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Executive Summary

 Proof is a sustainable eyewear company looking to expand its outreach into Asia and thus we propose to open a pop-up store 

at one of Asia’s largest music festivals Clockenflap, Hong Kong. Our objectives through the popup store are raise brand awareness, 

promote affordable sustainability and expand sales to Asia. The festival is an ideal location for our pop-up as it includes a youthful, 

adventurous consumer that has the budget for our mid-luxury sunglasses as well as a aligning aesthetic. In terms of the actual pop-up 

we have created a wooden container that is designed to look like our brands popular wooden sunglasses case. The Pop-Up will be 

made entirely out of recycled woods and metals in order to maintain the integrity of the brand as well as remain consistent with our 

values and we will also contain mirrors with the Proof branding, creating an instagram hotspot. Moreover, we will draw our consumer 

in by promoting the fact that the first 100 people who purchase our wooden sunglasses on the first day, and the the first 50 on the sec-

ond day, will be able to get their sunglasses personalised with their initials for free, in house! This promotion as well as the fact that 

proof will be at Clockenflap will draw in many new potential consumers and bring awareness to our brand in Asia.



Part 1: Retail Company and Market Research

About Proof  

 Proof is an eyewear company that offers eco-friendly and all natural sunglasses to its consumers all around the world (Proof, 

2010). They are a small-scale business with a diverse audience. The company was created in 2010 and is owned by three brothers, 

Tanner, Brooks and Taylor Dame and in their hometown Idaho (Proof, 2010). Brooks being the oldest, is the founder of the 

company, and had an original goal to create a consumer based product through the implementation of wood from his grandfather’s 

sawmill (Proof, 2010). Initially, the company was managed in their garage, with a laptop and a few samples of sunglasses but In 2013 

when Proof made an appearance in Shark Tank, they gained a significant about of exposure and popularity (Webb, 2017). They had 

approximately 1.2 million visitors on their website during the week of the show, thus giving them the momentum they needed to 

become the company they are today. Over the past 8 years, the company has grown and expanded, and continues to provide consum-

ers with handcrafted products that are made from sustainable and biodegradable materials such as FSC - certified wood, repurposed 

skateboard decks and cotton- based acetate (Proof, 2010).  

Figure 1: Sunglasses and materials used in making Proof eyewear (Proof, 2017)

Currently, the company has its headquarters in Boise, Idaho, USA and opened its Flagship store in downtown Boise in 2015 (Proof, 

2010). They operate through their store as well as the online platform that sells all products that are available in their stores as well. 

Each pair of the sunglasses is priced between $75- $140 USD (Webb, 2017). Their products are distributed to 600 stores, in 20 

countries around the world (Proof, 2010). The company has predicted sales of $1.6 million USD per year in 2017, remaining debt- 

free (Webb, 2017). According to Business Insider, the estimated annual revenue as of 2018 is at $2.5 milion, showing the constant 

growth of the company (Inc, 2018). 



Values

 Proof as a brand believes in a strong heritage, sustainability and giving back. They stand for the idea of being global citizens 

and doing as much good for the world and its people as they can. They believe that “There needs to be substance to the brand beyond 

just a quality product. “(Chabbra, 2016). Therefore proof creates a product that not only sells but allows the company to help people, 

whilst doing as little harm to the earth as they can(Proof, 2010). Currently they give 12% of profits earned to charitable organisations 

such as Boise Rescue Mission and Ridge to Rivers, supporting eye clinics in India, donating to schools, and providing micro loans 

to those that need it (Webb, 2017). Therefore, it shows how Proof eyewear stands for his beliefs, and aims to create a definite brand 

identity to convey a message to the audience. 

The Retailer

 Proof is a speciality glasses store. Their focus lies on the development of glasses made from sustainable materials that are 

truly biodegradable. They do have a few other product offerings such as apparel and hard goods surrounding outdoor activities but 

they are not the primary focus of the brand. In terms of the style of their products Proof follows trends, but also believes in providing 

consumers with a wide range of classic products. This allows the company to reach a niche audience as well as attract more loyal 

customers. Perhaps, this would encourage word of mouth advertising as well as certainly maximise their sales.

