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Define Brand Strategy ContextDefine Brand Strategy Context    Define Brand Strategy Context  

Founder-led product-first positioning: A Spanish mom in Miami curating classic Spanish-style
baby and kids clothing because she couldn’t find the aesthetic locally.

Market validation through in-person selling: Testing demand, pricing, and best-sellers mainly
through bazaars/pop-ups (ex: Key Biscayne), using face-to-face feedback to refine the assortment.

Community-driven awareness: Growth has leaned on word-of-mouth, local parent networks, and
the credibility that comes from meeting customers in person.

Micro-influencer experimentation: Using small creators primarily to generate visibility and trust,
but still with a focus on awareness more than a structured conversion funnel.

Early-stage digital presence: E-commerce exists, but the brand has not yet fully translated the in-
person experience into a clear online identity, storytelling system, and repeatable sales engine.

Nico Pico Kids is transitioning from a locally validated, founder-led boutique brand toNico Pico Kids is transitioning from a locally validated, founder-led boutique brand to
a scalable direct-to-consumer e-commerce brand. The key strategic challenge isa scalable direct-to-consumer e-commerce brand. The key strategic challenge is

converting strong in-person trust into consistent online revenue growth.converting strong in-person trust into consistent online revenue growth.

Nico Pico Kids is transitioning from a locally validated, founder-led boutique brand to
a scalable direct-to-consumer e-commerce brand. The key strategic challenge is

converting strong in-person trust into consistent online revenue growth.
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Define Brand Strategy Pt.2Define Brand Strategy Pt.2  Define Brand Strategy Pt.2 
💡💡 Primary Objective (6 Months) Primary Objective (6 Months)💡 Primary Objective (6 Months)
Increase online revenue contribution from approximately 30% of total sales
to 40–45% by strengthening repeat purchasing and owned digital channels.

Supporting Objectives & KPIsSupporting Objectives & KPIsSupporting Objectives & KPIs
Website sessions: increase from ~3,000/month to 3,600–3,900/month
(+15–20%)
Social media reach: increase by +20–25%
Direct traffic: increase by +10–15%
Instagram follower growth: +15%

Establish / raise
brand awareness
by +25–40%

Add-to-cart rate: increase from 5% → 6–6.5%
Email click-through rate: increase from 2% → 2.5–3%
Instagram engagement rate: increase from 3% → 3.5–4%

Increase customer
engagement by
+20–35%

Create loyalty
towards your
brand by +10–20%

Repeat purchase rate: increase from 12% → 15%
Email/SMS list growth: +20–30%
Returning customer revenue share: increase from 25% → 30%
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Supporting
Objective 1:
Awareness

Supporting
Objective 2:
Engagement

Supporting
Objective 3:
Loyalty &
Retention



Define Brand Strategy Pt.3Define Brand Strategy Pt.3Define Brand Strategy Pt.3

To shift Nico Pico Kids from primarily event-based sales to a scalable, online-first business

Strengthen Digital
Storytelling

Improve E-
Commerce
Conversion

Systemize
Retention & Loyalty

Communicate authentic Spanish heritage and small-atelier production as a core differentiator
Educate customers on slow-fashion craftsmanship vs. fast fashion
Amplify founder story to reinforce trust and emotional connection

Enhance product descriptions to highlight quality, fit, and versatility
Increase customer reviews and user-generated content to build social proof
Optimize product imagery and styling inspiration to reduce purchase
hesitation

Implement structured email and SMS lifecycle flows
Introduce post-purchase follow-up and review requests
Develop repeat-purchase incentives and seasonal drop reminders
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Strategic Pillars to Achieve the 6-Month Objective

Launch curated newborn and baptism gift bundles
Expand size 4–8 collection to address unmet market demand

Expand High-
Growth Categories



Market AuditMarket AuditMarket Audit
Market InsightsMarket InsightsMarket Insights Company InsightsCompany InsightsCompany Insights Competitor InsightsCompetitor InsightsCompetitor Insights Customer InsightsCustomer InsightsCustomer Insights

This section will cover:
Market category
definition
Market size and growth
outlook
External environment
factors (economic,
seasonal, trade)
Industry trends
Key opportunities and
threats

This section will cover:
Product portfolio and
sourcing model
Brand positioning and
value proposition
Key strengths and
weaknesses
Brand assets and
operational risks

This section will cover:
Competitive landscape
overview
Key direct and
indirect competitors
Competitor
positioning and
strategies
Comparative
strengths and
weaknesses

This section will cover:
Target customer
profile
Customer needs and
motivations
Buying journey and
touchpoints
Purchase drivers and
behaviors

Nico Pico Kids operates in a niche
children’s apparel and gifting market

inspired by European fashion.
Opportunities exist in expanding age
ranges (especially sizes 4–8), offering

curated gift packages, and serving parents
seeking age-appropriate, modest, high-

quality clothing. The business environment
is shaped by high import tariffs, inflation,
and seasonal demand, while trends favor
slow fashion, social media discovery, and

differentiated European sourcing.

Nico Pico Kids is a founder-led children’s
brand offering exclusive, slow-fashion

apparel and handmade gift items sourced
from small European ateliers. The brand’s

strengths lie in its authentic European
positioning, own-brand production, and
memorable brand identity, while risks

include low margins, reliance on imports,
and seasonal revenue fluctuations.

Nico Pico Kids competes with mass-market
retailers (example, Gap, H&M), premium

European-style platforms (e.g., Maisonette),
and local boutiques offering multi-brand
assortments. Competitors vary in price,

quality, scale, and brand ownership, with
most boutiques reselling third-party

brands rather than producing exclusive
collections.

Nico Pico Kids’ primary customers are
mothers and gift buyers seeking high-

quality, age-appropriate children’s clothing
and meaningful gifts. Most purchases
originate from Instagram or word-of-

mouth referrals, with customers frequently
browsing sale items or purchasing after
discovering the brand at local markets.
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MARKET INSIGHTSMARKET INSIGHTSMARKET INSIGHTS
Market CategoryMarket CategoryMarket Category

Level 1: Consumer Goods IndustryLevel 1: Consumer Goods IndustryLevel 1: Consumer Goods Industry
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Level 2: Apparel IndustryLevel 2: Apparel Industry  
(U.S. ~$350+ billion annually)(U.S. ~$350+ billion annually)

Level 2: Apparel Industry 
(U.S. ~$350+ billion annually)

Level 3: Children’s Apparel MarketLevel 3: Children’s Apparel Market  
(~$41–45 billion annually in U.S.)(~$41–45 billion annually in U.S.)

Level 3: Children’s Apparel Market 
(~$41–45 billion annually in U.S.)

Level 4: Premium / BoutiqueLevel 4: Premium / Boutique
Children’s Apparel SegmentChildren’s Apparel Segment
Level 4: Premium / Boutique
Children’s Apparel Segment

Level 5: European-Inspired SlowLevel 5: European-Inspired Slow
Fashion Children’s ApparelFashion Children’s Apparel

Level 5: European-Inspired Slow
Fashion Children’s Apparel

Nico Pico Kids operates within a niche sub-Nico Pico Kids operates within a niche sub-
segment of premium-accessible, European-segment of premium-accessible, European-

inspired children’s apparel, positionedinspired children’s apparel, positioned
between mass-market retailers (Target,between mass-market retailers (Target,

Carter’s) and high-priced importedCarter’s) and high-priced imported
European boutiques. Unlike traditionalEuropean boutiques. Unlike traditional

boutiques that resell multiple brands, Nicoboutiques that resell multiple brands, Nico
Pico operates as an own-brand, slow-fashionPico operates as an own-brand, slow-fashion

DTC company working directly with smallDTC company working directly with small
Spanish ateliers.Spanish ateliers.

Nico Pico Kids operates within a niche sub-
segment of premium-accessible, European-

inspired children’s apparel, positioned
between mass-market retailers (Target,

Carter’s) and high-priced imported
European boutiques. Unlike traditional

boutiques that resell multiple brands, Nico
Pico operates as an own-brand, slow-fashion

DTC company working directly with small
Spanish ateliers.



MARKET INSIGHTSMARKET INSIGHTSMARKET INSIGHTS
Market CategoryMarket CategoryMarket Category

Nico Pico Kids operates within the U.S. children’s apparel market,Nico Pico Kids operates within the U.S. children’s apparel market,
specifically in a premium-accessible European-inspired niche.specifically in a premium-accessible European-inspired niche.

Nico Pico Kids operates within the U.S. children’s apparel market,
specifically in a premium-accessible European-inspired niche.

🔍🔍 Target Audience Target Audience

Style-conscious parentsStyle-conscious parents
seeking child-appropriate,seeking child-appropriate,
modest, and timelessmodest, and timeless
designs.designs.
Families who prioritizeFamilies who prioritize
craftsmanship, durability,craftsmanship, durability,
and heritage over fast-and heritage over fast-
fashion trends.fashion trends.
Gift buyers (grandparents,Gift buyers (grandparents,
godparents) seekinggodparents) seeking
meaningful, high-qualitymeaningful, high-quality
pieces.pieces.

🔍 Target Audience

Style-conscious parents
seeking child-appropriate,
modest, and timeless
designs.
Families who prioritize
craftsmanship, durability,
and heritage over fast-
fashion trends.
Gift buyers (grandparents,
godparents) seeking
meaningful, high-quality
pieces.

👕👕 Fashion Segment Fashion Segment👕 Fashion Segment 🧵🧵 Sub-Category: Premium- Sub-Category: Premium-
Accessible EuropeanAccessible European

Children’s ApparelChildren’s Apparel

🧵 Sub-Category: Premium-
Accessible European

Children’s ApparelChildren’s apparel brand
offering timeless,
everyday pieces for
infants and young
children.
Focused on curated
collections rather than
trend-driven, high-
volume production.
Competes in the quality-
driven segment rather
than price-driven fast
fashion.

Children’s apparel brand
offering timeless,
everyday pieces for
infants and young
children.
Focused on curated
collections rather than
trend-driven, high-
volume production.
Competes in the quality-
driven segment rather
than price-driven fast
fashion.

Positioned between mass-
market retailers (Target,
Carter’s, H&M) and high-
priced European import
boutiques.
Offers authentic Spanish-
crafted garments at
accessible premium pricing.
Differentiates through
own-brand production and
small-batch slow fashion.

