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We are a web app aimed at creating a personalized and 
high quality online shopping experience.

We create synergy between physical and digital in order 
to improve and expand the in-store experience.

We offer the possibility of making direct contact between 
the final consumer and sales assistants directly in the 

points of sale. 

Welcome
MESSAGE

“We bring the retail shopping experience to the next level”

Who we are?
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BUSINESS MODEL
The business model offers to end customers a software as a service.

The consumer has the opportunity to shop online on the platform.
The app brings together different brands, divided by product categories, with 
which the consumer can interact according to their needs.
The brands, carefully selected, are hired through the web app to provide the 
service based on their availability.

The business takes place through a fee, obtained in different ways, depending on 
the phase of app development, with the results obtained in terms of performance 
and notoriety:
- Fee a performance : for each sale concluded by appointment
- Generated traffic fee : for each meeting booked
- Fee per service : for each brand that requires to be present on the app

Private 
individuals 
contacting 
sales assistants 
via the web 
app.

SUPPLY DEMANDSOLUTION

Brands 
which offer 
high quality 
products.
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The possibility of subscribing to the For. premium service, and the sale 
of the customer database made through CRM, represent an additional 
source of income.

For. premium --> subscription

Data sale --> through CRM will be built a customer database owned by For, 
whose data can be sold to agencies and companies in the sector. The data 
acquired will include:
- Private data
- Purchase history
- Complementary data
- Marketing information
- Web & Social Media

OTHER REVENUE
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41 40 +0,1% 1 out of 2 57%

76%

Billions of Euro
Total turnover 
of Italian 
e-commerc 
(2018)

E-shoppers who buy online 
at least once a month

Retail sale on an 
annual basis Use 

smartphones for 
online purchase

Italian consumers 
who buy a product 
online 
withdrawing it into 
shop.

Millions of e-commerce 
users.

+ 0,6
 - 0,5
Food 

No-food products

+ 18 %
(2017)

35 - 44 age
Range that prefers 
the e-commerce:

SOURCES: Istat.it
                     Repubblica.it
                     Statista.com
                     Idealo.it
                     Politecnico Milano
                     Nielsen.com
 

ANALYSIS
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An emerging trend is the use of online and offline 
in an integrated way: increasingly hybrid shopping 
mode.

Online research is becoming fundamental in the 
consumer purchasing process: 8 out of 10 Italians 
are multichannel consumers.

The most used tool for online information search is 
the smartphone.

For. is positioned between shopping in stores and 
online: 

- No movement

- Saving time and stress

- Variability of products 

- Customer service

Often reads tests or 
reviews

It is available to buy
at an online store
less known if it is possible
spare.

Often reads reviews and
opinions of other users.

More likely to
buy a product if
delivery is available
at a pick-up point.

ANALYSIS

SOURCES: Istat.it
                     Repubblica.it
                     Statista.com
                     Idealo.it
                     Politecnico Milano
                     Nielsen.com
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BE
N

EF
IT

S
View the store in digital mode in 
real time together with the comfort 
of online shopping available 
from any device: tablet, pc and 
smartphones.

Bookings of video meeting rooms, 
depending on the employee’s 
schedule, available digitally on a 
continuous basis within app reach.

Personal advice during the entire 
shopping experience.

Demand of products belonging 
to different product 
categories: 
- Clothing
- Accessories (footwear, 
eyewear)
- Beauty 
- Bricolage
- Furnishing accessories
- Consumer electronics
- Gardening
- Sport products Omnichannel sales: 

- Online purchase, home delivery
- Online purchase and in-store reserve (click and collect)
- Online purchase, payment on delivery
- Purchase and withdrawal in stores

1

2

3

4

5
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MISSION

Combine the experience of shopping 
in stores with the convenience of 
online shopping, just a click away.

“Smartphones are the new salesfloor””
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  TRAFFIC

Bring consumers into stores or close 
online sales. 
Whether a buyer wants to visit the store or 
check out online, sales teams are credited 
when a customer purchases keeping them 
highly motivated.

   SAVE THE SALES

Create a dialogue with consumers, via 
chat, before and after meetings. 
“Save” a sale, when the desired product 
is out of stock in store or consumers are 
not ready to buy it, by sending the link 
to buy it online.

     MAKE IT REAL

Extend the experience in store, online.
Make consumers feel more confident 
about the need to buy and decrease 
returns trends.

