
ellilusive
Gender inclusive lingerie



Business concept

Andersonville,
Chicago, Illinois

Ellilusive will be purchasing our merchandise 

wholesale, and we will be serving as a brick and 
mortar for non-gender conforming brands as a 

retailer/stockist.

Partnership (4 
members)

Marketing/Social 
Media Manager

Financial 
Allocator

Retail Manager 
and Sales 
Assistant

Buyer and 
Inventory Control

Andersonville is best 
known for its 

communities' attractions 
as well as its 

LGBTQ+ community
(Long, 2021).

Why Andersonville?

Rent: $30/SF/YR

4,000 Sq Foot
Brick and Mortar

Products

Elli Classics $25-45 USD
Seamless Underwear and Bra Options

Elli Intimates $35-75 USD
Sheer/Decorative Underwear and Bra Options

Mission

vision

statement

statement

Create a space that gender categories can't 
define what lingerie makes you look and feel 

your sexiest.

Ellilusive strives to shape shift a new future for 

lingerie by increasing gender equality in the industry.
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Organizational personal structureState of fashion 2023 Industry 
themes (McKinsey, 2022)

• DTC Reconning • Fluid Fashion



Target
Customer

Generally, our ideal customer is in their mid-
late 20's. They are also typically either an ally 

to gender non-conforming folks or gender 
non-conforming themself.

Demographics (Tapestry Segmentation, n.d.)

• Mid-late 20's
• All Genders
• Highly Educated
• Middle Class

Psychographics (Bhasin, 2020)

• Innovators – receptive to 

new ideas/technologies; wide 
variety of interests and activities
• City Commons – young 

market segment; single-person 
households within large metro 
cities.

Geographics
• Located in major urban area
• Individuals living in the Midwest

(Tapestry Segmentation, n.d.)
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Our

Sustainable Strategy

People : ELLILusive will partner with the Chicago Therapy Collective, a non-profit organization that 

influences the city to stand for LGBTQ+ related issues such as health and limited resources through services 
and education. CTC specifically helps foster intersectional trans inclusion within Andersonville.

•People who identify as lesbian, gay, bisexual, or transgender (LGBT) have higher rates of poverty 
compared to cisgender (cis) heterosexual people, about 22% to 16% respectively (UWM, Institute for 
Research on Poverty, 2021)

• 88% of consumers want brands to help them be more environmentally friendly and ethical in their 
daily life. (Forbes, 2018)

• 60% of fashion companies greenwash (World Bio Market Insights, 2021)

Planet: ELLILusive will partner with The Bra Recyclers in launching a recycling program at retail in 

which customers can specifically drop off old underwear, bras, and lingerie that will be brought to the 
Chicago Therapy Collective in helping LGBTQ+ individuals receive underwear ensuring that waste is being 
minimized.

• Approximately 5 million kilograms of discarded underwear ends up in landfills throughout the US (Flemming, 
2021)

• 95% of worn or town textiles can be recycled and only 15% are, while the rest ends up in landfills (The Bra 
Recyclers)

Ellilusive recycled 

garments will be 
distributed amongst 

the LGBTQ+ 
community by The Bra 

Recyclers.

ELLILusive is

determined to practice a 
re-use economy 

business model by giving 
back to the community to 

reduce waste.

Ellilusive will 

make profit without 
greenwashing and 

instead will be 
profiting off combating 

climate change.

Goals

Triple Bottom Line

Profit: ELLILusive strategically plans sustainable initiatives and key business

decisions to actively combat climate change while maximizing profits. Our initiatives
include preventing products from ending up in the landfill, partnering only with eco-
friendly brands and being transparent by providing all the manufacturing/designing

details our wholesaler's practice.

https://www.forbes.com/sites/solitairetownsend/2018/11/21/consumers-want-you-to-help-them-make-a-difference/?sh=6a2f44836954


Ourcompetition
Brands

Ø JBC Lingerie

Ø Parade

Ø Boy Smells

Availability to our 
product

Gen Z adults that identify as LQBTQ+ have more than 
doubled since 2017 to 20.8% in 2021. Generally, 10% 
of the adult population identify as LGBTQ+ (Phillips, 

2022).

There are nearly 3 million residents in the city of 
Chicago, and roughly 17% fit into our age 

demographic – mid to late 20's (United States Census 
Bureau, 2021)._____________________

The gender fluid lingerie segment is 
comprised primarily of small local retailers. 
There is growth with companies/designers 
as they are beginning to offer more gender 
inclusive products in their lines (Lee, 2021).

Gender Fluid Lingerie
A mixture of mass market and ready-to-wear 

undergarments.

Industry 
Segment and 

Market 
Analysis

_____________________

Over 60% of sales for lingerie are sold through offline 
channels (Grand View Research, n.d.).

