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Online Marketing Plan of Feemster Shop
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ABSTRACT

This independent study is dimed to develop a marketing plan for an online secondhand cloth shop;
Feemster. The data were collected from both primary sources and secondary sources. The primary data were made
through questionnaires composing of data from 10 online competitors, data from 50 consumers who have purchased
secondhand clothes via other online shops, and data from 50 recent consumers who have purchased secondhand
clothes from Feemster shop fronts. The secondary data were conducted from related documents and internet
research. The data from questionnaires have been analyzed with an instant elementary descriptive statistic
programs; namely, frequency, percentage, and average. These collected data were used to evaluate along with the
secondary data in devising the strategic marketing plan for Feemster shop.

By using results from questionnaires, the online marketing plan formulation is aspired to hold customer base
from shop front experiment, acquaint new target customer base, and also keep customer base from online Feemster
shop in the long-term. Consequently, the marketing strategy plan comprises of market segmentation targeting on
the customers who utilized secondhand clothes in accordance with fashion or sentimental values. In market
positioning aspect, the Feemster shop would be the leader in selling vintage-style secondhand clothes, especially
stylish outfits from the 1970s which are barely, exceptional, and unisex.

Finally, the online marketing mix strategy appointment for product, price, place and promotion is
determined. In product strategy, the products are selected with attention to create clear and individual images of the
shop as well as adequacy for market demands. In price strategy, the cost is designated logically according to the
product quality and the market price. In place strategy, the distribution channels are diversified which are different
from other online competitors. Likewise, these channels offer their customers convenience and reliability as well such
as Instagram and Facebook. In promotion strategy, the shop owner emphasises on certain activities to initiate
attracted people so that they become new customer base and also maintaining the former customer base as much
as possible, for examples; public relations, special events, personal communication, etc. The specific hand-to-hand
service strategy is also significant in causing the customers’ gratefulness and trustworthiness, for instances; individual
customers’ master data record system, direct interviews with clerks about the customers’ attitudes and behaviours.
The last strategy is privacy policy and reliability which are crucial in running an online shop. The shop possessor’s
identity and achievable contacts should be offered as well as the customers’ personal data must not be declared to

the third party.
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