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Peter Williams and Robert Shaw founded the brand in 1999. Williams was 23 when the first store opened at 22 Fore Street, Salcombe, Devon, UK and it was created with £40,000 – the founders slept above the shop. The brand was named after one of the co-founders' grandparents.
In an interview with the Financial Times, Williams said "When I started thinking about a premium brand I dredged up this vision of what I remembered in Salcombe. I thought, 'What if I could create a brand that could bottle what being at a British university was all about and all the cool amazing stuff that goes with that?' It's such a uniquely cherished part of your life. I thought if you could create a brand that epitomized that, it would be very compelling. 
The brand was a success, Jack Wills stores were opened in places with universities or private schools, such as Eton, Oxford, Winchester and St Andrews. 
Originally, it was heavily marketed towards university students, using the slogan and trademark "University Outfitters" to reflect the inspiration behind the brand.
Today, the brand is partly owned by Jack Wills Ltd, a private limited company registered in the UK, while a 27% stake is held by the private equity firm Inflexion after an investment deal in 2007.In 2011, the company was valued at £140 million, of which co-founders Williams and Shaw hold a 52% stake and 21% stake, respectively. 
In May 2013, Williams announced he was stepping aside as CEO to become a non-executive director. Former chief marketing officer of Vodafone, Wendy Becker, was appointed as CEO soon afterwards. 
As of 2015, Williams was reinstated as working CEO on the board after the departure of Becker. In October 2016, Williams and private equity firm BlueGem became the joint owners, after long-standing investor Inflexion left after nine years. Williams owns 52% of the company. 
2018 
2018 has been a very difficult year so far for the retail industry in the UK, with many famous high street retailers reporting financial losses, closure of stores or worse still bankruptcy. There are a number potential reasons for this, decline in the value of sterling, Brexit and lack of consumer confidence, customer behaviour continues to change and move online, which is reflected in many ecommerce companies reporting double digit growth in the sector. 
The situation has affected Jack Wills’ plans for growth and as a result the company has focused mainly on getting the UK business back on track through growth of its online business which is currently 30% of trade, through improvements in product and investment in the brand.
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Customer Profile
This is an interesting area for Jack Wills. Traditionally the brand has targeted university students, both male and female aged 18-21. However, in recent times it has become clear that the customer profile is much broader, for example customers who knew the brand over 10 years ago are still customers and these range from 35-45 years, purchasing for themselves but now also purchasing for their teenage sons or daughters of 13 – 17 years. In many ways, the Jack Wills brand has grown up alongside its loyal customers over the last 10+ years. With the age profile being so broad, this has been a challenge for Jack Wills in terms of targeting. Importantly, in 2018, it has been decided that the Jack Wills brand will go back to its heritage, targeting university students, male and female aged 18-21.
Overseas
Jack Wills still has a handful of stores in U.S, Hong Kong and Singapore. Growth in this market is expected to come through wholesaling, eg using a range of partners in the U.S to reach scale; this is a completely new strategic direction for Jack Wills
Product Range
Q4 is the busiest time for Jack Wills. It includes “Black Friday”, “Cyber Monday”, the festive season and the Sale; Jack Wills will typically earn 60% of its annual revenue during this quarter. In the 4th Quarter, the Jack Wills outerwear range drives the volume of sales (coats, jacket) including its signature products, hoodies, sweatshirts and sweat pants. Summer season is also important for Jack Wills; here T-Shirts and the Swimwear range dominate sales, but these products do not carry the same margin as the winter range.
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Website
Jack Wills has had an online presence since 2005 when it launched its .com site targeting UK consumers. Today, the site has over 3k products, spread across 20 categories.
Jack Wills has a number of websites to support its global and discounted outlet business, the URLs can be found below.
Overall, online sales represent 30% share of all Jack Wills revenue. Of total online sales, 90% is transacted through the UK site Jackwills.com, which is the online focus for 2018. Between Feb 2017 and Jan 2018 (Jack Wills financial year) there were just over 18 million sessions (visits) and a conversion rate of just over 3.5%. Just over 8 million of these sessions were new users delivering over 650k transactions. Customer typically spend on average £61 and will transact on average 1.61 times a year. Mobile is 65% of total online traffic, accounting for just over 50% of the total online revenue.
The site uses Demandware, a Salesforce platform common in the retail industry. The platform has been tailored to Jack Wills specification; the front-end of the site is managed in-house by a dedicated ecommerce team who manage the content and product range of the site. 
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Marketing 
40% of the marketing budget is allocated to online media, with 30% on creative, 20% on brand and 10% on CRM and Direct Mail.
Over 50% of sales are generated through Google search and 60% of this is through paid search, largely due to a higher conversion rate on paid brand search terms such as “jack Wills” or “Jack Wills hoodie” The brand terms account for 80% of the search revenue.
Typically, display and social channels are used for online prospecting and therefore contribute significantly less in terms of sales. The remainder of the online revenue is driven from affiliates which Jack Wills uses AWIN’s affiliate network which includes the high volume affiliates such as  Vouchercloud, vouchercode.co.uk and unidays, finally direct revenue (untracked) through the site is other largest contributor to revenue.
Jackwills.com
Jackwillsoutlet.com
Jackwills.hk
www.jackwills.com/en-us/
https://www.jackwills.com/en-ie/

Questions
1. Many British firms have struggled to succeed in the US market. Critically evaluate the key issues likely to affect JW activities in the US market. Discuss the implications of these on the company and propose solutions for overcoming these.

2. Jack Wills still operate a handful of stores in U.S, (Marcus Vinyard, Philadelphia, Nantucket) Hong Kong and Singapore. Growth in this market is expected to come through premium wholesaling using a range of partners in U.S to reach scale and this is a completely new strategic direction for Jack Wills. Assess the practice of Jack Willis adopting exporting / wholesaling as its chosen market entry strategy for the US market, clearly identify the risks and opportunities for this strategic approach, also identify a contingency to wholesaling if this approach is unsuccessful. 

3. Analyse whether Jack Wills should continue targeting university students in the US or should target a much broader consumer base. Support your recommendation with justifications.

4. How can Jack Wills - www.jackwills.com/en-us/ appeal to the US university customer online. What do you suggest are the key digital channels Jack Wills needs to invest in to prospect and acquire and retain customer building long-term relationships and advocacy online. 
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