    LOCAL INTENT

Connect shoppers with the stores 
closest to them, answer questions about 
products, their availability and convert 
eCommerce visitors into offline digital 
consumers.O

BJ
EC

TI
V

ES
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TARGET: OVERVIEW

Gen. Z, young students at the 
beginning of their career with limited 
financial resources.
They are dynamic people with an urban 
lifestyle with wide interests in the world 
of fashion, in particular sneakers, 
sports, music and digital.
They are skilled users of technologies 
and social, but they also appreciate 
shopping in stores.
They perceive and demand online and 
offline as connected activities.

Millenials, workers with good 
financial resources.
These are people organized by the 
frenetic lifestyle with wide interests 
for the world of fashion, in particular 
that of accessories, sports, culture 
and events. They are skilled users 
of technologies and especially of 
e- commerce as they have less time 
available for shopping.

Gen. X, a group of adults and workers 
with greater financial resources.
They are people who are open 
to dialogue, to learning about 
technologies, who are self-sufficient 
and have a family lifestyle with wide 
interests in art, culture, travel and the 
environment. They are careful in the 
use of technologies as well as regular 
consumers of e-commerce.

18 - 25 age 26- 35 age 36 - 50 age
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Carlo, 22, lives in Milan and he is a 
university student in his final year of 
engineering.
He is an enterprising boy, sporty and 
attentive to the way of dressing, in detail 
he pays particular attention to shoes.
He likes to spend time going out to 
dinner with friends and always meeting 
new people.
He doesn’t like crowded places, so he 
prefers to shop online rather than go to 
the store.

Chiara, 31, lives in Verona but works 
in Milan as human managers of a well-
known brand.
She’s a busy, responsible, very precise 
woman.
Chiara is fond of outings with her 
partner as well as good food.
It is also a person who is very attentive 
to the image and personal care despite 
never having too much time to devote 
to herself for example going shopping.

Francesco, 48 years old, lives in 
Florence, he’s married and has three 
daughters. He has been working in an 
accountant’s office for twenty years 
now.
He is a very busy man working but at 
the same time active in hobbies and 
moments to spend with the family.
Francesco loves to travel and take some 
free time for himself on weekends for 
long walks or bike rides.

TARGET: PERSONAS
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COMPETITORS PLATFORM 
AUTOMATED WITH 

DIFFERENT TYPES OF  
SERVICES RELATED 

TO SHOPPING

 DIGITAL LIVE 
ASSISTANCE WHILE THE
SHOPPING EXPERIENCE

COMPLETENESS OF 
PRODUCT 

CATEGORIES  

INTEGRATED 
MANAGEMENT OF 

SERVICIES

DESCRIPTION

Unlike the other subjects, For. offers a fully integrated service, focused on digital consulting only during the purchasing experience in different product 
categories.

Platform for digital luxury 
fashion shopping experience

Platform for digital 
personal stylist consulting

Product marketplace 
consumer-related

Digital shopping experience 
app

Shopping services
 platform 

Digital shopping experience 
platform

Digital shopping experience 
app
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CLIENT BRAND’S BENEFITS
BRANDS  
They are carefully selected and divided according to the sector of competence

- Innovative solution and alternative source of income

- Be part of a new community, opportunities for further increase of the 
awarness

- Direct relationship with the consumer: greater likelihood of loyalty

- More effective evaluation of your sales team

PROFESSIONALS
Sales assistants of physical brand stores 

- Use of the channel to promote oneself by obtaining feedback and 
evaluations 

- Direct relationship with the consumer: greater probability of conversion

- Constantly motivated and up-to-date
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Sales Assistant 

It is essential to generate internal, personal satisfaction, in order to 
obtain external satisfaction: customers.

Focus: it is necessary, therefore, to constantly keep the staff 
motivated.

Solution: offer a fixed salary to which to add a percentage, 
success fee, calculated on the amount of orders generated on a 
monthly basis.

Sales staff must be able to communicate consistently with 
customers throughout the sales process.

For. is in charge of the marketing area: aim to generate potential 
customers.

The prospects then pass to the sales department: brand sales 
team.

For. is also responsible for training the entire staff of the 
individual stores of each brand, regarding the use of the app
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Go
     to
market 

PLANNING ACTIVITIES

RESEARCH

CONCEPT IDEA

FOR. B2B

BRANDING

DEMO

Propose the service to individual brands as a 
pure technology to be integrated into their 
apps.
The aim will be to be able to concentrate our 
efforts only on the business side aimed at 
building our own network of customers.

