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Define Brand Strategy Contest

Nico Pico Kids is transitioning from a locally validated, founder-led boutique brand to
a scalable direct-to-consumer e-commerce brand. The key stratedic challende is
converting strong in-person trust into consistent online revenue growth.

e 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.

e 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.

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

e 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.

e 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.
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Detine

Supperting Chjectives & RRPIs

Brand Stretegy Pt.2
: Primery Ohjective (8 Mon{hs)

Increase online revenue contribution from approximately 30% of total sales
to 40-45% by strendthening repeat purchasing and owned digital channels.

Supporting
Objective 1:
Awareness

Establish / raise
brand awareness

by +25-40%

« 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%

Supporting
Objective 2:
Engagement

Increase customer

engagement by
+20-35%

e 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-U%

Supporting
Objective 3:
Loyalty &
Retention

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%




Derine Brand Strategy Pt3

Strategic Pillars to Achieve the 6-Month Objective

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

Expand High-
Growth Categories

« 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

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




Maketdlnsights

This section will cover:
e Market category
definition
e Market size and growth
outlook

e External environmentv
factors (economic,

seasonal, trade)

e Industry trends

e Key opportunities and
threats

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 dgift packades, 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.

¢ Product portfolio and
sourcing model
¢ Brand positioning and

weaknesses
e Brand assets and
operational risks

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.

value proposition & .
Key strengths andv ompetitor

Market Auait

Company) Isigits  Compedtor (sigts  Customer (RSights

This section will cover: This section will cover:

e Competitive landscape
overview

e Key direct and
indirect competitors

positioning and
stratedies

e Comparative
strengths and
weaknesses

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.

This section will cover:
e Tardet customer
profile
e Customer needs and

motivations
g Buying journey and
touchpoints

e Purchase drivers and
behaviors

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 INSIGHTS

Market Categony)

tevelizConsumerkGoodsiindustiy

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

Leveli2:Appanellindu inspired children’s apparel, positioned
(UZS? annually bet ’n;as 3 &ma.rk et r-ect:él ers (T t
Carter’s) and high-priced impo
veveli3dChildrenisiAppatellManket European boutiques. %n!ike traditional
(Esuiss annuallylin]ursY) boutiques that resell multiple brands, Nico
Pico operates as an own-brand, slow-fashion
levelurremiumy/iBoutigue DTC mmp“‘gl,‘:,ﬁ‘"h xgateduliere cs'fly with small

ChildrenisiAppareliSegment:

lelellS: [EODW@@GDOUDD@[@@ Slow,
Fasinion Chlldren’s epparal ,



MARIK

Market Categony)

EU INSIGHTS

Nice Pice Rids eperates Within the U chlldren’s appare] marie,
sgpecitically i & pramivi-accessitie European-inspired nichc.

 Fashion SegmERs

| BSubzCategoryIPtemitms
@@@ﬁ@ %%Eﬁ@@ga

ChildienisiAppasel

<, Tearget Audience

Style-conscious Parents
Baﬁ chilld-gppropriete,
ModesE, and tneless
@J@@ﬁﬁa@o
Families whe prioritze
crartsmansiip, durability,
and hertage over faste
Fashion trends.

@i buyers (grandparents,

godparents) seeking

eaningrul, high-cuality
plECES! 7
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MARKEYT INSIGHTS

Celtezony) definition, 8ize & growih, CRVIrcRmMERE, Tends,
U@ @@mm@@@[}ﬁ@@

Market Categdory Definition o Market Size & Growth
e Children’s apparel and gift brand inspired by e Overall category is niche and limited in growth
European (Spanish) children’s fashion ¢ General children’s apparel market may decline due to fast

e Positioned between boutique brands and mass-

market retailers (e.g., Gap, HGM) . %.Shi%n apdbcas%alizati.?n Ket ; : dri hy:
e Focus on slow fashion, small ateliers, and versatile 1co Fico's brand-specilic market 1s growing, driven by:

everyday wear o WOI‘d-Of-mOUth
* Includes children’s clothing and religious ditt items Local markets

(e.g., baptism gifts) Instagram discovery U.S. Children’s Apparel Market
Estimated market size: S41-45 billion (2023-2024)
Expected CAGR: 3-5% annually through 2028
Premium & sustainable sub-segment growing faster at
approx. 5-7% annually
Florida / Miami-Dade Market Context E-commerce accounts for approximately 35-40% of

According to U.S. Census Bureau: apparel sales
e Miami-Dade population: ~2.7 million

O O O O O

O

¢ Households: ~920,000 Busi Envi &F 1 F

e % Hispanic/Latino population: ~69% usiness knvironment & Lxternal Yactors

e Median household income: ~S57,000 * High tariffs (20%) on European imports

e Coral Gables median income: ~S125,000+ significantly impact costs .

e Pinecrest median income: ~8190,000+ * Currency exchange (Euro - USD) reduces margins

e % households with children under 6: approx. 8-10% * Inflation and shipping costs create financial
pressure

