FACEBOOK.COM/GAZELLEBLANCHEGLYFADA

41) used to work as
d convinced Nikos
oth did not have any
either of them had
dge. The start-up was lean
nderwear. The location was
al district in Athens centered
Yea was chosen as it should
8 flow of tourists. The
diately bring success. Nikos: “I
t had sufficient business experience
ploy such a business, but her knowledge
s confined to treating customers well at
ration. At a certain moment, we decided
nown and very expensive bras like French,
tal Thomass that can cost up to €170. We were
or people to come to our store, but almost no one
.it was dreadful.”

JOLEIN
EN 29

MPANY NAME Double Dutch Lingerie
BUSINESS IN EXISTENCE 1.5 years

VALUE PROPOSITION Setting the new
standard in lingerie for women who

do not have a standard bra-size, but do

want high-quality, customized lingerie.
DDLINGERIE.COM

THE START

Marjolein Oomen (aged 29) started her business officially
1.5 years ago. Her idea to start a business started out of
personal frustration: she could not find a good-looking
bra that would fit well. The comfortable ones did not have
interesting prints, and looked like granny bras. Some of
her friends who had large cup sizes and a small waist also
experienced the same problem, and a new business idea
was born: Selling customizable bras that look beautiful
and fit well to women with a small waist and a large cup
size (D+).

Marjolein did not have many examples of entrepreneurs
in her close network of friends and family. She reacted

to an announcement made during her studies about an
academic training programme offered by the Kauffman
Foundation to entrepreneurs who want to start a new
venture. The selective SPOE programme offers students
the ability to go to the US and meet academics and visit
leading entrepreneurial firms. She got selected and
visited Harvard, Stanford, MIT, Singularity University
and met Mass customization guru Joe Pine. She also
attained a lot of practical knowledge by visiting Google,
Groupon, HubSpot, and sharing a co-working space in
New York at an apparel firm.
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SPOEPROGRAMME AND START

“After getting inspired in the US, I was fully motivated when

I returned to the Netherlands to develop my business and

I was convinced that it definitely could become a success.
Naturally there were some hurdles to overcome, starting with
getting financial capital. I did not want to use the funds of
my family, friends and fools as starting capital; only people
that truly believed in my business. It was a tedious process
and it took me more than a year to lobby and convince
investors about my business model. In this period I learned
about networking and how to behave on such events. I visited
investment events to learn about how to convince business
angels. I learned about the specifics of crowdfunding, the
different options, and the difficulty of having success on
crowdfunding websites. I realized that the concept of venture
capitalists is not as well developed in the Netherlands as

in the US. Many possible investors said that they loved the
idea, but it really takes time and persistence before they pull
their purse. It was frustrating at times as I wanted to start
quickly with commercializing my idea. In the end, I managed.
Currently I have two large investors, who also bring in
expertise on IT and sales, and I attracted some additional
funding via crowdfunding.

After attaining my starting capital, I contacted a
manufacturer of lingerie and bras in Eastern Europe to
prepare the bras to be manufactured. Again, it took a lot of
talking and adjusting to find the desired fabrics and malls.
You might not realize but a mere 1 millimeter adjustment

in the foam cups has a huge impact on the perceived fit of
the bra. Then you also need to think about how to layer the
fabrics: using a different way to layer one fabric on top of the
other can cause differences in forces and ultimately have a
big difference on the aesthetic end result.

I am quite excited because now everything is set to launch
and scale up the concept. In August 2016, we launch a
marketing campaign that should build the brand and attract
women to the stores and website. I rely heavily on the use of
social media to gain feedback, and to promote my lingerie.”

THE ONLINE/OFFLINE CHANNEL

“The concept integrates offline (physical) and online (website)
retailing aspects. Customers can customize their bras (select
designs, functionalities, straps, bows and charms) online and
order the bra directly. To facilitate the customization process,
customers can order a Try-on package, which includes 3
plain, black bras with three consecutive cup sizes.
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They can try them on at home, and measure to optimize fit.
When they have found and ordered their colorful, and desired
bra, they receive the plain bra as a bonus. Next, consumers
can visit specialist stores (e.g., Sandra Bra in Utrecht) and

try on the plain bras. The business concept only works with
specialist stores, as the expertise and knowledge about bras
of salespersons is essential. These specialist stores use tablets
with the customization tool installed.”

WHAT IS YOUR TARGET CUSTOMER?

