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COMPANY OVERVIEW
Frederick Mellinger
establishes a mail-order
lingerie business in New
York City called Frederick’s of Fifth Avenue.

1946

Mellinger designs and
begins selling the first
push-up bra, dubbed
the “Rising Star.”

1947

Mellinger relocates the
business to California,
renaming it Frederick’s
of Hollywood.
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1948

Frederick’s suffers a net
loss for the year, its first
ever; Mellinger retires.

The company is incorporated as Frederick’s of
Hollywood, Inc.

1952

The first retail store opens
in California.

1962

1972

The company goes
public, but the Mellinger family continues
to own a majority stake.

1984

Linda LoRe is named
president and CEO.

Fredrick’s launches an
online shopping site.

1985

1996

George Townson is brought
onboard as chairman and
CEO and launches a “desleazification” of Frederick’s.

The company emerges
from bankruptcy under
the majority ownership of
a consortium of creditors
led by Crédit Agricole, a
French investment bank.

1997

1999

Investment bank Knightsbridge Capital Corp. takes
Frederick’s private in a $66.6
million leveraged deal.

2000

Knightsbridge sells the
company to investment
firm Wilshire Partners;
burdened by debt, Frederick’s files for Chapter 11
bankruptcy protection.

2003

2015

The company declared
bankruptcy in April and
shuttered its 93 stores,
stripping down to it’s
website only.
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HISTORY
Fredrick’s of Hollywood is named for its founder and
longtime president Frederick Mellinger, who conceived
of his lingerie business while serving in the armed forces
during World War II (Encyclopedia). In 1946, after his
discharge, Mellinger established a mail-order undergarment operation in New York City. Known as Frederick’s of Fifth Avenue, his shopmostly offered racy black
bras and undergarments embellished with lace. Mellinger took his fancy foundations to California in 1947,
changing the name of the catalog business to Frederick’s of Hollywood that same year. Mellinger, who came
to be known as “Mr. Frederick” among his clientele,
soon began to specialize in figure-enhancing foundations and accessories. He designed and began selling
the first push-up bra, padded bra, and padded girdle.
Mr. Frederick opened his first retail store in California
in 1952 and others soon followed. The flamboyant Art
Deco flagship store soon became known as “the purple
palace.” Mellinger started advertising his catalog and
garments in nationally circulated magazines using tag
lines such as “Fashions Change--But Sex Is Always in
Style” (FundingUniverse). After incorporating in 1962,
Frederick’s continued to expand its product offerings by
selling an Americanized version of French lingerie. The
brand was the market leader of lingerie until the 80s.
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CORPORATE CULTURE

Mission
The Frederick’s of Hollywood Group’s mission is to
create products that make women feel sexy, desirable,
and confident. Our goal is to expand our presence
through quality, innovation, value, and an unrelenting
customer focus. Frederick’s of Hollywood shares values
that place a premium on internal and external collaboration, integrity, excellence, and dignity for the individual. We maintain a respectful, friendly, and productive
workplace, as well as a challenging and rewarding
work environment for our associates.

Vision
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Since 2015, Fredrick’s of Hollywood had shut down
their stores and switched to website only, selling
their merchandise completely online. However, peopple who had worked in the stores seemed to enjoy
the atmosphere and were busy re-stocking their
products. Most negative reviews were involved with
management. Fredrick’s ratings online seemed to
average between 3 - 4 stars out of 5.

In order to achieve our goals, the Frederick’s of Hollywood organization must possess shared values that
place a premium on teamwork, collaboration, and
communication. We will attract, develop, and retain individuals who excel in their field and embrace the spirit
and values of Frederick’s of Hollywood.