Figure displayed to the right

Global Lingerie Market
Share, by distribution channel, 

2021 (%)

Online Offline
(more than 

60%)

(Grand View Research, n.d.)

Market Size

Global Market Size, 
2021

$85.9 Billion USD
(Grand View Research, n.d.).

U.S. Market CAGR 
2022-2030

5.8%
(Grand View Research, n.d.).

____________________
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• Body Positive Vision
• Free Custom Fitting

• Direct-to-Consumer 
brand only; uncertain 
future (Business of 
Fashion, 2023)

• Growing market for 
body positive 
labels (CTC)

• Based/made 
in Australia 
(longer shipping 
time to 
other countries)

• COVID-19/extreme 
weather conditions

• Niche market 
(Toppan, 2023)

• Customers choose 
which nonprofit to 
give back to

• Garments are Oeko-
Tex certified

• All factories are 
WRAP, Fair Trade, or 
SA8000 certified

• Outsources 
production; potential 
communication 
conflict (Chron, 2023)

• Unsaturated 
market for gender 
and size-inclusive 
clothing that is 
sustainable 
(McKinsey, 2022)

• COVID-19/extreme 
weather conditions

• Hostile political 
climate regarding 
gender fluid clothing 
(British Vogue, 2019)

• Niche market 
(Toppan, 2023)

• Wholesale & DTC 
brand; omnichannel

• Multiple product 
categories 
(intimates, bath & 
body)

• Premium pricing 
strategy; not widely 
accessible

• Not transparent 
concerning 
sustainability

• Growing demand 
for products 
tailored for trans, 
non-binary, and 
non-conforming 
folks (McKinsey, 
2022)

• Positive PR 
(featured in Vogue, 
Elle, GQ, etc.)

• COVID-19/extreme 
weather conditions

• Niche market 
(Toppan, 2023)

Competitive Analysis
Strengths weaknesses Opportunities ThreatsHow is our 

brand 
different?

Ellilusive
is determined to 

increase the 
accessibility of 

gender-inclusive 
lingerie while upholding 

our sustainable 
values.
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SOURCING STRUCTURE
• Handmade
• In-Store Production
• Made-to-order in LA
• Size inclusive

• Bralettes, Panties, 
Briefs, Bodysuits, 
Body Harnesses, Leg 
Bands, and Tucking 
Underwear

• Made-to-order in Canada
• Hyperlocal manufacturing
• Competitive wage & benefits for workers
• Discounts for sex workers and people of 

color
• Fabrics used: Deadstock, Locally Milled, 

Recycled Polyester, Regenerative Bamboo 
and Modal

• 1% donated to Sovereignty and Gender-
Affirming Community Programs

• Partnered with Point of Pride

• Gaffs, Binders, and 
Gussets

• Minimize waste

• Committed to improving sustainability as they 
grow

• Give back program in which all donations go 
directly to trans, non-Binary, and Queer 
Artists that devote themselves to heathy self-
expression

• WRAP and SEDEX certified

• Basics, Compression 
Tops, Tucking 
Leggings, Cotton 
Products, and 
Activewear Products

factors products
We will be purchasing merchandise wholesale 

from brands that align with our gender inclusive 
values. Ellilusive makes an active effort to only 

partner with brands conscious of 
and following sustainable and ethical practices 
and therefore will aid our partners through the 
processes of receiving WRAP certifications

ELLILUSIVE will be using 100% 

recycled ocean and ocean bound 
plastic hangers to display our 

products.

ELLILUSIVE will offer bags 

created from recycled t-shirts 
if the shopper forgets to bring 
their own at the time of their 

purchase. The customer will be 
charged a small fee for the 

bag to encourage shoppers to 
bring their own.
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Marketing Strategy
Promotion and 

marketing vehicles

We will offer an in-store 
recycling program allowing 

customers to receive a credit 
for our products. For our 
grand opening, we will be 
renting a place on a bus 

shelter to promote our retail 

store. We will also be 
submitting a write-up in the 

local newspapers/magazines, 
actively posting on our social 
media while also sending out 

texts (Survey Monkey), and 
email threads.

Place

From outside our building, shoppers will see gender-
neutral mannequins along with the LGBTQ+ flag. Our 
dressing rooms will be built with doors and locks to 

ensure customer privacy and safety. Employee training 
through the Trevor Project will be mandatory for all 

employees to ensure a safe and welcoming space for 
our customers.

