


Based on these findings, FYI’s strategic positioning should focus on verified authenticity, 





Figure 1: Regional distribution of respondents. Source: Author’s survey (Martin Peternelj, 2025).

Figure 2:Gender distribution of respondents. Source: Author’s survey (Martin Peternelj, 2025).

Figure 3:Age distribution of respondents. Source: Author’s survey (Martin Peternelj, 2025).

Respondents’ preferred fashion style. Source: Author’s survey (Martin Peternelj, 2025).

Figure 5: Frequency of clothing purchases. Source: Author’s survey (Martin Peternelj, 2025).

Figure 6: Average monthly spending on fashion. Source: Author’s survey (Martin Peternelj, 

Figure 7: Evaluation of barriers. Source: Author’s survey (Martin Peternelj, 2025).

Figure 8: Motivational factors(lower price). Source: Author’s survey (Martin Peternelj, 2025).

Figure 9: Wide selection. Source: Author’s survey (Martin Peternelj, 2025).

Figure 10: Authenticity. Source: Author’s survey (Martin Peternelj, 2025).

Figure 11: Delivery speed. Source: Author’s survey (Martin Peternelj, 2025).

Figure 12: Easy return. Source: Author’s survey (Martin Peternelj, 2025).

Figure 13: Exclusivity. Source: Author’s survey (Martin Peternelj, 2025).

Figure 14: Willingness to pay for a product with a discount from 500 Eur. Source: Author’s 

Preferred digital communication channels. Source: Author’s survey (Martin Peternelj, 

Figure 16: Shopping behavior. Source: Author’s survey (Martin Peternelj, 2025).

Previous online luxury purchase experience. Source: Author’s survey (Martin 

Figure 18: Perceived importance of fashion. Source: Author’s survey (Martin Peternelj, 2025).

Figure 19: Descriptive statistics for ease of returns and price. Source: Author’s survey (Martin 

Source: Author’s survey (Martin Peternelj, 2025).



Author’s survey (Martin Peternelj, 2025).

Source: Author’s survey (Martin Peternelj, 2025).

Author’s survey (Martin Peternelj, 2025).

Author’s survey (Martin Peternelj, 2025).

Author’s survey (Martin Peternelj, 2025).

Figure 26:Boxplot of authenticity importance by gender. Source: Author’s survey (Martin 

Figure 27: Boxplot of ease of returns importance by gender. Source: Author’s survey (Martin 

groups. Source: Author’s survey (Martin Peternelj, 2025).

six age groups. Source: Author’s survey (Martin Peternelj, 2025).

Figure 30: Discount. Source: Author’s survey (Martin Peternelj, 2025).

Figure 31: Estimated Monthly Operating Expenses. Source: Author’s survey (Martin Peternelj, 
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4.4.1. Positioning Strategy: “Accessible Luxury You Can Trust”





— —

–

–



certain logistical expenses, such as a fixed shipping fee of €21 (which includes insurance and 

— —

such as Farfetch or The Outnet, FYI’s localized fulfillment model allows for lower final 

up that seeks to become the country’s first online luxury fashion outlet. FYI’s 



and attitudes toward online luxury fashion in Slovenia. Second, it seeks to benchmark FYI’s 

What factors influence Slovenian consumers’ willingness to purchase luxury fashion 

What is the financial viability of FYI’s business model within the Slovenian market?

from the literature with the collected data to refine FYI’s business model. Chapter 5 discusses 

the study’s limitations and offers recommendations for further research and practical 



—

insights form the conceptual foundation upon which FYI’s business p

Business Model Innovation (BMI) represents a firm’s ability to reconfigure how value is 

—



powered “try on” 

To conceptualize BMI in this context, Osterwalder and Pigneur’s (2010)



emergence of “masstige” positioning strategies, which aim to make prestige more attainable 

“luxury accessibility tension.”

the brand’s ability to deliver emotionally resona



and consistently with the brand’s narrative (

brand’s digital journey should emphasize emotional storytelling, aesthetic coherence, and 





“ ”





FYI’s customer journey prioritizes personalization, visual 

FYI as a “neo luxury” brand one that democratizes access while preserving the emotiona



consumers’ perceptions, attitudes

consumers’

that consumers’ perceptions of luxury value are shaped by online channel attributes



RQ1: What factors influence Slovenian consumers’ willingness to purchase luxury fashion 



RQ3: What is the financial viability of FYI’s business model in Slovenia?



kraška (25.5%), Osrednjeslovenska (21.8%), and Podr

. Source: Author’s survey (Martin Peternelj, 2025).



Source: Author’s survey (Martin Peternelj, 2025).



– –

–

as does not compromise the study’s objectives, as the focus lies on 

Source: Author’s survey (Martin Peternelj, 2025).

kraška, 

Although convenience sampling limits full representativeness, the sample’s diversity ensures 



study’s objectives:

–

Respondents’ preferred fashion style. Source: Author’s survey (Martin Peternelj, 2025).

