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That’s w
hat led m

e to w
ork in fashion in the first 

p
la

c
e
. 
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O
liver Tezcan, C

EO
 &

 Founderr
r
r

The Idle M
an 

curates a 25 year-old fashion-conscious m
an’s w

ardrobe:

•    O
nline store w

ith 50,000 active custom
ers

•    Fast grow
ing ow

n-label

•    B
log w

ith 1m
+

 m
onthly unique visits

•    G
uide Store in London to create 360 brand experience
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               •  Fastest grow
ing ecom

m
erce sector

               •  Low
 returns rate

               •  H
igh repeat business

               •  N
ot saturated like w

om
ensw

ear

D
iffe

r
e
n
t
ia

t
e
d

P
r
o

d
u
c
t

P
o

s
it
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               •  Exclusive product
               •  H

igh m
argin

               •  B
rand loyalty

               •  D
ifficult barriers to entry

S
t
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 C
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m
e
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R
e
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t
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                 •  4th m
ost visited m

ensw
ear blog in U

K
               •  1m

+
 uniques a m

onth
               •  O

nly 22%
 of revenue com

ing from
 paid m

arketing
               •   C

4 M
edia for equity deal – TV cam

paign seen by 53%
 of all 16-34y.o. m

en in U
K

E
x
p

e
r
ie

n
c
e
d

 T
e
a
m

               •  D
epth of experience in scaling retail, m

arketing and tech

Significant
F
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a
n
c
ia

l

O
p

p
o

r
t
u
n
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                 •  FY19/20 net revenue £18m
, and EB

ITD
A

 of £4m
               •  G

lobal opportunity – International already 37%
 of sales
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Source: Eurom
onitor, IB

ISW
orld, Verdict Retail

•  

•   
 • • ••••

B
y 2019, 26%

 of m
ensw

ear sales in the U
K

 w
ill be m

ade online.

66%
 of m

ale online shoppers use the channel to buy clothing and 
footw

ear, w
ith 15-34 year-olds using it the m

ost

G
lobally m

ensw
ear is a huge m

arket - £300bn+

M
ensw

ear now
 accounts for 40%

 of global fashion sales

M
ensw

ear is grow
ing faster than w

om
ensw

ear – 
4.5%

 annually vs only 3.7%
 in w

om
ensw

ear

M
en return far few

er online purchases than w
om

en – 
15%

 vs 40%
 industry average

 M
en’s clothing is the fastest grow

ing ecom
m

erce category.

 M
en are “stickier” than w

om
en: 19%

 of The Idle M
an orders 

already com
e from

 repeat custom
ers, and each cohort delivers 

additional 50%
 revenue w

ithin 2.5yrs.
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e
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M
ensw

ear Sales £bn

G
row

th in online sales from
 2010 to 2015

M
en’s clothing

G
roceries

Shoes
H

ealth products, vitam
ins, supplem

ents
C

om
puters and tables

C
osm

etics
B

eer, w
ine &

 liquor
A

rt
Jew

elry
A

uto parts
Pet supplies
Flow

ers
G

ift shop item
s and cards

Eye glasses and contact lenses
C

am
eras and cam

corders

A
vg. A

nnual sales grow
th 

17.4  %
16.7  %
13.6  %
13.4  %
11.4  %
10.9  %
10.8  %
10.6  %
8.9    %
8.1    %
7.1    %
3       %
1.8    %
1.3    %
0.9    %

G
reat M

arket Fun
d

am
en

tals                                                                  
G

lob
al M

arket O
p

p
ortun

ity:   M
en

sw
ear

   

2013

2014

2019

260         280         300         320         340

M
ensw

ear Sales £bn



C
ore Product Positioning

A
ccessible                                                                                          Luxury

•   Ecom
m

erce retailers
     dedicated to m

en are few

•   In accessible m
ensw

ear sector
    there is only The Idle M

an and
    Jacam

o (a plus-size specialist)

•   O
therw

ise m
en have to buy

     accessible fashion from
     w

om
en’s brands (A

sos,
     Topshop/m

an, River Island,
     Zara etc).

