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Executive Summary 
  
In this report Lara Intimates, a small United Kingdom (UK) based and 

manufactured lingerie brand internationalises into Poland, the report will 

highlight the opportunities and threats in the strategy while considering if the 

brand needs to adapt for a new market. 

 

Lara has unique selling point of sustainable considerations and 

personalisation of made to order products (Lara Intimates, 2018). Research 

found 80% of us are wearing the wrong size bra (Davis, 2018), meaning it is 

important to get correctly fitted. By Lara internationalising it gives commercial 

objective, which gains a competitive edge, as well as growth that they can 

capitalize on. It allows Lara to widen the brand and offers sustainable options 

for their consumers of 17-30 year old females.  

 

With the saturation of the UK’s underwear market (Mintel-June, 2018), the 

ageing population (Passport,2019), labour productivity declining and the 

uncertainty of Brexit’s impacts (Passport, 2018-3); act as push factors from 

the market. The pull factors into the Polish market are the unsaturated 

underwear market, however growing by 3.8% (Passport,2018-2), the strong 

growing economy where it has seen Poland upgraded from emerging to 

developed market and the central location that offers channels into Eastern 

Europe as well as low cost transporting methods (GOV.UK, 2017).   

 

Lara will enter the Polish market by flagship store, with low property rates 

(Nurczyk, 2018) and a large population, this was a favourable option 

compared to having a concession in a boutique, even though boutiques are 

on the rise with more Polish consumers demanding uniqueness and 

personalisation. With concession you lose control of the business, with Lara 

priding themselves in service this can damage the reputation of the brand. 

The risk of a high cost hard entry into a flagship store outweighs the risk of 

loosing control of the business. Lara will enter the market using Polish 
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influencers as a collaboration to create interest and engagement (Passport, 

2018-2.  

By internationalising into Poland this gives potential for Lara to expand across 

Eastern Europe or add additional stores into the market in the future, if the 

brand is successful.  
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What are the reasons for internationalisation?  
The brand Lara Intimates is a revolutionary underwear brand that brings 

craftsmanship back to Britain with reclaimed fabrics, and sustainable 

practices.  The brand that was established in 2016, represents 3 elements; 

these being profit, people and the planet. Lara Intimates pride themselves on 

service and their unique selling point of personalisation; they offer 

personalised made to order products, allowing them to offer more size 

variations (Lara Intimates, 2019). Research found that 80% of us are wearing 

the wrong size bra, while it is advised every 6 months you get measured and 

fitted (Davis, 2018), this isn’t always the case. Lara offer this service to 

customers so they get the best value out of their products. Lara’s consumers 

are aged 17-30, while their products range from £20-72. 

 

By internationalising it gives Lara’s a commercial objective providing a 

competitive edge, as well as the potential growth it can capitalize on; and thus 

allowing Lara to widen their brand globally and engage with more consumers 

by educating them about sustainable issues and how brands are beginning. 

 

Push factors: 
The UK home underwear market is continuously expanding; the market grew 

3.6% in 2017, with further growth of 3.9% forecast in 2018 (Mintel-June, 

2018). However the market is largely driven by replacement purchasing, with 

a broad range of retailers capturing consumer spending (Mintel-June, 2018). 

Underwear is a necessity, meaning there’s strong competition to the market. 

There is a constant demand for product innovation, with a number of 

significant brands reacting to shifting consumer needs and reflecting the wider 

industry demands for a more diverse offering (Brown, 2018). The market has 

intense pricing competition due to the amount of companies that are 

completing for consumer spending (Mintel-June, 2018). 

  

The UK population has seen birthrates decrease from 11.8 in 2016 to 11.4 in 

2017. The number of those over 65 years represented 18.2% of total 

population in 2017 and the share will rise to 22.0% by 2030 (Passport, 

2019). With an ageing population and lower birth rates this could become 
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a risk to the future of Lara Intimates as their consumers range from ages 

17-30 (Passport, 2018-3). 

