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�  80%  unsatisfied with online 
clothing searches�

� <50% consumers of luxury 
goods are satisfied with thei�

� Lack of personalization in 
online shopping   

Difficul�
� track trend�
� find designers to collaborate 

wit�
� promote your brand

Difficul�
� Identify promising project�
� Predict the success of a brand or 

collectio�
� earn passive income



different categories of customers face difficulties in the 
process of interaction with online boutiques

Fashion Buyers

2 mil 
Creative professional


1,3 mil

Investors in the 
fashion industry

16 thousand 

Source: True-Luxury Global  Consumer Insights (2023) BCG&ALTAGAMMA, McKinsey x BoF State of Fashion 2025, №2 (78)  ”Тенденции развития мирового 
рынка труда в сфере креативных индустрий”, Global Fashion & Luxury Private Equity and Investors Survey 2023, 30 Best Active Investors in Europe in 2024
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https://eee-region.ru/number-jour/2024-78/


IL NOSTRO offers more than just purchases

Three-catalog 
model

Fashion service

Technology of 
the future

Ecosystem
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Clothing rental 
Client segments:
Young and wealthy people who value freedom, ecology, 
economy and want to always stay in the center of fashion 
trends

Problem:
Growing need for an environment that is conducive to a 
more economical, sustainable, stylish and orderly lifestyle

current solutions

Individual approach

Focus on sustainable fashion

Focus on sustainable fashion 

Flexibility and convenience

Assortment


1,83  BLN €

2,72 mil €

European clothing 
rental market 

2024 yrs 2027 yrs

CAGR 2019-2027 - 10,9%

Top Competitor 
Revenue

Rent the Runway - 
Vince -
Nuuly -

284 mil € 2023 yrs

 127 mil € 2023 yrs 
 47 mil € 2024 yrs 

Market 
growth 
drivers


Increasing attention to 
cyclical economy?

Market growth of the 
holiday industry 5-10% 
every year: increased 

interest in themed parties. 

Increased influence of 
social media

Consumption 
rationalization
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Development of the 
sharing economy:



Over 25% of consumers in 
Europe prefer to rent 

clothes



Clothing rental 
Early adopters

Event: holiday, photo shoot

Lifestyle: minimalist, experimentalists

Professional segment: cosplayers,bloggers

Revenue flows

One-time transaction

Subscriptions 


(monthly, several months from 3, yearly. 

Included unlimited/limited quantity of clothing. 
Clothes from certain segment and etc.)

Advertising and partnerships

Offline stores 

online stores

classified

competitive 
advantage

Flexible 
subscriptions

The Community, 
private discussions

Stylist consultation
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AI algorithms 

competitors



ТАМ -72% Percentage of 
population
aged 16-74 who bought 
goods online in Europe for a year

SАМ -  70% of the population who 
bought clothes online in Europe in 
a year

SOМ - Our ambition take 
0.05% of the marketа

 €11,5 billion
SOМ

 €230 billion 
SАМ

 €601 billion 
ТАМ

We plan to make 11.5 billion by the year...

Europe
Source: Statista, European E-Commerce Report 2024 | Market Overview | EU-27
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Source: Global Fashion & Luxury Private Equity and Investors Survey 2023, True-Luxury Global Consumer Insights (2023) 
BCG&ALTAGAMMA, McKinsey x BoF State of Fashion 2025, Casaleggio Associati, Ecommerce in Italy 2023 report;  The 
Richmond E-commerce Forum

by integrating trend solutions

Growth of online

 trading

CAGR 9,94% 

Italy (2024-2029)

1

New digital tools 
Increase in investments in digital 

technologies by 63%

2

Customer differentiation

75% customers are willing 
to spend more with quality 

service 

Active development of 
artificial intelligence 

an increase of 
Chat GPT users in two 

months. 