¢ Many competitors have stopped importing from

Europe



MARKEYT INSIGHTS

Category definition, size Eﬁ@w@[}og BRVIFORMENT, trends,
ORPOFIYRITES & d(ireats

Key Market Trends Key Market Trends
¢ Parents seeking modest, age-appropriate clothing for children e Shift Toward Slow Fashion
¢ Demand for quality over quantity (capsule-style wardrobes) ® 567% of consumers consider
¢ Increased reliance on Instagram and social discovery sustainability when purchasing apparel
e Strong seasonality: (McKinsey, 2023).
o High demand during Christmas e Growth of DTC Brands
o Lower sales post-holidays and mid-summer ¢ Direct-to-consumer brands are growing

faster than traditional retail due to
digital discovery.

Threats J Socc:)ial Media Discovery
e Rising tariffs and import costs ° SO / Oa‘)f .Geln Ytpar'ents discover new
e Declining overall category demand e Promiumis a%%r?gram.
 Highly seasonal revenue patterns e Parents increasingly view children’s
clothing as an extension of lifestyle and
identity.
Opportunities
e Expand product sizes for children ages 4-8
¢ Introduce pre-made gift packages (newborn & baptism)
e Competitive advantage as other brands exit European sourcing

10



COMPRNY INSIGHTS

Product protile, brand assets, strengihs & fisks

Produect 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)
RiSks

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

ey Brand Asses

Distinctive brand name (“Nico Pico”)
memorable and personal

Strong European authenticity
Founder-led brand with high
credibility

Instagram presence and local market
visibility

Strengths

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

Business 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 Pesitioning

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

y f-z
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SWOT Analysis

Strengvins

¢ Own-brand production sourced from European
ateliers

e [oyal customers driven by referrals and in-person
interactions

e Distinct European aesthetic and cohesive visual
identity

¢ Strong emotional brand narrative tied to tradition
and founder story

OpROrtuNites

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

Weaknesses

e Website is not cohesive in layout and visual flow.

e Limited product descriptions and customer reviews
reduce online purchase confidence.

e Smaller brand awareness compared to mass market or
digitally native competitors.

e Dependence on imported production

Threaes

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.

12



2 YOUR COMPANY

iesion and Values

DESCR

= g

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.

13

\ e
L \f-'"'l]_/
"



DESCR

Mission

=

q

B

s YOUR COMPAONY

Mission and Values

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

» European aesthetic and timeless ¢ Quality craftsmanship through local » A goal of helping families find
style with everyday practicality. production in Spain, ensuring each piece is garments that fit both special
made with intention, not speed. occasions and daily life comfortably

Valves
1 Craf®smanship

23 Slow Feshion & Sustainalbility

CemFert & Suyle

and stylishly.

Intentional Desizgn
i Camily-Centered Inspiration

14



EMEREING/POPVLAR TREND(S) — WRUSURY CROEU LS /EAIN

ADDRESSED FOINTS SOLYER
e Growth of premium & boutique e Over-saturation of deneric,
children’s apparel mass-produced kidswear
e Parents viewing kids’ clothing * Lack of stylish yet functional
as an extension of personal children’s clothing
lifestyle  Inconsistent quality in fast-
e Shift toward direct-to- fashion brands
consumer (DTC) e-commerce * Limited emotional
brands connection between parents

e Social media-driven discovery
(Instagram, Pinterest)

e Preference for unique, design-
forward products over fast

fashion

and kidswear brands

e Few premium alternatives
that balance design, comfort,
and identity

ESEHE YR BUSIESS

CURRENY MEAREEY
POSIVION/IRELR MEREET SHERE

Current Position
e Small, niche brand within premium
kidswear
e Competes with boutique and independent
children’s brands
e FEarly-stage brand awareness
Ideal Market Share
e Recognized premium kidswear brand
e Strong presence among style-conscious
parents
e Increased share within the boutique /
premium segment
e Maintains exclusivity while scaling
through e-commerce

15



Competiter Insights

Competitive Llandscape OVerview
MARKET STRUCTURE POSITIONING SUMMARY

e Mass-market retailers e Mass-market retailers
O
o Scale driven, price competitive o Larde-scale operations with strong national presence
o High distribution, low exclusivity and high sales volume
o Performance driven by affordability, fast fashion
e Premium / European-style platforms cycles, and wide distribution
o Strong online reach e Premium / European-style platforms
o Higher price points, curated assortments o
o Strong online performance with broad reach
e Local boutiques o Higher price points and curated European-inspired
O assortments

o Smaller scale, high emotional connection

SUTRATEGIC INSIGRU

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

e Local boutiques

o Smaller-scale businesses serving niche, local markets
o Performance driven by in-store variety, aesthetic
appeal, and loyal local customers