 

The employment rate is decreasing, and labour productivity has declined. 

Output per hour work fell to just 0.2% per year in 2007-2017. The low rate 

of productivity growth reflects a low capital-labour ratio, low efficiency in 

the use of capital and labour inputs and a lack of innovation (Sharma, 

2018). With Lara currently manufacturing within the UK, this means labour 

and operating costs are at risk of rising. While uncertainty around the 

implications of Brexit, prices could increase, supported by a weaker pound, 

which means less consumer spending.  

 

Pull factors: 
There is an international opportunity to expand within Poland. The underwear 

market currently has a growing value of 3.8% (Passport, 2018-2); the market 

is still unsaturated, meaning weak competition.  

 

Poland has a strong economy growth, where the real GDP will see gains of 

4.6% in 2018. Fast wage increases and high consumer confidence levels 

and low public debt at 54% are expected to support private consumption, 

though its growth is projected to gradually moderate as inflation picks up 

(Passport, 2019). Poland has a stable political situation, with European 

Unition (EU) and NATO membership (GOV.UK, 2017).  

 

Unemployment has decreased to 3.6% in 2018. Poland has relatively low 

manufacturing costs, their workforce are mainly high qualified and 

competitive (Passport, 2019). 

 

Poland has been one of the fastest developing countries in the EU. In 2017 it 

was ranked by the World Bank as the 27th easiest country to do business in. 

Most recently FTSE Russell upgraded them from emerging market to 

developed market (Aitken, 2018). The move is the latest recognition of the 

speed and scale of the development of Poland’s capital markets and overall 

economy, which has more than doubled in size since the country joined the 
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EU in 2004, and is on the second-longest growth streak in the OECD, having 

not suffered a recession since the early 1990s.  

 

Chosen international location: 

Lara Intimates will thrive within Poland, as there is an increasing underwear 

market. With an unsaturated market, this gives potential for Lara to grow as 

they offer something innovative to the market. Research showed boutiques 

are popular within Poland as consumers want unique and personalised; this 

gives great opportunity; as well as their high disposable income to allow high 

ability in consumer spending (Passport, 2018-2).  

 

With a reported 51.7% female population (Trading Economics, 2016), this 

matches to the UK (National Statistics, 2018). Females aged 15-64 accounts 

for 66.94% of Poland’s population; this offers scope for a new market (Trading 

Economics, 2016). 

 

Poland is located in the centre of Europe; this makes it easy and accessible, 

while offering low cost transportation methods. As Poland is part of the EU, it 

has similar regulations to the UK meaning knowledge of the company is 

reachable. Continuously it offers potential further growth by having an entry 

point into Eastern Europe. Currently 7% of exports come from the UK worth 

$12.8 billion (Atlas, 2016), encouraging exports will allow the economy to 

grow further. 

 

This up coming recently developed market has continuous growth that Lara 

Intimates should capitalise on; it offers great opportunity to try a new market 

that has a population of 38 million while the internationalisation will be less 

costly than further located countries.  
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Micro internal analysis 
 

SWOT Analysis on Lara Intimates  
Strengths  
 

Weaknesses  

• Unique selling point- Offer quality 
service, diverse sizes and has a 
sustainable edge.    

• Skilled/ knowledgeable staff  
• Tangible assets such as property  
• Innovative marketing strategy of 

a touring bus that offers the 
service in different locations 

• Trusty brand image,  “I’m 
obsessing over all the bras. I love 
that they’re made from dead 
stock fabric. That’s the coolest 
thing in the world”- A consumer 
of Lara Intimates (Authors own, 
2019)  

• Have a tailor made 
personalisation system online 
and in-store 

• Offer a wide variation of sizes 
(Lara Intimates, 2018 Instagram) 

 
 

• Lack of capital investment   
• Don’t offer a variation of 

styles 
• They don’t have bulk of 

products to distribute and 
sell  

 

Opportunities Threats 
• More marketing on brand as 

primary research revealed 70% 
of consumer target audience 
have not heard of the brand.  

