WE SHARE MORE
WITH OUR GUESTS
THAN A LOVE OF FINE
GARMENTS.

Sudsies®

GARMENTS LOVE US!



, SUDSIES HAS BEEN IN THE PEOPLE BUSINESS, USING
EVERY INTERACTION AS A CHANCE TO BUILD A RELATIONSHIP, CREATE
EASE, AND MAKE OUR GUESTS FEEL RECOGNIZED, CARED FOR, AND
UNDERSTOOD. OUR BRAND LIVES IN THE SMILE AT THE COUNTER, THE
WARMTH OF A CONVERSATION, THE PRECISION OF A REMEMBERED
PREFERENCE, THE CONFIDENCE OF A PERFECTLY FINISHED GARMENT,
AND THE FEELING THAT EVERY DETAIL HAS BEEN HANDLED.

GREAT BRANDS MAKE A PROMISE PEOPLE CAN FEEL. THEN THEY
KEEP THAT PROMISE THROUGH SERVICE, CONSISTENCY, CARE, AND
RELENTLESS ATTENTION TO DETAIL. THEY EVOLVE WITHOUT LOSING
THEIR HEART. THEY STAY RELEVANT WITHOUT LOWERING THEIR
STANDARDS.

SUDSIES HAS SPENT DECADES REFINING BOTH THE EXPERIENCE AND
THE BRAND BEHIND IT. WE NEVER COAST ON REPUTATION. WE KEEP
DISCOVERING, IMPROVING, AND LEADING, SO EVERY GUEST FEELS THE
DIFFERENCE IN EVERY INTERACTION, EVERY GARMENT, EVERY HOME,
AND EVERY RELATIONSHIP WE HAVE THE PRIVILEGE TO BUILD.






SUDSIES OPERATES WITH A CLEAR UNDERSTANDING OF WHAT DEFINES
A GREAT BRAND, AND WITH EQUAL DISCIPLINE IN IMPROVING IT. THIS
NEXT PHASE SHARPENS THAT FOUNDATION. IT REINFORCES THE
HUMAN ELEMENT THAT DEFINES SUDSIES WHILE BRINGING GREATER
CLARITY TO OUR BRAND PROMISE: MAKING YOUR WARDROBE LOVE US.
THAT PROMISE IS NOT ATAGLINE. IT IS AN OPERATIONAL COMMITMENT
TO SUSTAIN DESIRABILITY, COMFORT, AND CONFIDENCE THROUGH
EVERY STAGE OF CARE.

THE BRAND CONTINUES TO EVOLVE THROUGH REFINEMENT, NOT
REINVENTION. SERVICE BECOMES MORE INTENTIONAL. PROCESSES
BECOME MORE PRECISE. OUTCOMES BECOME MORE CONSISTENT.
THE FOLLOWING SECTION DEFINES THE STRATEGIC PILLARS THAT
SUPPORT THIS EVOLUTION AND ENSURE THAT EVERY INTERACTION,
EVERY GARMENT, AND EVERY RELATIONSHIP REFLECTS THE SUDSIES
STANDARD.









Principles

Sudsies brings warmth, clarity,
and genuine hospitality to
every guest interaction.

Sudsies makes expert
garment care feel welcoming,
understandable, and easy to
access.

Sudsies treats every request
with attentiveness, respect,
and the human touch

that defines the Sudsies
experience.

FOUNDATIONAL PILLAR

Our guests arrive with curiosity, personality, and warmth
with every exchange. Sudsies meets that energy with
service that feels open, easy, and genuinely human. That is

what approachability means to us.

We build every guest interaction around warmth, clarity,
and helpfulness. We meet guests where they are: at
the counter, at home, on the phone, in a text thread, or
in the rhythm of a busy day. We listen closely, respond

graciously, and make care feel effortless.

does not lower the standard. It makes
the standard






Principles

Sudsies operates with a deep,
working knowledge of luxury
garments, fine materials,
construction, and finishing.

Sudsies supports leading
designer boutiques and their
guests across South Florida
with polished, highly capable
garment care.