 The regional market for sunglasses that expands throughout Europe, North America, Asia Pacific, Latin America, Middle East 

and Africa (Sunglass Market, n.d) had a market value of 95 billion USD globally in 2016 and is predicted to rise up to $142.18 billion 

by 2020 and to $166.51 billion by 2026. (Statista, n.d). 

Figure 2: Value of the global eyewear market (Statista, n.d)



 This indicates that the market for sunglasses is doing well and will only improve throughout the next few years thus show-

casing the potential increased demand of Proof eyewear as the sunglasses industry becomes more popular. As Proof eyewear heavily 

focuses on the sustainability of the products, it is important to understand the eco-friendly market and if consumers are willing to 

spend on sustainable and eco-friendly products. The eco-friendly market is predicted to be worth 74.65 billion by 2020 (marketsand-

markets,n.d). This figure is the market for sustainable apparel however, it showcases the manufacturing capabilities and sustainability 

becoming a huge trend in the market today. Eco fashion is becoming a $5 billion per year industry whereas in the past ten years, it 

has not even been worth $1 billion per year (Ethea, n.d). Eco- fashion is becoming more and more desirable for the audience, as they 

focus more on the brand and its beliefs rather than just the product.

SWOT analysis

Figure 3: Swot Analysis 

Strengths

 In terms of the strengths, their main resource, wood, is available to them through their family business of owning a sawmill, 

thus the process of sourcing raw materials is more cost efficient compared to if they were sourcing elsewear. As previously men-

tioned, the brand gained great publicity from Shark Tank, leading to celebrities being seen wearing their products thus giving them 

more exposure. As well as this since the beginning, the brand has been consistently growing by appealing to a primarily upper middle 

class audience whilst also having very limited overheads due to its vendor and e-commerce based selling scheme. Also, Proof 

strongly believes in sustainability, which is a trend growing in popularity as consumer begin to care more about where and how their 

products are made thus encouraging consumers to believe in the brand and purchase from them.



Weaknesses

 Proof is a relevantly new company, with limited customers and stores. They do not have a large consumer base as they 

mostly appeal to a niche audience and they have to highly rely on investor capital and retained profit. Moreover, the brand is also not 

as trendy as the majority of the fashion/accessories industry because it aims to create long-lasting products for its customers instead 

however, some consumers prefer to keep purchasing new sunglasses in order to keep up with the styles of the time.

Opportunities

 As the adventure and tourism industry is growing, Proof’s largest opportunity is to further invest in the sustainability factor 

of their products as consumers begin to prioritise quality over quantity. The company could also expand their brick and mortar stores 

internationally to reach a wider range of audience and appeal to more people thus allowing consumers to physically experience the 

product and the brand entire vibe. Moreover, becoming a  public company in order to gain capital could be beneficial for Proof as 

their brand highly relies on capital to keep producing product.

Threats

 Being small- scale, the company is likely to be bought or run out of the monopolised eyewear market. They might also run 

into issues with sustainability because of their use of wood and cotton and how it is produced and sourced due to the fact they do not 

mention this information. Moreover, as the prices for the raw materials are constantly fluctuating, their cost of their products might 

increase, resulting in less margin for the company.

Customer Research

 Proof eyewear is a youthful brand created for the adventure loving consumer. Based on the aesthetics of the brand, the

 company’s founders created Proof Eyewear built on their personal tastes and therefore, the 3 bachelor brothers have successfully 

targeted a consumer base of similar demographics to themselves. Firstly, the age of their primary consumer is 23-35 single or recently 

married men and woman within the upper middle class with an income of approximately $39,000-$118,000 (Jackson, 2018) per year. 