MISSION
VISION
ATTRIBUTES
Attributes

Sexy
Affordable
Flirty
Fun
Glamorous
Confident
Unapologetic
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LOOK & FEEL

C: 11
Y: 21
M: 18
K: 0

Glamorous
Classic
Confident

C: 75
Y: 68
M: 67
K: 90

Serious
Sexy
Elegant

C: 1
Y: 13
M: 6
K: 0

Flirty
Feminine
Romantic

The look and feel of Fredrick’s logo seems to
express old Hollywood glamor. They use a classic
script font paired with the serif font Futura.
The main color used in their branding is gold
which is a color of wealth and success. Gold
symbolizes sparkle, glitz, and glamour!
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LANGUAGE
Voice & Tone
The voice and tone behind Fredrick’s language is
sexy and confident. Their voice and tone comes from
their founder who wanted to capitalize on creating
a lingerie brand that went against what was most
accepted all the way back in the 40s. Fredrick’s tone
is bold and daring!

Key Message
Fredrick’s key message includes making their
customers feel sexy in an unapologetic way.
They go against modesty!

Taglines

PRODUCTS &
SERVICES
Frederick’s of Hollywood, Inc. is a U.S. intimate
apparel retailer, with an emphasis on racier clothing
and other items. Fredrick’s is most known for selling
women’s undergarments and lingerie.

Product Categories
- Lingere
- Bras
- Panties
- Shapewear
- Acessories
- Also includes plus size styles!

“Iconic. Innovative. Irresistible. Since 1946”
“Celebrating Sexy since ’46”
“Flaunt Fredricks”
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PREVIOUS LOGOS

https://www.youtube.com/watch?v=ZDeibUaSmbI

Besides Fredrick’s old catelog ads and magazine
ads from the early 2000s there hasn’t been much
adverstising other than through their social media.
Because Frederick’s is so heavily California/West
Coast-oriented, the company does very little national
brand advertising (Miller). Their last big adverstising
campaign was in 2018 featuring Megan Fox. In collaboration with the Hollywood star they produced a
collection of lingere that was featured in a short advertiseing video. The video seemed to focus more on
Megan Fox rather than the actual products that they
were offering. Some people claim online that this ad
campaign was Fredrick’s last effort to try to save their
buisness by using a famous actress, which led them
to failure, once again.
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Current Logo

tag variations over the years

PREVIOUS ADS

Since Fredrick’s began all the way back in the 40s, you
would expect changes to be made in their logo. These
are the main five variations of their logo. In total there is
about 10 variations that were printed on the tags of the
products over the lifespan of the brand.
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REVIEWS

In contrast to how Fredrick’s was rated by their
employers, the customer ratings of the buisness are extremly low. Out of 137 ratings their
accumalitive ratings is 1 out of 5 stars. Most
customers expain that the sizing of the products online aren’t accurate, the cutomer service
isn’t responsive, and their brand is outdated.
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WEBSITE

Fredricks website is in conjunction with
their brand colors and images used in
their social medias. They have easy filtering for their customers to find exactly what their looking for. As far as the
product images, they have a variety of
different shaped models wearing their
lingere which doesn’t feel forced compared to other competitors.

One issue major issue with Fredrick’s website is that there is no area where a potential
customer can view their history and what they
stand for. Most company websites have an
“About Us” area that allow users to learn more
about the brand and connect. With such a
rich history, Fredrick’s should utilize an area
on their website to huamize their brand by
including more information about themselves.
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SOCIAL MEDIA

Fredrick’s instagram feed seems consistent but as
far as trying to find the account on social media it
may takes a few searches to find due to their username. This effects the friendliness of the brand,
which can ultimately effects the user’s impression.
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Fredrick’s Twitter mainly just reposts pictures
from their Instagram. Other than that, there is
little interation between the brand and it’s customers. Twitter is a social networking service
on which users post and interact with “tweets”.
For Fredrick’s to stay more up to date they need
to use this platform more accordingly to reach
their target audience.
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Fredrick’s also has a youtube, which is linked on
their socials. The account has been unactive for
seven years and includes all of their old branding. The videos are mainly consist of advertisements and television apperances. Again, it seems
as if Fredrick’s doens’t update their social medias
as they should, which causes inconsistency and
confusion for their customers.

