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4 you: 

our 4 br ands hit  
the sp ot.

our 4 brands target all relevant  
age groups.

04
short and s w e e t:  

our produc tion time s put 
us ahe ad.

Sophisticated logistics processes make  
sure that hot  

fashion trends hit the shops faster.
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a  m a j o r  

h i g h  s t r e e t  p r e s e n c e :  
o u r  s h o p s  

a r e  p r e s e n t  e v e r y w h e r e .

with over 1,350 stand-alone shops, we are 
now an integral part of the city-centre scene.
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a n  i n t e r n at i o n a l  t e a m : 

o u r  s ta F F  t h i n k  g l o b a l ly.

Employees from 56 countries  
understand our customers and manage  

up-to-the-minute trends.
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on the scre e n: 

w e are g e t ting our me ssag e 
across.

in print and online, we are reaching our  
target groups.

our Figures  
at  

a gl ance

our success and our strength are  
measurable. the tom tailor group is a key 

player in the European fashion industry.



4  y o u

4

tom tailor, tom tailor denim, tom tailor polo team and bonita  –  
the tom tailor group’s four strong brands create a coherent world. Each brand has its own handwriting and at 

the same time follows an overarching principle: mid-price fashion for people who value quality  
and style. our brand concepts enable us to appeal equally to men and women, from age 0 to 60 – they feel that 

we understand them. that is the ideal basis for us to continue our successful development in the future.

01

o u r  4  b r a n d s  
h i t  t h e  s p o t

4 
you



tom tailor Denim comprises the tom tailor Denim male  
and tom tailor Denim Female lines.  

these collections are aimed at teenagers and young adults  
between the ages of 15 and 25. 

the tom tailor group’s BoNita and BoNita men brands  
offer clothing for women and men in the over-40 age group. the 

BoNita collections are based on high-quality items of  
clothing that can be mixed and matched over and over to create 

new outfits.

tom tailor meets the needs of target groups aged from 0 to 40 
with its tom tailor mEN, tom tailor womEN,  

tom tailor KiDS, tom tailor miNi and tom tailor BaBY lines. 

tom tailor’s third brand, tom tailor polo tEam, was launched 
on the market in 2012. the premium sportswear  

brand is targeted at men and women aged 25 to 40.
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« it’s awesome that i can buy the clothes 
that i see in current tV shows here  
and now. and the price is great, too.»

a N N i K a  w ö S S N E r  ( 2 1 ) 

w E a r S  t o m  ta i l o r  D E N i m

l E o  g r i m m  ( 5 ) 

w E a r S  t o m  ta i l o r  K i D S

o u r  4  
s t r o n g  b r a n d s 

o n  t h e  
u r b a n  c at wa l k

From sporty/casual, through cool/trendy, to timeless/
modern – the collections from  

tom tailor, tom tailor Denim, tom tailor polo 
tEam and BoNita are as varied as the  

people who wear them. But they all share high  
standards of quality and style.

« the best thing about it is that my out-
fit works in any situation. i often go 
directly from uni to a band rehearsal 
or a party.»

F E l i x  h a u S m a N N  ( 2 2 ) 

w E a r S  t o m  ta i l o r  D E N i m

« i am very fashion-conscious and i prefer 
casual wear. at tom tailor, i find clothes 
that suit my style exactly.»

c h r i S t o p h  F E l D  ( 3 3 )  

w E a r S  t o m  ta i l o r



m i c h a E l  c a m a r a  ( 5 4 ) 

w E a r S  B o N i ta

m a r t i N a  S E E l B a c h  ( 3 2 ) 

w E a r S  t o m  ta i l o r

« i travel a lot, both for work and 
privately. so my clothes have to be 
sporty, casual and modern, but not 
too trendy. tom tailor polo team 
offers a good mix.»

h a N N E S  B a u m g ä r t N E r  ( 3 5 )  

w E a r S  t o m  ta i l o r  p o l o  t E a m

« the bonita collections are up-to-date but don’t 
try too hard to look young – that suits me 
perfectly. and the shopping experience in the new 
bonita shops is great, too.»

g a B r i E l E  S c h u S t E r  ( 4 9 ) 

w E a r S  B o N i ta

« tom tailor polo team is the 
perfect brand for me. i like it 
because it’s chic and sporty. it’s just 
great.»