This is because although the brand has a more rugged, down to earth aesthetic as seen through the adventure based images of their 

website and classic styles of sunglasses, each pair costs anywhere between $75- $180. This therefore puts their sunglasses in a 

lower-end luxury category as the prices of their sunglasses are comparable to that of Ray Ban and Crap Eyewear (Harvey Nichols, 

2018). Moreover, as the consumer is upper middle class they are likely to have a higher level of education including a University 

Diploma and above as those that are more educated are not only more likely afford the price of the sunglasses but also , understand 

the sustainability aspect of the brand. The sunglasses don’t suit the aesthetic of a business professional due to their rustic charm and 



thus, the consumer is likely to have a more creative career for example that of a journalist, innovator or entrepreneur (Proof 

Eyewear, 2018).

 In terms of geographics the brand operates in over 600 stores in 20 countries including that of Pac Sun (KYLE, 

2016) as well as they operate one store in their home town of Boise Idaho (Proof Eyewear, 2018). Whilst they do have the 

option of international shipping for an additional charge of $25 on their ecommerce website, their primary source of sales 

seems to be that of the urban United States Consumer. 

 Based on the aesthetics and products sold within the brand, we have split the company’s primary consumer 

psychographics into three categories: the traveler, the adventurer and the skater. All three sections require a product that is 

durable and of a relatively high quality in order to fulfill their lifestyle needs. However, the traveler is one in which enjoys 

backpacking around the world, is spontaneous and very focused on sustainable living practices due to their experience with 

cultures. Thus, they also try to use ethically made products as they care about people as well as the planet. In comparison 

the adventurer enjoys a rush of adrenaline and outdoor activities and thus requires a product that is practical and sturdy 

whilst still sustainable and environmentally conscious. They want their products to be aesthetically pleasing but focus far 

more on the experience the product will help facilitate. Lastly, “the skater” clientele is the most focused on aesthetic and 

requires their products to fit their style and therefore Proof has a specific line dedicated to their needs (Proof Eyewear, 

2018). This consumer is willing to spend more on their products as long as they are durable whilst still fitting their hipster 

cool vibe. They however are not necessarily focused on sustainability yet as it has become a trend they are likely to be 

convinced of its “cool” factor.

 For our Hong Kong Consumer, we believe Proof will be able to target a niche market as although it is an urban city 

there is a significant amount of travelling on foot involved even within the city itself especially when using public trans-

port. Therefore, a durable pair of sunglasses is necessary for everyday use. Moreover, although Hong Kong is located next 

to the beach it is also next to the mountains and therefore there is both hiking and beach areas where sunglasses are needed 

for our more adventurous consumer. Moreover, in terms of an American compared to a Hong Konger, the biggest difference 

is that Hong Kong is very well known for its reliance and dependency on trends and although the brand has some trendy 

products the majority are classic styles. However, we believe that there is enough of a market for classic styles as 

sustainability is becoming incredibly popular amongst the Hong Kong population (Government of Hong Kong, 2018) so 

much so that is has become a trend in itself and therefore even though the style of the product isn’t necessarily trendy the 

concept and idea behind the product is.



Competition

Figure 4: Competition (Owler, n.d) 

Direct

 Proof’s direct and top competitor is Woodies, founded in Walnut, California (Owler, n.d). Similar to Proof, the Woodies 

sunglasses are made from wood and bamboo. They sell sunglasses, watches and a few other products (Woodies, 2012). Moreover, the 

brand uses eco-friendly materials however, overall generates 10% less revenue than Proof eyewear (Owler, n.d).

Indirect

 Proof’s first indirect competitor is Woodie Specs that was founded in San Diego in 2013 (Owler, n.d). The products are made 

from wood however, the company specialises in both watches and sunglasses and generates $4.9 million less than Proof eyewear 

(Owler, n.d). Another indirect competitor of Proof eyewear would be Patagonia. Patagonia is a large scale company with a wide range 

of products, unlike Proof eyewear that focuses on singular but strong product offering. Patagonia has a product range consisting of 

sunglasses which are eco-friendly through the use of recycled fishing net plastic however, sunglasses are a small part of their product 

assortment as they focus mainly on their clothing. 