Sudsies understands

the demands of worldly,
sophisticated lives and shapes
service around travel, events,
residences, wardrobes, and
the expectations that come
with them.

FOUNDATIONAL PILLAR

Our guests arrive with worldly experience, cultural fluency,
and a deep appreciation for quality garments to every
Sudsies interaction. They recognize quality, understand
nuance, and expect care that reflects the garments they

choose to wear.

Sudsies meets that standard by continuously building
our institutional knowledge, refining our processes,
and developing the people required to care for delicate

garments with precision.

does not ask us to perform luxury. It

asks us to understand it, protect it, and






Principles

Sudsies manages special
requests with thoughtful
coordination, flexible service,
and polished execution.

Sudsies removes complexity
by applying expert judgment
to fabrics, construction,
finishing, and care
requirements.

Sudsies makes high-value
garment care feel simple,
reliable, and fully handled.

FOUNDATIONAL PILLAR

Our guests move through life with choice, confidence,
and composure. They value services that remove friction,
protect their time, and allow them to focus on the

moments in front of them.

Sudsies supports that ease through consistent,
dependable garment care. We help guests wear what they
love without worry, knowing that spills, stains, wrinkles,
and the realities of daily life can be handled with precision

and care.

does not mean nothing happens. It means
the right systems, people, and standards work quietly in

the background, so our












SUDSIES GUEST PERSONA No. 1

GROUP A:

THE WEALTHIEST HOUSEHOLDS IN THE
UNITED STATES, LIVING IN THE MOST
-XCLUSIVE NEIGHBORRHOODS AND
-NJOYING ALL THAT LIFE HAS TO OFFER.

THE POWER ELITE ARE AMERICA’'S MOST AFFLUENT
HOUSEHOLDS: EDUCATED, ACCOMPLISHED, CULTURALLY
ENGAGED, AND CONCENTRATED IN PRESTIGIOUS SOUTH
FLORIDA ZIP CODES. THEY VALUE QUALITY, DISCRETION,
TIME SAVINGS, AND EXCEPTIONAL SERVICE.

FOR SUDSIES, THIS AUDIENCE IS A NATURAL FIT. THEY
OWN DESIGNER GARMENTS, TRAVEL OFTEN, SUPPORT
THE ARTS, ATTEND EVENTS, AND EXPECT EVERY DETAIL
OF LIFE TO FEEL POLISHED AND HANDLED.

SUDSIES SPEAKS TO THEM WITH CONFIDENCE,
SOPHISTICATION, AND WARMTH, EMPHASIZING EXPERT
CARE, EFFORTLESS SERVICE, AND THE FREEDOM TO ENJOY
LIFE WHILE THEIR WARDROBE REMAINS READY.



Overview

America's wealthiest households
belong to the Power Elite, a group
of six segments living in many

of the nation’s most prestigious
communities. Many reached this
level through advanced education,
entrepreneurial success, and
accomplished careers as attorneys,
physicians, executives, business
owners, and corporate leaders.

These middle-aged and older
professionals, many of them
empty-nesting couples, enjoy lives
shaped by refinement, access, and
exceptional service in the country’s
most desirable ZIP codes.

Their homes sit in sought-after
addresses, from contemporary
Beverly Hills mansions to waterfront
estates in Old Greenwich. Many
invested millions of dollars in their
primary residences, while others
maintain private in-town homes,
gated properties, and landscaped
retreats with pools, gardens, and
entertaining spaces.

More than half of adults holding
college degrees, the Power Elite
reflect white-collar achievement,
entrepreneurial discipline, and
dual-income success. They are
more than twice as likely as average
Americans to work in business, law,
science, and technology. Nearly
one-third of households earn more
than $250,000 annually, and this
group has the highest discretionary
spending of all U.S. consumers,
exceeding $32,000 per year.

As consumers, the Power Elite favor
quality, culture, and distinction.
They support the arts, attend live
theater, concerts, museums, and
philanthropic events, and enjoy
dining out, films, and evening
engagements. With many children

grown, they have more freedom
to travel, socialize, entertain, and
pursue personal interests.