16
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Competiter Insights

Compeiitive Advantazes and Gaps

Compeitor Strengths Competitve Gap

e Mass-market retailers
o Scale and distribution
o Price accessibility
o Brand recognition

e Mass-market retailers
o Limited differentiation
o Lower perceived authenticity

e Premium / European-style platforms

e Premium / European-style platforms o Higher price barriers

o Strong curation
o High perceived quality
Online reach

e Local boutiques
o Personal relationships
o Cultural relevance
o In store experience

Less localized presence
e Local boutiques

o Higher price barriers
o Less localized presence

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

17



Compettor Insights

Competitive Pricing & Market Presence
BREND PRICE BREAQUER MM LoCATIONS

. 75) (526) 2 :
Q Target S8 to S40 per piece y o Biscayne éi%/
iami Lakes Gardens
AT Opadockar- W1 N1 ong L. OJL |
ter’ , ' North:Miami Bal Harbour
carters  Carter’s S12 to S50 per piece @ L O @ Surfside
t L arters
ar Ga @ @ NORTH BEACH
iy Baby Gap S15 to S60 per piece 23 ] YT
2
c.j Doral Hialeah Miami Beach
babycottons S40 to S100 per piece % ML
_International
P Awport
«+  La Canastilla S30 to S90 per piece -
il Cubana
Tamiami
{%% Nini and Loli 835 to S110 per piece Virginia Key
NI NIlondL OLI
- A - S35 to S110 per piece Kandalo lakes dor i
,J”/ Carters p Kevy Bjerauna
@ DADELAND 3=
o cks \ 4Kendall Pinarract



VourCompetioxns

Competitive/AssesmentFramework

RrotlieItiEhlights
NINI & LOLI

- Boutique children’s clothing store with a strong aesthetic focus
- Curated assortment emphasizing style and visual appeal
- Appeals to fashion conscious parents

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

Degeejofanhieat

HIGH

HIGH

MEDIUM

LOW

Rationale

- Direct boutique competitor tardeting 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

- 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

- 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

- 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



Yeur CompElors Gomt

Competitive/AssesmentFramework

RrotlieItiEhlights

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

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

Degeejofanhieat

MEDIUM

LOW

LOW

MEDIUM

Rationale

- 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

- 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

- Focuses on practicality rather than premium or boutique
experiences

- Limited differentiation in design and quality perception

- Appeals to a different value driven customer segment

- 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 quﬁ\Bty
standards



Mass Market

Compeizive Landscape
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IdentifyVourdiiargedGroup

Geographic

- 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

Demographic

- 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

22



IdentifyVourdiiareedGroup

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

brand advocates their lifestyle and values 23



CUSTOMER RESERARCH

Families, communities, and gif-givears whe value tradition and auality.

Targets Being Researched

Affluen Latin women / moms in Miami
o Country club members; high disposable income
o Strong family traditions; quality-focused
Catholic & Christian communities
o Event-driven purchasing (church, baptisms, holidays, family gatherings)
Neighborhood clusters (high-income ZIP codes)
o Coconut Grove, Key Biscayne, Coral Gables, Pinecrest
Private-school families Ransom Everglades, Gulliver, Carrollton, etc

Gift buyers
o Friends/family of new parents, birthdays, baby showers, baptisms
o Often not the mom shopper originally targeted

Wholesale / partnerships
o Children’s boutiques, baby stores, gift shops

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

o Hotel/resort boutiques (Miami family destinations)

Consumers Rnowleage

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).

24



CUSTOMER (3

ES

EARCH

Missed opportunities for seasonal gifting during winter menths

Needs Being Met

e 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”

Needs Net Being Me

o Seasonal assortment gap for cooler weather (Jan-Feb)
o Limited “Miami winter” layers: knits, cardigans, tights,
long sleeves, sets for travel/cold-weather trips

What Bre dhe Gaps

e Seasonal assortment gap for cooler weather (Jan-Feb)
o Limited “ layers: knits, cardigans, tights,
long sleeves, sets for travel/cold-weather trips

25



Customer lnsights

Customer (nsights and becision brivers

WHY CROSEN WY PREFFERED WHAT bRIVES PURCHASE

Quality and craftsmanship
European authenticity

Trust in founder led brand

Price aligned with perceived value

Social media discovery

Emotional connection to brand story
Seasonal occasions and gifting

Word of mouth referrals

Timeless, child appropriate designs
Sustainable materials

Boutique shopping experience
Easy gifting options

Brand Pereceplion

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.

26
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Customer Profiles & Personas
Census Data

Miami-Dacke Tanget Market Dats

e Total population: 2.7 million

e 69% Hispanic/Latino (strong cultural relevance for Spanish heritage brand)
¢ Median age: 40
¢ High concentration of Catholic & Christian communities

e High-income ZIP codes: Coral Gables, Pinecrest, Key Biscayne
e 8-10% households with children under 6

Miami-Dadelprovidesia culturallylaligned; affluent,
event-driven market ideal for. premium| European

children’s appatrel.




