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E verybody’s talking about the changing shape of retail, 
particularly in reference to fashion. Some 
organisations have responded well, and others not so, 
while new market entrants have created disruption 

and new opportunities. 
Clipper has long been regarded as a leader in retail logistics. 

We have a track record of innovative solutions that enable 
retailers to seize opportunities, drive growth, gain cost 
effi  ciency and deliver excellent customer service. 

As a retail-focused solutions provider, we are keen to support 
UK retail. We act as a bridge between retailers to ensure high 
street and online operations work in harmony, and businesses 
of all sizes and growth stages can achieve their goals. 

The Guide to Growth  initiative is the next chapter in our 
longstanding relationship with Drapers, and is focused on 
powering fashion’s future. 

This ground-breaking partnership has been created in 
direct response to our customers’ needs. 

Central to the campaign is a forum of a truly collaborative 
group of retailers and brands, ranging from growth chasers 
to long-established bastions of retail, who, together with 
Clipper, will off er expert knowledge and insight that will 
support the growth of the wider retail sector.  

The advisory panel will provide direction for brands and 
retailers of all sizes, all facing very diff erent challenges, from 
fulfi lment to returns, click and collect, cross-border trading 
and developing sustainable supply chain solutions. 

We are excited to launch this initiative in partnership with 
Drapers. We hope it will be of great benefi t to retailers in 
their quest for growth, and help them to navigate the 
challenging times ahead.

‘The advisory panel 
will provide direction 
for brands and retailers 
of all sizes’

Tony Mannix
CEO, Clipper 
Logistics
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F ew industries are as fast moving and unpredictable as 
fashion. Consumers change quickly, but so do the 
people serving them: the designers, entrepreneurs 
and creatives working in fashion are pushing things 

forward and constantly questioning how things are done. 
But while the creativity and grit on show in fashion is 

impressive, operating in the market is by no means easy. 
There are plenty of great ideas out there, but turning them 
into reality is something else entirely. Clear, practical and 
relevant advice is often hard to fi nd. 

With that in mind, we are launching this initiative in 
partnership with Clipper that is aimed at boosting fashion’s 
creativity with how-to advice, focusing on helping tomorrow’s 
big names grow and today’s big names stay relevant. 

This report is the fi rst step. We’ve spoken to a range of fast-
growing medium-sized brands about the challenges they faced 
as they started and grown their businesses, and taken lessons 
from their experiences for a new generation of brands and 
retailers. In addition, we’ve explored the hurdles all fashion 
retailers face as they look for growth in 2019. Today’s unique 
mix of diffi  culties makes this report essential reading for any 
business leader – from the tiniest brands to the biggest chains. 

At the same time, we have launched an advice portal at 
drapersonline.com/growth, which is designed for any brand 
or entrepreneur facing the thorny problems that any business 
faces as it grows. The portal, updated fortnightly, answers 
questions from brands themselves about the conundrums 
they are facing. The idea is to provide the future leaders of the 
industry with the knowledge they need, and we want to hear 
your questions. Send them to graeme.moran@emap.com, 
and we will take them to the experts and publish the answers. 

‘Today’s unique mix of 
difficulties makes this 
report essential reading 
for any business leader’

Rebecca Thomson 
Head of commercial 
content, Drapers
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T
he fashion industry has been built by entre-
preneurs. Fortune favours the brave in this 
dynamic but undoubtedly challenging sector. 
Many of the businesses blazing a trail today 
– from Asos to PrettyLittleThing – were 
founded by those with a clear vision and a 

tenacious spirit. And despite a challenging climate, 
there continues to be space for new brands and busi-
nesses. Customers are willing to spend on the right 
product and the right brand, and growth is possible. 

PRODUCT CREATION 
To be successful, all fashion brands need to do  
their research, and work out exactly what they are 
giving customers that will enable them to stand out 
from the crowd. 

“We really spent time defining what we wanted the 
brand to be,” explains Tom Beahon, co-founder of 
premium sportswear brand Castore, which he started 
with his brother, Phil, in 2017, while still in his early 
twenties. “We spent months trying to understand the 
customer, which meant standing outside gyms asking 
people what they were wearing to exercise in, what 
they liked about it and what they didn’t. Establishing 
what made our product different was so important. It 
became the foundation of everything we did, from 
speaking to fabric suppliers to manufacturers, potential 

HOW TO UP YOUR GAME   PLAN From product to marketing to logistics: everything 
fashion brands and retailers need to know to scale up 
Words by   E M I L Y  S U T H E R L A N D    Illustration by  M I C H A Ł  B E D N A R S K I



retail partners and investors. It meant people could buy 
into our vision.”

Next up on a new brand’s to-do list is working out 
how and where to get products made. Finding the 
right supplier is crucial but diffi  cult. 