Weekends often center on
restoring balance: cooking for
pleasure, attending events, reading,
visiting the beach, or spending

time traveling. These households
prioritize wellness, with regular time
devoted to private clubs, personal
trainers, golf, yoga, and tennis.

Financially, the Power Elite maintain
significant investments in stocks,
bonds, mutual funds, and real
estate. They carry premium credit
cards and represent one of the
strongest markets for luxury
goods. Many drive luxury imports,
follow fashion closely, buy designer
labels from high-end retailers and
boutiques, and adopt advanced
technology early. They shop across
stores, luxury e-commerce, online
marketplaces, and select discount
platforms.

Their curiosity drives extensive
travel throughout the United
States and abroad. They move
comfortably from ski resorts to
island beaches to private golf
destinations, traveling by plane,
train, and cruise ship. Their
discretionary spending supports
pleasure, but also purpose. They
give generously to education, the
arts, health organizations, religious
institutions, and other charitable
causes. Many keep calendars
filled with philanthropic dinners,
fundraisers, and charity balls.

The Power Elite make a strong
media audience. They show
above-average interest in learning
about brands through broadcast
television, online video, magazines,
and digital media, especially
business, entertainment, and news
titles. Radio is less effective for this

segment, but most other channels
remain viable.

Politically, these active voters tend
to lean right-of-center. Nearly

40 percent identify as “Mild
Republicans,” while only about 10
percent fall into the far-right “Ultra
Conservative” category.

How Sudsies Should Market to
the Power Elite

As one of America’'s most
marketable consumer segments,
the Power Elite require messaging
that rises above ordinary luxury
language. Sudsies should speak

to what matters most at this life
stage: more freedom, more travel,
more cultural engagement, more
entertaining, and a desire to reclaim
time for meaningful experiences.

Sophistication and elegance matter,
but they are only the starting

point. Sudsies should emphasize
expertise, precision, discretion, and
unparalleled service. This audience
recognizes the difference between
standard garment care and a
relationship-led service built around
their lifestyle.

The strongest message is time
returned. Sudsies helps Power Elite
guests preserve the wardrobes that
support their social, professional,
philanthropic, and travel lives while
removing a recurring household
responsibility from their schedule.

Use television, social media, and
email to reach them where they are
most receptive. Focus the message
on Sudsies’ value proposition:
expert garment care, effortless
pickup and delivery, wardrobe
confidence, and more time for the
finer parts of life, from cooking

and leisure to travel, wellness, and
cultural engagement.






COMPOSITION AVERAGE AVERAGE

7.8% AGE HHI

OF BASE 47YRS S62K

Sudsies’



SUDSIES GUEST PERSONA No. 2

GROUP

STYLE-CO

K:

NSCIOUS ADULTS LIVING

ACTIVE CITY LIVES, BALANCING WORK,

FRIENDSH

PS, FITNESS, AND SELF-

EXPRESSION WHILE LOOKING FOR
SMART WAYS TO STAY POLISHED.

SIGNIFICANT SINGLES ARE INDEPENDENT, CITY-
ORIENTED ADULTS WHO LIVE SOCIALLY, STAY ACTIVE,
AND MANAGE BUDGETS CAREFULLY. MANY RENT, MOVE
OFTEN, AND VALUE NIGHTLIFE, FITNESS, FRIENDSHIPS,
SELF-EXPRESSION, AND AFFORDABLE STYLE.

FOR SUDSIES, THIS AUDIENCE RESPONDS TO
CONVENIENCE, VALUE, AND CONFIDENCE. THEY ENJOY
FASHION, REFRESH THEIR WARDROBES OFTEN, AND
WANT TO LOOK POLISHED WITHOUT ADDING ANOTHER
ERRAND.

SUDSIES SPEAKS TO THEM WITH ENERGY AND EASE,
EMPHASIZING EXPERT GARMENT CARE, PICKUP AND
DELIVERY, WARDROBE CONFIDENCE, AND MORE TIME FOR
WORK, FRIENDS, DATES, AND SPONTANEOUS INVITATIONS.