Positioned between mass-
market retailers (Target,
Carter’s, H&M) and high-
priced European import
boutiques.
Offers authentic Spanish-
crafted garments at
accessible premium pricing.
Differentiates through
own-brand production and
small-batch slow fashion.
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MARKET INSIGHTSMARKET INSIGHTSMARKET INSIGHTS
Category definition, size & growth, environment, trends,Category definition, size & growth, environment, trends,

opportunities & threatsopportunities & threats
Category definition, size & growth, environment, trends,

opportunities & threats

Market Category Definition
Children’s apparel and gift brand inspired by
European (Spanish) children’s fashion
Positioned between boutique brands and mass-
market retailers (e.g., Gap, H&M)
Focus on slow fashion, small ateliers, and versatile
everyday wear
Includes children’s clothing and religious gift items
(e.g., baptism gifts)

Market Size & Growth
Overall category is niche and limited in growth
General children’s apparel market may decline due to fast
fashion and casualization
Nico Pico’s brand-specific market is growing, driven by:

Word-of-mouth
Local markets
Instagram discovery U.S. Children’s Apparel Market
Estimated market size: $41–45 billion (2023–2024)
Expected CAGR: 3–5% annually through 2028
Premium & sustainable sub-segment growing faster at
approx. 5–7% annually
E-commerce accounts for approximately 35–40% of
apparel sales

Business Environment & External Factors
High tariffs (20%) on European imports
significantly impact costs
Currency exchange (Euro → USD) reduces margins
Inflation and shipping costs create financial
pressure
Many competitors have stopped importing from
Europe
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Florida / Miami-Dade Market Context
According to U.S. Census Bureau:

Miami-Dade population: ~2.7 million
Households: ~920,000
% Hispanic/Latino population: ~69%
Median household income: ~$57,000
Coral Gables median income: ~$125,000+
Pinecrest median income: ~$190,000+
% households with children under 6: approx. 8–10%



MARKET INSIGHTSMARKET INSIGHTSMARKET INSIGHTS
Category definition, size & growth, environment, trends,Category definition, size & growth, environment, trends,

opportunities & threatsopportunities & threats
Category definition, size & growth, environment, trends,

opportunities & threats

Key Market Trends
Parents seeking modest, age-appropriate clothing for children
Demand for quality over quantity (capsule-style wardrobes)
Increased reliance on Instagram and social discovery
Strong seasonality:

High demand during Christmas
Lower sales post-holidays and mid-summer

Opportunities
Expand product sizes for children ages 4–8
Introduce pre-made gift packages (newborn & baptism)
Competitive advantage as other brands exit European sourcing

Threats
Rising tariffs and import costs
Declining overall category demand
Highly seasonal revenue patterns
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Key Market Trends
Shift Toward Slow Fashion
67% of consumers consider
sustainability when purchasing apparel
(McKinsey, 2023).
Growth of DTC Brands
Direct-to-consumer brands are growing
faster than traditional retail due to
digital discovery.
Social Media Discovery
60%+ of Gen Y parents discover new
brands via Instagram.
Premiumization
Parents increasingly view children’s
clothing as an extension of lifestyle and
identity.



COMPANY INSIGHTSCOMPANY INSIGHTSCOMPANY INSIGHTS
Product profile, brand assets, strengths & risksProduct profile, brand assets, strengths & risksProduct profile, brand assets, strengths & risks

Product ProfileProduct ProfileProduct Profile
Children’s clothing designed and
produced exclusively for Nico Pico
Sourced from small European ateliers
Slow fashion: limited quantities, versatile
designs
Additional products:
Baptism gifts
Handmade religious items (crosses,
medals)

Key Brand AssetsKey Brand AssetsKey Brand Assets
Distinctive brand name (“Nico Pico”)
memorable and personal
Strong European authenticity
Founder-led brand with high
credibility
Instagram presence and local market
visibility

StrengthsStrengthsStrengths
Unique positioning between luxury
boutiques and fast fashion
Own-brand production (not resale)
Emotional brand story tied to
founder’s child
Loyal customer base driven by
referrals

RisksRisksRisks
Low margins due to pricing strategy
Dependence on European imports
Limited scale compared to large retailers
Heavy reliance on seasonal demand

Business PerformanceBusiness PerformanceBusiness Performance
Steady brand growth driven by
Instagram discovery, word-of-mouth,
and local markets
Strong seasonal performance during
holidays (especially Christmas)
Slower sales periods post-holidays and
mid-summer

Brand PositioningBrand PositioningBrand Positioning
Positioned between mass-market
retailers (Gap, H&M) and premium
boutiques
Offers European-inspired, slow-fashion
children’s apparel at accessible prices
Differentiates through exclusive own-
brand production and age-appropriate
design
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SWOT AnalysisSWOT AnalysisSWOT Analysis
StrenghthsStrenghthsStrenghths WeaknessesWeaknessesWeaknesses

OpportunitesOpportunitesOpportunites ThreatsThreatsThreats

Own-brand production sourced from European
ateliers
Loyal customers  driven by referrals and in-person
interactions
Distinct European aesthetic and cohesive visual
identity
Strong emotional brand narrative tied to tradition
and founder story

Own-brand production sourced from European
ateliers
Loyal customers  driven by referrals and in-person
interactions
Distinct European aesthetic and cohesive visual
identity
Strong emotional brand narrative tied to tradition
and founder story

Growing demand for slow fashion and quality
children’s apparel
Parents seeking age-appropriate, modest,
premium kidswear
Competitors exiting European sourcing due to
costs
Growth of social media discovery and DTC
brands
Unmet demand in the market for extended sizing
(4–8) and curated gifting

Growing demand for slow fashion and quality
children’s apparel
Parents seeking age-appropriate, modest,
premium kidswear
Competitors exiting European sourcing due to
costs
Growth of social media discovery and DTC
brands
Unmet demand in the market for extended sizing
(4–8) and curated gifting

Website is not cohesive in layout and visual flow.
Limited product descriptions and customer reviews
reduce online purchase confidence.
Smaller brand awareness compared to mass market or
digitally native competitors.
Dependence on imported production

Website is not cohesive in layout and visual flow.
Limited product descriptions and customer reviews
reduce online purchase confidence.
Smaller brand awareness compared to mass market or
digitally native competitors.
Dependence on imported production

Intense competition from both fast fashion kids
brands and boutique labels.
Economic pressure may reduce discretionary
spending on premium children’s clothing.
Copycat designs from lower priced competitors.
Supply chain risks tied to overseas production.
Shifts in consumer preference toward ultra
affordable or resale options.

Intense competition from both fast fashion kids
brands and boutique labels.
Economic pressure may reduce discretionary
spending on premium children’s clothing.
Copycat designs from lower priced competitors.
Supply chain risks tied to overseas production.
Shifts in consumer preference toward ultra
affordable or resale options.
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DESCRIBE YOUR COMPANYDESCRIBE YOUR COMPANYDESCRIBE YOUR COMPANY
Mission and ValuesMission and ValuesMission and Values

Nico Pico Kids is a direct-to-consumer children’s apparel brand operating
primarily through e-commerce. The business emphasizes curated collections
rather than mass production, allowing for consistent brand identity, controlled
quality, and closer relationships with customers.

The brand benefits consumers by offering stylish yet functional kidswear that
stands out in a crowded market. Nico Pico Kids addresses the trend of parents
seeking premium alternatives to fast fashion while solving the pain point of
limited fashionable, well-designed children’s clothing options.
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DESCRIBE YOUR COMPANYDESCRIBE YOUR COMPANYDESCRIBE YOUR COMPANY
Mission and ValuesMission and ValuesMission and Values

💡💡 Mission Mission💡 Mission
The core mission of Nico Pico Kids is to create beautiful, comfortable, and
thoughtfully designed clothing for children that blends:

💡European aesthetic and timeless
style with everyday practicality.

💡Quality craftsmanship through local
production in Spain, ensuring each piece is
made with intention, not speed. 

💡A goal of helping families find
garments that fit both special
occasions and daily life comfortably
and stylishly.

🌱🌱 Values Values🌱 Values

🧵🧵 Craftsmanship Craftsmanship🧵 Craftsmanship

♻♻ Slow Fashion & Sustainability Slow Fashion & Sustainability♻️ Slow Fashion & Sustainability

🤍🤍 Comfort & Style Comfort & Style🤍 Comfort & Style

🌟🌟 Intentional Design Intentional Design🌟 Intentional Design

👨‍👩‍👦👨‍👩‍👦 Family-Centered Inspiration Family-Centered Inspiration👨‍👩‍👦 Family-Centered Inspiration
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Describe your BusinessDescribe your BusinessDescribe your Business

EMERGING/POPULAR TREND(S)EMERGING/POPULAR TREND(S)
ADDRESSEDADDRESSED

EMERGING/POPULAR TREND(S)
ADDRESSED

Growth of premium & boutique
children’s apparel
Parents viewing kids’ clothing
as an extension of personal
lifestyle
Shift toward direct-to-
consumer (DTC) e-commerce
brands
Social media–driven discovery
(Instagram, Pinterest)
Preference for unique, design-
forward products over fast
fashion

INDUSTRY PROBLEMS/PAININDUSTRY PROBLEMS/PAIN
POINTS SOLVEDPOINTS SOLVED

INDUSTRY PROBLEMS/PAIN
POINTS SOLVED

Over-saturation of generic,
mass-produced kidswear
Lack of stylish yet functional
children’s clothing
Inconsistent quality in fast-
fashion brands
Limited emotional
connection between parents
and kidswear brands
Few premium alternatives
that balance design, comfort,
and identity

CURRENT MARKETCURRENT MARKET
POSITION/IDELA MARKET SHAREPOSITION/IDELA MARKET SHARE

CURRENT MARKET
POSITION/IDELA MARKET SHARE

Current Position
Small, niche brand within premium
kidswear
Competes with boutique and independent
children’s brands
Early-stage brand awareness

Ideal Market Share
Recognized premium kidswear brand
Strong presence among style-conscious
parents
Increased share within the boutique /
premium segment
Maintains exclusivity while scaling
through e-commerce
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Competitor InsightsCompetitor InsightsCompetitor Insights
Mis

Competitive Landscape OverviewCompetitive Landscape OverviewCompetitive Landscape Overview

Mass-market retailers 
 Gap, Target, Carter’s
 Scale driven, price competitive
 High distribution, low exclusivity

Premium / European-style platforms 
babycottons
Strong online reach
Higher price points, curated assortments

Local boutiques 
Nini and Loli, La Canastilla Cubana
Smaller scale, high emotional connection
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Mass-market retailers
 Gap, Target, Carter’s
Large-scale operations with strong national presence
and high sales volume
Performance driven by affordability, fast fashion
cycles, and wide distribution

Premium / European-style platforms
babycottons 
Strong online performance with broad reach
Higher price points and curated European-inspired
assortments

Local boutiques 
Nini and Loli, La Canastilla Cubana
Smaller-scale businesses serving niche, local markets
Performance driven by in-store variety, aesthetic
appeal, and loyal local customers

MARKET STRUCTUREMARKET STRUCTUREMARKET STRUCTURE POSITIONING SUMMARYPOSITIONING SUMMARYPOSITIONING SUMMARY

  The market is fragmented, allowing Nico Pico Kids to differentiate
through cultural authenticity and quality craftsmanship.