•   W
om

en’s focused brands are
     designed for w

om
en, w

ho like
     to brow

se extensively, buy
     m

ultiple item
s, then return

     half of them
.

•   M
en prefer to be guided to

     their final purchase – through
     clear U

X
, styling tips, and a

     curated edit.

G
reat M

arket Fun
d

am
en

tals
T
h
e
 Id

le
 M

a
n
 h

a
s
 fe

w
 d

e
d
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a
t
e
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 c
o

m
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e
t
it

o
r
s
 :



•     C
urated edit of essential item

s to create a 
       25 year-old m

an’s capsule w
ardrobe.

•     Enhanced m
argin – 50%

 exit m
argin

•     Exclusive to theidlem
an.com

•     K
een pricing pitched in-line w

ith H
igh- St 

       com
petitors like Zara &

 Topm
an.

       
P

illa
r
s
 fo

r
 G

r
o

w
t
h
:

•     D
edicated buyer now

 in place

•     A
ppoint designer

•     N
ew

 categories – tailoring, footw
ear,

       underw
ear, accessories.

•     N
ew

 TV cam
paign for 2017

2015
2016

2017
2018

D
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 P

rod
uct P
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w
n
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l

A
pril

O
w

n Label launches x
100 styles

O
ctober

B
ecom

es 
biggest

brand on
theidlem

an.com

A
ugust

D
edicated 

ow
n label

buyer appointed

O
ctober

Focus of 
C

4 TV
cam

paign
#stylem

adeeasy

D
ecem

ber
Range expended to

300+
 styles.

C
ontributes 
20%

 m
ix

of revenue.

Spring/
Sum

m
er

38%
 m

ix of
revenue, 50%
exit m

argin

A
utum

n/
W

inter
43%

 m
ix of

revenue, 51%
exit m

argin

Full Year
50%

 m
ix of

revenue, 53%
exit m

argin



•    Selection of 100 
     “best in class” brands

•    Very high barriers to entry – 
      the m

ajority of our brands are 
      closed to new

 ecom
m

erce retailers

•    B
rand pow

er still essential 
      in m

en’s shopping – 
      provides reassurance
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Stron
g C
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elation
sh

ip
s

Grow
th is driven by efficient m

arketing..

•    44%
 of revenue from

 direct +
     organic traffic.

•    34%
 of revenue from

 affiliates.

•    22%
 of revenue from

 paid search.

•   19%
 of orders com

e from
 repeat custom

ers.

•   H
igh custom

er satisfaction:
     Trustpilot score of 7.6

•   C
hannel 4 m

edia for equity deal –
    TV cam

paign seen by 53%
 of all

    16-34yo m
en in U

K
 (4.3m

). Still
    have option to draw

 dow
n

    further £1.25m
 spend.
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Content strategy driving free traffic :

•    Total site traffic is grow
ing fast

•   “The M
anual” blog driving 1m

+
 unique visits per m

onth

•    O
rganic search traffic to shop up 138%

 YonY

•    D
om

ain authority building –
      links into the site +

128%
 YonY
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C
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C
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•   O
ldest cohort (2014-09 - first 6 m

onths of trading) 
     has C

LTR of £44

•   C
urrent cohort (2016-03) 

     already achieving C
LTR of £66

•   W
e expect future cohorts to achieve £100+

•   B
asket size increasing

•   C
ustom

er A
cquisition cost falling

•   Long custom
er life-tim

e – anticipated to be 5yrs+
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Theidlem
an.com

 w
ill reach profitability on unit basis in 2017 :
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E
xp

erien
ced

 Team
Head O

ffice Team

O
liver Tezcan

C
EO

Financial
C

ontroler

A
ccounts

A
ssistant

M
erchandiser

C
opyw

riter

B
uyer -

B
rands

B
uying

A
ssistant

B
uyer -

O
w

n Label

B
uying

A
ssistant

Radial
(W

arehouse)

