET 
MARKET
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DIRECT
COMPETITORS

Opulence has identified various 
direct competitors, doing this allows 
the business to identify strengths and 
weaknesses that can be improved 
upon.

16 Table 2 



INDIRECT
COMPETITORS

The in-direct competitors  that 
have been identified are all 
innovative within their sectors or 
offer a similar service.

17 Table 3



UNIQUE SELLING 
POINT

Opulence gives consumers an immersive 
experience through sensory video content 
while buying their luxury product. A choice 
to buy online or to reserve the product in their 
nearest store for convenience is available.

The brand positioning map identifies where Opulence 
will be within the market. This was based on the service 
and experience of the company’s as price point will 
be around the same and quality will come from the 
producers instead of the third-party businesses. 

COMPETITORS
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SWOT ANALYSIS
SUMMARY

The swot analysis shows there are many strengths to the concept, while 
the threat of not securing initial contracts with luxury brands being the 
biggest concern. There is an area for the company to grow international 
like its competitors.
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OPERATIONS
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OPERATIONS

PRODUCER RETAILER CONSUMER LUXURY BRANDS OPULENCE PLATFORM 

Opulence is a luxury third party seller; selling branded products through 
the website using an immersive sensory experience. The customer would 
place the order through Opulence which will then be fulfilled by the selected 
brand operating as a third-party business.  Working closely with the brand 
and their outlet’s Opulence offers the choice of buying online or directing 
the custom to store; giving Opulence a percentage of these sales.
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COMPANY 
STRUCTURE
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STAFF COST
The graph shows the staff that would initially 
need to be employed, through growth of the 
business Opulence would continue to employ.
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EXTERNAL KEY
COMPANIES

The brands which will be showcased on the website are 
external key companies for the business, without these, 
the company couldn’t be able to function. Aside are some 
of the brands Opulence hopes to work with.

Opulence would work with external legal and human 
resources team, as this cut the cost of employing extra 
staff; these are also key companies. 
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PREMISES &
INSURANCE

Premises 
Opulence will have their head office in Birmingham, this 
location is central within the UK while being reasonably 
priced. The space would be around 3,000sqft needed, 
the cost of this would be around £45,000 annually. 

Insurance
Business insurance must be purchased, a quote of 
£47.06 per month was found; including public and 
product liability, theft of takings, employers’ liability, 
cyber risk, legal expenses and building cover (Direct 
Line Business, 2020). A goods in transit insurance would 
be taken out to cover the expensive products being 
shipped; this could cost roughly £108.58 annually 
(FastQuote, 2020)
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LEGAL 
OBLIGATIONS

Companies Act 2006 – 
The act requires you to disclose certain information about the identity of your company on your 
website; such as company name, registered number, office address, VAT number (Hallam MBE, 
2018). Opulence will abide by this law by having all the information accessible on the website. 

Equality Act 2010 –
Make sure the website is accessible to everyone who needs it such as meeting level AA of the 
web content accessibility guidelines and having the platform would on most common assistive 
technologies (GOV, 2020). Opulence will make sure that the website is accessible to everyone 
and it works on a variety of platforms. 

Data protection Act 2018 –
 For customers, personal data to be handled correctly; used for a specific purpose, kept for no 
longer than necessary and discarded of appropriately and securely. Customers have the right to 
access their data and edit incorrect data (GOV, 2020). Opulence will abide by this and allow 
customers to have full access to their data. 

Consumer Contracts Act 2013 – 
This act gives the consumers rights to find information, cancel their orders and achieve refunds 
(GOV, 2020. Opulence will offer a 30-day refund option to customers and offer full refunds 
including delivery for faulty goods. 

Forgery and Counterfeiting Act 1981 –
A person is guilty of forgery if they make a false instrument, with the intention that he or another 
shall use it to induce somebody to accept it as genuine, and by reason of so accepting it to do 
or not to do some act to his own or any other person’s prejudice”(GOV, 2020). Opulence will 
only sell genuine products; this will be closely monitored. 

Marketing and Advertising -
The Consumer Protection from Unfair Trading Regulations mean you cannot mislead or harass 
consumers (GOV, 2020); the advertising will be genuine, accurate and honest. 
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FUNDING
Government start-up loan 
Government loan of £500 to £25,000 on the conditions 
of living in the UK, over 18 and plan to start UK-based 
business (GOV, 2020)

Princes Trust Grants 
Provides funding to young individuals to help them start 
a business, must be 18-30 years old can offer around 
£3,000 depending (Entrepreneur handbook, 2020). 