STRATEGIC INSIGHTSTRATEGIC INSIGHTSTRATEGIC INSIGHT



Competitor InsightsCompetitor InsightsCompetitor Insights
Mis
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Competitive Advantages and GapsCompetitive Advantages and GapsCompetitive Advantages and Gaps

Mass-market retailers 
 Scale and distribution
 Price accessibility
 Brand recognition

Premium / European-style platforms 
 Strong curation
 High perceived quality
 Online reach

Local boutiques 
Personal relationships
Cultural relevance
In store experience

Competitor StrengthsCompetitor StrengthsCompetitor Strengths Competitive GapCompetitive GapCompetitive Gap

Mass-market retailers 
 Limited differentiation
 Lower perceived authenticity

Premium / European-style platforms 
Higher price barriers
Less localized presence

Local boutiques 
Higher price barriers
Less localized presence

Opportunity exists for Nico Pico Kids to combine premium quality with
localized cultural storytelling.



MisBRANDBRANDBRAND PRICEPRICEPRICE

Carter’s

Baby Gap

Competitor InsightsCompetitor InsightsCompetitor Insights
Competitive Pricing & Market PresenceCompetitive Pricing & Market PresenceCompetitive Pricing & Market Presence
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GREATER MIAMI LOCATIONSGREATER MIAMI LOCATIONSGREATER MIAMI LOCATIONS

$8 to $40 per pieceTarget

$12 to $50 per piece

babycottons

$15 to $60 per piece

$40 to $100 per piece

La Canastilla
Cubana $30 to $90 per piece

Nini and Loli $35 to $110 per piece

$35 to $110 per piece



Your CompetiorsYour CompetiorsYour Competiors
Competitive AssesmentFrameworkCompetitive AssesmentFrameworkCompetitive AssesmentFramework

NINI & LOLI
• Boutique children’s clothing store with a strong aesthetic focus

 • Curated assortment emphasizing style and visual appeal
 • Appeals to fashion conscious parents

Proflie HighlightsProflie HighlightsProflie Highlights Degree of ThreatDegree of ThreatDegree of Threat RationaleRationaleRationale

Pekiboo Kids Fashion
• Local Miami boutique offering curated children’s apparel

 • Trend driven styles with a strong visual and in store experience
 • Appeals to fashion forward parents seeking unique pieces

Babycottons
• Premium children’s clothing brand with international scale

 • Strong focus on quality materials, comfort, and craftsmanship
 • Broad product assortment with consistent brand presentation

Baby Gap
• National brand with wide distribution and strong brand awareness

 • Offers affordable and accessible children’s clothing
 • Emphasizes convenience and everyday wear

HIGH

HIGH

MEDIUM

LOW

 • Poses a threat due to its premium quality perception and strong
brand credibility
 • Wider distribution and accessibility could attract customers
seeking premium clothing without boutique pricing
 • Less personalized and less curated than NicopicoKids, which limits
emotional connection

• Directly competes for the same boutique focused customer
 • Strong local recognition and similar curated shopping experience
 • Lacks a defined cultural or European sourcing narrative, which is
NicopicoKids’ key differentiation

• Direct boutique competitor targeting a similar customer mindset
 • Strong visual merchandising and curated feel
 • Lacks a clearly defined cultural or sourcing story, creating an
opportunity for NicopicoKids to differentiate through Spanish
heritage

• Competes primarily on price and accessibility rather than curation
or premium quality
 • Generic styling and mass market positioning limit emotional and
cultural connection
 • Less appealing to customers seeking boutique and premium
experiences
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Your Competiors Cont.Your Competiors Cont.Your Competiors Cont.
Competitive AssesmentFrameworkCompetitive AssesmentFrameworkCompetitive AssesmentFramework

THE SHOPPE SHOP
• Multi brand lifestyle boutique offering children’s apparel and gifts

 • Trend driven and design forward product mix
 • Strong social media presence and local awareness

Proflie HighlightsProflie HighlightsProflie Highlights Degree of ThreatDegree of ThreatDegree of Threat RationaleRationaleRationale

TARGET
• Mass market retailer with extensive baby and kids cloting lines

 • Strong emphasis on affordability and convenience
 • Broad national distribution

Carter’s
• Established national children’s apparel brand

 • Known for functional, affordable everyday clothing
 • Strong brand recognition and wide distributionn

La Canastilla Cubana Baby Store
• • Boutique baby and children’s store with strong cultural roots

 • Emphasis on tradition, gifting, and heritage
 • Loyal local customer base

MEDIUM

LOW

LOW

MEDIUM

 • Focuses on practicality rather than premium or boutique
experiences
 • Limited differentiation in design and quality perception
 • Appeals to a different value driven customer segment

• Competes primarily on price and accessibility
 • Generic product offerings and limited brand storytelling
 • Not positioned to attract customers seeking premium, curated, or
culturally inspired clothing

• Competes for boutique minded shoppers seeking unique products
 • Broader lifestyle focus dilutes specialization in children’s apparel
 • Less emphasis on premium clothing quality and sourcing compared
to NicopicoKids

• Strong emotional and cultural connection within the Miami market
 • Product assortment leans traditional rather than premium fashion
forward
 • Less emphasis on modern curated apparel and European quality
standards 20



Competitive LandscapeCompetitive LandscapeCompetitive Landscape

Mass MarketMass MarketMass Market BoutiqueBoutiqueBoutique

GenericGenericGeneric

PremiumPremium  Premium 

21



Identify Your Target GroupIdentify Your Target GroupIdentify Your Target Group

GeographicGeographicGeographic DemographicDemographicDemographic

• Miami Dade County with a focus on Coral
Gables and surrounding neighborhoods

• United States and international
customers reached through the online

store

 • Global consumers seeking premium
European baby clothing not available

locally

• Mothers ages 28 to 42

 • Primary purchasers and decision makers
for baby and children’s clothing

 • Middle to high income households

 • Educated professionals, entrepreneurs,
and working mothers

 • Families with infants and young children
ages newborn to 6 years

 • First time and early stage parents with
higher spending on baby products
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Identify Your Target GroupIdentify Your Target GroupIdentify Your Target Group

BehavioralBehavioralBehavioral PsychographicPsychographicPsychographic

• Willing to invest in premium baby
clothing when quality and ethics align

 • Price is not the primary decision driver;
perceived value and trust are

 • Seek brands that emphasize
sustainability, durability, and comfort

 • Prefer boutique shopping experiences
with personalized service

 • Likely to become repeat customers and
brand advocates

• Highly conscious of sustainability, quality,
and fabric sourcing

 • Prefer fewer, better made items rather
than frequent low cost purchases

 • Value craftsmanship, longevity, and
timeless design

 • Emotionally drawn to brands with
purpose, authenticity, and cultural roots

 • See children’s clothing as an extension of
their lifestyle and values 23



CUSTOMER RESEARCHCUSTOMER RESEARCHCUSTOMER RESEARCH

Targets Being ResearchedTargets Being ResearchedTargets Being Researched
Primary B2C

Affluen Latin women / moms in Miami

Country club members; high disposable income

Strong family traditions; quality-focused

Catholic & Christian communities

Event-driven purchasing (church, baptisms, holidays, family gatherings)

Neighborhood clusters (high-income ZIP codes)

Coconut Grove, Key Biscayne, Coral Gables, Pinecrest

Private-school families Ransom Everglades, Gulliver, Carrollton, etc

High-potential secondary B2C (emerging insight)

Gift buyers

Friends/family of new parents, birthdays, baby showers, baptisms

Often not the mom shopper originally targeted

Emerging B2B research

Wholesale / partnerships

Children’s boutiques, baby stores, gift shops

Private schools (spirit/event boutiques), church communities, event vendors

Hotel/resort boutiques (Miami family destinations)

24

Some customers are highly aware of premium Spanish/European kidswear brands

(e.g., La Coqueta, Maison…) and recognize quality cues.

Many travel to Spain (or have European exposure), so they understand the “heritage

+ craftsmanship” value.

Others are less category-expert and discover the style through local community

channels (bazaars, friends, influencers).

Consumers KnowledgeConsumers KnowledgeConsumers Knowledge

Families, communities, and gift-givers who value tradition and quality.Families, communities, and gift-givers who value tradition and quality.Families, communities, and gift-givers who value tradition and quality.



CUSTOMER RESEARCHCUSTOMER RESEARCHCUSTOMER RESEARCH

Needs Being MetNeeds Being MetNeeds Being Met

Needs Not Being MetNeeds Not Being MetNeeds Not Being Met

What Are the GapsWhat Are the GapsWhat Are the Gaps
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Missed opportunities for Missed opportunities for seasonal gifting during winter monthsseasonal gifting during winter monthsMissed opportunities for seasonal gifting during winter months

Cute + practical outfits appropriate for everyday wear

Easy-care pieces (washable, functional for real parenting)

Special enough for photos and events, but not “too precious to

wear”

Seasonal assortment gap for cooler weather (Jan–Feb)

Limited “Miami winter” layers: knits, cardigans, tights,

long sleeves, sets for travel/cold-weather trips

Seasonal assortment gap for cooler weather (Jan–Feb)

Limited “Miami winter” layers: knits, cardigans, tights,

long sleeves, sets for travel/cold-weather trips



Customer InsightsCustomer InsightsCustomer Insights
Mis

Customer Insights and Decision DriversCustomer Insights and Decision DriversCustomer Insights and Decision Drivers
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WHY CHOSENWHY CHOSENWHY CHOSEN WHY PREFFEREDWHY PREFFEREDWHY PREFFERED WHAT DRIVES PURCHASEWHAT DRIVES PURCHASEWHAT DRIVES PURCHASE

Quality and craftsmanship
European authenticity
Trust in founder led brand
Price aligned with perceived value

 Timeless, child appropriate designs
 Sustainable materials
 Boutique shopping experience
 Easy gifting options

 Social media discovery
 Emotional connection to brand story
 Seasonal occasions and gifting
 Word of mouth referrals

Nico Pico Kids is perceived as refined, authentic, and culturally meaningful. It it viewed as
higher quality than mass retailers and more approachable than luxury boutiques.