FOR. B2B & B2C

FOR. NEXT STEP

Developed the business network, the next step 
is to make For. a software as a service for the 
end consumer.



For.
   next
        step 

Strengthen the partnership with 
individual brands by providing a direct 
link to For. on individual company 
websites.
It will be given the opportunity to request 
an appointment for a remote consultation 
related to the products that are being 
observed on the brand’s eCommerce.

Expand the partnership to the 
marketplace, in agreement with individual 
brands, thus giving the opportunity to 
take advantage of digital consulting while 
browsing on simple eCommerce.

Both activities will consist in proposing, next to the individual products that are 
observed in detail on the website, the link that leads users directly to be able to 
book a meeting with the sales assistant of the brand about that product.

The goal is to increase the 
engagement and conversion rate 
of brands from online to physical.



For.
   next
        step 

Upgrade of the image gallery relative to 
the interior of each store, to be offered 
through AR in order to improve its quality 
making the exposure to 360 degrees.

Use of augmented reality viewers by 
sales assistants in order to improve the 
quality of the experience and facilitate the 
assistance of sales staff.

Assertion of the brand at the national 
level. The goal is to succeed in reaching a 
wider potential target.
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Fo
r. 

For. The web app is accessible via the internet from 
smartphones, Pcs, tablets or similar devices, via 
broswer, android, Windows and IOS operating 
systems.

It is developed to ensure a high customer 
experience and enable the scalability of the 
model.

The app enables the fully managed system 
thanks to the underlying technology that allows:

- Support the client during the booking and 
consulting phase thanks to dedicated flows and 
suggestions

- Highlight brands and professionals

- Efficient management of supply and demand

- Enabling a digital experience for customers 
and professionals

The consumer, through the search and selection 
of functions within the app, decides where and 
when to shop:
contact directly the sales assistants in store, 
make an appointment and, on a predetermined 
date, connect with them to live his shopping 
experience followed by his personal assistant 
sale.

View and shop remotely.
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As regards communication and marketing, the aim of this function is to 
promote the For. app in two different contexts: business sector and final 
consumer side.

The aim is to promote brand awareness as well as the launch of the new 
service on the market.

The activity will initially take place in the field of businesses and then focus 
on shoppers.

COMMUNICATION AND  MARKETING
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B2B

The communication business to business will be 
addressed to the various brands belonging to the 
entire retail market, excluding the food sector, 
with which in the future we will try to establish a 
partnership.

For. and its features will also be sponsored on 
different digital magazines, forums and web 
communities.

The sponsorship will take 
place through an article in 
E-commerce Times, a digital 
magazine that deals with 
business & technology

Presentation by For. at the 
digital event of Netcomm Forum 
Live, a meeting platform on 
e-commerce and retail, with 
the possibility to promote their 
own strategies and innovative 
solutions

There will be a publication 
of an interview and a speech 
within Mark Up: blog related 
to marketing and technologies 
with a very attentive look at 
innovation

Presentation of For. at the Web 
Marketing Festival, an online 
event dedicated to digital and 
social innovation
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B2C

The communication addressed to the final 
consumer will aim to promote the knowledge of 
For. increasing its awarness.
To this end, the activity will be carried out both 
in digital mode, through database building, 
programmatic advertising and the use of social 
media, but also offline mainly by exploiting word of 
mouth between people. The circle of information and advice between people is the main promotional 

tool with which we want to promote the For. visibility.
It is the most effective method for spreading the brand’s notoriety.

It would be generated both by user experiences and through in-store visits, 
in which it will be possible, for consumers, to see sales assistants perform the 
advisory service in the digital and innovative mode that For. offers to allow a 
shopping experience remotely.

OFFLINE

WORD OF MOUTH



22

B2C

The communication addressed to the final 
consumer will be carried out through promotional 
activities also in offline mode.
Will be used as location the individual stores of 
brands customers of For. to strengthen awarness 
and popularity.

By agreement with the individual brand customers of For. will be proposed 
to display physical displays near the cash desk area, which will promote the 
possibility of shopping through For, encouraging the download.