CUSTOMER RESEARCH

How Families and @it buyers @ﬁ@@@ﬁ@%@g@ﬁ@ﬁa@@g and Fall in love with Nice
coJRiidsH

Awareness Phase
p o Bazaar/event (strongest), word of mouth,

Instagram (micro-influencers + friends)

i
Consideration Phase
( _)) o They browse the rack in person or check

Instagram for style/credibility

2
Engagement Follow
o Founder encourages them to follow on Instagram; small touchpoints like
“matching” / details create memorability
o

Oy Trust Building
/_7 o Social proof: friends posting; she asks customers/friends to leave Google

g .
reviews to support SEO

Post-Purchase
E- o Often happens at events; online purchase is growing but not yet the primary driver
o o

*** Post Purchase

o Happy customers become referrers (word of mouth), but the
repeat/retention loop isn’t fully systemized yet

(email/SMS/loyalty)
Y 28



Customer Protiles & Personas

Names Sofia Martinez

Qges 32-40

Leocadomns Miami-Dade County / U.S. (Urban or Suburban areas)
ﬁ@[ﬁ}@ﬁ[]@g Parent of 1-2 young children (ages O-6)

@@@@ﬂ@[@g Proffesional or creative role
hcomelllevel: Middle to upper-middle income

“The Thoughtful Medern Parent” @

Values Quality and Sustainability </ Comfortable, well-made Cheap, fast fashion
kids clothes Itchy, low quality
@ Loves Timeless, European Style «/ Qutfits for everyday fabrics
and special moments

Shops Small & Local » 29



Customer Protiles & Personas

. Names Marcela Sanchez
) Aoe:
" 4 o cCation: Miami-Dade County / U.S. (Urban or Suburban areas)
; ) \ R }’@[ﬁ}@ﬁ[}@g Parent of 1-2 children and grandmother
\"‘ ? i Oceupaions Proffesional or creative role
! @ | IncomeE Levwalk Middle to upper-middle income
“The Thoughtful Gift-Clving Grendmether” @ @
Values Quality «/ Give her grandkids Generic, mass-
beautifully made dgifts produced items
@ Traditional European Style +/ Find clothes are comfy, Trendy clothes that
Shops local and high quality adorable, and high-quality fei; cheap .



@M@@@m@cﬁ Profiles & Personas

Names Ana Martinez

Qges

o Cation: Miami-Dade County / U.S. (Urban or Suburban areas)
@@[}J@ﬁ[}@g Single or recently married with no children

@@@@@Uﬂg Proftesional or creative role
IRCOmME Lavalk Middle to upper-middle income.

“The Thoughtful Gifter” @

Loves gift giving «/ Gives unique and high Generic baby dgifts
@ quality presents Cheap and mass
Enjoys unique gifts +/ Find adorable, produced clothes

thoughtfull Ki
Keeps up with lifestyle trends oughttully made kids c

y 31
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Customer Protiles & Personas

“Glotihing thet aligns with e, femily, and @
cane

Prefers well made, modest

children clothes

Naimes Ana Sanchez - Catholic/Christian

Qges

o Cation: Miami-Dade County / U.S. (Urban or Suburban areas)
@@[}J@ﬁ[@g Single or recently married with no children

Oceupetions Wide Varied
IRCOmME Lavalk Middle to upper-middle income.

Values faith and modesty «/ Dress children in way Overly trendy or
@ that reflects family values revealing children
lothi hat feel
Loved clothing that feels pure +/ Give gifts that feel clothes

meaningful and lasting

W C
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NICORIGE CUSTOMERS

N : Customer reviews reflect an

“} Local Guide - 15 reviews - 3 photos

NICO PICO Kids N overwhelmingly positive
Adorable & quality products! The package arrived beautifully wrapped in just a few days. Will perception Of NiCOpiCOKidS,
5 . 0 41 reviews @ be my go-to for baby gifts for friends and family moving forward! .
centered on the exceptional
O ooz , tememe 0 quality, softness and durability of

.63 Local Guide- 73 reviews - 358 photos

the clothing. Parents frequently

| purchased the romper set and a bloomer for my 6-month-old, and they were absolutely o Ani Mestre

lovely! The fabric feels so soft and comfortable on my baby's skin, and the quality is amazing 2 reviews E describe the pieces aS adorable

for the price. Everything arrived beautifully packaged and fit perfectly. I'll definitely be ordering

and beautifully made, often

= mﬂl b ] Beautiful clothing for boys and girls! | bought the cutest outfits as gifts! The place to go for
|

u',h'll adorable dresses and outfits! mentioning the SpaniSh Origin aS
; ., a meaningful differentiator. The
Kya Fernandez - . -
< i Miguel TF : shopping experience is also a