100 mln 

43
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competitors do not respond to emerging market 
trends

Marketizes 50,2% RENTAL OF THINGS 

MARKET GROWTH 6,2% 

offline stores
 48,4% Online boutiques  53,8% 

Source: RetailX; https://insights.made-in-china.com/ru/2024-Global-Fashion-Market-Data-Report_PtTaLfbAmQDw.html; https://www.futuremarketinsights.com/reports/europe-second-hand-apparel-market; 
Growth rate of rental apparel market revenue in Europe from 2020 to 2026

direct competitors

Vintage shops 21,3% 

Current situation Our product Budget and KPIs Plan Annex

indirect 
competitors



With our advanced functionality/our business model, we 
close the problems of our target audience

� Compilations of ready-made meaning sets 

� A feed of current news and events

      from the editorial staff

� Pre-order system  in the news feed

User

Current situation Our product Budget and KPIs Plan Annex



� Personalized page

� Designer database

Designer
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product development of the boutique's online 
environment takes 1 year

1Q 2025 2Q 2025 3Q 2025 4Q 2025Functionality

AI

Analysis

Other 

Analytical dashboards

Loyalty reports

Development of the system of pre-orders and dropships

Creating a section with rental functionality

Full functionality for subscriptions and rentals

Gamification and social functions

AI integration

AI and analytics development: virutal fitting rooms, 
product demand forecasting

Advanced personalization: multiscreen experience

Generative design (new generation models)

Experimental visualization area

Starting beta testing of intelligent AI
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51.1%

Sale of fashion

 18.8%

Revenue 2028


15 241 337 
mil €

 30.1%

Sale of 
Innovation

Sale of Niche

we become profitable for 14 months after start due 
to the differentiation of the revenue flow

Luxury clothing CAGR  

6,56% VS 68,8% OF START

our CAGR  134,7%

Current situation Our product Budget and KPIs Plan Annex



The economy becomes positive for the third year after project launch, 
with a margin of 10,3%
ГОД 2025 2026 2027

 Revenue, mil  € 3,189 7,275 15,241

Clothes Fashion 0,451 0,806 1,456

Bags Fashion 0,603 1,211 2,436

Shoes Fashion 0,382 0,768 1,541

Accessories Fashion 0,217 0,491 1,109

Jewelry Fashion 0,244 0,552 1,248

Clothes Niche 0 0,330 0,597

Bags Niche 0 0,465 0,927

Shoes Niche 0 0,351 0,699

Accessories Niche 0 0,219 0,493

Perfumery Niche 0 0,077 0,139

Clothes Innovation 0,222 0,462 0,950

Bags Innovation 0,311 0,729 1,686

Shoes Innovation 0,210 0,493 1,138

Accessories Innovation 0,122 0,316 0,817

Operating expenses, 
mil. €

2,816 5,503 2,432

Personnel expenses 

(staff and outsourcing)

1,246 0,530 0,874

Marketing 0,288 1,754 1,424

Other operating expenses 0,370 0,654 1,257

Average margin 10,3% 24,4% 39,9%

EBITDA, mil. € 0,529 4,274 16,014

SR = 2,15 %LTV = 7 513 € 



between €300,000 and €1 000,000, the investor’s share is 
proportional to the amount invested

Budget: 300 000 €

Share: 5%

Start of 
Payment Repurchase of the investor's shares.

Return on 
investment


EBITDA: 
€4 274 390,40

Buyback of shares per

EBITDA: €213 719,52

11.26 - 

5 999€ 

€329 632,96

12.26 - 

7 034€ 

1.06.251.01.2025 €556 385,48
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before the return of investment,

we pay 50% share

1.10.26 01.271.06.251.01.2025 €556 385,481.10.26 01.27

Budget: 300 000 €

Share: 5%

Start of 
Payment Repurchase of the investor's shares.

EBITDA: 
€4 274 390,40

1.06.251.01.2025 €556 385,48

before the return of investment,

we pay 50% share

01.27

Return on 
investment


Buyback of shares per

EBITDA: €320 579,28€540 926,03

1.06.251.01.2025 €861 505,311.27 01.27

Budget: 300 000 €

Share: 5%

Start of 
Payment Return on 

investment

12.26 - 

7 034€ 

1.06.251.01.2025 €556 385,48

before the return of investment,

we pay 50% share

1.10.26

Budget: 1 000 000 €

Share: 12,5%

Start of 
Payment Repurchase of the investor's shares.