Brand PerceptionBrand PerceptionBrand Perception



Customer Profiles & PersonasCustomer Profiles & Personas
Census DataCensus Data

Customer Profiles & Personas
Census Data
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Miami-Dade Target Market DataMiami-Dade Target Market DataMiami-Dade Target Market Data

Total population: 2.7 million
69% Hispanic/Latino (strong cultural relevance for Spanish heritage brand)
Median age: 40
High concentration of Catholic & Christian communities
High-income ZIP codes: Coral Gables, Pinecrest, Key Biscayne
8–10% households with children under 6

Miami-Dade provides a culturally aligned, affluent,Miami-Dade provides a culturally aligned, affluent,
event-driven market ideal for premium Europeanevent-driven market ideal for premium European

children’s apparel.children’s apparel.

Miami-Dade provides a culturally aligned, affluent,
event-driven market ideal for premium European

children’s apparel.



CUSTOMER RESEARCHCUSTOMER RESEARCHCUSTOMER RESEARCH
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How families and gift buyers discover, experience, and fall in love with NicoHow families and gift buyers discover, experience, and fall in love with Nico
Pico Kids.Pico Kids.

How families and gift buyers discover, experience, and fall in love with Nico
Pico Kids.

Often happens at events; online purchase is growing but not yet the primary driver

Awareness Phase

Consideration Phase

Bazaar/event (strongest), word of mouth,

Instagram (micro-influencers + friends)

They browse the rack in person or check

Instagram for style/credibility

Engagement Follow
Founder encourages them to follow on Instagram; small touchpoints like

“matching” / details create memorability

Trust Building

Post-Purchase

Social proof: friends posting; she asks customers/friends to leave Google

reviews to support SEO

Post Purchase
Happy customers become referrers (word of mouth), but the

repeat/retention loop isn’t fully systemized yet

(email/SMS/loyalty)



GoalsGoalsGoals FrustrationsFrustrationsFrustrations

Customer Profiles & PersonasCustomer Profiles & PersonasCustomer Profiles & Personas
Name:Name:  

Age:Age:  

Location:Location:  

Family:Family:  

Occupation:Occupation:  

Income Level:Income Level:  

Name: 

Age: 

Location: 

Family: 

Occupation: 

Income Level: 

Sofia Martinez
32-40
Miami-Dade County / U.S. (Urban or Suburban areas)
Parent of 1-2 young children (ages 0-6)
Proffesional or creative role
Middle to upper-middle income

Values Quality and Sustainability

Loves Timeless, European Style

Shops Small & Local

Comfortable, well-made
kids clothes
Outfits for everyday
and special moments

Cheap, fast fashion
Itchy, low quality
fabrics

“The Thoughtful Modern Parent”“The Thoughtful Modern Parent”“The Thoughtful Modern Parent”
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GoalsGoalsGoals FrustrationsFrustrationsFrustrations

Customer Profiles & PersonasCustomer Profiles & PersonasCustomer Profiles & Personas
Name:Name:  

Age:Age:  

Location:Location:  

Family:Family:  

Occupation:Occupation:  

Income Level:Income Level:  

Name: 

Age: 

Location: 

Family: 

Occupation: 

Income Level: 

Marcela Sanchez
55+
Miami-Dade County / U.S. (Urban or Suburban areas)
Parent of 1-2 children and grandmother  
Proffesional or creative role
Middle to upper-middle income

Values Quality

Traditional European Style 

Shops local and high quality

Give her grandkids
beautifully made gifts
Find clothes are comfy,
adorable, and high-quality

Generic, mass-
produced items
Trendy clothes that
feel cheap

"The Thoughtful Gift-Giving Grandmother""The Thoughtful Gift-Giving Grandmother""The Thoughtful Gift-Giving Grandmother"
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GoalsGoalsGoals FrustrationsFrustrationsFrustrations

Customer Profiles & PersonasCustomer Profiles & PersonasCustomer Profiles & Personas
Name:Name:  

Age:Age:  

Location:Location:  

Family:Family:  

Occupation:Occupation:  

Income Level:Income Level:  

Name: 

Age: 

Location: 

Family: 

Occupation: 

Income Level: 

Ana Martinez
30 - 40
Miami-Dade County / U.S. (Urban or Suburban areas)
Single or recently married with no children
Proffesional or creative role
Middle to upper-middle income. 

Loves gift giving

Enjoys unique gifts

Keeps up with lifestyle trends

Gives unique and high
quality presents
Find adorable,
thoughtfully made kids
clothes

Generic baby gifts
Cheap and mass
produced clothes

"The Thoughtful Gifter""The Thoughtful Gifter""The Thoughtful Gifter"
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GoalsGoalsGoals FrustrationsFrustrationsFrustrations

Values faith and modesty 

Loved clothing that feels pure

Prefers well made, modest
children clothes

“Clothing that aligns with faith, family, and“Clothing that aligns with faith, family, and
care”care”

“Clothing that aligns with faith, family, and
care”

Customer Profiles & PersonasCustomer Profiles & PersonasCustomer Profiles & Personas
Name:Name:  

Age:Age:  

Location:Location:  

Family:Family:  

Occupation:Occupation:  

Income Level:Income Level:  

Name: 

Age: 

Location: 

Family: 

Occupation: 

Income Level: 

Ana Sanchez - Catholic/Christian
30 - 40
Miami-Dade County / U.S. (Urban or Suburban areas)
Single or recently married with no children
Wide Varied
Middle to upper-middle income. 

Dress children in way
that reflects family values
Give gifts that feel
meaningful and lasting

Overly trendy or
revealing children
clothes
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NICOPICO CUSTOMERSNICOPICO CUSTOMERSNICOPICO CUSTOMERS
OVERVIEWOVERVIEWOVERVIEW
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REVIEWSREVIEWSREVIEWS

Customer reviews reflect an
overwhelmingly positive
perception of NicopicoKids,
centered on the exceptional
quality, softness and durability of
the clothing. Parents frequently
describe the pieces as adorable
and beautifully made, often
mentioning the Spanish origin as
a meaningful differentiator. The
shopping experience is also a
major theme, with customers
highlighting personalized service,
fast shipping and thoughtful
packaging. Overall, the brand is
perceived as premium yet worth
the investment, earning strong
loyalty and repeat purchase
behavior.

Customer reviews reflect an
overwhelmingly positive
perception of NicopicoKids,
centered on the exceptional
quality, softness and durability of
the clothing. Parents frequently
describe the pieces as adorable
and beautifully made, often
mentioning the Spanish origin as
a meaningful differentiator. The
shopping experience is also a
major theme, with customers
highlighting personalized service,
fast shipping and thoughtful
packaging. Overall, the brand is
perceived as premium yet worth
the investment, earning strong
loyalty and repeat purchase
behavior.



  Points of Parity & Points ofPoints of Parity & Points of
DifferenceDifference  

 Points of Parity & Points of
Difference 

    ParityParity    Parity DifferenceDifference  Difference 

High quality materials and craftsmanship expected in
premium children’s clothing.
Safe, comfortable garments suitable for babies and
young children.
Online direct-to-consumer purchasing with standard
e-commerce functionality.
Seasonal collections aligned with common children’s
apparel needs.
Price points consistent with boutique and premium
kids brands.

High quality materials and craftsmanship expected in
premium children’s clothing.
Safe, comfortable garments suitable for babies and
young children.
Online direct-to-consumer purchasing with standard
e-commerce functionality.
Seasonal collections aligned with common children’s
apparel needs.
Price points consistent with boutique and premium
kids brands.

European inspired aesthetic with classic, timeless
designs rather than trend driven styles.
Made in Spain, reinforcing craftsmanship, heritage,
and perceived quality.
Strong alignment with slow fashion values,
emphasizing durability and thoughtful design.
Focus on emotional appeal tied to tradition, special
moments, and childhood memories.
Niche positioning that prioritizes elegance and
longevity over fast fashion turnover.

European inspired aesthetic with classic, timeless
designs rather than trend driven styles.
Made in Spain, reinforcing craftsmanship, heritage,
and perceived quality.
Strong alignment with slow fashion values,
emphasizing durability and thoughtful design.
Focus on emotional appeal tied to tradition, special
moments, and childhood memories.
Niche positioning that prioritizes elegance and
longevity over fast fashion turnover.
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  Points of Parity & Points of DifferencePoints of Parity & Points of Difference   Points of Parity & Points of Difference 
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Points of parityPoints of parityPoints of parity
• Specializes in exclusive own-brand
European children’s apparel not
widely available in local boutiques.
 • Emphasizes authenticity,
craftsmanship, and emotional
connection, creating a more personal
brand experience than mass or
multi-brand competitors.

• Stylish, age-appropriate clothing that still
feels practical.

 • High-quality fabrics and comfortable fits
for children.

 • Meaningful products that reflect family
values and taste.

 • Unique gifts for occasions like newborns
and baptisms.

 • A brand they can trust and feel
emotionally connected to.

• Own-brand collections produced in small
European ateliers.
 • European-inspired aesthetic adapted to the
U.S. market.
 • Founder-led brand with a personal and
emotional story.
 • Slow-fashion approach focused on small-
batch, curated collections.

• Large assortments of children’s
apparel across price ranges.
 • Strong brand recognition and wider
distribution.
 • Multi-brand selections offering many
style options.
 • Fast-fashion alternatives focused on
affordability and convenience.

• Offers high-quality children’s clothing
similar to other boutique kidswear brands.
 • Provides comfortable, safe garments
suitable for everyday wear.
 • Sells through an e-commerce website with
standard online shopping functionality.
 • Offers seasonal collections aligned with
common children’s apparel needs.