12 reviews - 3 photos

7 Hover to react M 4 months ago 4 months ago maj()r theme, With CUStomerS

The absolute cutest baby clothes!! Love that | can match both my kids with

adorable prints. The owner is a sweetheart- amazing customer service anc | absolutely love this little store! The clothes are super soft and the designs are adorable — you h. ghl. gh 1 g 1. d 1
Can't wait for new prints to come out soon!! can really tell they care about quality. | bought a few outfits for my baby boy and they've held 1 1 ~ tll:l persona lze SePVICe’
up perfectly after several washes. The staff was friendly and helped me choose the right sizes. fast Shlpplng and thoughthI
Q) Hover to react | Definitely my go-to shop for baby clothes now! X =
packaging. Overall, the brand is
perceived as premium yet worth

the investment, earning strong

O Hover to react |'1'|

Z% Luciana Scioscia de la Rosa
.ii 10 reviews - 3 photos

4 months ago o Tiffany Fernandez :
Love this brand!! Super cute clothes, great quality and fast shipping! everyt SRS oS : loy alty and Pepeat purChase
10/10 4 months ago

Absolutely the best quality. | love their pieces and great price point. The owner is the sweetest behaV].OP.

and the best!
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Points oF Parity & Polnts eF

Partty

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.

DiffeErence

Difference

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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Peints of Parity & Points of Difference POINTS OF DIFFERENCE

» Specializes in exclusive own-brand
Points of parity

European children’s apparel not

‘ 9
Prospects’ desire i ilable i i

« Offers high-quality children’s clothing widely au?llable n Ioc?l.bouthues.
similar to other boutique kidswear brands. - Stylish, age-appropriate clothing that still * Emphasizes authenticity,

. Provides comfortable, safe garments feels practical. craftsmanship, and emotional
suitable for everyday wear * High-quality fabrics and comfortable fits connection, creating a more personal

) for children. .
. - i i brand experience than mass or
Sells throu.gh ane cc.)mmerce.web.slte with « Meaningful products that reflect family . P .

standard online shopping functionality. values and taste. multi-brand competitors.

« Offers seasonal collections aligned with - Unique gifts for occasions like newborns
common children’s apparel needs. and baptisms.

A brand they can trust and feel
emotionally connected to.

V<

Nice’s Pico Ffestures Paints of

COMPETITORS’ FEATURES » Own-brand collections produced in small UU@@@[}O@@

* Large assortments of children’s European ateliers.

apparel across price ranges. » European-inspired aesthetic adapted to the

* Strong brand recognition and wider U.S. market.

distribution. » Founder-led brand with a personal and

 Multi-brand selections offering many emotional story.

style options. * Slow-fashion approach focused on small-

 Fast-fashion alternatives focused on batch, curated collections.

affordability and convenience.
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PositioningiStatement

For'parents and gift'buyersiwholvalue guality,
tradition, and timeless style; Nico Pico Kidsiisia
premium children’s apparel brand that offers
exclusive;, Spanish-madeigarmentsicrafted inismall
batchesiwithiintentional design. Unlikeimassiretailers

and multi-brand boutiques, Nico Pico.combines
European craftsmanship, founder-lediauthenticity, and
slow fashion principles to createimeaningful pieces
that celebrate childhood and special moments. (A 48




BrandiMantia

66 Made with Care,

Worn with Love. 99




BrandlPromise

i

)
‘

Nico Pico Kids promises thoughtfully designed
children’siclothing that prioritizes comfort, quality,
and timelessistyle. Every pieceiis made to'support
everyday wear whileimaintaining a refined,
European inspirediaesthetic parentsican trust. We
are committed to creating garmentsithat last

beyonditrendsiandiseasons. sm»
’/../f/{ ’1/1,,'_-



BRAND PRISK

I. Physique U.Reflection
Timeless Spanish/European children’s outfits: rompers, sets, dresses, knits e Spanish roots + European craftsmanship (made with
Soft, high-quality fabrics; comfortable, child-appropriate silhouettes intention, not speed)

Refined details (classic cuts, subtle prints), “heirloom but wearable” feel * Slow fashion: small-batch, quality-first, longevity over

Curated drops + giftable pieces (newborn, baptism, special moments) trends

e Family-centered: celebrates childhood, tradition, and
meaningful moments

2.Relationship 5.Self- Image
y Y e “I'm a mom with good taste—I choose quality and
A warm, trusted guide that helps parents dress Kids N 4 meaning over fast fashion.

e “I'm preserving a little tradition while still bein
beautifully without overthinking P S g

practical.”
Personal, boutique-style service online: sizing help, styling e “I give thoughtful gifts that feel special, not
ideas, gifting support generic.”

