


Brazilian	Lingerie	Market	
	
• 	at	the	beginning	Brazilian	lingerie	was	iden2fied	by	a	more	elaborate,	
glamorous	style,	associated	with	lace	and	high	cut	modeling,	which	
characterized	it	worldwide	as	SEXY;			

• 		later,	according	to	an	interna2onal	market	trend	and	due	to	the	
appearance	of	the	underwear	collec2ons	by	the	fashion	brands	such	as	
Donna	Karan,	Calvin	Klein,	etc.,	the	Brazilian	brands	launched	basic	
collec2ons,	without	details	and	without	lace.	Basic	products	for	
modern	women's	daily	life.	



valisère 

darling 



liz donna karan 



• 		briefing	–	to	launch	something	new	in	the	tradi2onal	Brazilian	
lingerie	market	and	make	it	different	from	the	tradi2onal	players	of	
the	market;		
			
• solu4on	-	the	crea2on	of	an	unprecedented	worldwide	
collec2on!	PUKETPOP	-	totally	irreverent	that	brought	contemporary	
aLtudes	from	the	fashion	universe	for	the	lingerie	world,	breaking	the	
modeling,	colors,	and	prints	paMerns.	



• 					PUKETPOP	had	the	proposal	of	bringing	a	liMle	bit	of	this	teen	
universe	through	funny,	colorful	and	irreverent	prints	like	boMoms,	
symbols,	“2tles”	(like	diva,	angel,	princess),	high	school	uniforms,	
characters,	and	much	more.	The	color	chart	was	rich	-		with	white,	
yellow,	pink,	green,	orange,	red,	nude	and	turquoise.		

• 			even	though	the	collec2on	was	designed	to	be	focused	on	
teenagers,	we	never	tried	labeling	it	or	targe2ng	it	to	a	certain	age	
range	because	we	always	knew	we	could	get	women	from	all	ages	
with	young	and	funny	mindset.	



• 	 	 	 	we	got	quick	results!	With	stores	asking	for	replenishment	in	24	
hours,	 sales	going	over	100,000	pieces/month	and	 lots	of	PR	results.	
Sales	grow:	
	
-	2001	–	70,000	pieces/year	

	 	 	X		
-	2002	–	520,000	pieces/year	
			 	 	 	X	
-	2003	–	1,250,000	pieces/year	













• 				the	young	people	have	a	very	special	way	of	expressing	themselves	
-	irreverent,	fun	and	daring.	And	pop	culture,	which	always	follows	
these	movements,	usually	translates	its	ideals	into	all	styles	of	art,	
whether	in	pain2ng,	in	a	cartoon,	in	cinema	and	even	in	fashion,	
among	other	forms	of	expression.		

• 				and	watching	this	poten2al	market	we	developed	the	POP	PUKET	
collec2on	–	a	different	line	made	of	coMon-Lycra®	pan2es	and	tank	
tops	with	funny	prints	in	vibrant	colors.	The	collec2on	also	included	
ballets	and	the	famous	socks	of	the	brand,	this	2me	reproducing	the	
same	prints	of	lingerie.	Having	the	lingerie	prints	in	the	socks	was	a	
new	idea	in	this	market	since	the	socks	brands	did	not	produce	
lingeries	and	vice	versa.	



• 		the	collec2ons	were	launched	every	3	months,	always	with	themes	
related	to	the	latest	fashion	trends;						

• 		the	sales	to	the	wholesale	were	made	in	6	packs	-	one	for	each	
print/color.	With	this	the	store	always	had	the	whole	collec2on	prints,	
offering	more	variety	to	the	client	and	displaying	the	collec2on	
concept	with	all	its	richness;						

• 		this	con2nuous	launches	and	sales	packed	in	kits	helped	the	
purchase	and	sale	process	for	the	stores	since	it	would	not	have	
inventory	”excess"	because	there	were	no	ready	sets	and	the	pieces	
should	be	sold	to	the	customers	separately.						

• 			and,	best	of	all,	this	collec2on	definitely	put	PUKET	brand	in	the	
lingerie	market	and	among	the	young	people	preferences	in	a	very	
special	way!!!	



catalogs	



• 			briefing	–	how	to	introduce	this	special	idea	in	a	way	that	creates	
all	impact	that	it	should?	

• 		solu4on	–	we	found	a	way	through	illustra2ons	that	represented	
the	young	market	as	the	collec2on	should.	The	presenta2on	with	the	
cartoons	contributed	to	making	the	line	concept	even	stronger.	



Puket	Pop	I	







Puket	Pop	II	







Puket	Pop	V	









special	edi.ons	



New	Year’s	collec2on	2003/2004	







Valen2ne’s	Day	2003	







Packaging	-	bras	



Packaging	-	pan2es	



Packaging	-	tanks	



Packaging	–	bras	with	molded	cups	



banner 



brand/por9olio	extension	–		
variety	on	the	same	idea	



																																						cards	



•    briefing – add	value	to	the	products	and	look	for	other	market	
opportuni2es.	Seeking	other	points	of	sale,	not	only	the	“tradi2onal”	
mul2-brand	lingerie	stores	and/or	young	fashion	stores;	

•     solution – the	crea2on	of	a	card,	with	a	special	die	cut	(later	
patented	by	PUKET),	where	the	pan2es	and	socks	fit	perfectly	and	the	
texts	of	these	products	complement	the	messages	of	the	cards.	And	
then	we	created	the	slogan:	"the	gil	that	already	comes	with	a	card!”	
With	this	launch	we	opened	new	sales	opportuni2es	in	the	market	
such	as	sta2onery	and	bookstores,	gil	shops,	airport	shops,	etc.	