 S t E F a N i E  m a r a N  ( 3 0 )  

w E a r S  t o m  ta i l o r  p o l o  t E a m



hamburg, cologne, munich, berlin – but also aachen, husum, Jena and tübingen –  
our shops are now part and parcel of most pedestrian zones and shopping centres in germany. people now  

expect to find tom tailor and BoNita in german city centres – and increasingly also in other major  
European cities such as Zurich, Zagreb, lyon or Vienna. But our presence is not limited to just our stand-alone 

shops. our tom tailor brand is also a key element in large department stores and fashion chains,  
where we are continually expanding the number of our shop-in-shops.
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a  m a j o r 
h i g h  s t r e e t 

p r e s e n c e
o u r  s h o p s  a r e  

p r e s e n t  
e v e r y w h e r e

a  m a j o r  h i g h  s t r e e t  p r e s e n c e

1 8



t o m  t a i l o r  F l a g s h i p  s t o r e ,  
d ü s s e l d o r F



t o m  t a i l o r  F l a g s h i p  s t o r e , 
s t u t t g a r t

a  m a j o r  h i g h  s t r e e t  p r e s e n c e

2 0





2,269 
tom tailor  
shop-in-shops at  
the end of 2013



t o m  ta i l o r  F l a g S h i p  S t o r E ,  

D ü S S E l D o r F

B o N i ta  S t o r E ,  

o B E r h a u S E N

a  m a j o r  h i g h  s t r e e t  p r e s e n c e

2 3

354 
tom tailor retail stores

o v e r  1 , 3 5 0  s h o p s  i n  
c i t y  c e n t r e s  

a n d  s h o p p i n g  m a l l s

the high street in many germany cities would  
be unthinkable now without our 720 tom tailor and BoNita shops.  

we also have some 630 stores abroad.

1,010 
BoNita stores at the end of 2013



a  m a j o r  h i g h  s t r e e t  p r e s e n c e
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o u r  b o n i ta  
s t o r e  m o d e r n i s at i o n  

p r o g r a m m e

making the brand come alive: in September 2013, we began to revitalise our 
1,010 BoNita stores. we focused particularly on clearly presenting  

items, both in the stores and in the shop windows. at the same time, the stores 
were given a complete makeover.

B o N i ta  S t o r E ,  

h a m m i N K E l N

w h at  d o  y o u  t h i n k  o F  t h e  n e w  b o n i ta 
s t o r e  c o n c e p t ?
the revitalisation process did us good – it is as if there’s a 

breath of fresh air in the shops now.

w h at  w a s  i t  l i k e  F o r  y o u  a n d  y o u r 
c o l l e a g u e s  d u r i n g  t h e  r e n o v at i o n s ? 
the tom tailor group had presented us with a well- 

thought-out concept beforehand. the renovation work itself 

also went smoothly, and our staff were able to get on with 

their work as normal. 

h e i d i  h o l l i n g ,  m a n a g e r  
B o N i ta  S t o r E ,  h a m B u r g

w h at  d i d  y o u r  c u s t o m e r s  t h i n k  o F 
t h e  c h a n g e s ?  
they were absolutely delighted. again and again people said 

how attractive they find the new store design. they particu-

larly appreciate how the informal atmosphere in the shops has 

been retained alongside the new furniture and the new look.

w h at  d o  y o u  w a n t  t o  s e e  h a p p e n  i n 
t h e  F u t u r e ? 
that even more customers will be thrilled by our fresh mix-

ture of comfort and modernity.



b o n i t a  s t o r e ,  
k e m p e n



o u r  F i g u r e s  a t  a  g l a n c e
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6,500
e m p l oy e e s

... from 56 countries. germany is where we were founded and where our 

growth started, but now we are at home all over the world,  

not just because the proportion of revenue we generate abroad has  

increased and our international stores are getting bigger and bigger.  

what’s particularly important is the diversity of our employees, who ensure 

our fashion offering combines trends from around the world.

o u r  F i g u r e s  at  a  g l a n c e
t o m  ta i l o r  g r o u p

€ 16.50
o u r  s h a r e  p r i c e  a s  at  

3 1 / 1 2 / 2 0 1 3

tom tailor’s share price has increased by 26.9% since the  

ipo in 2010. a clear strategy, excellent business  

development and transparent reporting procedures have all  

contributed to this.