“Made with care” tone—supportive, respectful, never pushy 6. Reflection

e A thoughtful mom (28-42) or dgift-giver who values quality,
3.Culture modesty, and timeless style
e Miami-based but globally influenced; appreciates European
heritage and craftsmanship
Spanish roots + European craftsmanship (made with intention, not speed) e Prefers fewer, better pieces; buys for everyday + occasions
Slow fashion: small-batch, quality-first, longevity over trends

Family-centered: celebrates childhood, tradition, and meaningful moments
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BRAND PROU

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

2. Domain Protection

e Secure:
.com
et
.CO
e Secure Instagram, TikTok, Pinterest handles

3. Copyright Protection

Copyright:
e Website photography
e Product descriptions
e Brand storytelling content

CUION = 6 MUST

4. Design Protection

If applicable:

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

5. Supplier Agreements

Written contracts with Spanish ateliers
IP ownership clarity
Production exclusivity agreements

6. Brand Monitoring

Monitor copycat designs

Monitor Instagram boutiques

Use Google Alerts for brand name
Enforce cease-and-desist if needed

DO’S
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MARKETING PROGRAMS

BroductStrategy BricingfStrategy) DistributioniStrateey

Premium-accessible pricing f§ Primary: :
Avoid discount dependency e Direct-to-consumer website

AALL Secondary:
Limited seasonal sales . Selecthiami boutiques

Small-batch, curated
gollectéoqs e
Xxpand sizes (4- ) L
- : Bundled gift pricing for X
Ll:‘t':gflet;ce el iR HIEHER ggu : o 8“2?::?172&?1":0;&)1rtnerships
Seasonal capsule drops e Farmer market pop-ups




MAR

l.Awareness

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

2.Engagement

Email welcome series
Behind-the-scenes atelier content

Founder storytelling
Styling guides

EUING PROGRAMS

RiiomotioniStratesy

3.Loyalty

e Post-purchase email flow

e VIP early-access drops

e Referral incentive program

e Baptism/gift reminder campaigns

4.Content Strategy

e “Made in Spain” storytelling
e Family-focused imagery

e Faith-based seasonal moments (subtle, not exclusive)

e Capsule wardrobe education
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MARK

EUING PROGRAMS =

DISTRL0

BUTION STRAT

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.

- 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 mardin structure compared to wholesale distribution

- Reinforces authenticity and founder-led craftsmanship

This distribution model enables Nico Pico Kids to scale

St rat @@Uﬂ@ﬂ@g efficiently while transitioning from founder-dependent /'7 ,

event sales to a repeatable, data-driven DTC growth engdine. C @ \}:‘*

EGY,

. Participation in premium Miami-based markets and milestone events
- Experiential brand storytelling in intimate, curated settings
- Maintains exclusivity without permanent retail overhead

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.



MARKETING PROCRAMS = INTEGRAT

COMMUNICATIONS PLAKN

Communication Objective

Communication Channels

Y

TRACKING

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: S45 or less

- 275 new customers

- Conversion rate increase from 1.5% to 2.2%
. S20,625 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 S120
to S160

- 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
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MARKETING PROGRAMS = INVEGRATED | 7 co

COMMUNICATIONS PLAN ilcofp

COMMUNITYV PRESENCE &
BRANDISTIORVIELLING

R | \ LT T R — b e
; R - A > A r-"; LT _."‘-'1'3
! ] woag AP RSy =

DIGITALIACQUISITIONIETAWARENESS

A

o NICOPICO
o

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

Y \!g{rflr"?: m ; */ . . . . o o °
@isg = [V \ LB within Miami mom communities.
\ s L P

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

| - — = e P

Local pop up markets build trust and physical

brand experience. “Made in Spain” storytelling

. reinforces European craftsmanship and
audience.

RETENTION & RELCATIONSHIPIMARKETING

Get 10% Off Your First

T :\
Order! vfn;zm

Post purchase email automation nurtures first Sian U And Gt 10% O Yo VIP Prevics
time buyers. VIP early access capsule drops CO—

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

Premium, Sense Driven

Experience

0
-'L"Il'ﬂ"flr""-' .r'.::'::r?.l"-'\..l"'l-'.n_ i
I.") l'rl-n .".-l';: .'.|<'-_- II{_-r- Fia_ﬂf..:rﬁ.n_.;]
] i o ¥ -
-"Ir'-\..-' (= .."r' .‘I i -"-:’E-r-".'r

-

e
LR iy -

et

- 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

Loyalty and VIR Program

Actionable, Behavior Driven

Engagement

NiE
EARLY AECCESS

p =lina neok
nced

- 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

Community and
Experiential Touchpoints

Relatable, Community Building

Experiences

- Pop up market VIP preview events
- Founder meet and greet moments

. Collaboration events with local mom communities
- Faith aligned seasonal campaigns
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MARKETING PROGRAMS = Consumer

Relationsihip 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.

Traclss

- 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

New Arrivals ] Rewards

VIBECAPSULE CLEUB

Earn Points. Shop New Arrivals Early

NMIP CAPSULE CLUB

Early access to seasonal European capsule drops

3 point for every 51 spent

150 points = $15 reward credit

Welcome to the VIP Capsule Club!

Earn points every time you shop and enjoy exclusive

early access to our latest European capsule collections.

| point for every 150 points =

$1 spent $15 reward credit

YOU HAVE 85 POINTS

Collect 65 more points to redeem your $15 reward

VIP PERKS

&
Early Capsule Access  Reward Credits Referral Bonuses
Shop new arrivals 24 Use points for $15 credit  Get a $15 off coupon
| before lat I i 1
'S
4
[
[: H.\‘\\._;,
\ -
M
d
ot
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MARKETING PROGRAMS

StizategicloutcomejofiManketingiPiogiam

Shift Nico Pico Kids from:

event:based, founder
dependantisales Repeatable, scalable DTC

brand with strong owned

audience and retention
engine.