Frankie Thorogood started his athleisure brand, 
TCA, from his bedroom in Hackney,  east London, in 
2012 with just £100 of savings. He urges new brands 
to do their research when it comes to fi nding the per-
fect partner, stressing the importance of fi nding 
suppliers who can grow with you. 

“Suppliers are everything to your business,” he 
explains. “They are the key to your product. The best 
advice I got was to pick suitable suppliers. If you’ve 
got big aspirations, you’ll want to go with the biggest 
suppliers with all the resources who work with power 
brands. The truth is that, as a start-up, you’re too small 
for those businesses, and you won’t get the attention 
you deserve. Find suppliers who are on the same page 
as you, who will support you and can grow with you.” 

Joel Jeff ery is the co-founder and chief executive 
offi  cer of luxury pyjama brand Desmond & Dempsey, 
which launched in 2014 and now counts Harvey Nich-
ols, Net-a-Porter, Selfridges and Anthropologie among 
its stockists. He agrees that good research is key to 
building a successful supply chain. “The biggest thing 
I wish we’d known more about before we started the 
brand is how to fi nd suppliers and more information 
on the whole process,” he tells Drapers. “Even things 
as basic as the language and the terms we should be 
using to speak to suppliers – there are so many acro-
nyms in manufacturing that were foreign to us.”

Desmond & Dempsey also chose to visit trade 
shows to fi nd its fi rst suppliers, combing the cavernous 
halls of Paris textile show Première Vision. 

“We wrote a hitlist and pounded the aisles to fi nd 
people who would give us fi ve minutes of their time,” 
says Jeff ery. “One of the best decisions we made early 
on was to work with factories that were close by. 
Because we were so new to the industry, we wanted to 
be able to visit the factory regularly to learn. We found 
a factory in London and the prices were crazy, but we 
knew we could make the margins work over time.”

LOGISTICS AND OPERATIONS
Good logistics and operations are the backbone of 
any fashion brand, and underpin everything in the 
business. Customer expectations around fulfi lment 
and delivery have never been higher. 

“One of the most important things is to fi nd a trusted 
logistics partner with skills and credibility in your 
sector,” explains Peter Louden, business solutions 
director at retail logistics solutions provider Clipper 
Logistics. “If your provider is focused on your core 
competency, then you don’t have translation issues and 
it is much easier to have important conversations.”

Most entrepreneurs who have built their own fash-
ion brands started out being a one- or two-person 
logistical team in the early days of their business, and 
doing everything from packing orders to processing 
returns. Desmond & Dempsey’s Jeff ery argues that 
the ability to personalise orders in the brand’s infancy 
was an advantage. 

“I am pleased we fulfi lled everything in house as 
long as we could,” he says. “Ours is such an intimate 
product that it really helped that we could add hand-
written notes to orders when we dispatched them and 
give the customer something special. 

“It eventually became too big a job to do in house, 
so we took time to fi nd a provider that will take the 
same level of care. They treat our customers very 
much as if they are their own – which in a way, they 
are. That care is so important.”

TCA founder Thorogood agrees: “It used to be just 
me packing boxes in my living room. When it came 
to outsourcing logistics, I called every fulfi lment and 
warehousing provider I could fi nd and compared eve-
rything about them to fi nd the right one. When we 
outgrew them a couple of years ago, we changed pro-
viders and ended up with massive problems. 

“Crunching the numbers and looking at the stats 
is really important, but you also have to trust your gut. 
Generally, if you like who you’re working with, you 
see eye to eye and believe they’ll work hard for you, 
then you’ll work well together.”

Clipper’s Louden adds: “The best relationships are 
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open and honest. A logistics partner is the execution 
arm of a retailer. In the best examples, you shouldn’t 
be able to distinguish who works for the retailer and 
who works for the logistics provider, because they 
should share the same objectives and be working 
towards a common goal.” 

Brands must also strike a careful balance 
between catering to customers and build-
ing a scalable logistical off er. 

“One of the key traps we see younger 
brands struggle with is the over-custom-
isation of processes,” Louden explains. 
“Brands try to create a competitive 
advantage by bending over backwards to 
accommodate customers by off ering things 
like lots of diff erent carrier or packaging 
options. That can become diffi  cult, and costly, when 
it is time to scale up. 

“A good question to ask yourself is: if I were to scale 
this by 10 or 100 times, would I still do it?”

BRANDING AND MARKETING 
Even must-have product and slick logistics are noth-
ing if customers have never heard of your business. 
Building a buzz around a brand is crucial for customer 
acquisition. For many new fashion labels, social media 
– particularly Instagram – will be the fi rst port of call. 