IL



Financials
First year financial projection % cost

Direct costs

Cost of Goods Sold 36.96% $280,800

Indirect costs

Operating expenses

Salaries (4 Workers, $32/hr) 35.04% $266,240

Rent, Utilities, and Internet 16.15% $122,743

Insurance (Andersonville Insurance & Financial) 0.15% $1,116

Marketing 9.93% $75,500

Start-up expenses

Legal Fees (Accounting, Taxes, and Filing Fees) 0.07% $519

Point-of-Sale System (Square Terminal) 0.04% $299

Inventory Shelving/Storage (Craigslist) 0.39% $3,000

Hangers (100% Recycled Ocean & Ocean Bound Plastic) 0.08% $600

Gender Neutral Mannequins (Retail Resource)(x10) 0.29% $2,200

Business Start-Up Supplies 0.11% $800

Renovations 0.79% $6,000

Total 100% $759,817

$0

$200,000

$400,000

$600,000

$800,000

$1,000,000

$1,200,000

$1,400,000

Year 1 Year 2 Year 3

Anticipated Net Sales in Our First 3 

Years

Net Sales

Net sales

Year 1 $702,000

Year 2 $982,800

Year 3 $1,375,920

Gross profit

Year 1 -$57,817

Gross margin

Year 1 -8.24%



References
Behavioral Market Segmentation for US Neighborhoods. (n.d.). Tapestry segmentation. https://www.esri.com/en-us/arcgis/products/data/data-portfolio/tapestry-
segmentation

Boy Smells. (n.d.). About us – how it all started. https://boysmells.com/pages/about

British Vogue. (August 11, 2019). There's more at stake with Fashion's gender-fluid movement than you realize. https://www.vogue.co.uk/article/the-meaning-of-
gender-fluid-fashion

CantiqLA. (n.d.). Handmade lingerie from Los Angeles, California. https://www.cantiqla.com/

Center of American Progress. (January 18, 2023). Widespread discrimination continues to shape LGBT people's lives in both 
subtle and significant ways. https://www.americanprogress.org/article/widespread-discrimination-continues-shape-lgbt-peoples-lives-subtle-significant-ways/

City of Chicago. (n.d.). City of Chicago: Facts & Statistics. https://www.chicago.gov/city/en/about/facts.html

Connecticut Health Investigative Team. (February 21, 2022). Poll: 21% of generation Z self-identify as LGBTQ+. https://c-hit.org/2022/02/21/poll-21-of-
generation-z-self-identify-as-lgbtq/

Chicago Therapy Collective - Facilitating change inside and out. (August 18, 2018). Trans Inclusive Andersonville! - Chicago therapy collective. 
https://chicagotherapycollective.org/trans-inclusive-andersonville/

Forbes. (April 26, 2023). How much does business insurance cost?. https://www.forbes.com/advisor/business-insurance/small-business-insurance-cost/

Grand View Research. (n.d.). Lingerie market size, Share & Growth Analysis Report, 2030. https://www.grandviewresearch.com/industry-analysis/lingerie-
market#:~:text=The%20global%20lingerie%20market%20size,5.7%25%20from%202022%20to%202030.

Marketing91. (January 30, 2020). Vals - values attitude lifestyle. https://www.marketing91.com/vals-values-attitude-lifestyle/

https://www.esri.com/en-us/arcgis/products/data/data-portfolio/tapestry-segmentation
https://boysmells.com/pages/about
https://www.vogue.co.uk/article/the-meaning-of-gender-fluid-fashion
https://www.cantiqla.com/
https://www.americanprogress.org/article/widespread-discrimination-continues-shape-lgbt-peoples-lives-subtle-significant-ways/
https://www.chicago.gov/city/en/about/facts.html
https://c-hit.org/2022/02/21/poll-21-of-generation-z-self-identify-as-lgbtq/
https://chicagotherapycollective.org/trans-inclusive-andersonville/
https://www.forbes.com/advisor/business-insurance/small-business-insurance-cost/
https://www.grandviewresearch.com/industry-analysis/lingerie-market
https://www.marketing91.com/vals-values-attitude-lifestyle/


Mission. (May 24, 2021). Gender-neutral apparel is pervading the intimates market. https://missionmag.org/gender-neutral-intimates-lingerie-underEllilusivear-
boy-smell-jbc/

McKinsey & Company. (November 29, 2022). The state of fashion 2023: Holding onto growth as global clouds 
gather. https://www.mckinsey.com/industries/retail/our-insights/state-of-fashion

Modern Luxury Angeleno. (April 27, 2022). Inside Chelsea Hughes' inclusive lingerie brand cantiq. https://mlangeleno.com/chelsea-hughes-cantiq-los-angeles-
feature

Origami Customs. (n.d.). Custom, handmade lingerie and swimwear. https://origamicustoms.com/

Parade. (n.d.). About. https://yourparade.com/pages/about-parade

Retail Resource. (n.d.). Mannequin Torso 
for men's clothing. https://www.retailresource.com/product/84514?gclid=CjwKCAjwl6OiBhA2EiwAuUwWZRB4cZZvGI2IFS1WNOOZ6LLvLysU8JqyB53tcQMX9WBrpwv
XKnSb4RoCoVMQAvD_BEllilusive

Small Business – Chron.com. (2017, November 21). The impact of cultural diversity on business communication. https://smallbusiness.chron.com/impact-
cultural-diversity-business-communication-3047.html

SmartAsset. (March 20, 2023). Cost of living in Chicago. https://smartasset.com/mortgage/what-is-the-true-cost-of-living-in-
chicago#:~:text=According%20to%20April%202022%20reports,the%20national%20average%20of%20%24237.79.