Product Assortment and Selling Channels 

 As seen below is the product assortment for Proof Eyewear based off a survey of the company’s website. The prod-

uct selection fits that of our target consumer, as although the brand sells primarily sunglasses, they also sell hard goods 

such as pocket knives which are aimed at our adventure and traveler consumer. Furthermore, within the hard goods product 

selection they sell durable wooden wallets and phone cases featuring engravings of motorcycles and geometric patterns as 

well as metal water bottles and rope sunglasses straps (Proof Eyewear, 2018) thus again fitting the on the go lifestyle of 

our consumer. In terms of apparel, the brand sells simple t-shirts and hats that are slightly more rugged and casual in nature 

(Proof Eyewear, 2018) therefore again suiting the needs of the aesthetic of their target consumer. In terms of 

prescription eyewear and sunglasses they have three categories not including that of the skater collection including that of 

their eco-friendly wooden frames (Proof Eyewear, 2018), recycled metal frames under “aluminum” (Proof Eyewear, 2018) 

as well as their eco collection made from cotton based acetate that is completely biodegradable as well as hypoallergenic 

(Proof Eyewear, 2018). The brand also releases limited edition sunglasses collection as well as offers customizable 

wooden sunglass cases. Each section of the eyewear collections is targeted towards their consumer that cares about 

sustainable, quality products that are both functional, simple and classic.

Figure 5: Product Assortment

Selling Channels

 In terms of selling channels as mentioned previously Proof has both an online store which serves both their international as 

well as domestic consumers. They also have recently opened one brick and mortar in the founder’s home town in Boise Idaho 
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and finally they sell their products at over 600 vendors in 20 countries including Pac Sun and Eco Store (Proof Eyewear, 2018). We 

believe these selling channels are more than sufficient as it allows the company to keep its overheads low whilst still maintaining a 

relatively large reach through its multiple vendors and online store. Although their products are easily accessible within the United 

states, there is room to grow internationally. The company could potentially partner with other brands that have similar values and 

aesthetics such as Patagonia (Rob, 2010) as international high end brand vendors to create new innovative products. We believe 

working with these world-wide vendors would open doors for proof that would allow them to become an internationally acclaimed 

brand.

Pop Up Store Concept

 For our pop up store we wanted to showcase the idea that Proof creates goods that are easy, travel friendly, durable and sus-

tainable and specifically focus on the brands sunglasses range. Therefore, we decided to host a maximum of a 3 day pop up located  in 

a wooden shipping container with elements of recycled metal in order to showcase the idea that we are a rugged “throw everything in 

a bag and go” kind of brand and to therefore highlight our adventurous travel orientated consumer, except in this case we are throw-

ing it all in a container. Moreover, the container also mimics the opening of that of the brands wooden sunglasses’ cases which is the 

sliding door and therefore showcases the brands aesthetics. 

Figure 6: Concept and Aesthetics Mood Board

Furthermore, we want to showcase the brands ethical and sustainable values and therefore we chose to have large statistics painted on 

the ground of the pop- up including that of 100% biodegradable materials and the number of people helped through their charitable 



eye oriented programs. Moreover, we decided we want windows in our pop up store as to make the container feel more open as well 

as allow viewers to see the products without actually being inside the pop up. This will also be beneficial as the container will only 

be open during the hours of the festival and will easily lock and be closed during off hours in order to keep merchandise safe and 

protected. In terms of storage ,we decided we want to have our storage for our products combined with the cash register in order to 

not only save space but also prevent stock from being stolen. The cash register will consist of a long table that will have shallow long 

shelves that store sunglasses not currently being displayed and thus maximizes space whilst minimizing costs. However, in order to 

add a pop of colour to the store as well as symbolize our sustainability we will make the cash register table a dark green. FInally, as to 

show our brand is new and innovative we will be using ipads for the consumer to check out, with a feature to scan your octopus card 

to make it easier for HK consumers that often use there Octopus card instead of cash or a credit card. 

Part 2: Location Analysis

 In terms of location we chose to focus on three specific areas in Hong Kong including the Kai Tak Cruise Terminal, the pier at 

Stanley Beach, and the ClockenFlap music festival at Central Harbour front.