However, standing out on customers’ increasingly 
crowded feeds is not easy. Complex algorithms mean 
Instagram shows users posts it believes they are most 
likely to be interested in – for example, by prioritising 
accounts they have previously interacted with – 
making it harder still for newer businesses. 

Although it can be easy to get caught up in the race 
for as many followers, likes and comments as possible, 
entrepreneurs stress the importance of a steady, sus-
tained approach to social media. 

“We’re using Instagram to help build the brand, 
but it isn’t easy, because of the competition and the 

platform’s algorithms,” explains 
Hannah Peachey-Thacker, co-
founder of sustainable 
childrenswear label Bella & Frank, 
which launched its fi rst collection 
for spring 19 and currently has 
around 5,000 Instagram followers. 
“We want our growth to be organic 
and we don’t want to pay for likes 

How emerging brands 
can use Instagram to 
their best advantage

What can young brands 
do to be successful on 
Instagram? Brands who 
find success on the 
platform tend to use all 
aspects of Instagram.  
They don’t just post 
videos and images to 
their feed – they use 
stories, they use 
Instagram TV, they use 
the shopping function. 

My advice to a young 
brand developing its 
social strategy would be 
to try things. If it doesn’t 
work, move on and try 
something else. 

What are users looking 
for in terms of content 
from brands?  We know 
that being very open and 
honest is important, as is 
really thinking about the 
kind of messaging your 
brand wants to provide. 
The truth is, it varies. 

Some brands might 
feel that hashtags are no 
longer relevant for them, 
but then you look at the 
success of [Danish 
womenswear brand] 
Ganni, which uses 
its #gannigirls hashtag 
to great effect. 

GORD R AY
BRAND DEVELOPMENT 

LEAD INSTAGRAM
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or followers, so it has been a steady process. We’re 
also partnering with a communications agency to help 
spread the word.”

Social media can be extremely eff ective at reaching 
customers from all over the world. 

“When we started, we had our website and Insta-
gram, which was our main marketing tool,” explains 
Archie Hewlett, founder of luxury loafer brand Duke 
& Dexter. It now has more than 450,000 Instagram 
followers. “It is a great channel to express a brand’s 
story through. Travel is very important to our brand 
and to our customer, so we began posting pictures of 
our product in diff erent places around the world. We 
saw great engagement because people started to see 
and recognise places they had visited, and we began 
to build an international client base.” 

Leanne Haynes, one of the co-founders of young 
women’s fashion brand Elsie & Fred, stresses the 
importance of authenticity when it comes to market-
ing and brand building. The label focuses on a 
message of female empowerment and uses #riotgirl-
gang to connect with followers on Instagram.

“We want to create a sense of belonging with our 
brand, so we’ve capitalised on that by partnering with 
people we feel represent us: artists, musicians and 
creatives,” she explains. “Authenticity when you’re 
talking to customers is so important.”

MULTICHANNEL STRATEGIES 
While traditional retailers have fi tted an online 
channel into their store-focused operations, many 
emerging fashion brands start off  as direct-to-
consumer businesses online, before exploring 
other channels. 

“A multichannel strategy introduces further com-
plexity into your business, because you have diff erent 
fulfi lment requirements,” explains Clipper’s Louden. 
“Take wholesale, for example. You need to make 
yourself a trusted supplier. That means getting your 

product to stockists quickly, but also complying with 
their rules when it comes to things such as barcodes 
and labels. 

“If you don’t have a good logistics system in place, 
you risk your delivery being rejected and your product 
sitting around in warehouses, rather than being sold 
on the shop fl oor.”

Desmond & Dempsey’s Jeff ery urges young fashion 
brands to explore their possibilities in wholesale – but 
only when they are ready. 

“Younger brands can tend to write off  wholesale 
and concentrate on going direct to consumer, because 
that’s a bit of a buzzword at the moment. People 
under-estimate the marketing costs that go into build-
ing a direct-to-consumer brand. The feedback we’ve 
had from buyers who have worked in the industry for 
a long time has been invaluable.”

Dungaree brand Lucy & Yak opened its fi rst store 
in Brighton earlier this year. Co-founder Lucy Green-
wood urges new brands to think carefully about how 
their multichannel strategy best fi ts their business, 
adding there is “no one size fi ts all” approach. 

“We felt a store was right for us because our brand 
is about community, so getting the chance to meet 
customers face to face instead of just online was 
important. We were very lucky that we were able to 
rent it on a fi ve-month basis at fi rst, before buying the 
lease, which meant we got to see if it would work. 
Originally, we saw it more as a marketing exercise, 
but it is making money.”

The over-arching rule to remember is to take noth-
ing for granted: what works for one brand may not be 
the perfect strategy, or may need tweaks, for another. 
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To read the full version of this report, with added 
case studies and insight from the brands interviewed, 
go to drapersonline.com/growth
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