POINTS OF DIFFERENCEPOINTS OF DIFFERENCEPOINTS OF DIFFERENCE

Points ofPoints of
IrrelevanceIrrelevance  

Points of
Irrelevance 

Nico’s Pico featuresNico’s Pico featuresNico’s Pico features
COMPETITORS’ FEATURESCOMPETITORS’ FEATURESCOMPETITORS’ FEATURES

Prospects’ desireProspects’ desireProspects’ desire



Positioning StatementPositioning StatementPositioning Statement

For parents and gift buyers who value quality,For parents and gift buyers who value quality,
tradition, and timeless style, Nico Pico Kids is atradition, and timeless style, Nico Pico Kids is a
premium children’s apparel brand that offerspremium children’s apparel brand that offers

exclusive, Spanish-made garments crafted in smallexclusive, Spanish-made garments crafted in small
batches with intentional design. Unlike mass retailersbatches with intentional design. Unlike mass retailers

and multi-brand boutiques, Nico Pico combinesand multi-brand boutiques, Nico Pico combines
European craftsmanship, founder-led authenticity, andEuropean craftsmanship, founder-led authenticity, and

slow fashion principles to create meaningful piecesslow fashion principles to create meaningful pieces
that celebrate childhood and special moments.that celebrate childhood and special moments.

For parents and gift buyers who value quality,
tradition, and timeless style, Nico Pico Kids is a
premium children’s apparel brand that offers

exclusive, Spanish-made garments crafted in small
batches with intentional design. Unlike mass retailers

and multi-brand boutiques, Nico Pico combines
European craftsmanship, founder-led authenticity, and

slow fashion principles to create meaningful pieces
that celebrate childhood and special moments.
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Brand MantraBrand MantraBrand Mantra

Made with Care,Made with Care,
Worn with Love.Worn with Love.
Made with Care,
Worn with Love.
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Brand PromiseBrand PromiseBrand Promise

Nico Pico Kids promises thoughtfully designedNico Pico Kids promises thoughtfully designed
children’s clothing that prioritizes comfort, quality,children’s clothing that prioritizes comfort, quality,
and timeless style. Every piece is made to supportand timeless style. Every piece is made to support

everyday wear while maintaining a refined,everyday wear while maintaining a refined,
European inspired aesthetic parents can trust. WeEuropean inspired aesthetic parents can trust. We

are committed to creating garments that lastare committed to creating garments that last
beyond trends and seasons.beyond trends and seasons.

Nico Pico Kids promises thoughtfully designed
children’s clothing that prioritizes comfort, quality,
and timeless style. Every piece is made to support

everyday wear while maintaining a refined,
European inspired aesthetic parents can trust. We

are committed to creating garments that last
beyond trends and seasons.
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  BRAND PRISMBRAND PRISM BRAND PRISM
1. Physique

Timeless Spanish/European children’s outfits: rompers, sets, dresses, knits
Soft, high-quality fabrics; comfortable, child-appropriate silhouettes
Refined details (classic cuts, subtle prints), “heirloom but wearable” feel
Curated drops + giftable pieces (newborn, baptism, special moments)

2.Relationship

A warm, trusted guide that helps parents dress kids
beautifully without overthinking
Personal, boutique-style service online: sizing help, styling
ideas, gifting support
“Made with care” tone—supportive, respectful, never pushy

3.Culture

Spanish roots + European craftsmanship (made with intention, not speed)
Slow fashion: small-batch, quality-first, longevity over trends
Family-centered: celebrates childhood, tradition, and meaningful moments

4.Reflection

Spanish roots + European craftsmanship (made with
intention, not speed)
Slow fashion: small-batch, quality-first, longevity over
trends
Family-centered: celebrates childhood, tradition, and
meaningful moments

5.Self- Image

“I’m a mom with good taste—I choose quality and
meaning over fast fashion.”
“I’m preserving a little tradition while still being
practical.”
“I give thoughtful gifts that feel special, not
generic.”

 6. Reflection

A thoughtful mom (28–42) or gift-giver who values quality,
modesty, and timeless style
Miami-based but globally influenced; appreciates European
heritage and craftsmanship
Prefers fewer, better pieces; buys for everyday + occasions

39



REFERENCESREFERENCESREFERENCES
IBISWorld. (2024). Children’s & Infants’ Clothing Stores in the US – Market Research Report. IBISWorld Industry Report 44813.
Statista. (2024). Revenue of the children’s apparel market in the United States. Statista Market Insights.
U.S. Census Bureau. (2024). Monthly Retail Trade Report – Clothing and Clothing Accessories Stores.https://www.census.gov/retail

McKinsey & Company. (2023). The State of Fashion 2024.
(Use this for sustainability & premiumization data)
McKinsey & Company. (2022). Sustainability in Fashion Report.
Business of Fashion & McKinsey. (2023). The State of Fashion.
Deloitte. (2023). Global Powers of Retailing.

Meta (Instagram). (2023). Shopping and Social Discovery Insights Report.
Statista. (2023). Social commerce penetration rate in the United States.
eMarketer. (2024). US Ecommerce Forecast.

U.S. Census Bureau. (2023). QuickFacts: Miami-Dade County, Florida.
https://www.census.gov/quickfacts/miamidadecountyflorida
U.S. Census Bureau. (2023). American Community Survey 5-Year Estimates.

McKinsey & Company. (2023). Consumers’ willingness to pay for sustainable apparel.
First Insight. (2022). The State of Consumer Spending Report.
NielsenIQ. (2022). Sustainable Shoppers Buy the Change They Wish to See.
Miami-Dade County Office of Management and Budget. (2023). Demographic & Economic Profile.

40

https://www.census.gov/retail


REFERENCESREFERENCESREFERENCES
Statista. (2024). U.S. apparel market revenue.
U.S. Bureau of Economic Analysis. (2023). Personal Consumption Expenditures by Type.

41



BRAND STRATEGYBRAND STRATEGY
PLAN PART 2PLAN PART 2

BRAND STRATEGY
PLAN PART 2
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CHOOSE & CREATE YOUR BRANDCHOOSE & CREATE YOUR BRAND
ELEMENTSELEMENTS

CHOOSE & CREATE YOUR BRAND
ELEMENTS

Brand Name:Brand Name:  
Nico Pico KidsNico Pico Kids
Brand Name: 
Nico Pico Kids

Memorable and
rhythmic
Personal and founder-
linked
Distinctive in
children’s apparel
category
Easy to pronounce in
English & Spanish

Memorable and
rhythmic
Personal and founder-
linked
Distinctive in
children’s apparel
category
Easy to pronounce in
English & Spanish
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LogoLogoLogo

Design Direction:
Elegant serif wordmark (European aesthetic)
Soft, muted palette (cream, dusty blue, sage,
blush)
Minimal, timeless typography
Optional subtle emblem (crest or delicate frame)
Purpose:
Reinforces premium European positioning
Avoids cartoonish fast-fashion cues
Signals refinement and longevity

Design Direction:
Elegant serif wordmark (European aesthetic)
Soft, muted palette (cream, dusty blue, sage,
blush)
Minimal, timeless typography
Optional subtle emblem (crest or delicate frame)
Purpose:
Reinforces premium European positioning
Avoids cartoonish fast-fashion cues
Signals refinement and longevity



CHOOSE & CREATE YOUR BRANDCHOOSE & CREATE YOUR BRAND
ELEMENTSELEMENTS

CHOOSE & CREATE YOUR BRAND
ELEMENTS

TaglineTaglineTagline
Primary:

“Made with Care. Worn
with Love.”

Alternative:
“Timeless Childhood,
Thoughtfully Made.”

Primary:
“Made with Care. Worn
with Love.”

Alternative:
“Timeless Childhood,
Thoughtfully Made.”
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Visual IdentityVisual Identity
SystemSystem

Visual Identity
System

Soft European color palette
Natural light photography
Linen textures, warm
neutrals
Real families, not stock-
looking models
Calm, uncluttered website
layout

Brand Tone:
Warm
Trustworthy
Refined
Personal

Soft European color palette
Natural light photography
Linen textures, warm
neutrals
Real families, not stock-
looking models
Calm, uncluttered website
layout

Brand Tone:
Warm
Trustworthy
Refined
Personal

PackagingPackagingPackaging
Neutral-toned tissue paper
Branded sticker seal
Small story card explaining:

Made in Spain
Slow fashion philosophy
Founder story

Goal: Make packaging feel gift-
ready.

Neutral-toned tissue paper
Branded sticker seal
Small story card explaining:

Made in Spain
Slow fashion philosophy
Founder story

Goal: Make packaging feel gift-
ready.URLURLURL

www.nicopicokids.com

Direct brand match
Easy recall
Clean DTC structure

www.nicopicokids.com

Direct brand match
Easy recall
Clean DTC structure



BRAND PROTECTION – 6 MUST DO’SBRAND PROTECTION – 6 MUST DO’SBRAND PROTECTION – 6 MUST DO’S
1.Trademark Registration

Register “Nico Pico Kids” with USPTO
Trademark logo mark
Protect tagline if used consistently

2. Domain Protection

3. Copyright Protection

4. Design Protection

5. Supplier Agreements

 6. Brand Monitoring

45

Secure:
.com
.net
.co

Secure Instagram, TikTok, Pinterest handles

Copyright:
Website photography
Product descriptions
Brand storytelling content

If applicable:
Protect unique patterns or original designs
Consider design patents for signature pieces

Written contracts with Spanish ateliers
IP ownership clarity
Production exclusivity agreements

Monitor copycat designs
Monitor Instagram boutiques
Use Google Alerts for brand name
Enforce cease-and-desist if needed



MARKETING PROGRAMSMARKETING PROGRAMSMARKETING PROGRAMS

46

Product StrategyProduct StrategyProduct Strategy

Small-batch, curated
collections
Expand sizes (4–8)
Introduce pre-curated gift
bundles
Seasonal capsule drops

Small-batch, curated
collections
Expand sizes (4–8)
Introduce pre-curated gift
bundles
Seasonal capsule drops

Pricing StrategyPricing StrategyPricing Strategy
Premium-accessible pricing
Avoid discount dependency
Limited seasonal sales
Bundled gift pricing for
higher AOV

Premium-accessible pricing
Avoid discount dependency
Limited seasonal sales
Bundled gift pricing for
higher AOV