• To push on the sustainability 
element as it has a rising 
demand. A report on WGSN 
revealed ‘conscious 
collaborations’ were big ideas for 
2021(WGSN, 2019) 

• Push on the USP of 
personalisation; continue to offer 
better service with growing 
technology.   

 

• Emerging competitors that 
are coming into the niche 
market of sustainability and 
personalisation  

• Brexit- rise of manufactured 
costs will increase, could 
reflect in price  
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Suppliers 
Lara works with a UK supplier that buys luxury fabrics from around the world 

and brings them back to their factory; ‘the most sustainable fabric choice is 

using material that already exists’ (Lara Intimates, 2019). The underwear 

component and garment labels are sourced in the UK, however this holds a 

challenge by finding the same style and being environmentally conscious. The 

same supplier could be used in Poland with UK materials shipped over or a 

supplier could be sourced from Poland.  

 

Distribution channels  
Lara trades from business to customers (B2C) through e-commerce and their 

factory that offers a fitting service. This eliminates the business being affected 

by disturbed channels.  

  

Competitors 
The market map below shows their competitors, primary research conducted 

shows that when millennials were asked where they shop for the underwear, 

these were the results. Lara’s prices may be seen high, however the market 

map shows the diverse price points ranging from value to luxury underwear. 

The crosses on the market map show the smaller independent businesses 

similar to Lara that are direct competitors, this shows the pricing is all very 

similar. 
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Customers  
Primary research conducted found that Lara’s primarily consumer tends to be 

aged 17-30 females, who are from the tribe of subconscious shoppers 

(Walker, Smith and McGovern, 2018), where they would rather support 

brands that are making changes towards a more sustainable future. Lyst 

reported a 47% increase in shoppers looking for ethical credentials (Pinnock, 

2018) 

The average female in the UK spends £38 a year on lingerie, however due to 

basic income at millennials age they may spend less. They are dependent on 

discount codes, such as student discount. 34% of respondents said they shop 

online for lingerie, with the growing ecommerce this is expected to increase.  

 
Public brand perception 
Their brand perception is positive as press from Refinery29, Made in 

Shoreditch, Fashion United etc shows the brands value’s (Lara Intimates, 

2019), by interviewing the owners and explaining the concept of the business. 

Consumers like seeing a brand that is making a difference and cares about 

the future of the world; 75% of millennials asked would rather buy from an 
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ethical brand (Authors own, 2019). Lara still needs to expand on their 

marketing and being seen in a competitive market, as 70% of millennials 

asked have not heard of the brand (Authors own, 2019).  

 

The image of the brand is highly respected as they use different models of 

age and body shapes. “The underwear market is moving away from overly 

sexualised imagery and ‘perfect’ definitions of beauty and taking an honest, 

bare-it-all approach” (Smith, 2015). Research found that consumers are 

becoming more demanding of representative campaigns; most in particular 

millennials aged 18-27 (Mintel Womenswear, 2018). 

 

Macro external analysis 

 

 
LE PEST 

Legal  Recently a controversial law that has forced nearly 40% of 
Poland’s Supreme Court judges to retire, by lowering the 
mandatory retirement age from 70 to 65, has caused 
protests as the population believe their being replaced with 
individuals with the party’s right-wing ideologies (Chhor, 
2018). 
  
The EU opened procedures against Poland under Article 7 
as nationalists are undercutting democratic institutions in 
their country. This puts Poland at risk of loosing the right to 
vote in the EU as well as their reputation as a country 
(Baczynska, 2018).  
 
‘In 2017, The European commission (EC) asked the Polish 
government to implement a set of recommendations to 
defend judicial independence in the country. These were to 
address concerns over political control of the Supreme 
Court, the Common Courts and the judiciary in general. 
Comparatively in 2018, the EC’s concerns were failed to be 
addressed (Amnesty, 2018). 
 