Fredrick’s active social media includes Instagram, Twitter, and Facebook. As far as what is being posted, the images that are used are generally the same. Fredrick’s seems to get much more
attention and interaction on Instagarm, however
on Facebook they get less attention and fewer interactions. One notable aspect on their Facebook
account is their comments. The average post
recieves 1-3 comments compared to Instagram
which averages around 10-15. The comments on
Facebook interactions are normally unrelated to
thir posts or even negative, such as “Why does
this lingerie set look so cheaply made?” or “What
is this model even wearing?”, which creates a bad
first impression for new potential customers.
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TARGET AUDIENCE

PERSONAS

Target
Fredrick’s has chosen a target audience of women aged
eighteen to thirty-five to capture an ethnically diverse,
trend-spotting, fashion-forward consumer group (HBS).
They are trying to target a group of women, and men
who have a steady yet somewhat unsteady income
which is reflected in their product pricing. Estimated
majority have graduated either through a highschool or
college level.
Fredrick’s customers have an average income estimated
around $26,312 to $45,736.
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Sara
Age: 21
Gender: Female
City: Philadelphia, PA
Occupation: Waitress
Income: $20,280
Language: English
Marital Status: Never married
Living Status: Lives with 2 female roomates
Education: Highschool, Currently in college
Goals: having fun while being young
Hobbies / interests: going out, fashion, yoga
Values:
Honesty
Open-mindedness
Loyalty

Rachel
Age: 27
Gender: Female
City: Orlando, FL
Occupation: Hair Stylist
Income: $28,730
Marital Status: Married
Language: English, Spanish
Living Status: Lives with her Husband
Education: High school, Beauty school
Goals: finding time for self-care
Hobbies/ Interests: going on dates, painting
Values:
Dependency
Respect
Consistency
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SWOT ASSESSMENT
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Strengths

Oppotunities

- Affordability
- Sex-Positive
- Deep history in the lingerie business
- Versatile lingerie products compared to
other brands
- Updated Social Media (instagram)

- Update Logo / Brand Image
- Target a more specific audience
- Integrate more daily wear undergarments to widen market
- Embrace and Capitalize on their history
- Embrace sex-positivity
- Restart their catalogs to advertise
their website to gain more sales

Weaknesses

Threats

- Online-Only (no in-store experience)
- Out-dated brand logo
- Inconsistent brand image throughout
company history
- Loose Target Audience
- Weak advertisements

- Possibility of bankruptcy again due
to the competitive market of lingerie /
underwear
- Current trends that are already being
taken advantage of by other lingerie
companies
- Customers feeling untrusting of the
company due to inconsistency
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COMPETITIVE ANALYSIS

Top competitor in the market*
Victoria’s Secret is a designer and manufacturer of women’s under garments and lingerie. The company also
owns a line of makeup and cosmetics. Victoria’s Secret is
one of the top leading American lingerie retailers that is
globally recognized for their provocative aesthetic, iconic
fashion shows, and supermodel endorsements.
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SWOT Assessment

Strengths

Oppotunities

- Strong Brand image / presence
- Celebrity / model ambassadors
- Victoria’s Secret Fashion Show which is
showcased in leading fashion magazines
(good advertisement)
- Consistent branding
- Largest global lingerie retail brand

- Global use of technology to increase
brand presence worldwide
- Marketing targeted towards influencers
on social media
- Introduce regular / plus-sized models in
advertisements

Weaknesses

Threats

- Brand image focused on a specific body
type
- Lack of adaptability
- Product size ranges
- Relatively high pricing
- Limited success outside core business
- The company has not been able to tackle the challenges presented by the new
entrants

- Most of Victoria’s Secret’s sales are
through outlets / they don’t have as strong
of an online presence as other competitors
- As the company is operating in numerous
countries it is exposed to currency fluctuations
- Intense competition
- Niche lingerie brands
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COMPETITIVE ANALYSIS

Top high-end competitor in the market*
Agent Provocateur is a leading British lingerie comany that
origanted in Soho, London around the 90s. Provocateur is a
global brand, known for a provocative attitude, updated designs, and a playfuness. The brand is considered high end has
high quaility associations among their customers.
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SWOT Assessment