—



Frequency of clothing purchases. Source: Author’s survey (Martin Peternelj, 2025).

Source: Author’s survey (Martin Peternelj, 2025).

—
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valuation of barriers. Source: Author’s survey (Martin Peternelj, 2025).

otivational factors(lower price). Source: Author’s survey (Martin Peternelj, 2025).



ide selection. Source: Author’s survey (Martin Peternelj, 2025).

uthenticity. Source: Author’s survey (Martin Peternelj, 2025).



elivery speed. Source: Author’s survey (Martin Peternelj, 2025).

asy return. Source: Author’s survey (Martin Peternelj, 2025).



xclusivity. Source: Author’s survey (Martin Peternelj, 2025).

Willingness to pay for a product with a discount from 500 Eur. Source: Author’s survey (Martin Peternelj, 2025).



Preferred digital communication channels. Source: Author’s survey (Martin Peternelj, 2025).

patterns in respondents’ behavior. Frequencies and percentages were calculated for demographic 





scepticism (Škare, Jurdana and Tomičić Furjan, 2022). That is why it is highly important that F



biggest Slovenia’s urban hubs – kraška –



Source: Author’s survey (Martin Peternelj, 2025).

confirming FYI’s value proposition. Moreover, 

Source: Author’s survey (Martin Peternelj, 2025).



The results show that fashion holds substantial importance in respondents’ daily lives:

Source: Author’s survey (Martin Peternelj, 2025).

Source: Author’s survey (Martin Peternelj, 2025).



Source: Author’s survey (Martin 



Škare et al

reduces trust and conversion among domestic users. FYI’s competitive advantage therefore lies in 

—



Source: Author’s survey (Martin Peternelj, 

Source: Author’s survey (Martin 



Source: Author’s survey (Martin 

consumers’ willingness to purchase from a Slovenian luxury outlet. 

Source: Author’s survey (Martin 



consumers’ likelihood of buying discounted luxury items online. 

Source: Author’s survey (Martin Peternelj, 

Škare

psychological predictors of consumers’ willingness to purchase from a Slovenian luxury outlet, 

purchase convenience do not directly drive consumers’ 

contribute modestly to consumers’ readiness to buy.

Together, these findings suggest that FYI’s strategic emphasis should prioritize 



Source: Author’s survey (Martin Peternelj, 2025).



Source: Author’s survey (Martin Peternelj, 2025).
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–
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Source: Author’s survey 
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Source: Author’s 



more than 60% of respondents reporting that they would “definitely” or “possibly” purchase from 

–

illingness to purchase. These insights form a strong foundation for FYI’s strategic positioning, 

It’s important not to just look at luxury outlets holistically, but to see how it appeals to certain 



–

purchase risk and ensuring a sense of “luxury security.” This aligns with existing literature 

Taken together, these findings indicate that FYI’s core consumer profile is likely to be female, 

based analysis revealed no statistically significant differences in consumers’ attitudes 

–

–



through Instagram and expect strong value for money in every purchase. For them, FYI’s most 

“Luxury brands, outlet prices.”

lding trust, positioning FYI’s message “100% verified originals

returns”

“Curated 

unique finds and limited pieces.”

The findings from the market analysis and segmentation provide a clear direction for FYI’s 

s, indicating that FYI’s 



Positioning Strategy: “Accessible Luxury You Can Trust”

associated with consumers’ willingness to buy from FYI. Consequently, FYI’s strategic 



Source: Author’s survey (Martin Peternelj, 2025).

proposition through accessible price points (e.g., 199 €, 249 €) and transparent communication of 

“compare at” prices. Introducing a VIP discount club—

—

FYI’s positioning as an accessible luxury 



“risk free shopping” message across the website and promotional content can further reinforce 

delivery can contribute meaningfully to consumers’ willingness to buy. The analysis suggests 

representing younger users. Consequently, FYI’s digital communication strat

—within all communication touchpoints. The brand’s tone of 



Moreover, given FYI’s potential long



entry strategies and enhance FYI’s ability to adapt its value proposition to diverse consumer 



This section evaluates FYI’s financial feasibility based on projected sales volume, margin 

FYI’s financial projections are based on estimated monthly sales of 

€225

500 × €225 = €112,500

€112,500 × 0.10 = €11,250 gross profit per month



Source: Author’s survey (Martin Peternelj, 2025)

€11,250 − €3,180 = €8,070

€225 × 0.10 = €22.50
€3,180
€22.50 ≈ 141 items



The financial projections show that FYI’s business model remains viable even under conservative 

margin assumptions. A 10% margin yields a positive monthly profit of €8,070, supported by a 

These results reinforce FYI’s strategic potential and confirm that the platform can operate 



Slovenian population. Since FYI’s client base match this demographic (female and younger



It’s important to note that this survey result covers a lot of purchase intent, sentiment, and 

—



From a strategic standpoint, the results offer clear guidance for FYI’s market positioning. 

importance of building FYI’s v
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