Strategic Business Insights. (n.d.). Strategic business insights (SBI) logo. http://www.strategicbusinessinsights.com/vals/ustypes/innovators.shtml

Tagg Magazine. (March 4, 2021). 7 gender and body-inclusive lingerie and underwear brands. https://taggmagazine.com/gender-and-body-inclusive-lingerie-
underEllilusivear/

The Bra Recyclers A Clothing Recycling Company. (April 6, 2022). Who are the bra recyclers. https://www.brarecycling.com/

References continued

https://missionmag.org/gender-neutral-intimates-lingerie-underwear-boy-smell-jbc/
https://www.mckinsey.com/industries/retail/our-insights/state-of-fashion
https://mlangeleno.com/chelsea-hughes-cantiq-los-angeles-feature
https://origamicustoms.com/
https://yourparade.com/pages/about-parade
https://www.retailresource.com/product/84514?gclid=CjwKCAjwl6OiBhA2EiwAuUwWZRB4cZZvGI2IFS1WNOOZ6LLvLysU8JqyB53tcQMX9WBrpwvXKnSb4RoCoVMQAvD_BwE
https://smallbusiness.chron.com/impact-cultural-diversity-business-communication-3047.html
https://smartasset.com/mortgage/what-is-the-true-cost-of-living-in-chicago
http://www.strategicbusinessinsights.com/vals/ustypes/innovators.shtml
https://taggmagazine.com/gender-and-body-inclusive-lingerie-underwear/
https://www.brarecycling.com/


References continued
The Business of Fashion. (December 1, 2022). The State of Fashion 2023: Resilience in the face of uncertainty. https://www.businessoffashion.com/reports/news-
analysis/the-state-of-fashion-2023-industry-report-bof-mckinsey/

The Business of Fashion. (January 6, 2023). The Year Ahead: The DTC reckoning is coming for fashion. https://www.businessoffashion.com/articles/direct-to-
consumer/the-state-of-fashion-2023-report-dtc-ecommerce-online-retail-channel-strategy/

The importance of a small business. https://betteraccounting.com/small-businesses-are-the-backbone-of-the-
economy/#:~:text=They%20bring%20jobs%20and%20revenue,funnels%20back%20into%20the%20community.

The Trevor Project. (February 27, 2022). For young LGBTQ LIVES. https://www.thetrevorproject.org/

Time Out Chicago. (October 5, 
2021). Andersonville, Chicago neighborhood guide. https://www.timeout.com/chicago/andersonville#:~:text=A%20small%20neighborhood%20that%20straddles,t
hat%20sits%20atop%20a%20museum.

Toppan Digital Language. (November 9, 2021). How gender fluidity influences the fashion industry. https://toppandigital.com/us/blog-usa/how-gender-fluidity-
influences-the-fashion-industry/

United States Census Bureau. (2021). Explore census data. https://data.census.gov/table?q=chicago%2Bil&tid=ACSST1Y2021.S0101

Urbody. (n.d.). Urbody: Functional Fashion. Urbody Functional Fashion https://urbody.co/

USA Today. (June 22, 2022). Exclusive: Most LGBTQ Americans face discrimination amid wave of anti-
lgbtq bills, study says. https://www.usatoday.com/story/life/health-Ellilusivellness/2022/06/22/lgbtq-americans-majority-face-discrimination-glaad-
study/7614028001/

https://www.businessoffashion.com/reports/news-analysis/the-state-of-fashion-2023-industry-report-bof-mckinsey/
https://www.businessoffashion.com/articles/direct-to-consumer/the-state-of-fashion-2023-report-dtc-ecommerce-online-retail-channel-strategy/
https://betteraccounting.com/small-businesses-are-the-backbone-of-the-economy/
https://www.thetrevorproject.org/
https://www.timeout.com/chicago/andersonville
https://toppandigital.com/us/blog-usa/how-gender-fluidity-influences-the-fashion-industry/
https://data.census.gov/table?q=chicago%2Bil&tid=ACSST1Y2021.S0101
https://urbody.co/
https://www.usatoday.com/story/life/health-wellness/2022/06/22/lgbtq-americans-majority-face-discrimination-glaad-study/7614028001/