Distribution StrategyDistribution StrategyDistribution Strategy
Primary:

Direct-to-consumer website
Secondary:

Select Miami boutiques
(wholesale pilot)
Church/event partnerships
Farmer market pop-ups

Primary:
Direct-to-consumer website

Secondary:
Select Miami boutiques
(wholesale pilot)
Church/event partnerships
Farmer market pop-ups



MARKETING PROGRAMSMARKETING PROGRAMSMARKETING PROGRAMS
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Promotion StrategyPromotion StrategyPromotion Strategy

1.Awareness

Instagram Reels
Micro-influencers (Miami moms)
Event-based community selling

2.Engagement

3.Loyalty

4.Content Strategy

Email welcome series
Behind-the-scenes atelier content
Founder storytelling
Styling guides

Post-purchase email flow
VIP early-access drops
Referral incentive program
Baptism/gift reminder campaigns

“Made in Spain” storytelling
Family-focused imagery
Faith-based seasonal moments (subtle, not exclusive)
Capsule wardrobe education



MARKETING PROGRAMS — DISTRIBUTION STRATEGYMARKETING PROGRAMS — DISTRIBUTION STRATEGYMARKETING PROGRAMS — DISTRIBUTION STRATEGY
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Distribution Strategy: Direct-to-Consumer with Selective Experiential Activation
Nico Pico Kids utilizes a primarily direct-to-consumer distribution model supported by curated pop-up activations. This

structure aligns with the brand’s premium positioning, small-batch production philosophy, and growth-stage scalability goals.

Primary Channel:
E-commerce

 • Full control over brand presentation, pricing, and storytelling
 • Direct data capture for CRM and retention marketing
 • National and global accessibility beyond the Miami market
 • Higher margin structure compared to wholesale distribution

Selective Physical
Presence: Curated

Pop-Ups &
Community Markets

 • Participation in premium Miami-based markets and milestone events
 • Experiential brand storytelling in intimate, curated settings
 • Maintains exclusivity without permanent retail overhead
 • Reinforces authenticity and founder-led craftsmanship

Channel Intensity:
Selective Distribution

Nico Pico avoids mass retailers to protect its premium image and prevent
brand dilution. Limited physical exposure combined with digital scalability
supports growth while preserving exclusivity and perceived value.

Strategic Rationale:Strategic Rationale:Strategic Rationale:
This distribution model enables Nico Pico Kids to scale
efficiently while transitioning from founder-dependent
event sales to a repeatable, data-driven DTC growth engine.



MARKETING PROGRAMS — INTEGRATEDMARKETING PROGRAMS — INTEGRATED
COMMUNICATIONS PLANCOMMUNICATIONS PLAN

MARKETING PROGRAMS — INTEGRATED
COMMUNICATIONS PLAN
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Communication ObjectiveCommunication ObjectiveCommunication Objective Communication ChannelsCommunication ChannelsCommunication Channels TRACKINGTRACKINGTRACKING

Customer Acquisition: Acquire 275
new ecommerce customers within 12
months through paid social and
influencer channels.

 • Paid Instagram and Meta ads
 • Micro influencer collaborations
 • SEO optimized landing pages
 • Pop up email capture activations

 • Cost per acquisition target: $45 or less
 • 275 new customers
 • Conversion rate increase from 1.5% to 2.2%
 • $20,625 in first purchase revenue
 • ROAS target 2.3:1 on paid social campaigns

Retention and Repeat Purchase:
Increase repeat purchase rate from 20
percent to 30 percent within 12 months.

 • Post purchase email automation
 • VIP early access capsule drops
 • Referral incentive program
 • Seasonal reminder campaigns

• 30% repeat rate
 • 82 repeat purchases from new cohort
 • Increase customer lifetime value from $120
to $160
 • Email open rate above 35 percent
 • Net Promoter Score above 55

Awareness: Increase brand visibility by
doubling Instagram audience from 2,000
to 4,000 followers and expanding
monthly reach by 100 percent within 12
months.

 • Paid Instagram and Meta awareness
campaigns
 • Micro influencer content partnerships
 • Pop up event promotion and community
presence
 • SEO blog content targeting Miami parents
 • Local PR outreach to parenting blogs

• 100 percent follower growth
 • Engagement rate above 5 percent
 • Email list growth from 1,000 to 2,000
subscribers
 



MARKETING PROGRAMS — INTEGRATEDMARKETING PROGRAMS — INTEGRATED
COMMUNICATIONS PLANCOMMUNICATIONS PLAN

MARKETING PROGRAMS — INTEGRATED
COMMUNICATIONS PLAN
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DIGITAL ACQUISITION & AWARENESSDIGITAL ACQUISITION & AWARENESSDIGITAL ACQUISITION & AWARENESS

 SEO optimized landing pages capture high intent searches.
Pop up email capture activations convert traffic into owned
audience.

Paid Instagram and Meta
campaigns drive qualified traffic
to ecommerce. Micro influencer
collaborations expand reach
within Miami mom communities.

COMMUNITY PRESENCE &COMMUNITY PRESENCE &
BRAND STORYTELLINGBRAND STORYTELLING

COMMUNITY PRESENCE &
BRAND STORYTELLING

RETENTION & RELATIONSHIP MARKETINGRETENTION & RELATIONSHIP MARKETINGRETENTION & RELATIONSHIP MARKETING

Local pop up markets build trust and physical
brand experience. “Made in Spain” storytelling 

reinforces European craftsmanship and       
quality.

Post purchase email automation nurtures first
time buyers. VIP early access capsule drops
reward loyal customers. Referral incentives
encourage organic word of mouth growth.



MARKETING PROGRAMS — Relationship MarketingMARKETING PROGRAMS — Relationship MarketingMARKETING PROGRAMS — Relationship Marketing
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How post purchase activities reinforce brand positioning
Nico Pico Kids builds long term relationships by delivering a highly personalized, emotionally warm experience that reflects European craftsmanship,

exclusivity, and family connection. Relationship marketing efforts focus on retention, lifetime value growth, and community belonging.

Loyalty and VIP ProgramLoyalty and VIP ProgramLoyalty and VIP Program

Community andCommunity and
Experiential TouchpointsExperiential Touchpoints

Community and
Experiential Touchpoints

• Hand written thank you cards for first time buyers
 • Premium packaging reflecting “Made in Spain”
positioning
 • Automated email journey based on purchase
behavior
 • Size guidance and styling recommendations

• Early access to capsule drops
 • Points based reward system tied to purchase
milestones
 • Referral incentives for Miami mom network
sharing
 • Birthday and baptism milestone offers

• Pop up market VIP preview events
 • Founder meet and greet moments
 • Collaboration events with local mom communities
 • Faith aligned seasonal campaigns

Personalized Post PurchasePersonalized Post Purchase
ExperienceExperience

Personalized Post Purchase
Experience



MARKETING PROGRAMS — ConsumerMARKETING PROGRAMS — Consumer
Relationship ManagementRelationship Management

MARKETING PROGRAMS — Consumer
Relationship Management
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Track:Track:Track:
• Repeat purchase rate target 30%
 • Customer lifetime value growth from 120 to 160
 • Email open rate target 35% plus
 • Net Promoter Score target above 55
 • Referral participation rate
 • Churn rate

CRM and Retention TrackingCRM and Retention TrackingCRM and Retention Tracking
CRM data will be managed through email platform and
ecommerce analytics to segment customers into first time
buyers, VIP repeat buyers, and dormant customers for targeted
reactivation campaigns.



MARKETING PROGRAMSMARKETING PROGRAMSMARKETING PROGRAMS
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Strategic Outcome of Marketing ProgramStrategic Outcome of Marketing ProgramStrategic Outcome of Marketing Program

Shift Nico Pico Kids from:Shift Nico Pico Kids from:
event-based, founderevent-based, founder

dependant salesdependant sales

Shift Nico Pico Kids from:
event-based, founder

dependant sales Repeatable, scalable DTCRepeatable, scalable DTC
brand with strong ownedbrand with strong owned
audience and retentionaudience and retention

engine.engine.

Repeatable, scalable DTC
brand with strong owned
audience and retention

engine.

TOTOTO



  The Budget $$$The Budget $$$ The Budget $$$

54

Budget Assumptions
Nico Pico is a growth-stage,
founder-led DTC children’s
apparel brand.
Revenue projections are based on
small DTC boutique apparel
benchmarks and growth-stage
scaling assumptions.
Marketing investment set at 10%
of projected revenue.
Industry benchmark: Consumer
Packaged Goods marketing spend
averages 9–12% of revenue.



Channel % Allocation Budget

Paid Social Ads (Instagram/Meta) 35% $8,750

Influencer Collaborations 20% $5,000

Content Creation (photo/video) 15% $3,750

Local Pop-up Markets & Events 15% $3,750

Website & SEO 10% $2,500

Email Marketing & CRM 5% $1,250

Total 100% $25,000

2025 Marketing Budget Allocation2025 Marketing Budget Allocation2025 Marketing Budget Allocation

55

Instagram is the primary traffic
and conversion channel.
Influencer collaborations
enhance brand awareness and
recall.
Local experiential markets
reinforce authenticity and trust.
Word-of-mouth strengthens
repeat purchase behavior.

Strategic Rationale
Budget prioritizes digital channels
aligned with Nico Pico’s DTC
model.
Influencer investments expand
visibility beyond Miami.
Experiential activations
strengthen emotional brand
connection.
Allocation supports geographic
growth and brand equity building.



Product StrategyProduct StrategyProduct Strategy
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CORE PRODUCT 
European-inspired, Spanish-crafted
children’s apparel.

Timeless silhouettes
Modest, elevated everyday essentials
Small-batch production

PERCEIVED QUALITY (How It Delivers
the POD)
How does Nico Pico deliver its promise
of craftsmanship + timeless quality?

Spanish sourcing and craftsmanship
Small-batch, slow-fashion production
High-quality fabrics and construction
Attention to detail in stitching, trims,
and finishing
Curated seasonal collections (not
trend-driven mass drops)
Founder-led product curation

LINE EXTENSIONS (Apparel Categories)
Dresses
Sets (top + bloomer / shorts)
Baby rompers
Knitwear
Seasonal collections (holiday, spring
capsule, etc.)