OFFLINE

BRANDS STORES ADV
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ONLINE

We will use the ‘share’ option within the Ux to facilitate the sharing of buying 
experiences, brands and sales assistants with which the user has interacted in 
his shopping experience.
The digital word of mouth allows you to connect with more people than ever: 
in addition to friends and the circle of colleagues and acquaintances, even on 
social platforms such as Instagram, Facebook, Twitter, Youtube and Whatsapp 
instantly share activities and opinions with hundreds of other people.
To offer, therefore, an effective WOM we guarantee a strong presence on 
our social media in order to generate positive conversations about our online 
brand.

Word of mouth marketing has prevailed as the most 
effective way to promote a brand.
With the advent of digital, the traditional word of mouth 
has been transformed into digital WOM marketing.

B2C

WORD OF MOUTH
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As for the lead generation activity, we 
intend to invest in well-organized and 
personalized messages in order to reach 
people with specific interests in line with 
the brand’s target.
Such process will have the objective 
to increase the base of the potential 
customers, will be pursued through an 
activity of mail direct marketing carried 
out segmenting the customers second 
criteria of identification very precise 
as: online user behavior and consumer 
archetypes.

DATABASE  BUILDING

ONLINE

The activity of programmed advertising 
consists in the use of automated 
platforms for the purchase of advertising 
spaces according to the logic of the cost 
per click. It is expected the use of the 
necessary tight cookies, performance, 
functionality and targeting for the 
identification of audiance segments to be 
converted.

PROGRAMMATIC  ADV

Through the data analysis of the Data 
Management Platform we provide 
content tailored to the user through 
the look alike model in adv planning on 
social, but also within the site, based on 
the type of consumer and his interests. 
We thus identify on a large scale all 
consumers in line with the audience of 
the site.
This strategy aims to further increase the 
For. visibility.

RETARGETING
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We will also integrate the 
development of the App Search 
Optimization (ASO) process of 
improving the presentation of the 
features of an application designed for 
iOS and Android mobile platforms.
It aims to increase the visibility of the 
app when searching for stores: it is 
therefore to intercept the intent of 
users to obtain more downloads from 
app stores, whether Android, Apple or 
Microsoft.

Search Marketing, also with the main 
objective of increasing the brand’s 
notoriety, is the set of web marketing 
activities such as Sea and Seo aimed at 
increasing the traceability of the website 
through better positioning in search 
engines.
In addition, the ads will be shown to 
those users who perform searches and 
activities closely related to the products 
and services offered.

PAID SEARCH  ADV

ONLINE

APP  SEARCH  OPTIMIZATION
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ONLINE

As for online advertising, these in the picture represent 
the ideas of banner and box adv that will be used in 
order to reach the prospects to be converted to lead 
before, and customers after.

B2C
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WEB SITE

The website will aim to make the brand traceable, on any search engine, and then guide the user to download 
the app.
It will consist of 4 sections, beyond the home page, in which it will be described the application with attached 
mission and objectives, its functionalities, and illustrated, through video, the customer journey type.
About Us and Contact, which will complete the website, will instead aim to tell the brand and its values and 
finally provide the list of contact references including social media links.
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Social media will play a key role in achieving our goals in terms of awarness, 
engagement and download apps.

We will use Facebook, Linkedin and Instagram.

Facebook: will allow to realize targeted advertisements targeting in an 
extremely precise way the audience of users through a remarketing activity.
The post will aim to promote the brand’s knowledge and functionality.

The second main function will be to create a community: an activity carried out 
by the brand that consists in monitoring and managing relevant conversations 
through comments and reactions to published posts.
This will allow us to perceive For. even more so in the minds of consumers 
and to better understand the opinion of consumers with additional points of 
improvement still to be explored.

Linkedin: fundamental to ensure the presence in the working world at 360 
degrees, will aim to expand the network of customers and consumers of the 
brand, as well as promoting its visibility and notoriety.

Both platforms have also the objective of increase app downloads via posts 
that land the users to download section.

SOCIAL MEDIA
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We intend to be present on this platform with its own page of the 
brand in order to further deepen the level of brand knowledge 
through periodical publications of posts that continually update 
our consumers on the For. news related to new brands or 
products.

We will also develop a collaboration with an influencer, which will 
promote the purchase of its products through the use of For.

This will have a double purpose: to increase the visibility of the 
brand from the consumers’ point of view but also of customers in 
terms of business.