The Budgset SS9

Projected Revenue & Marketing Investment (2025-2028)

B Estimated Revenue
ano0o0o00 4 ™ Marketing Budget

Budget Assumptions

e Nico Pico is a growth-stage,
founder-led DTC children’s
apparel brand. 300000 -

e Revenue projections are based on
small DTC boutique apparel
benchmarks and growth-stage
scaling assumptions.

e Marketing investment set at 10%
of projected revenue.

¢ Industry benchmark: Consumer
Packaged Goods marketing spend 100000 1
averades 9-12% of revenue.

usD (s)

200000 ~

2025 2026 2027 2028
Year



2028 Marketing

Channel % Allocation
Paid Social Ads (Instagram/Meta) 35%
Influencer Collaborations 20%
Content Creation (photo/video) 15%
Local Pop-up Markets & Events 15%
Website & SEO 10%
Email Marketing & CRM 5%
Total 100%

Budget

$8,750

$5,000

$3,750

$3,750

$2,500

$1,250

$25,000

Budget Allocation

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
e 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.
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CORE PRODUCT LINE EXTENSIONS (Apparel Categories)

European-inspired, Spanish-crafted
children’s apparel.

e Timeless silhouettes
e Modest, elevated everyday essentials
e Small-batch production

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)
How does Nico Pico deliver its promise

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

of craftsmanship + timeless quality? HOW THIS DELIVERS PODs
Nico Pico’s product strategy supports

Small-batch, slow-fashion production

High- quahty fabrics and construction

Attention to detail in stitching, trims,

and finishing

e Curated seasonal collections (not
trend-driven mass drops)

e Founder-led product curation

The product architecture directly serves style-
conscious parents seeking modest, heirloom-

Spanish sourcing and craftsmanship its positioning by:

Avoiding fast-fashion turnover
Prioritizing craftsmanship over
volume

Reinforcing European heritage
aesthetic

Creating emotional gifting appeal
Supporting premium-accessible
perception

quality pieces that differentiate from fast-fashion

alternatives.

.
VL= S —

Catalog c .,: ; ‘hi c Q

Dress Castellana in Pink Victoria Dress Castellana in Red Vichy Dress Castellana in Blue Victoria Dress Castellana in Vintage Elisa

$48.00 $48.00 $48.00 $48.00
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PRICE STRATEGY = NICO PICO RIDS

Premium-tecessible Buropean Crarftsmanship

Stretegic Pricing Approach  Targst & Price Sensitivity

Nico Pico follows a Value-Based Pricing Nico Pico targets:
Strategy positioned between mass-market e Style-conscious parents
retailers and high-end European boutiques. e Gift buyers (grandparents, godparents)
. e Families who value craftsmanship over fast
The brand prices products to reflect: fashion
* Authentic Spanish craftsmanship Parents perceive Nico Pico as:
* Small-batch, slow-fashion production “An affordable European heirloom alternative.”
e European- 1nsp1red design
L

Emotional gifting value

competifve Price Pesifoning Pricing Belnforces Consistency Cheek

Is pricing consistent with positioning?
Mass Market (Target, H&M, Carter’s): @@@ﬁ@ﬁ@ﬁﬂﬁﬁﬂ' YE%. g P g?

S15-$40 dresses Nico Pico’s pricing: e Premium-accessible pricing aligns with:
Nico Pico (Core DresseS): * Signals premium Craftsmanship ° European heritage pOSlthnlng
S48 * Avoids discount-heavy perception e Slow-fashion differentiation
Supporting categorieS: ¢ Protects brand equ1ty ° Target S quahty orientation

- Rompers: S30-S46 ¢ Maintains accessible luxury appeal e QGift-based emotional value

. Bottoms & Sets: S16-S40

. Gifts & Accessories: S32-S34 Small price increases are unlikely to
Premlum European Boutiques: drastically reduce demand due to emotional
S90-S150 dresses and quality-driven purchase motivations.
This reinforces: ») 57

- Higher quality than mass retailers ..
- More accessible than luxury boutiques 4



Bramnad

BRAND EQUITY MANAGEMENT SYSTEM

Menu

Geographic Roll Ups
World

USA

Canada

Latin America

UK

Europe

Russia

Africa

China

Pacific

Product Groups

SALES PROJECTION

Nico Pico Kids aims to increase
annual revenue by 18% through
expanded digital visibility, growth in
the 4-8 age segment, and the
introduction of curated gift bundles
over the next 12 months. We will
assess performance using quarterly
sales reports, identifying specific
trends that influence growth and
customer acquisition.