CATEGORY EXTENSIONS 
Gift sets
Accessories (bows, socks, headbands)
Coordinated sibling looks
Holiday capsule bundles
Potential: Mommy & Me collections

HOW THIS DELIVERS PODs
Nico Pico’s product strategy supports
its positioning by:

Avoiding fast-fashion turnover
Prioritizing craftsmanship over
volume
Reinforcing European heritage
aesthetic
Creating emotional gifting appeal
Supporting premium-accessible
perception

Nico Pico’s key Point of Difference is
authentic Spanish craftsmanship combined
with timeless European design in a premium-
accessible tier.

The product architecture directly serves style-
conscious parents seeking modest, heirloom-
quality pieces that differentiate from fast-fashion
alternatives.
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Premium-Accessible European CraftsmanshipPremium-Accessible European CraftsmanshipPremium-Accessible European Craftsmanship

Nico Pico follows a Value-Based Pricing
Strategy positioned between mass-market
retailers and high-end European boutiques.

The brand prices products to reflect:
 Authentic Spanish craftsmanship
 Small-batch, slow-fashion production
 European-inspired design
 Emotional gifting value

Strategic Pricing ApproachStrategic Pricing ApproachStrategic Pricing Approach
Nico Pico targets:

Style-conscious parents
Gift buyers (grandparents, godparents)
Families who value craftsmanship over fast
fashion

Parents perceive Nico Pico as:
 “An affordable European heirloom alternative.”

Target & Price SensitivityTarget & Price SensitivityTarget & Price Sensitivity

Competitive Price PositioningCompetitive Price PositioningCompetitive Price Positioning
Mass Market (Target, H&M, Carter’s):
 $15–$40 dresses
Nico Pico (Core Dresses):
 $48
Supporting Categories:
 • Rompers: $30–$46
 • Bottoms & Sets: $16–$40
 • Gifts & Accessories: $32–$34
Premium European Boutiques:
 $90–$150 dresses

This reinforces:
 • Higher quality than mass retailers
 • More accessible than luxury boutiques

Pricing ReinforcesPricing Reinforces
PositioningPositioning
Pricing Reinforces
Positioning
Nico Pico’s pricing:

Signals premium craftsmanship
Avoids discount-heavy perception
Protects brand equity
Maintains accessible luxury appeal

Small price increases are unlikely to
drastically reduce demand due to emotional
and quality-driven purchase motivations.

Consistency CheckConsistency Check  Consistency Check 
Is pricing consistent with positioning?
YES.

Premium-accessible pricing aligns with:
European heritage positioning
Slow-fashion differentiation
Target’s quality orientation
Gift-based emotional value
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The purpose of Nico Pico Kids’ Brand Audit is
to strengthen brand awareness, reinforce the

brand’s emotional connection with customers,
and support the company’s expansion toward a

broader target market. As the brand grows
beyond its current niche, the audit will ensure

that Nico Pico maintains its core values of
European craftsmanship, quality, and

authenticity while increasing visibility and
accessibility.

The audit will monitor how effectively the
brand communicates its value proposition

across digital and physical touchpoints as it
scales. Information will be gathered through

website analytics, social media insights,
customer feedback, and sales performance

data to evaluate whether the brand continues
to deliver a differentiated and meaningful

children’s apparel experience while reaching
new customer segments.
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what to trackwhat to trackwhat to track

how to interprethow to interpret
itit

how to interpret
it

how to trackhow to trackhow to track

Customer Satisfaction
 Product Quality Perception
 Social Media Engagement
 Website Traffic and Conversion
 Brand Awareness Growth
 Repeat Purchase Behavior

Brand Awareness
 Monthly tracking via website analytics, social media reach,
and follower growth
Customer Satisfaction
 Quarterly customer feedback surveys and review monitoring
Sales Performance
 Monthly analysis of revenue trends, product demand, and new
customer acquisition
Customer Loyalty
 Post-purchase tracking of repeat purchase rates and
retention metrics
Market Expansion Indicators
 Monitoring new customer demographics and geographic
reach

Customer feedback, engagement trends, and sales
performance will be analyzed to determine whether
the brand is successfully increasing awareness while
maintaining its premium perception.
Trends in new customer acquisition and demographic
reach will help evaluate progress toward expanding
into larger target segments without diluting brand
identity. Insights will guide decisions on marketing
investment, product assortment, and digital experience
improvements to support sustainable brand growth.



TECHNIQUES DEFINITION EXAMPLE FREQUENCY

Awareness Tracking brand visibility and
recognition

Social media reach, website
traffic, brand search

Monthly 

Customer Perception Understanding customer
attitudes toward the brand

Reviews, sentiment analysis,
feedback

Quarterly

Sales Performance Measuring growth and demand
across segments

Revenue trends, new vs
returning customers

Monthly

Brand Engagement Monitoring interaction across
channels

Engagement rate, time on site,
email activity Monthly

Customer Loyalty Evaluating retention and repeat
behavior

Repeat purchase rate, referral
tracking

Post-purchase

Market Expansion Tracking growth into new
customer segments

Geographic data, new
customer demographics

Quarterly

Brand Equity Management SystemBrand Equity Management System  Brand Equity Management System 
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Sales projectionSales projectionSales projection Social monitoringSocial monitoring  Social monitoring 

Website analyticsWebsite analyticsWebsite analytics Customer SatisfactionCustomer SatisfactionCustomer Satisfaction

Nico Pico Kids aims to increase online revenue by approximately 18 percent over
the next 12 months by expanding awareness beyond its current niche, introducing
curated gift bundles, and growing the 4–8 age segment. Growth will be driven
primarily through improved digital marketing, higher website conversion, and
increased repeat purchases.

Performance will be assessed through quarterly sales reviews and customer
acquisition tracking to identify which product categories and campaigns are
contributing most to growth.

Customer satisfaction will be measured through post-purchase
feedback, product reviews, and repeat purchase behavior to ensure the
brand maintains its emotional connection and quality perception
while scaling. Insights will help refine product offerings and improve
the customer experience.

Using website analytics, Nico Pico Kids will track user behavior to
improve the online shopping experience and support higher
conversion as traffic grows. Improvements in product storytelling,
navigation, and mobile usability are expected to increase purchasing
confidence and efficiency.

Monitoring social media conversations across Instagram and
TikTok will help Nico Pico Kids understand customer sentiment,
brand awareness growth, and engagement trends as the brand
expands to a broader audience. Insights will be used to refine
messaging, identify high-performing content, and strengthen
community connection.

2024 Revenue = $120,000
 2025 Revenue Goal = $141,600

Monitor = Sentiment Tracking, Engagement Metrics,
Audience Growth, and Customer Demographics

Monitor = Time on Site, Page Views, Add-to-Cart Rate, and
Conversion Rate

Target: Maintain average product rating above 4.5 and
increase repeat purchase rate by 10%.



BRAND STRATEGY
Nico Pico Kids is a boutique children’s apparel brand bringing European-inspired style to the U.S.
market through thoughtfully designed, high-quality garments. The brand’s mission is to provide age-
appropriate, timeless clothing that reflects craftsmanship, authenticity, and family values while
remaining accessible to modern parents seeking meaningful and stylish options for their children.
BRAND PROTECTION
Nico Pico Kids safeguards its brand by maintaining consistent product quality through small-batch
production with European ateliers and carefully curated collections. By preserving its distinctive
aesthetic, emotional storytelling, and commitment to slow fashion, the brand ensures customers
perceive authenticity and trust, strengthening its positioning as a premium yet approachable children’s
brand.
BRAND DEVELOPMENT ACTIVITIES
Nico Pico Kids will continue to grow through a focused digital marketing strategy that includes social
media content, influencer collaborations, and email marketing to increase brand awareness and
engagement. Strategic product expansion into the 4–8 age segment and curated gift bundles will support
growth, while community engagement and word-of-mouth will reinforce brand credibility and loyalty.
BRAND EQUITY MEASUREMENT
Short-Term: Nico Pico Kids will measure brand equity through engagement metrics, website
performance, and campaign testing to identify which initiatives drive awareness and conversion.
Long-Term: The brand will evaluate equity by monitoring both direct and online channels:

Direct Channels: Repeat purchase rate, customer referrals, and product review volume
Online Channels: Website traffic, conversion rates, social media engagement, and customer
sentiment

Success across these metrics will indicate strengthening brand loyalty and expanding market reach.

Brand
Equity

Brand Management organizationBrand Management organization  Brand Management organization 
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Digital 
Ecosystem

Direct
Relationship 

Measurements 

Repeat Purchase Rate
 Customer Referrals

Product Reviews
 Customer Feedback

Website Traffic
Conversion Rate

Social Engagement
Email Performance

Measurements 
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	Identify Your Target Group
	Demographic
	Geographic
	• Mothers ages 28 to 42
	• Primary purchasers and decision makers for baby and children’s clothing
	• Middle to high income households
	• Educated professionals, entrepreneurs, and working mothers
	• Families with infants and young children ages newborn to 6 years
	• First time and early stage parents with higher spending on baby products
	• Miami Dade County with a focus on Coral Gables and surrounding neighborhoods
	• United States and international customers reached through the online store
	• Global consumers seeking premium European baby clothing not available locally


	Identify Your Target Group
	Behavioral
	Psychographic
	• Willing to invest in premium baby clothing when quality and ethics align
	• Price is not the primary decision driver; perceived value and trust are
	• Seek brands that emphasize sustainability, durability, and comfort
	• Prefer boutique shopping experiences with personalized service
	• Likely to become repeat customers and brand advocates
	• Highly conscious of sustainability, quality, and fabric sourcing
	• Prefer fewer, better made items rather than frequent low cost purchases
	• Value craftsmanship, longevity, and timeless design
	• Emotionally drawn to brands with purpose, authenticity, and cultural roots
	• See children’s clothing as an extension of their lifestyle and values


	CUSTOMER RESEARCH
	Families, communities, and gift-givers who value tradition and quality.
	Targets Being Researched
	Consumers Knowledge
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	High-potential secondary B2C (emerging insight)
	Emerging B2B research


	CUSTOMER RESEARCH
	Missed opportunities for seasonal gifting during winter months
	Needs Being Met
	Needs Not Being Met
	What Are the Gaps

	Customer Profiles & Personas Census Data
	Miami-Dade Target Market Data
	Total population: 2.7 million
	69% Hispanic/Latino (strong cultural relevance for Spanish heritage brand)
	Median age: 40
	High concentration of Catholic & Christian communities
	High-income ZIP codes: Coral Gables, Pinecrest, Key Biscayne
	8–10% households with children under 6

	Miami-Dade provides a culturally aligned, affluent, event-driven market ideal for premium European children’s apparel.