SOCIAL MEDIA



30CUSTOMER JOURNEY
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AWARNESS

Francesco is looking for an high-performance mountain bike for his bike 
weekends.
He gets to know the brand through word of mouth: a family friend on a 
shopping day saw in some stores sales assistants do private consulting in 
digital mode.



The user must register, then enter all their data.

The next times you will be able to enter your username 
and password and then go to the screen.

Similarly, sales assistants will have to enter, to access, 
their username and password in the appropriate section.

Depending on which forms will be filled in, a different 
User Experience will be shown for end users and sales 
assistants.

User experience



SHOP

HELP

DEMO

In the ‘Home’ there will be three sections:

Shop - to start browsing and take advantage of the shopping service from remote via the sales 
assistant directly in store.

Help - to use and view the policies related to privacy, payment management, shipping, delivery 
and returned goods.
There will also be a FAQ section to answer the most frequently asked questions and all company 
details will be provided to allow consumers to get in touch with customer care.

Demo - consists in sharing a video explaining the operation of the app as well as for illustrative 
purposes of the individual steps to get to the last step and thus allow the shopping activity in a 
completely innovative way.

Ux Shoppers



The main menu consists of 8 product categories: 
clothing, accessories including footwear and eyewear, 
beauty, consumer electronics, furnishing accessories, 
bricolage, gardening and sports items, among which 
you can choose for the satisfaction of your needs.

Francesco, after downloading the app, selects the 
category ‘sport items’ to then choose the most 
appropriate brand to the satisfaction of his need.

Clothes Beauty

Accessories Consumer Electronic

Home decor Bricolage

Sport Garden

Ux Shoppers



For each category you can view and 
browse a list of brands to choose 
and compare.

Once the brand is selected, the 
app will require location access 
to show in order of proximity all 
the available stores of the brand in 
which you can shop.

The screen on the list of stores will 
be complete with individual maps 
and addresses for each store.

Ux Shoppers



Once you have chosen the store, you can choose your sales 
assistant, with whom you want to shop and receive advice, among 
the members of the store staff.

It will also be available a photo gallery that will show the interior 
of the store and its main areas, usable digitally continuously, in 
order to simplify the choice of the store by the customer.

In the same way, in order to orient the user in the selection of the 
sales assistant, the latter will have a technical sheet containing 
an indicator of performance, as well as the result of customer 
feedback, the sector or area of expertise and the experience gained 
for the brand.

The actions available to interact with the sales assistant will be 
those of using a simple call, the ability to chat to each other for any 
doubts or requests, the video call to be able to shop remotely and 
finally the ability to use notes for any kind of note.

At the bottom of the screen will be shown, finally, the sections 
related to the calendar and the purchase history.

Ux Shoppers



The screen for the sales assistant will have, 
in addition to the overview of the sales 
assistant and the icons to connect with it, 
a calendar in which you can book your 
meeting according to the availability of the 
sales staff.

The calendar will be digitally accessible 
continuously, so that customers can book 
their meeting at any time.
There will be a number of slots to choose 
according to your preferences.

Once the time is selected, a final screen 
will appear containing in summary all the 
meeting information and a text box where 
you can describe the product you are 
looking for in order to orient in advance the 
sales assistant and optimize the time of the 
meeting.

Ux Shoppers



The screen related to the sales assistant card will also 
have the purchase history section in which will be 
included, if there are, the previous orders generated 
with that particular sales assistant.

It will be possible to keep under control the purchase 
history by the user, going back to the dates and 
expenses incurred during previous meetings.

At the same time, this will allow the system software to 
continue to track the data and operations carried out 
by the user in order to automatically propose, through 
notifications and email, a personalized shopping 
consisting of recommended products, special offers 
and new arrivals.

Ux Shoppers



The last step, before the start of the video 
call on a predetermined date and time, is to 
select the audio and video sources to start 
the meeting.

At the end of the video call you will 
be asked to make an assessment of 
the quality of the advice received, 
as well as the work done by the 
sales assistant, and a possible 
comment for any note or judgment 
in the appropriate text box.

Finally, if one or more items are 
selected, the cart icon will be 
available which will proceed with 
connecting the user to the last step 
of the purchase process: payment 
and delivery.

Ux Shoppers



Purchase
The choice of the method of payment and delivery is the last step of the 
purchase process, here the user can choose among the alternatives the most 
congenial option to it.

