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BACKGROUND

TOVE was created by Camille
Perry and Holly Wright. These
founders met as Head of
Buying and Head of Design at
Topshop, respectively. They
launched their London-based
company in May of 2019
hoping to create a capsule
wardrobe that the market had
yet to see. The name TOVE
comes from Danish origins of
beauty and strength.

SPECIFICS

WHEN: May 2019

WHERE: London, England

CURRENT ORGANIZATION &
OPERATION: 
Co-Founder/Merchandiser
- Camille Perry
Co-Founder/Designer
- Holly Wright 

PURPOSE

The purpose of TOVE Studios,
as depicted by Camille Perry
and Holly Wright, is to
balance femininity and
modernity through clothing.
They want to make luxury
clothing that is focused on
sustainability. Tove is more
focused on producing quality
and ethical clothing for the
consumer than selling large
quantities.

HISTORICAL OVERVIEW
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MAJOR MILESTONES

SOCIAL MEDIA

TOVE Studio just reached a
following of over 40,000
people on Instagram!

RECOGNITION

TOVE Studio has been featured
in both Vogue Magazine and
online with Who What Wear as
a new featured brand to watch
out for!

CELEBRITIES

Eva Chen, Instagram's Director
of Fashion Partnerships,
suggested that TOVE Studio is
a brand to watch out for this
next season, and their
following has grown since this!
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01PRODUCT CATEGORY
The product categories of TOVE Studio

include coats, dresses, skirts, tops, trousers,
and accessories. They are considered

clothing items where luxury and
sustainability meet to create the perfect

pieces for every occasion.  

02PRICE POINTS OF
PRODUCTS

$250- $875 USD
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CURRENT TARGET
MARKET
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DEMOGRAPHICS: Tove Studio’s target market will
consist of women ages 20-65 who are from upper-
middle-class and high-class environments. These
women have a disposable income that can be spent
on high-quality, pricier clothing.

PSYCHOGRAPHICS: These target customers have
personalities that are feminine, modern, and
luxurious. They would be considered a very confident
and fashion-forward, yet simplistic group of
customers. Some of their values include minimalism
and sustainability. They are looking for items that
could be worn on both special occasions and as
everyday wear.

SOCIO-CULTURAL BACKGROUNDS: Tove Studio
works to cater to women who enjoy a timeless and
luxuriously modern style. These women belong to
social and cultural groups that place an emphasis on
appearance, vanity, and femininity in women.

GEOGRAPHIC LOCATIONS: The target customers of
Tove Studio are very likely from areas with larger
cities. The fashion presented by Tove Studio is
reminiscent of popular trends seen in cities such as
New York, London, Paris, Milan, Los Angelos, and the
high-fashion areas of Las Vegas.
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Persona #1: Angelica Downey

AGE: 32
HOMETOWN: Albany, New York
JOB/INCOME: Contract Lawyer; $250,000 salary
CURRENT CITY: New York, New York
LIFESTYLE: Her hobbies include going out on the town and
hanging out with friends in her spare time. She lives a busy
life as a lawyer but finds time to travel. She loves the
Garment District in New York and tries to go there weekly.
CORE VALUES: Sustainability, Luxury, & Celebrating Life
FAVORITE FASHION BRANDS/STORES: Everlane, Chanel,
and Kool & Konscious
FASHION ORIENTATION (WHAT SHE WANTS IN
CLOTHING): Something sustainable and versatile while
still being trendy.
SHOPPING HABITS/BEHAVIORS: Big impulse buyer and
buys in large quantities.
MONTHLY EXPENDITURE ON CLOTHES: $2,000