1,364
r e ta i l  s t o r e s  a n d  

e - s h o p s  w o r l d w i d e

... 1,010 BoNita and 354 tom tailor stores. By acquiring BoNita in 

2012, we reached critical mass in terms of shops.  

there is hardly a single town in germany now without a BoNita or 

tom tailor store.73.5% 26.5%



o u r  F i g u r e s  at  a  g l a n c e
t o m  ta i l o r  g r o u p

€900mio. 
i n  r e V e n u e

o V e r

the business has developed extremely well in recent years, 

as can be seen from our figures. Following our systematic expansion,  

our entire focus now is on profitability.

3,800
b r o a d c a s t s

... of our new tV advertising spot and 256 newspaper  

articles about the tom tailor group in 2013. tom tailor is one of the ten 

best-known fashion brands in germany. our major tV  

campaign in the last couple of years has increased recognition still further.

24–28
w e e k s ’  l e a d  t i m e

our finely tuned logistics processes ensure smooth operations. 

we have successfully cut our lead times  

– the period from initial design of a garment until it hits the shops –  

in the past. meaning we can ensure  

new trends reach the stores more quickly.



a n  i n t e r n a t i o n a l  t e a m

2 8

chic, on-trend, fashionable. the world of fashion is cosmopolitan.   
regardless of where a company is based, where a particular designer comes from, or the city  

where a new collection is presented, fashion is inherently international. this is also fundamental to our  
philosophy, as can be seen from these simple figures: we have staff from 56 countries,  

630 stores abroad (and growing) and trend scouts across the world. we know our way around the international 
fashion industry and that our customers have international expectations – which we can meet.  

in many languages.
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a n  i n t e r -
n at i o n a l 

t e a m
o u r  s ta F F  

t h i n k  g l o b a l ly



t o m  t a i l o r  g r o u p  s t a F F  e V e n t,  
h a m b u r g



a n  i n t e r n a t i o n a l  t e a m

3 0

5 6  n at i o n a l i t i e s 
i n  a  

c o s m o p o l i ta n 
t e a m

Fashion can only be as international as the team that 
designs and sells it. whether we’re talking about trend 

scouts, designers, or specialist staff from human 
resources or financial control, our 6,500 employees 

come from all across the  
world and work together hand in hand. 

« our trend scouts send in ideas  
for our fashion designs from  
all over the world and we consoli-
date them in our design studio  
in hamburg.»

p at t i m a  B ä h r  F r o m  t h a i l a N D , 

D E S i g N

« merchandise planning is a combination of  
figures, products and trends.»

a B r a h a m  t a D E S S E  F r o m  E t h i o p i a ,  

m E r c h a N D i S E  p l a N N i N g  

D E p a r t m E N t/ t o m  ta i l o r  r E ta i l

l E N a  B at i S ta  F r o m  p o r t u g a l ,  

p r o c u r E m E N t  E - c o m m E r c E  t o m  ta i l o r

Ya S m i N  m ü l l E r - S a l l a m  

F r o m  g E r m a N Y/ E g Y p t,  

l i c E N c E  p r o D u c t  m a N a g E m E N t



« it is always exciting to deal 
with different markets – 
every country has its own 
conditions and balancing 
all these at the same time 
is a real challenge. today, 
tom tailor is represented 
in over 35 countries, so life 
is never boring.»
r i c h a r D  h o l D E r  F r o m  S o u t h  a F r i c a ,  

i N t E r N at i o N a l  S a l E S

» at the group’s head office, we  
are sent the figures for all our com-
panies in germany and abroad.  
we all have to follow a single set of 
rules. you can definitely notice  
the cultural differences as you cor-
respond with people. but that’s 
what makes it so exciting.«