For. provides the following possibilities:
- online payment and home delivery in accordance with the shipping and 
delivery methods managed directly by individual brands;
- online payment and in-store collection: we offer consumers the possibility 
to pay online and reserve the order in store for a subsequent withdrawal.
- in-store payment and pick-up: we offer consumers the opportunity to 
complete the purchase process in store, should the user show any concerns 
related to the purchase during the meeting with the sales assistant; allowing 
him a test of the product before the final choice or to start another shopping 
experience.



When customers buy for the first time on For. they will see an 
option appear to save the payment details, so that the system can 
show the next times the option to check out automatically to all 
customers who have already saved their information.

For. offers customers accurate and timely updates on everything 
they order, from any store, in one place. For. automatically 
syncs with customers’ mailbox to help them track orders without 
looking for different order numbers or shipping.

Once the order is created, For keep customers up to date by 
providing clear and transparent information on the status of the 
order and shipment both via email and through continuous update 
notifications.

Purchase

Francesco, after the meeting, decides to reserve the purchase of 
the mountainbike in store, where he will take advantage of a trial 
before payment and withdrawal.



The post purchase phase is the last touchpoint 
of the customer journey, provides the possibility 
of a last contact between the end consumers and 
the brand.

For. offers after-sales service providing 
assistance via app, taking care to contact 
directly the customer care departments of 
individual brands, thus saving a further effort to 
the final consumer.
It is also possible to request assistance directly 
in the individual stores of the various brands on 
the app regarding purchases made directly on 
For.

Post Buying
Francesco, once he went to the store on a predefined 
date and time, finds some perplexity regarding the 
chosen mountainbike.

The sales assistant with whom he has received the 
consultancy, provides, in this way, to show other 
bicycles with the same performance until finding 
one that fully satisfies the needs of Francesco, thus 
concluding the sale.



Ux Sales Assistant
The sales assistant, after logging in with 
their credentials, will see his home screen.

The latter shows, in chronological order, the 
list of scheduled appointments.

An automated push notification system will 
allow sales staff to always have their agenda 
under control.

Once the meet in the program is selected, 
the overview screen will be shown 
containing all the meeting details such as 
date, time, user and its object of search.



The last step before proceeding to remote 
shopping is to, once clicked on the video 
call icon, configure the external sources 
and answare to the video call that will be 
made by the final consumer.

Ux Sales Assistant

When the consumer confirms the choice of 
the product to buy, the sales assistant will 
proceed, without ending the video call, with 
the scanning of the bar code of the single 
item, which will thus compose the virtual 
shopping cart of the customer.



The top left curtain will contain the list of possible actions that can be implemented directly with a 
click.
It will allow you to view your profile in which will be shown the activities carried out by the user as 
well as the video call history and orders, will allow you to select the homepage, the product categories 
menu, the complete list of brands and sales assitant in the app, log out of your profile or bring the user 
directly on the brand’s social media pages.

Thanks to the For.’s management software we can build our database and resulting CRM.
There will be, in fact, the ‘news’ section, a personalized and automatically populated shopping 
feed with recommended products, special offers and new arrivals based on the purchase history and 
activities performed by customers on the app.

CRM



For. encourages the discovery of brands through 
personalized tips in apps that bring customers back 
to the various stores.

Thanks to a system of continuous mails and 
notifications For. maintains a direct relationship 
and trust with customers.

For companies, this advantage may represent a 
reduction in service requests: customers will be less 
likely to contact individual brands or the app if they 
are constantly updated on the status of the order.
This will greatly reduce message exchanges and make 
assistance more practical, efficient and fast.

CRM
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For. premium

For. also proposes to diversify the service to the 
consumer proposing two versions: basic and 
premium.

Feature:

 - possibility of using more slots to book meetings with sales assistants. Always about booking, 
priority will also be given to premium customers who will be informed in advance about the 
availability of the sales team.