The Girlboss Foundation
 Grants to female-identifying entrepreneurs, empowering 
them to start their business, funding of $15,000 plus 
exposure (GirlBoss, n.d.).

Finding an investor would be an opportunity for Opulence 
as larger capital could be acquired. The investor could use 
the seed enterprise investment scheme where investors 
can claim eligible investment against their tax bill; 
reducing capital risk (Entrepreneur handbook, 2020).
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DELIVERY & 
PAYMENT DELIVERY COST

Standard delivery 2-4 days will be free; having high-
end products, this would be included in the costings to 
make the brand a more favourable shopping option.
24-hour delivery will be £8.00, this will offer 
convenience while helping with the packaging costs. A 
year next day delivery will be £20, giving the consumer 
a promotional  deal to create retention; this wouldn’t 
include premiums package due to cost factors.

PAYMENT TYPE

Opulence will accept all major payment types; this will 
give the consumer choice to whichever they feel most 
secure and comfortable with. 
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EQUIPMENT 
NEEDED
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MARKETING 
STRATEGY
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The marketing strategy will initially be costly to the 
business, this being the competitive industry it is entering; 
a hard launch is needed. The strategy will include a mix 
of traditional methods that have been modernised and 
digital methods, these include:

- Instagram and Facebook sponsored adverts
- A Youtube series
- Digital Posters
- Interactive billboards
- Pop up events
- Email marketing
- Influencer packages

The marketing will be held in major UK cities; London, 
Birmingham, Manchester and Edinburgh as the consumer 
will live within the area or commute in. The marketing 
aims to organically integrate into the life of the consumer, 
this is done through various platforms being used. 
(See marketing strategy outcome for more information)

MARKETING
STRATEGY
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12- MONTH MARKETING 
TIMELINE

33 Figure 9



12- MONTH MARKETING 
COSTS

34

Table 6



FINANCIAL 
BACKGROUND
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12- MONTH FINANCES
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SALES 
FORECASTING

The table shows the sales forecasted; this was worked out by using 25% 
as a margin from brands. This could change for each brand depending 
on negotiation; however, research showed competitor markets at this 
percentage. Research showed on a competitor’s website that the average 
order is worth £520, this was used a ballpoint. From every £520 spent 
on Opulence, we would receive £130 back (25% margin).
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BREAK-EVEN
ANALYSIS

Opulence would break- even in November, having sold 945 units at an 
average value of £520. The year would end positively with a £91,106 
profit ending that year on a closing balance of £203,755.

Revenue would be made from when the website launches in late June. 
The business would adopt a business to consumer selling strategy, the 
pricing would stay consistent with its competitors as its luxury products. 
Consumers were found to research on the best price of the products 
before they buy; it’s essential to have a competitive pricing strategy in 
place.
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Within the future Opulence could look at entering a new 
market including Asia as the digital platform growth is 
favourited there, allowing the website to grow international 
this gives a wider target audience.

An app would be considered to see if the initial costs 
would cover the usage of having that platform. 

While expanding the operational side to having its own 
distribution centre is advised as it will give the brands less 
control over the branding of Opulence. 

FUTURE GROWTH
STRATEGY
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Conducting primary research to see if the marketing of products online can affect 
customers. The aim was to explore how customers found their online shopping experience 
and see whether the products are marketed correctly. 

A survey with 80 people was published via social media channels to gather a mixed-
age response. When asked ‘Have you ever seen a product you like online, ordered it 
and when you received the item it looks nothing like the item of the website?’, 93% of 
the participants responded ‘Yes’, this shows that items online aren’t marketed in a ‘true 
form’ way. When asked how this made them feel, the responses were: 

ANNOYED

DISAPPOINTED

DECEIVED

WASTE OF TIME

WASTE OF MONEY 

FRUSTRATED

This only proves that the way products are marketed online, leaves the customers with 
negative feelings if it doesn’t have true perspective. To combat this problem, 89% of 
partipants believe by adding more visual content such as videos it will allow consumers 
to see what they are actually investing their money into. 

The results showed that a platform where products were given more visual content will 
revoke positive feelings for the consumers.
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PRINT OUT OF
BUSINESS PLAN

The business would be printed out in a A4 size, 
with a canvas hardbook casing. The logo would 
be embossed on. It would have heavy paper 
weight to make the book feel of good quality. 