B a K ta S  D o S t  

F r o m  a F g h a N i S ta N ,  

c E N t r a l  c o N t r o l l i N g

o l g a  V a S Y l E N K o  F r o m  t h E  u K r a i N E ,  

S a l E S  a N D  c u S t o m E r  S E r V i c E  g r E at E r  r u S S i a



a n  i n t e r n a t i o n a l  t e a m

3 2

e m p l o y e r  
b r a n d i n g

all employees of the tom tailor group have the potential, the will and the 
intrinsic drive to turn the company into one of the most important  

fashion companies in Europe, while retaining the spirit and dynamic of a start-up 
company – which is synonymous with our employer brand.

w o r l D  c a F é 

E m p l o Y E r  B r a N D i N g



d o n ’t  f o l l o w.  e x p l o r e .

w e  va l u e

1

b r e a k  t h e  r u l e s  o F  t h e 
m a r k e t

2

s h o w  r e s p e c t  F o r  t h e 
p e r F o r m a n c e  o F  o t h e r s

3

l o v e  F a s h i o n

4

ta k e  o n  r e s p o n s i b i l i t y

5

b e  c l e a r  
a n d  s t r u c t u r e d

6

c o m m u n i c at e  
a g g r e s s i v e ly

7

b u r n  w i t h  p a s s i o n  F o r 
t h e  w o r k

8

b e  p r e d i c ta b l e  a n d  j u s t

9

c e l e b r at e  s u c c e s s e s

1 0

s e e  c h a n g e  a s  a n  
o p p o r t u n i t y

1 1

a lway s  s e t  y o u r s e l F  
n e w  g o a l s



s h o r t  a n d  s w e e t

3 4

success in the world of fashion means being fast.  
Very fast. our trend scouts have their fingers on the fashion pulse, and we know how to produce to their timescale. 

the maximum lead time – the period from design to the delivery of new garments to our shops –  
is 28 weeks. we have radically optimised our processes in recent years, to make sure that our fashion offering is  

always bang up-to-date in our customers’ eyes.  
that is practically a guarantee of success in our competitive market.
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o u r  
p r o d u c t i o n  

t i m e s  
p u t  u s  a h e a d .

s h o r t  
a n d  

s w e e t





s h o r t  a n d  s w e e t

3 6

b o n i t a  l o g i s t i c s  c e n t r e ,  
h a m m i n k e l n





s h o r t  a n d  s w e e t

3 8

F r o m  c at wa l k  
t o  s h o p  

i n  u n d e r  2 8  
w e e k s 

it normally takes only 28 weeks for catwalk trends in the fashion  
centres of New York, tokyo, london and paris to arrive  

in the various tom tailor group selling spaces. and for up-to-the-
minute spot items the process is much faster.

 
new york, 1 p.m.

trend scouts at work.

w e e k  1   
hamburg, 11 a.m.

Beginning to develop new styles.

w e e k  5  
hamburg, design centre, 3 p.m.

First models are there.

w e e k  1 0  
hong kong, 9 a.m.

materials meet our expectations and  

standards.



w e e k  1 5  
hamburg, 5 p.m.

the new items arrive in hamburg.

w e e k  1 6  
hamburg, 7 p.m.

the new collection is also  

presented to customers  

in the tom tailor showroom.

w e e k  1 8  
asia, 10 a.m.

production is in full swing.

w e e k  2 8
munich, 7 p.m.

the new collection is as cool  

as the shop: stock on the shelves  

in the munich flagship store.



s h o r t  a n d  s w e e t

4 0



presenting the collection in 
hamburg

Every quarter, the tom tailor 

sales teams receive a «prod-

uct Statement» for the month 

in question. Starting in 2013, 

each new key collection now 

receives its own individual 

stage set, based on the graphic 

themed displays in all our 

showrooms, in the stores in our 

key markets in germany and 

abroad, and in the entrance 

area at tom tailor’s head-

quarters.



o n  t h e  s c r e e n

4 2

what does it mean when someone hums the tune from an advert?   
at the very least, that the brand and its products are reaching their target market. the systematic, cohesive  

communications strategy for our umbrella brands is aimed both at the mid- to long-term and the 
multifaceted. combining pr, new media and classic advertising, our strategy aims to increase our reach and  

to anchor the brand permanently in the minds of consumers. the result is that today tom tailor and  
BoNita are brands that are talked about. or hummed.
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w e  a r e  g e t t i n g  o u r  
m e s s a g e  a c r o s s

o n  t h e 
s c r e e n



s a n d r a  V o n  r u F F i n ,  
t r i b u t e  t o  b a m b i  c a m p a i g n



w w w. B o N i ta . D E

the bonita Fashion card

By the end of December 2013, over 390,000 people had registered for 

the BoNita FaShioN card introduced at the beginning of the year. 