- possibility to take advantage of discounts to the monthly attainment of a total expense, different 
for each category. The discount will be applied on the next order, with a minimum spending 
threshold, in the same or similar product category.
. Clothing: € 300 corresponds to a 20% discount
. Accessories: € 350 corresponds to a 20% discount
. Beauty: € 150 corresponds to a 20% discount
. Bricolage: € 250 corresponds to a 30% discount
. Gardening: € 250 corresponds to a 30% discount
. Consumer electronics: € 500 corresponds to a 30% discount
. Furnishing accessories: € 250 corresponds to a discount of 30%
. Sports goods: € 450 corresponds to a 30% discount
 
Users will also have the opportunity to stay updated on the amount needed to reach the total, to get 
the percentage of discount, thanks to a continuous update via email and push notifications.
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For. premium

- possibility to try the product first and pay later: for the categories of clothing and accessories we offer 
the opportunity to premium customers to try the products, before buying, by debit on paper.
During the purchase phase you will be asked to enter your card details, but no withdrawal will be made.
The debit card is expected within two weeks of purchase.
If you decide to return the item, you can complete the normal return procedure from your account.
If you will return your entire order within the scheduled deadline, no amount will be charged.
If you choose to return only some items in your order within the two weeks provided, only what you have 
chosen to keep will be charged.
In the case of partial returns, at the same time as registration of the returned products, the amount of the 
items you have decided to keep will be automatically collected. 

- possibility to access private sales or capsule collections, that is a limited edition collection, composed 
of a few elements connected to each other by the same theme that often includes all the elements to create 
an entire look.
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Internal strategic functions

- Promotion in the b2b market

- Customer search

External non-strategic functions

- For.’s design and development

- For.’s production

- Digital mktg

- Agency that deals with the 
For.’s complete realization.

- Agency dealing with digital 
advertising and social media 
management.

PEOPLE
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The b2b budget will include costs related to the development of 
pure technology and marketing costs related to sponsorship and 
promotion of it.

The b2c budget, however, is developed on two levels of costs: 
app’s development and implementation, and marketing and 
communication.

The total budget amounts to a range of approximately 
156,000.00 and 201,000.00 €

BUDGET
MARKETING & 

COMUNICAZIONE 
COST

Sponsorship on 
Ecommerce Times

8 - 10 k

Interview publication on 
Mark Up

10 - 12 k

Presentation at Netcomm 
Forum Live

12 - 15 k

Presentation at the Web 
Marketing Festival

12 - 15 k

Brand’s store dispaly 
Advertising

5 - 10 k

Programmatic 
Advertising

12 - 15 k

Database building 10 - 12 k

SEM 12 - 15 k

Retargeting 12 - 15 k

Social media management 15 - 18 k

Influencer 12 - 14 k

TOT. 120 - 151 k

APP COST

Development and 
implementation

35 - 45 k

Sales Staff training courses 
for each brand

1 -  5 k  

TOT. 36 - 50 k
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Assuming that for the first band, in a 360-day business year, the daily 
receipts issued are 12, for a total of 4,320 per year, the gain amounts to 
approximately 30,000.00€.
Assuming that for the second band, in a 360-day business year, the daily 
receipts issued are 6, for a total of 2,160 per year, the gain amounts to 
approximately 65,000.00€.
Assuming that for the third band, in a 360-day business year, the daily 
receipts issued are 3, for a total of 1,080 per year, the gain amounts to 
about 60,000.00€.

The total thus amounts to approximately 156,000.00€.

BUDGET: REVENUES
Fee a performance AVARAGE TICKET FEE PERCENTAGE

0 - 50 € 15% + IVA

51 - 250 €  13% + IVA

251 - 500 € 12% + IVA

Assuming that for the first band, in a 360-day business year, the daily 
receipts issued are 11, for a total of 3,960 per year, the gain amounts to 
about 27,000.00€.
Assuming that for the second band, in a 360-day business year, the daily 
receipts issued are 8, for a total of 2,880 annually, the gain amounts to 
approximately 87,000.00€.
Assuming that for the third band, in a working year of 360 days, the daily 
receipts issued are 4, for a total of 1,440 per year, the gain amounts to 
about 80,000.00€.

The total thus amounts to approximately 201,000.00€.
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To cover the costs of € 156,000.00 will need about 20,660 meetings 
per year that correspond to about 57 daily or about 7 video calls per 
product category. 

BUDGET: REVENUES
Fee a meeting booked

To cover the costs of 201,000.00 € will be needed about 26,000 
meetings per year that correspond to about 72 daily or about 9 video 
calls per product category.

7,5€ 
for each meeting booked  

Fee a service

2.000,00€ per year
to use the service

To cover the costs of € 156,000.00 will need about 80 brands, ideally 
10 for each category.

To cover the costs of € 201,000.00 will be needed about 100 brands, 
ideally 13 for each category.



GRAZIE PER L’ATTENZIONE GRAZIE PER L’ATTENZIONE 