Overview

Significant Singles reflect the recent
trend of Americans staying single
longer and the growing acceptance
of individuals remaining unmarried
well into middle age or longer. This
group contains four segments and
consists mainly of singles between
the ages of 36 and 65 living in rental
apartments in city neighborhoods.
QOver seventy percent of households
are childless. While nearly half

have never married. Most enjoy an
active singles scene with plenty of
nightlife, progressive values and
robust leisure lives.

Significant Singles are drawn

to large and second-tier cities

that offer the promise of
affordable apartments and a

lively atmosphere. Many live in
apartment complexes and duplexes
concentrated in the Northeast and
West Coast, in cities like Brooklyn,
N.Y.; San Antonio, Texas; Las Vegas,
Nev: and Sacramento, Calif. Over
two thirds are renters. Some are
sharing a unit to save on housing
costs. These singles are not known
for staying long; over half have lived
at the same residence for fewer
than five years.

Significant Singles work at low-level
sales and service-sector jobs in
health care, education and food
services. Even with multiple workers
in their households, likely splitting
rent with each other, their total
income is below average, providing
little extra money for savings and
investments. Only thirty five percent
have a car, typically an older
subcompact or sedan.

Despite their modest incomes,
Significant Singles enjoy active,
urban lifestyles. Many of these
middle-aged men and women

long ago gave up on the singles

bar scene but they still like to
mingle with other singles at health
clubs, adult-education classes and
comedy clubs. Many are body-
conscious and try to keep fit by
pursuing a number of aerobic
activities: jogging, swimming, biking
and yoga. When they're not out

and about, they're happy to stay
home and listen to music, paint and
entertain friends with their cooking.
They like to eat gourmet cuisine
and enjoy trying trendier health
food. When it comes to the political
arena, most are not registered to
vote. Those who are registered vote
“Democrat”.

As consumers, Significant Singles
seem to have champagne tastes on
beer budgets. They tell researchers
that they like to buy new fashion
every season in order to make a
unique statement with their outfits.
However, they also admit that
they're price-sensitive shoppers
who go to discount and mid-market
retailers like Marshalls, Macy's, Gap
and Nike. They head right to the
clearance racks when they walk

in the door. Although they like
technology and want to buy new
gadgets, they usually can't afford to
and rarely own anything other than
video game consoles for arcade and
classic games as well as fighting and
sports games.

Significant Singles are media

and advertisement consumers
paying attention across channels
in a big way. These households
are receptive to learning about
brand advertisements on the
radio, typically while tuning in to
stations that play modern rock
and contemporary hits. They have
above-average interest in TV,
both cable and online streaming,
to learn about brands. They're

more likely than average to read
newspapers, mostly for the comics,
reality show sections and general
news. Magazines remain a source
of entertainment; they're especially
fond of home décor and services,
women's fashion and beauty, and
entertainment titles. On their living
room coffee tables, you might see
issues of Entertainment, Home and
Vanity Fair form neat stacks next to
their laptops, coffee mugs and free
weights.

How to market

“Single” is the most important word
when describing Significant Singles.
Most likely shopping for themselves
due to a lack of spouses and
children, this group of consumers
makes for an interesting audience.
An extraordinary percentage of
renters and a lack of assets could
make for a strong financial services
audience, much more so than
home services. Significant Singles
are open to heavily engaging with
Sudsies across nearly all channels
from mobile display, radio, email,
and streaming TV online. Any

digital ad placement will be a wise
investment for reaching this market.
To resonate, use messages that
evoke urgency to buy, emanate the
Significant Singles’ status-seeking
needs and ensure Sudsies imagery
portrays that of a brand with variety
and novelty in product offerings.