FaShioN card holders receive exclusive vouchers and can participate  

in special promotions. more information on the exclusive advantages 

and an online registration form are available at  

www.fashion-card.bonita.eu

bonita online shop

BoNita and BoNita men 

have also been available  

online since June 2013. the 

entire collections for both 

brands can be browsed at 

www.bonita.de (available in 

german only). the company 

is focusing on expanding  

its customer portfolio with 

the BoNita e-shop, and  

on reinforcing the BoNita 

brand’s image and brand 

awareness with its online 

presence. the e-shop  

enables the company to 

connect with the fastest-

growing online customer 

group, mature consumers. 

members of this target group 

have high purchasing power 

and are particularly keen 

consumers.



o n  t h e  s c r e e n
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@
>20 mio. 

online customers visited  
the tom tailor and BoNita  

e-shops

256 
newspaper articles  

about the  
tom tailor group

3,800
broadcasts  

of the tom tailor  
tV spot

tv

c o u n t l e s s  m e d i a  
h i t s  

e v e r y  d ay 

Be it via our website or our online shops,  
we get through to our  

customers and our customers get through to us.  
Not just in our stores, but across all media.



12% 
revenue growth year-on-year

10% 
of group revenue –  

the medium-term target for  
e-commerce revenue

645,000 
registered online customers in 

the tom tailor e-shop

€39.6 mio. 
tom tailor  

e-commerce revenue in 2013

e

e

t h e  t o m  ta i l o r  
e - s h o p  –  

a  s u c c e s s  s t o r y

in the tom tailor online shop, our customers can order any 
items they choose from the entire range.  

this platform is an ideal sales tool which appeals to our  
young, lifestyle-oriented target group.

o n  t h e  s c r e e n

4 6



the tom tailor collectors club card

tom tailor collectors club card holders can take  

advantage of exclusive promotions. in addition, they 

collect points with every purchase which are  

credited to their collectors club account. as soon as 

they have reached 20 points, customers receive a 

voucher worth Eur 10 to redeem against their next  

order or store purchase. and when a new customer  

joins the collectors club, he receives a one-off 10%  

discount on his initial purchase. the tom tailor  

collectors club card is free and does not require a mini-

mum spend. at the end of 2013, the tom tailor  

collectors club card had 362,819 registered customers.



o n  t h e  s c r e e n

4 8

reinvent yourself!  
tom tailor tV spot

this was the slogan used by the tom tailor group to kick off the 2013 

autumn/winter season. as in tom tailor’s previous tV spots, the 

spotlight was on the desire for the latest fashion must-haves. the actors 

constantly reinvented themselves in the spots, shedding their old out-

fits and re-emerging in brand new tom tailor looks. all of the stories 

are set against well-known backdrops in New York city.  

the spots were broadcast on proSiebenSat.1 media ag channels.



s y l V i e  m e i s , 
t r i b u t e  t o  b a m b i  c a m p a i g n



w w w. F a c E B o o K . c o m / t o m ta i l o r

w w w. K u N u N u . c o m / t o m ta i l o r g r o u p

w w w. x i N g . c o m / c o m p a N Y/ t o m ta i l o r g r o u pw w w.Y o u t u B E . c o m / u S E r / t o m ta i l o r



o n  t h e  s c r e e n

5 1

r e p r e s e n t e d  
o n  a l l  r e l e va n t  d i g i ta l 

p l at F o r m s

with our Facebook, linkedin and twitter presence, as well as the 
company’s website, we are completely at home  

in the digital world. this means we are extremely well positioned 
both to meet the requirements of our target  

groups and to continually increase the number of potential  
customers.

w w w. F a c E B o o K . c o m / B o N i ta F a S h i o N w w w.Y o u t u B E . c o m / u S E r / B o N i ta F a S h i o N D E

w w w. l i N K E D i N . c o m / c o m p a N Y/ t o m -ta i l o r - g r o u p

t w i t t E r . c o m / t o m ta i l o r
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