Environment 
 

A global trend, where sustainability is rising and consumers 
are motivated to be environmentally conscious decisions is 
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increasing. Millennials are driving this trend with 85% of 
respondents saying its extremely important that companies 
implement programs to improve the environment with 81% of 
females agreeing with this statement, up from the 80% of 
males (Global Issues, 2018).  
 
The graph (Appendix 1) shows what the Polish population 
think are the most important environmental issues in 2018. 
With over half the respondents claiming air pollution is the 
biggest issue (Statista, 2019).  With coal use on the rise, the 
new coal investments in the world, would add 330 
gigatonnes of co2 into the atmosphere. Nevertheless Polish 
cities are increasingly joining a zero-carbon coalition, a 
proposal to cut out coal by 2030 (Watts, 2018). Investments 
in renewable resources, like wind power has risen 
(Marketline, 2018). 
 
‘Poland is implementing the GreenEvo Technology project, 
which aims to promote the transfer of innovative 
environmental protection technology globally.’ Also Poland is 
taking lead with a rise of communal waste being recycled, 
after the system was changed in around 2014 to introduce 
fees for waste management (Strzałkowsk, 2018). 
Comparatively Poland still remain one of the most material 
and energy consuming economies in the EU (European 
Environment Agency, 2015). This question whether the 
sustainability of the country is improving, bringing brands like 
Lara Intimates in, may push Polish consumers to demand 
more options that benefit the environment. 
 

Political  
 

In October 2015 Poland had its first majority government. 
The Conservative party controls the house of parliament and 
programmes that focus on domestic issues. Currently Prime 
Minister Mateusz Morawiecki is in charge, however this 
could change this year, as a new election arises.  
 
Poland is being claimed as a democratic country, however 
research suggested not. In 2016 lawmakers updated the 
1998 law addressing the denial of war crimes. The 
amendment included a sentence of up to three years in 
prison for any false claim that ‘The Polish nation is 
responsible for Nazi crimes committed by the Third Reich’. 
The rule update was not taken well, as warning from 
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parliament about the wording was discussed (Zerofsky, 
2018). 
 
Poland and the UK have a strong relationship with help from 
growing trade worth £17.3 billion in 2016. The UK is Poland’s 
2nd largest export market (GOV, 2018). With 1 million Polish 
nationals now living within the UK, this amounts to the most 
common population (Morgan, 2018). The threat of Russians 
aggression, mean the two allies are forging stronger security 
links together (Lister, 2018). 
 

Economy   
 

Poland’s economy is looking promising for businesses, due 
to ‘strong domestic demand, improved productivity, foreign 
investment and a stable banking system’ (GOV, 2018). It’s a 
low risk market with the same EU market regulatory 
framework as the UK, however Poland being the largest 
beneficiary of EU funds with over EUR 105.8 billions in 2014 
to 2020. The geographic location is a benefit as access to 
the EU market of 500 million (Michaels, 2018).  
 
Being ranked 27th globally for World bank ease of doing 
business and introducing a new ‘Business constitution’ in 
April to improve the business environment while being 
granted a status of special economic one with preferential 
tax rates are all attractive to an international business 
entering the market.  
 
However the country needs to continue to address their 
insufficient road and rail infrastructure. As well as their 
commercial court system, two thirds of businesses surveyed 
believed courts posed an obstacle to doing business, while 
concerns of corruption and lack of impartiality have been 
raised (Wardyński & Partners, 2019). The government red 
tape, where new business restrictions and taxes on foreign-
dominated economic sectors have been implemented may 
act as a barrier upon entry.  
 