Strengths

Oppotunities

- Strong customer loyality
- Celebrity / model endorsements
- Female empowerment
- High quality associations
- Interesting lingerie designs

- Create opportunities for a larger target
market / open up to more demographics
- International Expansion
- Increase variety of advertisements
- More frequent social media campaings

Weaknesses

Threats

- Weak online marketing
- Limited accessability as far as an instore experience
- Weak diffrenciation from other lingerie
brands
- Relatively high pricing for lingerie sets

- Lingerie companies with lower pricing
- Similar brands that are central in the
United States
- Inability to stand out against other
brands

26

COMPETITIVE ANALYSIS

SWOT Assessment

Strengths

Oppotunities

- Strong personal influence from founder
(Rihanna)
- Use of pop-up stores which create excitement and encourage sales due to limitability
- Collaborative brand
- Active social media with high levels of
consumer interaction
- Fashion forward

- Establish brand image further
- Gain a greater market share in emerging
economies
- Exposure through different advertisements and present products during fashion weeks

Weaknesses

Threats

- Fairly new to the market
- Trendiness which could effect the longevity of the brand
- Over-influenced by social media influencers

- Highly competitive market for a new
brand
- Scandals that are targeted at the founder will effect brand image
- Loss of founder’s influence during expansion

Top competitor in the market*
Savage X Fenty is a recently new lingere brand that emergered in 2018 by Rihanna. They offer products ranging from
everyday basics to more provocative pieces. Savage X Fenty
is marketed as “lingerie for your every mood” and values variety. The brand is highly inclusive and trendy in the current
lingere market. Savage x Fenty is growing fast as they are
recently offering monthly VIP boxes and launched their first
fashion show in October 2020.
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POSITIONING
high price

low quality

high quality

low price
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elegant

practical

fun

edgy
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SURVEY RESULTS
What do you look for when shopping for lingerie?
For my survey I wanted to focus on what people valued the most
when shopping for their lingerie. I surveyed four people within
Fredrick’s target audience and asked on what they look for the
most when shopping for lingerie products.
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Hayley, 21 (Female)

Katie, 22 (Female)

“Being a broke college student, I always look
for the price first. If it looks cute and the price
isn’t too high, I’ll decide to buy.”

“I don’t shop for lingerie too often but when I
do, I try to find something that unexpected and
out of the ordinary. Nothing too basic.”

Gabrielle, 27 (Female)

Macy, 19 (Female)

“For me it really just depends if I think it will
make me look better. I like for the lingerie that I
buy to last and have a high quality. I don’t want
to look cheap!”

“I like to look for pieces that fit my style and are
on trend.”
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CONCLUSION
In conclusion, Fredrick’s of Hollywood is having trouble
with maintaining their relationship with their customers.
They used to be one of the top retailers but was unable to
sustain themselves due to inconsitency within their brand
which led them to being considered out dated by their
audience. Fredrick’s has such a great history, yet they don’t
advertise any of their past accomlishments. Also, their
logo and brand image seems to change too frequently.
How are people supposed to feel trusting and connected
if they can’t recogize the brand? Since re-launching to a
website-only store, they are lacking proper advertising that
diffrenciates them from their competitors in the lingere
buisness. Fredrick’s wants to represent Hollywood glamor
but in contrast to their look and feel, the brand has made a
reputation for being cheap with low quailty products.
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BRAND STRATEGY
My brand strategy is to allow Fredrick’s to present themselves as more consistent and honest towards their customers. Fredrick’s is deeply rooted in the history of lingerie
in the U.S, I believe that Fredrick’s can really capitalize
on their history within the lingerie industry. They invented
the first push-up bra! Why not advertise it? With so many
smaller, niche lingerie companies emerging, I think that
it is highly crucial for Fredrick’s to use their brand to do
something different. The current essence of the brand is too
predictable and has lost touch with their identity. My plan is
to draw inspiration from their old catalogs and to relaunch
themselves in a way to get customers more excited to purchase online. Fredrick’s also needs to change their logo to
correctly represent their current values and products.
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