 Kai Tak Cruise Terminal is an event space that is also currently an active port in Hong Kong set against the backdrop of Victo-

ria Harbour (Worldwide Cruise Terminals, 2015). 

Figure 7: Kai Tak Cruise Terminal (Kaitakcruiseterminal, 2018)

The building itself used to be a terminal for Kai Tak airport but was converted into an event space and now regularly hosts approxi-

mately 20 events per month (Worldwide Cruise Terminals, 2015). The event space is incredibly popular amongst large brands for 

various product launches, some its most recognizable clients being that of Calvin Klein, Omega and Mercedes Benz (Worldwide 

Cruise Terminals, 2015). However, Proof is relatively small in comparison to these brands and doesn’t necessarily have an extensive 



budget therefore, we chose to take a cue from the brand Vetements (DHL, 2017) and would preferably host the event in the port itself 

rather than the event space. Not only would this be significantly less expensive but also provide greater foot traffic as the total passen-

gers who passed through the port was 228,809 in 2015 alone (Worldwide Cruise Terminals, 2015). Furthermore, this setting would 

suit our brands aesthetic significantly better than an indoor landscape as they are primarily an outdoor brand and the concept of being 

at a port again suggests the idea that we are a rugged brand that is meant for the adventurous and spontaneous consumer. Although 

this location would have been a good fit aesthetically, it doesn’t get enough foot traffic from our targeted consumer base as most 

cruise go-ers are families and a generally more mature consumer base. The location also has a lot of permit restrictions that may have 

caused issues in terms of our pop up being applicable as well as significantly.

 Secondly, we looked into the Pier at Stanley beach as the beach is a suitable location for a sunglasses brand as most people on 

the beach require sunglasses due to the fact people are often in the direct sunlight. Moreover, the pier is in the heart of one of Hong 

Kong’s most visited markets and therefore receives a significant amount of foot traffic in comparison to the actual beach itself whilst 

still looking over the ocean (Next Stop Hong Kong, 2018). Moreover, the pier has also become a tourist attraction (HK Stanley 

Market, 2018) in itself as the pier directly looks over the water and thus has become a popular instagrammable location. Furthermore, 

the pier is also located closely to Repulse Bay (Next Stop Hong Kong, 2018), another popular tourist location thus again increasing 

foot traffic. The area would allow us to place the container directly in the midst of shoppers, beach goers and foodies (HK Stanley 

Market, 2018) whilst being highly noticeable as there are not many containers on the beach, but as our container is wooden it will add 

to the aesthetic of the beach front rather than be disruptive. Placing the container within the pier allows for potential consumers to 

walk around the container and still look at the waterfront but shop at the same time due to the large glass windows. However, in order 

to have the brands pop up shop here there is a lot of pre-planning involved with getting permits and meeting government 

specifications as it is a public space. This therefore may be an issue in terms of actually building and transporting our pop up space.



 Finally, we chose to go with having our pop up at the Cockenflap music festival in Central Harbourfront. The concert itself is 

one of Asia’s top music festivals and always has a popular line-up performing at its two stage venue (SCMP, 2016). The festival goes 

on for three days every November and hosts up to 60,000 people therefore creating a significant amount of foot traffic for our pop-up 

(SCMP, 2016). The festival consistently attracts a youthful and outgoing audience due to its range of popular music genres and brings 

together a multitude of cultures (Clockenflap, 2018) due to the fact it attracts both a local and international consumer. Currently, the 

festival has very few existing retail stalls and mostly focuses on food and drink (Clockenflap, 2018) yet this year they are partnering 

up with Kiehl’s(clockenflap, 2018)  thus retail stores are permitted on the premises.  Therefore, Proof will be able to take advantage 

of the lack of competition in the space and at 1720 for a weekend pass (clockenflap, 2018) the festival attracts a middle class consum-

er that would easily be able to afford a pair of Proof sunglasses. Furthermore, as the event is held both day and night on Saturday and 

Sunday therefore there will be a demand for sunglasses as throughout the day there is very likely to be high intensity sunlight with 

very little shaded areas available. Lastly, the festival itself is known to try and run as sustainably as possible and therefore fits with 

Proof’s values and brand objectives as well as is a relatively inexpensive location due to its minimal international popularity whilst 

still providing Proof with a large amount of foot traffic.