09

READY-TO
-W

EAR PRO
JECT



Persona #2:
Chelsea Tate  
AGE: 28
HOMETOWN: Boston, Massachusetts 
JOB/INCOME: Assistant Retail buyer/ $80,000
CURRENT CITY:  Buffalo, New York
LIFESTYLE: (HOBBIES/ACTIVITIES/FAVE PLACE/ETC) :
Chelsea's lifestyle looks like traveling to different shows
around the world for work and on her own personal time.
She loves being a connoisseur of wine and chocolates. She
has a dog named Tojo.  
CORE VALUES: Sustainability and empowering of women 
FAVORITE FASHION BRANDS/STORES:  Chanel, Loft, White
House/ Black Market 
FASHION ORIENTATION: (WHAT SHE WANTS IN
CLOTHING) : Chelsea wants good quality, breathable and
flowy clothing.  
SHOPPING HABITS/BEHAVIORS: Impulse buyer for
business clothing 
MONTHLY EXPENDITURE ON CLOTHES: $1,000
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Persona #3:
Marissa Heard 
AGE: 31
HOMETOWN: Buckhead, Atlanta 
JOB/INCOME: IT Developer / $92,000
CURRENT CITY:  Los Angeles
LIFESTYLE: (HOBBIES/ACTIVITIES/FAVE PLACE/ETC) :
Going out for drinks with her girlfriends and surfing in her
free time.
CORE VALUES: Empowering women to be their most
intellectual self. Is a faithful women in Christianity 
FAVORITE FASHION BRANDS/STORES: Alexander
McQueen, Loft, Tove Studio 
FASHION ORIENTATION: (WHAT SHE WANTS IN
CLOTHING): Clothing that is comfortable and airy. One of
neutral tones, especially in the spring and summer seasons  
SHOPPING HABITS/BEHAVIORS: Extended process
thinking on purchasing clothes given her intellectual
background 
MONTHLY EXPENDITURE ON CLOTHES: $1,500 11

READY-TO
-W

EAR PRO
JECT



Persona #4: 
Margo Laurent 
AGE: 29
HOMETOWN: Lyon, France
JOB/INCOME: Manager at cosmetics company/ $150,000
CURRENT CITY: Paris, France
LIFESTYLE: (HOBBIES/ACTIVITIES/FAVE PLACE/ETC):
Cooking classes and spending time with her two dogs
under the Eiffel tower
CORE VALUES: Making women feel beautiful inside and
out. 
FAVORITE FASHION BRANDS/STORES: Dior, Tove
Studio, and Chanel
FASHION ORIENTATION: (WHAT SHE WANTS IN
CLOTHING): Classic staple pieces that never go out of
style!
SHOPPING HABITS/BEHAVIORS: Splurges too much on
high end clothes.
MONTHLY EXPENDITURE ON CLOTHES: $3,000
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Persona #5:
Jenny Bird 
AGE: 33
HOMETOWN: Atlanta, Ga
JOB/INCOME: Insurance Specialist/ $200,000
CURRENT CITY: Chicago, Illinois 
LIFESTYLE: (HOBBIES/ACTIVITIES/FAVE PLACE/ETC):
Going to baseball games, eating deep dish pizza and also
trying new brunch spots with friends
CORE VALUES:  That every women should be strong and
motivated.
FAVORITE FASHION BRANDS/STORES: J Crew, Club
Monaco, Ralph Lauren
FASHION ORIENTATION: (WHAT SHE WANTS IN
CLOTHING): Comfort and business attire as well as
feminine dresses. Quality pieces with a modern flair.
SHOPPING HABITS/BEHAVIORS: Over buys in business
clothing and lounge wear for weekends
MONTHLY EXPENDITURE ON CLOTHES: $1,800 13
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Persona #6: 
Angel Wray 
AGE: 26
HOMETOWN: San Francisco, CA
JOB/INCOME: $90,000
CURRENT CITY: Miami, FL
LIFESTYLE: (HOBBIES/ACTIVITIES/FAVE PLACE/ETC):
Painting in free time, weekends with girlfriends, and
having random dance sessions with her roommates  
CORE VALUES: she believed she could, so she did! BE
REAL 
FAVORITE FASHION BRANDS/STORES: H&M,
ANTHROPOLOGIE, & GUCCI 
FASHION ORIENTATION: (WHAT SHE WANTS IN
CLOTHING) Simplistic and casual, always add fun shoes
or handbag 
SHOPPING HABITS/BEHAVIORS:  splurges in fun
sunglasses or bathing suits for weekends with the girls 
MONTHLY EXPENDITURE ON CLOTHES: $1,600
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BRAND CONCEPT