 
Social  
 

Women in Poland earn 7% less than men, in comparison to 
the 8.6% gender pay gap in the UK (Giles, 2018). With the 
pay gap decreasing each year, this is eliminating and urging 
representations of women in senior managerial roles (Radio 
Poland, 2018). In response to this, gender equality is 
developing, scoring 56.8 out of 100 for equality, up by 4.4 
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points in Poland (EIGE, 2017). The EU is a driver as gender 
methods are applied within programmes implemented with 
EU funding (EIGE, 2019).  
 
Consumer prices in Poland are 40.29% cheaper than the UK 
(Numbeo, 2019). However the average wage per hour is 
£5.60 (27.09 zł/h) (Rafael, 2018) compared to £7.83 within 
the UK (GOV, 2019). Poland has been ranked as the 177th 
most expensive city in the world according to Mercer Index 
2016. It is believed they have a good quality of life, as 
Warsaw was respectfully positioned 81th of 231 (Brinded, 
2017).  
 

Their healthcare system has been put under strain from 
economic transformations; the hospitals are under equipped 
and lack personnel (Santandertrade, 2019). 
 
Polish people believe there is opportunity for the future as in 
2016 71% of respondents were optimistic about their own 
future, where by 77% were optimistic about their children’s 
future, both these results were high than the EU 
(EuroFounder, 2017) 
 

Technology  
 

The rise of Poland’s technology has seen a developed 
startup infrastructure in place. Google has recently set up 
campus in Warsaw where it is set to provide a catalyst for 
innovation within Central Eastern Europe (Coleman, 2016). 
Poland allows full access to the Internet, with 4g 
subscriptions growing rapidly, the country still lacks in mobile 
Internet penetration compared to neighbouring countries. 
The government’s digital Poland project aims to connect all 
households with updated broadband by 2020 (Ecommerce 
News, 2016). 65% of the total population have access to the 
Internet, primary research conducted found 40% of Polish 
consumers shop online (Authors Own, 2019) primarily for 
clothing and accessories. Preferred payment for online 
purchases is bank transfers or invoice as it is deemed 
‘trusty’. 
 
Consumer electronics saw steady volume growth within 
2018. For Polish consumers high technology and novelty are 
important factors to motivating sales. Polish mobile apps 
market grew by 12% in 2018. The browsing segment allows 
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companies to generate revenue by search engines and 
advertising (Marketline, ref0151-2809, 2018); this is 
something that Lara Intimates could adapt.  
 

 
Competitors 
A focus group conducted with Polish millennials found that they shop at 

brands below on the market map. Gatta has the most market share with 7% 

followed by Triumph with 5.1% brand share. Surprisingly the Polish market is 

filled with Italian brands such as Intimissimi (Passport, 2018-1). 

 

Glasgow based company Vanilla Blush lingerie moved into Poland in 2015; 

the brand specialises in surgery lingerie. The businesses sales are now worth 

up to €1.4m euros, this shows that UK companies do have an opportunity in 

the market with a unique USP (Williamson, 2015) 

 

  

Customers 
The Polish primary consumer for Lara Intimates would be the ‘empowered 

activist’; they feel they can make a difference by seeking products that are 
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conscious. This accounts for 24% of population, 53% of these being females. 

They have an average income of USD 24,773, the value of money is of 

importance, and however willing they are to pay more for higher quality 

products, these purchases are not on impulse. (Passport, 2019-1) 

 

Secondary consumers are the ‘inspired adventurers’ where they like to try 

new products while their general spending increase. The ‘undaunted striver’ 

can be targeted, as they also like to try new things and follow trends, however 

these need a strong social media presence and technology forward with 

online platforms (Passport, 2019-1). 

 

Threats and Opportunities 

 

 
SWOT Analysis on Poland 

Strengths Weaknesses  

• Long-term unemployment 
dropped to approximately 
400,000, the lowest number since 
the economic and political 
transition in 1989 (WORLD 
BANK) 

• Skilled and trained workforce 
• Few competitors in terms of 
       market  
• Good accessible location 
• Fairly low cost move 
• Low threat of terrorism  
• English is the 2nd most spoken             

language (Harris, 2016), this 
allows easy communication 
between the two countries 

 

• Ban on Sunday trade 
• Worsening demographic- 

ageing society (GOV) 
• Shrinking labour force 
• Environmental concerns 
• Exchange rate is in favour 

of the importing to UK 
rather than Poland.  
 