SUDSIES GUEST PERSONA No. 3

GROUP G:

YOUNGER AND MIDDLE-AGED SINGLES
LIVING ACTIVE AND ENERGETIC
LIFESTYLES IN THE HEART OF SOUTH
-LORIDA'S UNIQUE CITIES

YOUNG CITY SOLOS ARE EDUCATED, AMBITIOUS
SINGLES LIVING IN CITY NEIGHBORHOODS, OFTEN IN
CONDOS OR APARTMENTS WITH LIMITED SPACE AND
ACTIVE SOCIAL LIVES. THEY SPEND ON NIGHTLIFE,
DINING, FITNESS, CULTURE, TRAVEL, MUSIC, AND FASHION
WHILE STAYING HIGHLY CONNECTED THROUGH MOBILE
DEVICES AND DIGITAL MEDIA.

FOR SUDSIES, THIS AUDIENCE RESPONDS TO
CONVENIENCE, SPEED, ENVIRONMENTAL RESPONSIBILITY,
AND STYLE. SUDSIES SHOULD SPEAK TO THEIR ON-THE-
GO LIFESTYLE WITH EFFORTLESS PICKUP AND DELIVERY,
EXPERT CARE, WARDROBE CONFIDENCE, AND MORE TIME
FOR WORK, FRIENDS, AND CITY EXPERIENCES.



Overview

The two segments in Young

City Solos contain younger and
middle-aged singles living in city
neighborhoods. More than 85
percent are unmarried. They

are childless and living alone or
cohabitating with a roommate or
partner; many as first time home
buyers. While economic insecurity
IS one reason some singles avoid
marriage and having children,
these young professionals report
above-average incomes topping
$50,000 a year, and they seem
to be thoroughly enjoying their
unattached status.

Young City Solos are concentrated in
the nation’s largest cities, in housing
that caters to the increasing
proportion of one-person
households of either homeowners
or renters.

Many live in well-appointed condos
or apartments built during the

last century. The homes, whether
Victorian or postmodern in style,
fetch above-average prices thanks
to their in-town locations.

Young City Solos boast above-
average educations, with most
having at least some college or a
bachelor's degree. They work at a
mix of professional, business, sales
and technical jobs, and nearly a
quarter of them work in the “other
category; out getting advanced
degrees. This segment of singles
is equally comprised of men and
women.

1

Young City Solos lead fast-paced
and active lifestyles. These
unmarried folks devote a lot

of their discretionary cash to
nightlife activities, often going

to bars, nightclubs, plays, dance
performances, concerts and rock
shows. They keep their healthy
lifestyles by staying fit and joining

a health club to make use of the
cardio machines, weights and

yoga classes. They like to jog, play
tennis, bike, hike, and swim. They
dine out often at white-tablecloth
restaurants, where they like
gourmet food and dishes presented
like art. They enjoy visiting places
that allow them to meet new people
and experience different cultures.

Despite their typically small homes
and even smaller closets, Young
City Solos can be considered
shopaholics. They are avid Amazon
and Groupon users but also shop
heavily at brick-and-mortar stores.
They prefer online discount stores
just slightly over online mid high
end illustrating that basically, they
shop it all. Despite their youth,
they're financially experienced and
have started building a retirement
nest egg filled with a variety of
stocks, preferred stocks, and mutual
funds. With many commuting to
work by public transport, they're

a relatively weak market for cars,
especially large vehicles. However,
these early adopters make up

for it in their passion for new
electronics: they own smartphones
and smart devices to indulge in
their passion for staying connected
and of course, music. Not only is
music an important part of their
own millennial culture, it is also a
talent of many. Young City Solos are
nearly twice as likely as the average
American to also play a musical
instrument.

Multitasking Young City Solos are
major consumers of media. They
subscribe to online newspapers
with titles of men’s, music, news,
sports and business genres. Their
top social media avenues are

Facebook, Twitter and LinkedIn.
Young City Solos are a mobile
generation that uses their devices
for research, social connecting,
banking, and more. Being on their
phones more often, they also prefer
to learn about brands from mobile
display ads. Addressable TV, radio
and mobile are also preferred
methods of hearing from their
favorite brands.