LUXURIOUS

MINIMALISTTIMELESSSUSTAINABLE

MODERNFEMININE
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The logo is very bold and classic just
like the brand. You'll find their logo as
sewn in labels and on their website in
the form of just TOVE. Unfortunately,
they do not have a physical store.16 LOGO
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Competitor #1: Míe
TARGET MARKET: Any women of middle or
high-class standing who live in destination cities
(or those who frequently travel) who value
sustainable, natural, and breathable products.
PRODUCT ASSORTMENT: Resortwear such as
dresses, jumpsuits, skirts, tops, and trousers and
home goods such as cooking utensils, chairs,
and throw pillows
BRAND CONCEPTS: Elegant, Functional,
Refined, Sustainable
QUALITY: High
PRICE: $60-$280
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Competitor #2: Matin
TARGET MARKET: Mature women between the ages
of 22-60 that appreciate simplistic and neutral-
toned clothing. Women that come from a higher tax
bracket that still find themselves in a working
environment.
PRODUCT ASSORTMENT: Dresses, skirts, shirts,
outerwear, pants, shorts, and accessories.
BRAND CONCEPTS: Natural, Laid-Back, Feminine,
Understated Elegance
QUALITY: High
PRICE: $160-$1,800
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Competitor #3: Bevza
TARGET MARKET: High-class women who
value simplicity and blending into crowds.
Women between the ages of 20-40 from big
cities like New York City and Los Angeles.
PRODUCT ASSORTMENT: Dresses, skirts,
shirts, outerwear, and trousers.
BRAND CONCEPTS: Simple, Classic, Timeless,
Minimalist
QUALITY: High
PRICE: $150-$1,000

20

READY-TO
-W

EAR PRO
JECT



Competitor #4: COS
TARGET MARKET: Men and women ages 20 and
up who live in high-fashion areas and mandate
sustainability into their everyday lives.
PRODUCT ASSORTMENT: Women's and Menswear
including dresses, tops, trousers, outerwear, and
accessories.
BRAND CONCEPTS: Modern, Minimalist,
Sustainable, Sleek
QUALITY: High
PRICE: $19-$390
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Competitor #5: Frank and Oak
TARGET MARKET: Men and women ages 18 and up
who live in areas where both city and country are
nearby. People who want to blend in with nature while
standing out in a crowd and those who appreciate an
affordable alternative to high-fashion options.
PRODUCT ASSORTMENT: Women's and Menswear
including dresses, tops, trousers, outerwear, and
accessories as well as skincare and grooming
products.
BRAND CONCEPTS: Sustainable, Functional, Classic,
Natural
QUALITY: Medium to High
PRICE: $30-$15022
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BRAND 
POSITIONING MAPS
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Luxury Affordable 

Travel wear  

Everyday style  
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Open 

Sustainable 

Men + Women Women 



26 Breathable 

Restricting

Neutral  Loud
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Middle age

Higher Price  

Ealry 20s and up 

Lower Price



SWOT ANALYSIS 
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Strengths Weaknesses

Opportunities Threats

29
 

Appeal to a wide range
of ages for women, and
great timeless quality  

Branching out into
handbags and shoes

Price point high for what
is being sold

Simplistic pieces that are  
very similar to find at

other retailers



Current Gaps 
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Tove is focused on producing feminine and high quality clothing for its
consumer. Currently Tove is focusing on e-commerce and they are
aware of the fashion trends in our generation. Even though they have a
large social media following, one way to strengthen the brands market
would be to create brick and mortar stores. A few key locations of
boutiques would increase awareness for the brand and reach an even
larger audience. Tove could also focus on handbags and shoes to finish
their fashion looks. The handbags and shoes would be able to mix and
match to go with every outfit. This would give consumers a complete and
finished look. These additions to the brand could give them a stronger
edge against their competitors and be a very successful approach.
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Sources:

https://tove-studio.com
https://mie.ng/#!
https://www.matinstudio.com
https://bevza.com
https://www.cosstores.com/en_usd/index.html
https://www.frankandoak.com

https://tove-studio.com/
https://mie.ng/#!
https://www.matinstudio.com/
https://bevza.com/
https://www.cosstores.com/en_usd/index.html
https://www.frankandoak.com/


WE HOPE
YOU ENJOYED!
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