Opportunities Threats 

• Offer more work for skilled 
labour 

• Education on environmental 

• If Brexit happens in the UK, 
this could effect the trade 
between the two countries 
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concerns through products / 
emerging/ innovative.  

• Take advantage of few 
competitor 

• Heavily rely on EU funds, is 
this decreases, could rent 
and costs increase 

 
 
Porters 5 forces  
  

 
 

 
 



	 18	

Ethical consideration:  
Ethical considerations is most valued at Lara’s, this is something that would 

be implemented across all areas. The cost of becoming sustainable is 

reflected in the product price. The most ethical approach will be taken, 

including transport, packaging and materials.   

 
 
Cost Implication:  
The cost of overseas internationalisation will have to be kept to a minimum, as 

the brand does not have a high amount of capital. The living wage in Poland 

is £5.60; this means the staffing cost will be a lot cheaper.  

Transporting the products from the UK to Poland, road freight is 

recommended. It is a fairly sustainable (Intelligent Transport, 2018), low cost 

option and quick service of 4-6 days (Transporteca, 2019). With the tariff free 

export zone as they are within the EU and the accessible road links makes 

this the favourable option.  

 

Barriers to entry:  
Barriers to entry to internationalise in Poland could be the economy of scale 

within the brand; as Lara produces products on a small scale, there could be 

capital problems. There are issues that the government corruption control 

may affect the business, 7 out of 10 of the largest companies are controlled 

by the state. Reports that foreign companies allege country’s desire to protect 

national interests mean domestic considerations are taking priority over the 

rights of overseas capital. Lack of clarity and transparency within tax 

administrations could be a problem (Department for International Trade, n.d.) 

as basic VAT is 23% (TMF, n.d.) companies are also subjected to contribute 

towards social security institution and state fund for disabled, there could be 

risk of hidden fees to pay (Foy, 2015).  

 

Minor barriers such as Poland’s poor infrastructure (Department for 

International Trade, n.d.) and finding an ethical way of internationalising to 

reflect on the brand would need to be considered.  
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Future strategy: 
The trend of sustainable lifestyle could impact Lara by increase in sales; more 

consumers are looking for conscious brands, especially in the UK meaning 

this could be followed on by Poland. Another trend, personalisation is seeing 

a rapid growth, this opens opportunity for Lara to continue to offer 

personalised fits, as well as personalised styles or colours to capitalise on.  

 

As fit is one of the most important feature to underwear (Authors own, 2018), 

new technology ‘fit analytics’ where a measurement app lets users get 

measured via a standard webcam (Meek, 2015) allows opportunity for Lara to 

use this to their advantage for easier and less stressful fitting for consumers. 

However this could be a risk, consumers may prefer to use online rather than 

come in-store for fittings, as it is more convenient.  

 
Entry to internationalisation 

 
 

Lara will enter the market through opening a small flagship store within 

Poland’s capital Warsaw (Property-Forum, 2018).  Deciding between a 

flagship store or through concessions found even though there is a rise in 

boutiques in the main Polish cities, Lara would loose control of their business, 

especially the service side. Lara prides itself on service and offering their 

customers a chance to be fitted, being in a concession will loose the 

relationship. Opening a store is high risk and could be more expensive with a 

hard approach (Frank, 2018), however Lara maintains control and can offer 
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an experience while gaining local knowledge; this outweighs the risks. The 

property rents are affordable with land prices to income ratio at 9:77, this 

ranks 34th globally (Nurczyk, 2018). 