Figure 9: Clockenflap Hong Kong (Clockenflap, 2018)



Figure 10: Placement of the Popup store in Clockenflap 

Part 3: Product Assortment

 Below is the assortment plan for the pop up store in both units and products. We decided that our pop-up would only sell 

sunglasses as that is what proof started with as well as is most well known for. We then predicted that the pop up store would stock 

approximately 1000 sunglasses per day based on estimations of past sales and profits in 2017 for Proof eyewear. We also utilized the 

Proof website to decipher how much of each product within each sunglasses category and in which shape would best be received by 

our potential consumer base by looking at the product assortment on the Proof website.

Figure 11: Assortment Plan for the Wood and Skate Collection

Collection Wood Collection % Units Eco Collection % Units Skate Collection % Units Aluminum Collection % Units Total 
45% 450 25% 250 5% 50 25% 250 1000

Width Narrow 0% 0 Narrow 50% 125 Narrow 0% 0 Narrow 0% 0 125
Frame Shape Round 0% 0 Round 100% 125 Round 0% 0 Round 0% 0

Rectangle 0% 0 Rectangle 0% 0 Rectangle 0% 0 Rectangle 0% 0
Square 0% 0 Square 0% 0 Square 0% 0 Square 0% 0

Medium 70% 315 Medium 50% 125 Medium 100% 50 Medium 100% 250 740
Round 35% 110 Round 100% 125 Round 50% 25 Round 50% 125
Rectangle 30% 95 Rectangle 0% 0 Rectangle 0% 0 Rectangle 0% 0
Square 35% 110 Square 0% 0 Square 50% 25 Square 50% 125

Wide 30% 135 Wide 0% 0 Wide 0% 0 Wide 0% 0 135
Round 100% 135 Round 0% 0 Round 0% 0 Round 0% 0
Rectangle 0% 0 Rectangle 0% 0 Rectangle 0% 0 Rectangle 0% 0
Square 0% 0 Square 0% 0 Square 0% 0 Square 0% 0

1000



Figure 12: Assortment Plan for the Skate and Aluminum Collection and Total Units for all collections

*Renderings for popup store 

Figure 13: Floor Plan of the popup store 

Collection Wood Collection % Units Eco Collection % Units Skate Collection % Units Aluminum Collection % Units Total 
45% 450 25% 250 5% 50 25% 250 1000

Width Narrow 0% 0 Narrow 50% 125 Narrow 0% 0 Narrow 0% 0 125
Frame Shape Round 0% 0 Round 100% 125 Round 0% 0 Round 0% 0

Rectangle 0% 0 Rectangle 0% 0 Rectangle 0% 0 Rectangle 0% 0
Square 0% 0 Square 0% 0 Square 0% 0 Square 0% 0

Medium 70% 315 Medium 50% 125 Medium 100% 50 Medium 100% 250 740
Round 35% 110 Round 100% 125 Round 50% 25 Round 50% 125
Rectangle 30% 95 Rectangle 0% 0 Rectangle 0% 0 Rectangle 0% 0
Square 35% 110 Square 0% 0 Square 50% 25 Square 50% 125

Wide 30% 135 Wide 0% 0 Wide 0% 0 Wide 0% 0 135
Round 100% 135 Round 0% 0 Round 0% 0 Round 0% 0
Rectangle 0% 0 Rectangle 0% 0 Rectangle 0% 0 Rectangle 0% 0
Square 0% 0 Square 0% 0 Square 0% 0 Square 0% 0

1000

Collection Wood Collection % Units Eco Collection % Units Skate Collection % Units Aluminum Collection % Units Total 
45% 450 25% 250 5% 50 25% 250 1000

Width Narrow 0% 0 Narrow 50% 125 Narrow 0% 0 Narrow 0% 0 125
Frame Shape Round 0% 0 Round 100% 125 Round 0% 0 Round 0% 0