“Naturally I focus on women with a large cup size (from cup
C till G), and a small waist (60-85 cm). The target group is
between the age of 25-35 years, but also many women above
35 are also interested in good-looking bras, and know exactly
what they want. Surprisingly, young adolescents — even
under the age of 18 — are also interested. Currently, not many
men buy customized bras as a gift, but hopefully this will
come when they know exactly the right cup size and desires
from their partners. Men may not yet dare to buy something
that new. Most of the time men don't know the cup size of
their partner and that cup size varies per brand, so even for
women it is hard to find the right size. Also, men may not yet
dare to buy something that new.”

WHAT ABOUT YOUR VALUE PROPOSITION?

“I want to set a new standard for women with larger breast
sizes and a small waist. Our goal is to make bra shopping for
our target group less frustrating. We provide one signature
shape especially designed for our target group and let women
add their own signature style. When you know your Double
Dutch size, you can then easily order that bra again in other
styles and don't have to go through the hassle of finding the
right fit again. Women should have the ability to design their
own style, and not be hindered by a limited set of options. It is
Dutch in several ways: it is founded by a Dutch woman (me!)
and the designs are made by Dutch artists.

Naturally the alliteration of Double Dutch associates closely
with the well-known cup size DD.”

WHAT ARE YOURKEY ACTIVITIES?

“The production process starts with the designs. I have

asked four Dutch artists to develop several designs for the
lingerie and shorts. I make use of an online customization
tool developed by a company from New York. This company
has developed many online customization tools for table,
desk, and bike manufacturers, and their tools are very easy
to use. Once the customer has composed and ordered the
desired bra, the Dutch designs are produced in Latvia. I got
to know this manufacturer via a colleague of mine, Marrie,
who used to work for Marlies Dekkers, but now has joined
my team. Her knowledge and support on how to develop and
produce bras is indispensable. I also have established quite
close connections with physical specialist stores. I have to
say that the lingerie industry is rather old-fashioned, and
not that innovative. The focus is on producing on a mass
scale, keeping prices low, and not on mass customization

or e-commerce. I visit the physical stores regularly to gain
in-depth insights from clients. I want to understand their
needs as good as possible, and it is also provides a rewarding
feeling when clients get excited and shout: “wow, this bra fits
perfectly.”

I mostly connect with clients via social media (Facebook,
Twitter). For me, it is a very cost-effective way to reach a large
group of interested buyers. Next, I use the stores, website,
newsletters, and a blog to inform my clients. The more
personal distribution channels (physical stores and organized
bra parties) allow me to jump in and adjust when necessary.
The feedback I receive is essential to pivot the business
model, and to experiment and learn about which colors and
(new) features are desired.”

EXPANSION IDEAS?

Since the book introduction of Pine on mass customization in
1993, a lot of media attention has been devoted to the delivery
of customized products on a mass scale for affordable prices.
Although the high expectations of the commercial success

of mass customization have not been met after 20 years, still
the prospects look promising. E-commerce in the fashion
industry grows rapidly, consumers become more familiar
with customizing their products online, the online
customization tools and integrated manufacturing of fashion
products improve, the current logistic systems allow for

fast individual delivery at low cost, and finally, there is
government interest to support and promote local production
to secure jobs and reduce CO2 emissions.

“I first aim to be successful in The Netherlands, and then shift
to Europe. Launching the concept in Sweden and Germany
seems logical; the UK as well, but this market is much more
competitive. And ultimately....my dream to come true is to
launch the concept in the US. But first I want to start well

in the Netherlands. I agree with Peter Thiel that it is better

to acquire a niche and have a monopoly in the niche before
expanding. Think big, start small. If you want to secure the
mass market too fast, you may overreach, and deliver a not
fully functioning idea. You should first realize what your
strong points are, and experiment on a smaller scale.”

WHAT IS YOURBEST PRODUCT?
“Actually, the black bra is still popular but then with colored
straps. The mint print is also highly in demand. I also sell

many sexy-lays-briefs (slips met kant). I expected the hips
to also to do very well, but thus far interest has not been

DID YOU ENCOUNTER ANY HICCUPS?

“Naturally. I also thought about quitting when big hi
happened; for instance, after the molds were again i
The relentless belief in my product concept kept m
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LESSONS LEARNED
“I learned that it really is a test of enduranc
with setting up your own venture.. Especi
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