 

For a medium term strategy Lara could use their mobile bus to tour around 

Poland. The bus offers their products and service in any chosen location; this 

also is an affective marketing strategy. There is potential for them to go to 

Poland events or festivals such as Juwenalia a college student festival 

(TripSavvy, 2018), with 63% of sales in Poland coming from participated fairs 

and events (Attention Marketing, 2017); this will increase sales and 

awareness of the brand.  

 

As the retail trend, ‘everywhere commerce’, it is important for Lara to be 

established both in-store and online. They will have an online presence in the 

market via a website as well as having an app that allows you to shop on and 

see latest products, with the rise of apps and technology Lara need to adapt 

this within the new market. This is a low risk that offers the control Lara needs 

as well as low cost.  

 

For a long-term strategy there is potential for the products to be manufactured 

within Poland, as the Polish consumer prefers to shop at domestic brands 

(Passport, 2019-1), this will be more attractive to customers. With higher 

education being free, this means a large number of the population are looking 

to enter the workforces in highly technical fields; this provides a skilled 

workforces (Cleverism, 2014). The minimum wage is also cheaper than the 

UK with the inexpensive city; the cost of living is low, means it could cost less 

to produce in Poland.  

Using the theory of the brand pyramid to build loyalty shows, by using 

influencers and social media this will create a presence in the market, the 

variation of sizes and personalisation aspect will become relevant to 

consumers; this being something that most the competitors do not currently 

offer. The service and quality of products and competitive price point with 

discounts such as student discount will attract consumers to become brand 

loyal to Lara Intimates.  
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The 4 P’s marketing mix 

Product Currently Lara stocks 36 products, all with a basic style that 
offers comfort. Research found lace was a popular material 
(Authors Own,2019), Lara could offer a exclusive range with a 
few styles more embellished, however offer the basic styles as 
the Polish consumer is attached to their traditions (TMF, 
2016).This could be costly and time consuming, however it 
gives great local image of the brand.  
 
With a made to order system, this allows Lara to offer a wide 
sizing of 26A up to 36I. Current competitors in Poland such as 
Ewa Michalak and Kris Line, already offer large sizing as it’s in 
demand (Smith, 2014), this offers further direction for Lara to 
keep expanding their sizing range, to stay within the niche 
market. The fit will be the standardised in the UK and Polish 
market.  
 
The labels would be adapted so the instructions are in Polish, 
even though English is widely spoken; this adds a personal 
touch for the consumers. The packaging will be standardised, 
so there’s consistent branding with sustainable considerations.  
 

Pricing Lara has a strong unique selling point and brand image 
resulting in the brand being marketed as a premium brand, 
allowing you to charge more.  
With the flourishing economy and high disposable income, 
“Polish consumers remain price-sensitive and search for the 
best prices”(PASSPORT). Lara should continue to offer 
student discount to keep up with their competitors. 
 
Research found on average Poland’s consumer spend £35 
on underwear, Triumph the second largest market share in 
underwear, have an average of £62.50 across their products 
compared to Lara’s of £67.50 this shows the potential to 
charge Lara’s price. Adopting the market, Lara should 
decrease the price slightly as the living wage is significantly 
less than the UK meaning the gap on disposable income may 
not be as much. The exchange rate of 0.21p to one zloty, 
makes it more expensive to trade in, however with 
outsourcing from the UK, it keeps cost down.  
 
Convenience in considered greatly in Poland, over 55% of card 
payments made are contactless. Customers appreciate their 
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security and like having control of their details.  However when 
using contactless it has to be a purchase of less than PLN50 
(passport).  
 

Promotion  Market tools such as social media is used by Lara Intimates; 
their Facebook page has 1.1k likes, Twitter 530 likes and 
Instagram reaching 11.2k. In terms of brands, they are still fairly 
small however growing. They use their social media to show 
products being made, reviews from customers and to market 
what’s in stock. By showing all the details of the brand and 
production, this increases consumer trust.    
 