EBITDA: 
€7 990 923,30

Buyback of shares per

EBITDA:  €998 865,41€995 482,74

06.27 - 

151 906€ 

1.06.251.01.2025 €2 146 254,15
€1 146 254,15

€361 505,31

€256 385,48

1.05.27
06.27



Note to Terms of Investment Payment

Estimate of possible selling price based 
on EBITDA multipliers

5 Sale of shares

In the first 22-29 months, investor share 
is 40% of part  to accelerate its EBITDA 
share

1 Accelerated share 22-29 months

After the end of the accelerated 
payment period, the investor's share 
reverts to the original pro rata share

2 Normal share

Time to return investment based on 
22-29 share

3 Payback

This is an approximate calculation by year 
based on planned payments

4 Refund
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annex



detailed analysis of direct competitors

Country

Revenue

 2021 yrs, mil €

Revenue

 2022 yrs, mil €

Revenue

 2023 yrs , mil €

CAGR 

(3 yrs), %

MAU, mil

Yoox Net-a-Porter   MyTheresa LuisaViaRoma

- 460 581 206

72.99 423 704 250

272 696 690 300

- - 14.8 13.3

4.4 2.9 3.3 1.8

Online boutiques 
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Source: https://stockanalysis.com/stocks/rent/revenue/



detailed analysis of direct competitors

Trend functional Yoox Net-a-Porter   MyTheresa LuisaViaRoma IlNostro

Exclusive collections

Social Media

Your clothing line

Having an app

 Personal assistant

Platform’s own currency

ESG subpoena

Online boutiques 



Trends in e-com on user CJM

Stages of the 
purchase decision: Motivation  Choosing a site 

to buy from

 Making

 a buying 
decision

 Payment 
for the 

purchase

 Waiting for 
delivery

 Receipt of order 
and bonuses  Refund

Functionality  Learning when a 
product is available 

for sale

 Sending special 
offers

 Blogger 
recommendations 

  Buy button on social 
networks

 USG content 

 Personalized 
discounts 

 Wide range of goods

 Goods of famous brands

 Completeness of 
categories

 User-friendly interface

 Good feedback on social 
networks

 Natural materials

 Unique products

  Product customization

 Exclusive services

 ESG summons

 Availability of the 
application

Compare prices

Discount search 

Product Comparison 

H. Product

Different search filters

Chat Consultation

Operational support

Review reading

 Smart catalog 
segmentation

 Personalized 
recommendations

 Consultation with AI / real 
person

 Voice assistant

 Choice of payment 
instrument

 Application of promo 
codes/discounts/

loyalty cards 

 Receiving cashback/
check

 Purchase without 
authorization

  Breakdown

of payment into 
several stages

 Delivery at a 
convenient time/

location

 Fast/next day 

 Free/cheap shipping

 Receiving the order offline, by 
courier or at a delivery point

 Cash payment to courier 

 Trying on goods

 Participating in 
“competitions”

 Return and 
exchange guarantee

 Disposal of old 
things / resale

TrendsBasic functionality
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ECOSYSTEM DEVELOPMENT COMPONENTS

Logistics
� Fitting in place�
� Transparent order 

tracking�
� Fast delivery times�
� Corporate design

Production
� Full service for designers�
� Consulting support�
� Master classes

Realty
� Rental of premises for 

showrooms, pop-up 
shops and photo 
shoots

Art agency
� Loyalty program�
� Invitation to closed art 

events�
� Virtual galleries

Modeling 
agency

� Models for photo shoots and 
advertising campaigns�

� Fashion shows for product 
promotion

Editorial and 
publishing

� Media content around 
the boutique range�

� Access to materials as a 
loyalty program

Online 
boutique
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Targeted organizational structure: 32 posts

 Director General

 Product Director
1

 Merchandiser
3

 Account Manager
2

 Designer and Engineer
2

 Linear control  Support (in functions)

 Senior Designer
1

UX/UI - Designer
2

 Senior 
Developer

2

 Frontend-Backend 
Developer

2

 Financial 
analyst

1

 Chief Risk Officer
1

 Auditor 

and Accountant

2

 Senior Product 
Analyst

1

 Product Analyst
2

 Targetologist
2

 Copywriter
2

 SMM specialist
2

 Director of 
Development

1
 Chief Financial Officer

1
 Chief Strategy Officer

1
Marketer

1
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Plan for advertising campaigns and budget for 2025-2026 
with distribution by quarters