Of the fifty percent who vote, Young
City Solos are loyal liberals who
volunteer for social causes, vote
Democratic and march in protests
to protect the environment. They
belong to arts groups that support
dance, symphonic music and opera.
How to market

Recognize that your best guests
are progressive ambitious young
leaders who are cutting edge and
status-seeking. This audience

also tends to prefer brands with a
clear environmental conscience.
They are more impulsive in their
purchasing habits so make your
products easy and accessible and
when appropriate, close to point-
of-purchase. Focus your ad spend
on mobile, TV and radio of all forms
and with products that can enhance
their on-the-go single lifestyles.









SUDSIES GUEST PERSONA No. 4

GROUP G:

PROSPEROUS, ESTABLISHED COUPLES
IN THEIR PEAK EARNING YEARS LIVING IN
SUBURBAN HOMES

BOOMING WITH CONFIDENCE ARE MARRIED,
ESTABLISHED COUPLES IN THEIR PEAK EARNING YEARS,
OFTEN APPROACHING RETIREMENT WITH STRONG
INCOMES, HOME EQUITY, CULTURED TASTES, AND FEWER
FAMILY OBLIGATIONS. THEY VALUE CLASSIC STYLE,
WELL-KEPT HOMES, TRAVEL, ARTS, DINING, READING,
COMMUNITY INVOLVEMENT, AND SUBTLE QUALITY
OVER FLASHY DISPLAY. FOR SUDSIES, THIS AUDIENCE
RESPONDS TO RELIABILITY, POLISH, AND EXPERT CARE.
SUDSIES SHOULD SPEAK TO THEIR REFINED LIFESTYLE
WITH EFFORTLESS PICKUP AND DELIVERY, WARDROBE
CONFIDENCE, CLASSIC GARMENT CARE, AND MORE TIME
FOR TRAVEL, ENTERTAINING, CULTURE, AND FAMILY.



OVERVIEW

The four segments comprising
Booming with Confidence are all
married couples in their peak
earning years, approaching
retirement. Many of the households
have dual incomes and few
children, allowing them to afford
fashionable homes on small,
manicured yards in city and
suburban neighborhoods. Having
made a conscious effort to distance
themselves from the noise and
chaos of the urban core, they've
retreated to the quiet and desirable
neighborhoods located only a short
commute from their jobs.

Most households in Booming with
Confidence are found in relatively
new subdivisions in the West and
Northeast on tree-lined streets
worth more than $300,000. A
majority have lived at the same
address for more than 15 years.

Many have built up equity in

their homes that supports their
comfortable lifestyles and leisure
activities. Their houses are also
large enough to accommodate
young adults, as almost one out of
every six households has a young
adult still living at home.

With almost half of the households
earning six-figure incomes, Booming
with Confidence are at the peak

of their careers in white-collar
professions in business, law, public
administration, education and
science. Given their college degrees
and foreign travel, there's a cultured
air to these segments.

Booming with Confidence tend to
have sophisticated tastes. With
their well-appointed homes, solid
incomes and diversified portfolios,
they can afford to live the good
life. They like to spend on nightlife,

going to plays, concerts, movies
and restaurants. On weekends,
they can be seen touring museums
and antique shops, always on the
lookout for objects to add to their
collections. They travel widely,
taking getaways internationally. At
home, they like to relax by reading,
gardening and entertaining friends
and family. Some of their favorite
genres include titles like the
Smithsonian, The New Yorker and
Metropolitan Home.

As consumers, Booming with
Confidence have conservative
tastes. They're attracted to classic
fashions that have stood the test
of time, and mid-range sedans
from both domestic and foreign
automakers. With many still in

the workforce or volunteering for
charitable causes, they wear smart
styles and designer labels they
find at favorite mall retailers like
Nordstrom, Talbots, Anne Taylor
and Chico's. Many patronize local
shops they've frequented for years
when stocking up on wine, gourmet
food and books. They'd never
qualify as early adopters, but they
like to equip their homes with the
latest flat-screen TVs and carry new
smartphones. These folks pride
themselves on subtle, classy taste
rather than flashy display.