2024 Revenue = $120,000.

2025 Revenue Goal = $141,600.

SOCIAL MONITORING

Sentiment Tracking (e.g., %
Positive/Neutral/Negative over time)
100%

80%
60%
40%
20%

0%

Q1 Q2 Q3 Q4

Positive Neutral Negative

Engagement Metrics (e.g.,

e Likes/Shares/Comments by quarter)
5

20%
15%
10%

5%

0%
Q1 Q2 Q3 Q4

Customer Age/Wirarrt breakdown

Mention Volume and Trends
(Weekly mentions)

60%
45%
30%

15%

Q1 Q2 Q3 Q4 Q2 Q3 Q4

Monitor = Sentiment Tracking, Engagement Metrics,
and Customer Demoaraphics

WEBSITE ANALYTICS

Time on Page
(Average by channel)

120
80
40
0
Q1 Q2 Q3 Q4
Time Page Channel
Page Views (Total vs. Unique,
by key product categories)
25,000 100%
20,000 80%
15,000 60%
10,000 40%
5,000 20%
0 0

Q1 Q2 Q3 Q4

Total vs. Unique, by key product categories

Conversion Rates
(% by landing page)

100%
80%
60%
40%
20%

0%

Q1 Q2 Q3 Q4

Monitor = Time on Page, Page Views, and Conversion Rates.
{Aim to increase conversion rate bv 12% over the next vear)

Dashboad

Updated as of January 2024

CUSTOMER SATISFACTION
Post-Purchase Feedback
(Survey scores)
100
60
40
20
: 1 Q2 Q3 Q4
Post-Purchase Feedback
Average Product Rating
(out of 5, monthly)
4.5
3.0
2.0
1.0
0.0

Q1 Qz Q3 Q4
Detractor Issues and Follow-up Status

Repeat Purchase Rate
(% of customers)

100%
80%
60%
40%
20%

0%

Q1 Q2 Q3 Q4
Target: Maintain an average rating above 4.5 and
increase repeat ourchase rate bv 10%.



colxpPiC

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 tardet 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.

Brend awadit

& -
& -

how tolinterpret

it

Brand Equity Menagement System

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.
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TECHNIQUES

Awareness

Customer Perception

Sales Performance

Brand Engagement

Customer Loyalty

Market Expansion

DEFINITION

Tracking brand visibility and
recognition

Understanding customer
attitudes toward the brand

Measuring growth and demand
across segments

Monitoring interaction across
channels

Evaluating retention and repeat
behavior

Tracking growth into new
customer segments

EXAMPLE

Social media reach, website
traffic, brand search

Reviews, sentiment analysis,
feedback

Revenue trends, new vs
returning customers

Engagement rate, time on site,
email activity

Repeat purchase rate, referral
tracking

Geographic data, new
customer demographics

Brand Equity Management System

FREQUENCY

Monthly

Quarterly

Monthly

Monthly

Post-purchase

Quarterly
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Seles projection

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 sedment. 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.

2024 Revenue = S120,000
2025 Revenue Goal = S141,600

Website analybics

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.

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

Brand Equity Management System

Soclial menitoring

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.

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

Customer Sattistaction

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.

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

appropriate, timeless clothing that reflects craftsmanship, authenticity, and family values while Equity

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

Direct feF
production with European ateliers and carefully curated collections. By preserving its distinctive Digital

aesthetic, emotional storytelling, and commitment to slow fashion, the brand ensures customers

Relationship Ecosystem
perceive authenticity and trust, strengthening its positioning as a premium yet approachable children’s ‘
brand.

BRAND DEVELOPMENT ACTIVITIES I

Nico Pico Kids will continue to grow through a focused digital marketing strategy that includes social ARSI Measurements
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

e Repeat Purchase Rate
Short-Term: Nico Pico Kids will measure brand equity through engagement metrics, website :

Customer Referrals
Product Reviews
Customer Feedback

Website Traffic
Conversion Rate
Social Engagement
Email Performance

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:
e Direct Channels: Repeat purchase rate, customer referrals, and product review volume
e Online Channels: Website traffic, conversion rates, social media engagement, and customer 5
sentiment

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



	BRAND STRATEGY PLAN PART 1
	Group 4 Members
	🔍 Target Audience
	Market Category Definition
	Florida / Miami-Dade Market Context
	Market Size & Growth

	Instagram discovery U.S. Children’s Apparel Market
	Business Environment & External Factors
	Key Market Trends
	Key Market Trends
	Threats
	Opportunities
	🌟 Intentional Design


	Your Competiors
	Competitive AssesmentFramework
	Proflie Highlights
	Degree of Threat
	Rationale

	HIGH
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	LOW

	Your Competiors Cont.
	Competitive AssesmentFramework
	Proflie Highlights
	Degree of Threat
	Rationale

	MEDIUM
	LOW
	LOW
	MEDIUM

	Competitive Landscape
	Premium
	Mass Market
	Boutique
	Generic

	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
	Primary B2C
	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


	Points of Parity & Points of Difference
	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
	Distribution Strategy
	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