	CUSTOMER RESEARCH
	How families and gift buyers discover, experience, and fall in love with Nico Pico Kids.
	Awareness Phase
	Consideration Phase
	Engagement Follow
	Trust Building
	Post-Purchase
	Post Purchase


	Customer Profiles & Personas
	Name:  Age:  Location:  Family:  Occupation:  Income Level:
	Sofia Martinez 32-40 Miami-Dade County / U.S. (Urban or Suburban areas) Parent of 1-2 young children (ages 0-6) Proffesional or creative role Middle to upper-middle income
	“The Thoughtful Modern Parent”


	Goals
	Frustrations
	Values Quality and Sustainability
	Loves Timeless, European Style
	Shops Small & Local
	Comfortable, well-made kids clothes Outfits for everyday and special moments
	Cheap, fast fashion Itchy, low quality fabrics


	Customer Profiles & Personas
	Name:  Age:  Location:  Family:  Occupation:  Income Level:
	Marcela Sanchez 55+ Miami-Dade County / U.S. (Urban or Suburban areas) Parent of 1-2 children and grandmother   Proffesional or creative role Middle to upper-middle income
	"The Thoughtful Gift-Giving Grandmother"


	Goals
	Frustrations
	Values Quality
	Traditional European Style
	Shops local and high quality
	Give her grandkids beautifully made gifts Find clothes are comfy, adorable, and high-quality
	Generic, mass-produced items Trendy clothes that feel cheap


	Customer Profiles & Personas
	Name:  Age:  Location:  Family:  Occupation:  Income Level:
	Ana Martinez 30 - 40 Miami-Dade County / U.S. (Urban or Suburban areas) Single or recently married with no children Proffesional or creative role Middle to upper-middle income.
	"The Thoughtful Gifter"


	Goals
	Frustrations
	Loves gift giving
	Enjoys unique gifts
	Keeps up with lifestyle trends
	Gives unique and high quality presents Find adorable, thoughtfully made kids clothes
	Generic baby gifts Cheap and mass produced clothes


	Customer Profiles & Personas
	Name:  Age:  Location:  Family:  Occupation:  Income Level:
	Ana Sanchez - Catholic/Christian 30 - 40 Miami-Dade County / U.S. (Urban or Suburban areas) Single or recently married with no children Wide Varied Middle to upper-middle income.

	Goals
	Frustrations
	“Clothing that aligns with faith, family, and care”
	Values faith and modesty
	Loved clothing that feels pure
	Prefers well made, modest children clothes
	Dress children in way that reflects family values Give gifts that feel meaningful and lasting
	Overly trendy or revealing children clothes
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	POINTS OF DIFFERENCE
	Prospects’ desire
	Points of parity
	COMPETITORS’ FEATURES
	Nico’s Pico features



	Points of Irrelevance

	Positioning Statement
	For parents and gift buyers who value quality, tradition, and timeless style, Nico Pico Kids is a premium children’s apparel brand that offers exclusive, Spanish-made garments crafted in small batches with intentional design. Unlike mass retailers and multi-brand boutiques, Nico Pico combines European craftsmanship, founder-led authenticity, and slow fashion principles to create meaningful pieces that celebrate childhood and special moments.

	Brand Mantra
	Made with Care,      Worn with Love.
	Brand Promise
	Nico Pico Kids promises thoughtfully designed children’s clothing that prioritizes comfort, quality, and timeless style. Every piece is made to support everyday wear while maintaining a refined, European inspired aesthetic parents can trust. We are committed to creating garments that last beyond trends and seasons.

	BRAND STRATEGY PLAN PART 2
	Visual Identity System
	Product Strategy
	Pricing Strategy
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	Promotion Strategy

	MARKETING PROGRAMS — DISTRIBUTION STRATEGY
	Distribution Strategy: Direct-to-Consumer with Selective Experiential Activation
	Nico Pico Kids utilizes a primarily direct-to-consumer distribution model supported by curated pop-up activations. This structure aligns with the brand’s premium positioning, small-batch production philosophy, and growth-stage scalability goals.

	Primary Channel: E-commerce
	Selective Physical Presence: Curated Pop-Ups & Community Markets
	Channel Intensity: Selective Distribution
	• Full control over brand presentation, pricing, and storytelling  • Direct data capture for CRM and retention marketing  • National and global accessibility beyond the Miami market  • Higher margin structure compared to wholesale distribution
	• Participation in premium Miami-based markets and milestone events  • Experiential brand storytelling in intimate, curated settings  • Maintains exclusivity without permanent retail overhead  • Reinforces authenticity and founder-led craftsmanship
	Nico Pico avoids mass retailers to protect its premium image and prevent brand dilution. Limited physical exposure combined with digital scalability supports growth while preserving exclusivity and perceived value.
	This distribution model enables Nico Pico Kids to scale efficiently while transitioning from founder-dependent event sales to a repeatable, data-driven DTC growth engine.


	Strategic Rationale:

	MARKETING PROGRAMS — INTEGRATED COMMUNICATIONS PLAN
	Communication Objective
	Communication Channels
	TRACKING

	MARKETING PROGRAMS — INTEGRATED COMMUNICATIONS PLAN
	DIGITAL ACQUISITION & AWARENESS
	Paid Instagram and Meta campaigns drive qualified traffic to ecommerce. Micro influencer collaborations expand reach within Miami mom communities.
	SEO optimized landing pages capture high intent searches. Pop up email capture activations convert traffic into owned audience.

	COMMUNITY PRESENCE & BRAND STORYTELLING
	Local pop up markets build trust and physical brand experience. “Made in Spain” storytelling
	reinforces European craftsmanship and
	quality.

	RETENTION & RELATIONSHIP MARKETING
	Post purchase email automation nurtures first time buyers. VIP early access capsule drops reward loyal customers. Referral incentives encourage organic word of mouth growth.


	MARKETING PROGRAMS — Relationship Marketing
	How post purchase activities reinforce brand positioning
	Nico Pico Kids builds long term relationships by delivering a highly personalized, emotionally warm experience that reflects European craftsmanship, exclusivity, and family connection. Relationship marketing efforts focus on retention, lifetime value growth, and community belonging.

	Personalized Post Purchase Experience
	Community and Experiential Touchpoints
	Loyalty and VIP Program
	MARKETING PROGRAMS — Consumer Relationship Management
	CRM and Retention Tracking
	CRM data will be managed through email platform and ecommerce analytics to segment customers into first time buyers, VIP repeat buyers, and dormant customers for targeted reactivation campaigns.



	Track:
	• Repeat purchase rate target 30%  • Customer lifetime value growth from 120 to 160  • Email open rate target 35% plus  • Net Promoter Score target above 55  • Referral participation rate  • Churn rate
	Strategic Outcome of Marketing Program
	Budget Assumptions
	Strategic Rationale
	LINE EXTENSIONS (Apparel Categories)
	CORE PRODUCT
	Nico Pico’s key Point of Difference is authentic Spanish craftsmanship combined with timeless European design in a premium-accessible tier.
	PERCEIVED QUALITY (How It Delivers the POD)
	The product architecture directly serves style-conscious parents seeking modest, heirloom-quality pieces that differentiate from fast-fashion alternatives.
	Nico Pico targets:


	Brand Dashboard
	Brand Equity Management System
	Brand audit
	Customer Satisfaction  Product Quality Perception  Social Media Engagement  Website Traffic and Conversion  Brand Awareness Growth  Repeat Purchase Behavior
	what to track
	The purpose of Nico Pico Kids’ Brand Audit is to strengthen brand awareness, reinforce the brand’s emotional connection with customers, and support the company’s expansion toward a broader target market. As the brand grows beyond its current niche, the audit will ensure that Nico Pico maintains its core values of European craftsmanship, quality, and authenticity while increasing visibility and accessibility.

	how to track
	The audit will monitor how effectively the brand communicates its value proposition across digital and physical touchpoints as it scales. Information will be gathered through website analytics, social media insights, customer feedback, and sales performance data to evaluate whether the brand continues to deliver a differentiated and meaningful children’s apparel experience while reaching new customer segments.
	how to interpret it



	Brand Equity Management System
	TECHNIQUES
	DEFINITION
	EXAMPLE
	FREQUENCY
	Awareness
	Customer Perception
	Sales Performance
	Brand Engagement
	Customer Loyalty
	Market Expansion

	Sales projection
	Social monitoring
	Website analytics
	Customer Satisfaction

	Brand Management organization
	BRAND STRATEGY Nico Pico Kids is a boutique children’s apparel brand bringing European-inspired style to the U.S. market through thoughtfully designed, high-quality garments. The brand’s mission is to provide age-appropriate, timeless clothing that reflects craftsmanship, authenticity, and family values while remaining accessible to modern parents seeking meaningful and stylish options for their children. BRAND PROTECTION Nico Pico Kids safeguards its brand by maintaining consistent product quality through small-batch production with European ateliers and carefully curated collections. By preserving its distinctive aesthetic, emotional storytelling, and commitment to slow fashion, the brand ensures customers perceive authenticity and trust, strengthening its positioning as a premium yet approachable children’s brand. BRAND DEVELOPMENT ACTIVITIES Nico Pico Kids will continue to grow through a focused digital marketing strategy that includes social media content, influencer collaborations, and email marketing to increase brand awareness and engagement. Strategic product expansion into the 4–8 age segment and curated gift bundles will support growth, while community engagement and word-of-mouth will reinforce brand credibility and loyalty. BRAND EQUITY MEASUREMENT Short-Term: Nico Pico Kids will measure brand equity through engagement metrics, website performance, and campaign testing to identify which initiatives drive awareness and conversion. Long-Term: The brand will evaluate equity by monitoring both direct and online channels:
	Direct Channels: Repeat purchase rate, customer referrals, and product review volume
	Online Channels: Website traffic, conversion rates, social media engagement, and customer sentiment
	Success across these metrics will indicate strengthening brand loyalty and expanding market reach.
	Brand Equity
	Direct Relationship
	Digital  Ecosystem

	Measurements
	Measurements