 Start of targeted advertising in Facebook and Instagram  

( )65 485,28 €

Launching media campaigns via Google Ads and first 
email campaign to attract new customers


 ( )120 056,34 €

Audience segmentation and A/B testing of ads Other traffic sources that can be considered in the 
marketing strategy

Other traffic sources that can be considered in the 
marketing strategy

Other traffic sources that can be considered in the 
marketing strategy

Other traffic sources that can be considered in the 
marketing strategy

Other traffic sources that can be considered in the 
marketing strategy

Other traffic sources that can be considered in the 
marketing strategy

Budget: 218 284,25 € 

Budget: 420 260,94 € 

Increased social media advertising with a focus on 
Instagram Stories and Reels


( )78 452,51 €

Media campaigns via Google Ads

( )143 829,67 €

Budget: 261 508,38 € 

Budget: 436 193,69 € 

Intensive advertising on Pinterest and TikTok to increase 
visibility ( )86 884,33 €

Activate retargeting through social networks and Google 
( )159 287,94 €

Budget: 289 614,44 € 

Budget:  456 754,38  € 

Influencer campaigns and holiday promotions

( )92 943,24 €

Google Ads for seasonal keywords related to luxury 
fashion ( )170 395,95 €

Budget: 309 810,81 € 

Budget: 441 786,75 € 

April

April

July

July

October

October

Budget

€1 079 217,88

Budget

€1 754 995,75

31.12.25

31.12.26

1.01.25

1.01.26

  Enhanced Facebook and Instagram advertising with 
new targeting campaigns  ( )126 078,28 €

 Launch of the first YouTube ads and integration of video 
content ( )21 013,1 €

Media campaigns via Google Ads and activating 
retargeting through email marketing


 ( )231 143,52 €

 Continued cooperation with Influencers and launch of 
video ads on TikTok ( )43 619,37 €

 Increased ad spend on Google Shopping and search 
queries  ( )239 906,53 €

Working with retargeting based on user behavior Meta 
( )130 858,11 €

 Optimization of advertising campaigns based on data 
from Q1-Q2 Google ( )251 214,91 €

 Promotion on Instagram and YouTube through visual 
campaigns ( )22 837,72 €

 Introduction of new retargeting campaigns for repeat 
purchases Meta ( )137 026,31 €

 Big holiday promotions and working with Influencers 

( )44 178,68 €

Intensification of media advertising on key sites and 
Google ( )242 982,71 €

Enhancing retargeting based on customer preference 
data and Meta ( )132 536,03 €
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Other traffic sources that can be considered in the 
marketing strategy



Plan for advertising campaigns and budget for 2027 with 
distribution by quarters 

Budget: 446 486,63 € Budget: 395 079,94 € Budget: 329 319,68  € Budget:  253 775,23€ 

April July

October

Budget

€1 424 661,47

31.12.271.01.27

 Scaling social media advertising campaigns Meta 

( )133 945,99 €

 Integration of collaborations with major influencers 

( )44 648,66 €

 Google Shopping promotion and remarketing

 ( )245 567,65 €

 Strengthening presence on TikTok and YouTube 

( )39 507,99 €

 Launch of new formats of retargeting campaigns Meta

( )118 523,98 €

 Increasing the budget for advertising in Google search 
engines ( )217 293,97 €

 Focus on Pinterest ads and video content on TikTok and 
Instagram ( )32 931,97 €

 Strengthening email campaigns to attract repeat 
purchases and Google ( )181 125,82 €

Optimization of current advertising campaigns through 
remarketing Meta ( )98 795,90 €

Incorporating holiday offers and large-scale social media 
advertising Meta ( )76 132,57 €

 Google media ad support and retargeting 

( )139 576,38 €

 Working with opinion leaders and improving remarketing 
programs


( )25 377,52 €

 conclusion:

To maximize the effectiveness of advertising campaigns, 
the main focus in the early years is on increasing 
awareness through social media and targeted 
advertising. 

By 2027, the focus shifts to conversions and customer 
retention through retargeting and more sophisticated 
campaigns based on consumer behavior analysis.
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Other traffic sources that can be considered in the 
marketing strategy

Other traffic sources that can be considered in the 
marketing strategy

Other traffic sources that can be considered in the 
marketing strategy Other traffic sources that can be considered in the 

marketing strategy