Rectangle 0% 0 Rectangle 0% 0 Rectangle 0% 0 Rectangle 0% 0
Square 0% 0 Square 0% 0 Square 0% 0 Square 0% 0

Medium 70% 315 Medium 50% 125 Medium 100% 50 Medium 100% 250 740
Round 35% 110 Round 100% 125 Round 50% 25 Round 50% 125
Rectangle 30% 95 Rectangle 0% 0 Rectangle 0% 0 Rectangle 0% 0
Square 35% 110 Square 0% 0 Square 50% 25 Square 50% 125

Wide 30% 135 Wide 0% 0 Wide 0% 0 Wide 0% 0 135
Round 100% 135 Round 0% 0 Round 0% 0 Round 0% 0
Rectangle 0% 0 Rectangle 0% 0 Rectangle 0% 0 Rectangle 0% 0
Square 0% 0 Square 0% 0 Square 0% 0 Square 0% 0
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Tinted Mirror with Proof Logo

Display 
sunglasses glass 
case with low 
shallow drawers 
for stock storage.

Display BoxesCheck out counter with ipads 
that have the option to pay 
with an octopus card

Custom Branding Section

Storage

Entrance

Floor Plan
(i.pinimg.com, 2018)

 (Pinterest, 2018)

(Pinterest, 2018)

(Infinity Cutting Tools, 2018)



Proof Pop Up Door

 (PD4PICCLIPART, 2018)
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Figure 14: Front door of the popup store 

Figure 15: The ‘attraction’ and display in the store



Part 4: Promotion

Social Media Promotion

 As our pop up store is based within the Clockenflap music festival, we decided to utilize their marketing in order to promote 

our brand. This includes utilizing their Instagram, Facebook and physical MTR billboards by showing our link with the Clockenflap 

Festival. This not only cuts down costs as our brand is relatively small and does not have a huge budget, but also allows us to take 

advantage of an already established Clockenflap consumer. This concept however is not new, as Kiehls has gone for a similar 

approach for this year’s festival as they have created a joint advertising campaign with images that represent both Kiehl’s and the 

Clockenflap brand (clockenflap, 2018). Through this form of promotion consumers will already know what the Proof brand is and are 

all about, as it is not well known in Asia, and therefore are more likely to seek out the pop-up and purchase goods rather than just 

having the potential of consumers stumbling upon it.

 Furthermore, we will also promote the pop up on our own website and social media pages utilizing the same 

ClockenflapXProof branding in order to keep our advertising consistent as well as showcase our youthful, fun, adventurous nature to 

our consumers as we are partnering with one of the largest music festivals in Asia. This also may help Clockenflap as it will introduce 

our primarily American consumer to the festival as well which is currently not as well known in the West, thus bringing in potential 

new consumers.

Figure 16: Instagram Promotion



Figure 17: Facebook Promotion

 For both the Clockenflap and Proof’s social media posts as well as the Clockenflap billboards, we will release the information 

out to our consumers at least 3 months before as to adhere to the Festival marketing strategy in order for the festival to be able to sell 

tickets in advance as well as create a hype over Proof coming to Hong Kong as new consumers will be able to research the brand 

before-hand and therefore get excited. 

 Also, we will also produce a second advertisement that will be showcased on our social media, the ClockenFlap social media 

pages and the Clockenflap MTR billboards that show that the first 100 consumers to purchase wooden sunglasses in store will be able 

to get their initials branded on the side of the proof eyewear for free. This number will then decrease to the first 50 consumers on the 

second day in order to make the promotion more exclusive. By completing this promotion, we not only will draw consumers to the 

store but also provide a personalized element to the consumer that they can see and experience first-hand thus making them feel like 

they are part of the Proof Family. There will also be posters of the Proof Promotion scattered across ClockenFlap in order to draw 

more consumers in on the day of the event.



Figure 18: Posters as lamposts at the Clockenflap event

Promotion During the Event

 Moreover, the outside of the proof Pop-Up store is a promotional attraction in itself as it will have the proof logo stamped onto 

the wooden container as to look like the Proof wooden sunglasses case. This will be seen when the pop-up is closed as it has how we 

will secure the store and its products as it is on the door therefore promoting the brand even as the pop up is closed for the evening. 