PoV display and catalog  – PuketPop Valentine’s day 2004 



puket	homewear					



• 			briefing	–	create	a	new	collec2on	based	on	the	PUKETPOP	image/
language	extending	it	to	the	sleepwear	product	line;	

• 		solu4on	–	the	crea2on	of	a	very	special	and	unprecedented	
collec2on	un2l	that	moment.	The	concept	of	HOMEWEAR	—	much	
more	than	a	pajama...	clothes	to	stay	comfortable	at	home.	















• 			briefing	–	trying	to	transfer	the	same	PUKETPOP	concept	to	the	
maternity	collec2on	by	offering	different	and	funny	products	in	
opposite	to	what	the	conserva2ve	market	offers;	

• 				solu4on	–	development	of	a	very	special	panty	modeling	with	a	
double	fabric	layer	with	elastane	that	avoids	elas2cs	that	can	be	
uncomfortable	for	pregnant	women.	Totally	adjustable	to	the	belly	
un2l	the	6th.	month/24th	to	26th.	week.	And	cute	prints	regarding	this	
special	moment	for	every	woman	–	pregnancy!	





catalog – PuketPop Mammy I 





• 			briefing	–	to	bring	new	products	to	preteen	and	tween	girls	
between	8	to	12	years	old;	

• 				solu4on	–	a	new	collec2on	with	PUKETPOP	inspira2on	but	focused	
to	their	teen	universe,	icons	and	interests.	We	created	4	characters	-	
each	one	with	some	personality	aspects	for	this	age	group	girls.	



puket teen 



puket	teen	–	focused	in	girls	between	8	to	12	years	old		
that	“wannabe”	teenagers	J	









DISTRIBUTION	



more	than	500	points	of	purchase	/	30	Salesperson		



Export	to	La2n	America	and	France	/		
exclusive	collec2on	to	Galleries	LafayeMe	



MARKETING			



campaign	



• 			briefing	–	at	that	moment,	some	months	aler	launching	the	
collec2ons	and	with	already	some	unlicensed	copies	???	being	sold	in	
the	market	we	needed	to	show	that	PUKET	was	the	real	creator	and	
launcher	of	this	new	idea/product	language	and	also	showing	this	
product	was	not	restricted	to	the	young	people	but	to	whoever	has		a	
young	mindset;		

• 				solu4on	–	a	campaign	with	3	girls/women	in	3	different	situa2ons	–	
a	young	mom,	a	bride	and	a	girl	arriving	home	aler	night	out	—	like	a	
paparazzi	click	in	an	oversight		WHERE	IT	shows	the	panty	
demonstra2ng	this	young,	modern	and	funny	mindset	that	any	woman	
can	have	regardless	of	her	age,	occupa2on	and	day-by-day	ac2vi2es.	



SUMMER	2004	-	campaign			



SUMMER	2004	-	campaign			



SUMMER	2004	-	campaign			



SUMMER	2004	–	media	plan	



Another	campaign	
Summer	2006	



display	with	“pocket”		
for	the	mini	catalog	-	take	one	



billboard	



printed	media	



Atrevida	–	magazine	for	teenage	girls	

ü  circula.on:	from	170,000	to	
220,000	copies/month	

ü  4	months		-	2	pages/month	



September	issue	



October	issue	



December	issue	–	double	page	with	giH	op.ons	for	Christmas	



Press	and	PR	



• 		weekly	contact	with	the	main	fashion	publishers	and	fashion	
editors	to	send	them	products	and	informa2on	about	PUKETPOP	
lingerie	and	sock	collec2ons,	our	concept	and	new	releases.	



Marie	Claire		
magazine	2003	



Atrevida*	magazine	
June	2004	

*	Brazilian	magazine	focused	on	teenagers	



VEJA	magazine	–	March	2005	



VEJA	SP	–	on-line	edi2on	



Atrevida	magazine	
March	2005	



hMp://igirl.ig.com.br/galerias/014501-015000/14736/14736.html	

online	-	www.delas.ig.com.br	–	June	2005	



interna.onal	



Galeries	LafayeMe	catalog,	France	



PRINTEMPS	catalog,	France	



Fashion	Daily	News,	France	–	April	2004	



Elle	magazine,	France	–	May	2004	



Le Jounal de Québec – February 2005 



Rede	Globo	is	the	most	important	open	TV	channel	in	Brazil	with	more	than	80%	of	audience	at	that	moment	



• 			briefing	–	spread	PUKETPOP	to	the	media	without	a	budget.		

• 				solu4on	–	our	own	team	was	focusing	the	efforts	in	the	PR	and	
press	to	promote	the	collec2on	concept	and	products	straight	to	the	
main	magazines,	newspapers,	TV	channels,	and	showing	pocket	shows	
at	some	TV	channels	during	their	programs.	Zero	cost!		



*	Malhação	–	very	famous	teenager	soap-opera	in	Brazil	with	huge	audience	and	more	than	20	seasons	un2l	today.	





*	Big	Brother	Brazil	–	very	famous	
reality	show	in	BR			
*	FantásEco	– a	Brazilian	weekly	
television	newsmagazine	
broadcast	on	Sunday	nights.	Both	
at	Rede	Globo	with	large	audience.	



special	developments	





“Valen2ne’s	Day”	edi2ons	–	Renner,	Pernambucanas,	Carrefour	and	Lojas	Americanas	