Research found that Polish female consumers are ‘strongly 
influenced by fashion and social media influencers’, 16% of 
respondents said their purchasing choices are heavily 
influenced by celebrity endorsement. (Passport, 2018-2). This 
marketing strategy of influential bloggers promoting on social 
media sites has a higher impact than fashion shows (Passport, 
2018-2); Lara would benefit from using this tool. Polish 
influences such as Weronika Zalazinska and Oliwia Bugala 
could be used as they are millennials themselves, people 
consumer and interact with (Myus, 2018).  
 

Place The capital of Poland, Warsaw with a 1.74 million population 
(Worldpopulationreview, 2019), this emerging capital will offer 
great potential for Lara. With pop up events within the Lara bus 
this will allow the company to grow and make their consumers 
aware of the brand.  

 
Culture 
Poland culture proximity sits within the middle leaning towards low proximity. 

Poland has close-knit communities and is strongly connected with the 

country’s history. However they fight for their own identity as a country and 

individuality while freedom of expression and creativity is accepted. In 

comparison to the UK they are very similar of culture proximity, to continue 

the UK is low cultured as more freedom of speech, less involvement in others 

and responsibilities diffused (Project Abroad, 2016).  
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The culture proximity scale: 

 
Traditions are still very much alive in Poland; with around 95% of the 

population being Roman Catholic, and 75% attend church services regularly 

(TripSavvy, 2018), this shows religion is to be considered when approaching. 

They celebrate more religious holiday than the UK with Sunday becoming a 

day of band trade.  

 

Legalities: 
The legalities are straight forward as Poland is part of the European Economic 

Area, which means the UK can undertake and operate economic activities 

within Poland (Rumiński, 2016). 

 

Evaluation:  

Metrics such as level of interest, social media engage across their platforms 

such as Facebook and Instagram; their likes, shares or comments increase 

and the amount of time to reach the break even point will be monitored 

(Hickie, 2014). Ultimately the amount of sales will measure the success of the 

brand.  

 

Lara would benefit from using internal metrics to rate staff’s performance 

(VisionEdge, n.d.) With service being a priority they need to make sure that 

the service is being carried out. They could use a survey to ask consumers 

what they thought of the experience, while reviewing staff’s performance and 

analytical capabilities; this will highlight the areas which staff training needs to 

improve on. 

 

 

 



	 24	

 
SMART TARGETS FOR LARA INTIMATES 

- Reach 20k followers on Instagram within the first 3 months of moving 

into Poland with the help of Polish influencers.  

- Sell 10% more products than they currently do within the first 6 months 

of entering the market 

 

- Break even profit with the first year of trading in Poland 

 

 

The direct impact on the brand would be that they engage in a new market, 

this will grow the business to potential lead to internationalising within another 

country. The brand will hopefully change people’s perception of where to shop 

for a sustainable option as well as a brand that prides themselves in service 

and quality products. The move into Poland will create jobs, as trained staff 

will be within the store to offer guidance to customers (DK,2014) 

 

Conclusion 

In conclusion, the research suggests that Lara Intimates would benefit from 

internationalising into Poland. As the recently developed market continues to 

grow economically, the underwear market also continues to increase. The 

market is unsaturated with little competition; this offers great opportunity for 

Lara.  

 

Research found that the best option for entry into Poland would be for a 

flagship store within Warsaw. The low property rates and high population of 

1.74 million people are attractive to entering the market. Using a Polish 

influencer will help the consumer interact with the brand and become 

recognisable. Future recommendations for Lara would be to consider 

manufacturing in Poland as a cheaper option as well as considering opening 

another store within Poland if the internationalisation works well.  
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Appendix:  
Appendix 1: (Statista, 2019) 

Graph showing what the Polish population thought were the most 

environmental risks in Poland.  

 

 
 

 

 

 

 

 

 

 

 

 



	 33	

 

 

 

 

 

 

 

 

 