It is perfect as a Instagram attraction for festival go-ers that will then post on their social media and thus our brands recognition will 

increase as a result. This however is a promotion more for the brand itself as an after effect of having the pop up rather than the actual 

pop-up store as our pop-up is very short lived and not available for the general public. This is further enhanced by the mirrors within 

the Pop Up being tinted and having the Proof Logo plastered on them. This allows for people to try on sunglasses and take selfies that 

they can then post on instagram thus promoting our brand further.



Figure 19: Tinted Mirror Mirror at the Proof store with logo as photo opportunity 

Figure 20: Opening/ Closing of the Front of the Store 

 Furthermore, the floor of our pop up will act as a promotional technique as well as showcase our brands values as their will 

be a imprint of the good Proof has done shown through statistics and images thanks to its consumers buying our products. This will 

not only act as a factor to convince consumers to buy Proof eyewear as they will be be able to look good whilst doing good but also 

present a good instagram opportunity to promote our brands beliefs further.



Figure 21: Message on the floor of the store 

 As we are holding our pop up at the Clockenflap event we are using this promotion to draw consumers within Clockenflap 

to our stall as it gives consumers not only an incentive to shop but also to recognise and remember the brand. Once they reach the 

pop up they will be able to take many instagram pictures and engage with our brand and potentially become hooked by our message, 

aesthetic and values. This pop up store in particular is designed to bring in brand awareness rather than simply drive sales in order to 

grow our brand name across Asia.

Press Release

 Finally, we will also release a press release a few days before the event to all major Hong Kong Newspapers and Publications 

such as SCMP, Time Out and Young Post  in order to get as much publicity about our pop-up and promotion to the public. The press 

release will act as a reminder  for those who bought their tickets months before and may have forgotten about the Proof Pop Up in 

order to excite them once again. This will also act as a brand awareness technique to those that are not going to Clockenflap but may 

simply be interested in the brand.

Part 5: Price

Our pricing is based on Proof sunglasses regular pricing as we plan to keep the products the same price as they are sold for on their 

website. This brings our price range between $75-$130 (Proof, 2018) or 590- 1020 HKD. We chose to keep our products at the same 

price in order to promote consistency within the brand as well as showcase that we are a trustworthy brand that will keep our prices 

the same especially within a festival which are otherwise known for increasing prices drastically. We believe our HK consumer will 

not have an issue with the prices of our products as for a mid-luxury pair of good quality sunglasses we provide reasonable prices. 

Moreover, they are likely to be able to want and be able to afford our products as the tickets for Clockenflap are 17020 HKD 



FIgure 22: Price points

Budget

(Stickeryou, 2018) (ipadrental, 2018) (Amazon, 2018) (Bernzomatic, 2018)

(clockenflap, 2018) for all three days, therefore thus means our consumers are likely to have the disposable income to spend on their 

products as they have the disposable income to spend on this event.

Budget: USD HKD
Build Out of Container $6,500 $50,895
Glass Sunglasses Case $2,000 $15,660
Green Check Out Counter $1,500 $11,745
Mirror & Wood Display $1,000 $7,830
Glass Work Station $1,200 $9,396
Floor Sticker $600 $4,698
Proof Sticker $600 $4,698
IPad Rental $215 $1,683
Branding Equipment $330 $2,584
Rent Space $10,000 $78,300
Cost of Labour Put Up & Down $1,000 $7,830
Specialist in Branding $8,000 $62,640
Cost of Labour Sales Assistants $700 $5,481
Mirror & Proof Sticker $60 $470

$33,705 $263,910

 Our budget is based off quotes from interior designers and contractors at RenDesign Build as well as the websites cited below. They 

are all approximations and not exact figures therefore the budget could fluctuate. However, we believe that this budget is attainable for our 

brand as they had a predicted sales of 1.6 million in 2017 (Webb, 2017).
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