M
ichael Zw

olenik
C

TO

O
ff-shore IT

team
Ecom

m
erce

M
anager

SEO
Executive

A
lex O

utlaw
C

M
O

M
arketing

A
ssistant

M
arketing

A
ssistant

Editor

Photographer
Stylist

G
raphic 

D
esigner

 D
esign

Intern

SEO
A

ssistant

 C
ontent

W
riter

 C
ontent

W
riter

 C
ontent

W
riter

 C
ontent

W
riter

 C
ontent

W
riter

Sub Editor

      Head O
ffice Staff total:

      
      Perm

anent Full Tim
e

      C
ontractors

      Student placem
ents

      Tem
porary intern contracts paying 

       national m
inim

um
 w

age. 

       A
verage salary is £

2
0

,5
0
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2
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1
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2     
3

     

1
3   

      

----- 

      



2
0
1
4

2
0
1
5

2
0
1
6

J
u
n
e

The M
anual blog

launches

D
e
c
e
m

b
e
r

G
ross m

onthly
sales pass £100k

A
u
g

u
s
t

O
w

n-label range
launches

D
e
c
e
m

b
e
r

G
ross m

onthly
sales pass £200k

O
c
t
o

b
e
r

The Idle M
an

G
uide Store

opens in London

N
o

v
-D

e
c

First £100k+
w

eek, m
onthly

sales pass £400k

A
p

r
il

Theidlem
an.com

soft-launches

S
e
p

t
e
m

b
e
r

Theidlem
an.com

hard-launches

S
e
p

t
e
m

b
e
r

TV sponsorship of
4M

usic

F
e
b

r
u
a
r
y

O
nline stylist

service launches

N
o

v
e
m

b
e
r

TV ad cam
paign

#stylem
adeasy

seen by 4.3m
16-34yo m

en
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C
o
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e
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Fiscal year-end is A
ug, so Q

1 represents Sept-N
ov, Q

2 D
ec-Feb etc. 

This is retail best practice so N
ov/D

ec peak falls in Q
1/2.
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L
a
r
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e
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 U
K

 s
it

e

N
o

w
 (F

Y
1

6
/
1

7
 Y

T
D

):

•   39%
 of Sales com

e from
 outside U

K

•   International transactions through
     U

K
 site in local language and £ as

     base currency

•   International fulfillm
ent from

 U
K

•   International returns at custom
er’s

     cost

P
illa

r
s
 fo

r
 G

r
o

w
t
h
:

•   Launch international ecom
m

erce
     stores: U

S, D
E, FR, A

U
 – local

     language and currency

•   Replicate content m
arketing strategy

     for global m
arkets – local blogs

•   U
se existing logistics partner to

     provide local hubs – free returns

R
o

fW

3
0
%

E
U

9
%

U
K

6
1
%



Expand core business in U
K

B
uild brand penetration: G

row
 G

uide 
Stores as cost-neutral m

arketing opportunity, 
brandbuilding TV cam

paigns, 
get blog to no.1 in U

K

Expand international m
arkets:

U
S, A

U
, D

E, FR

G
reater share of w

allet: 
loyalty schem

e, annual delivery charge, 
personalisation

T
e
c
h
n
o

lo
g

y

•    In-house team

•    M
ulti-shop

•    M
ulti-country

•    Scalable

B
u
s
in

e
s
s
 In

t
e
llig

e
n
c
e

•    D
ata W

arehouse

•    C
RM

•   Segm
entation

P
r
o

c
e
s
s
e
s

•    ERP

•    3PL Integration

•    End-to-end
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w
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r
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1
0

0
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 Y
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n
Y
, £

2
0

m
+
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0
2

0

C
urrent funding round gets com

pany to break-even: 
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M
argin im

provem
ent drives profit
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C
ap
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le

*N
ot including option pool (capped at 10%

 of total equity)

S
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