Despite their busy lifestyles,
Booming with Confidence make time
for traditional media. They watch an
average amount of TV, enjoying the
programming on cable networks
like A&E, CNN, ESPN, History,
National Geographic, TCM and the
Travel Channel. Radio is popular
among these daily commuters,
especially the stations that offer
news, sports, classic hits, golden
oldies and classical music. Among

Booming with Confidence segments,
though, nothing compares to their
obsession with traditional print
media. They read daily newspapers
from cover to cover and subscribe
to science, travel and news
magazines. They read ads in print
media and are receptive to the
messages that appear in movie
theaters.

Booming with Confidence is active
in their communities, and they
frequently belong to arts groups,
veterans' clubs and churches

and synagogues. Politically, they
tend to be moderates with a
disproportionate number affiliated
with the Republican Party. When

it comes to charitable donations,
this segment favors education and
health organizations and contribute
generously to their churches.

How to market

Currently in their peak earning
years with dwindling financial
attachments to their family,
Booming with Confidence is an
attractive segment of consumers
for marketers. Their traditional
media preferences make for a great
catalog, newspaper and magazine
audience. Their tech adoption is
high among the older consumer
segments and that means they're
available for TV, email and online
advertising as well. As for products
they're interested in you name

it. They're in the market for cars,
investments, vacations, clothes,
electronics and toys. They are
empty-nesters and approaching
retirement; the world is their oyster.


















Sudsies’

GARMENTS LOVE US!




SUDSIES® BRAND EXECUTIVE SUMMARY

SUDSIES EXISTS TO SUSTAIN THE DESIRABILITY
OF A WARDROBE OVER TIME THROUGH
DISCIPLINED GARMENT CARE. BUILT THROUGH
SUSTAINED REFINEMENT, IT OPERATES AT THE
INTERSECTION OF ARTISANAL JUDGMENT AND
CONTROLLED PROCESS, ENSURING THAT EACH
GARMENT IS TREATED WITH PRECISION WHILE
OUTCOMES REMAIN CONSISTENT ACROSS
EVERY TOUCHPOINT. FABRICS, CONSTRUCTION,
AND INTENDED DRAPE ARE ASSESSED AS A
MATTER OF PRACTICE, THEN TREATED USING
ECOFRIENDLIEST METHODS THAT PRESERVE
INTEGRITY, COMFORT, AND FORM.

This balance between craft and system defines the
Sudsies approach. Techniques associated with hand care
are executed within a structured process environment,
allowing for repeatability without loss of nuance. Finishing
restores structure and visual clarity while maintaining the
natural character of each piece, ensuring that garments
return aligned with their original design intent.

Expertise is embedded within the organization through
training, repetition, and shared standards. Talent is
cultivated deliberately, functioning as a stable layer of
infrastructure that supports consistency across volume
and complexity. This enables Sudsies to operate with
reliability across daily use, travel, and multiple wardrobes
without degradation in outcome.

Within the broader context of a guest's lifestyle, Sudsies
becomes a stabilizing force. Garments remain in rotation,
prepared and ready, without disruption or uncertainty.
Care is not episodic. It is continuous and system-driven.

The result is quiet confidence. Each piece performs

as expected, retains its presence, and contributes to

a standard of living defined by control, continuity, and
precision. Desirability is not created once. It is sustained,
deliberately and consistently, over time.



Sudsies’
BLACK LABEL




SUDSIES® BLACK LABEL® BRAND EXECUTIVE SUMMARY

SUDSIES BLACK LABEL IS STRUCTURED TO
MANAGE GARMENT CARE AS A CONTROLLED,
CONTINUQUS SYSTEM FOR GUESTS WHOSE
STANDARDS REQUIRE PRECISION, DISCRETION,
AND ALIGNMENT ACROSS ENVIRONMENTS.
ACCESS IS SELECTIVE, ENSURING THAT EACH
RELATIONSHIP IS MAINTAINED WITH FULL
CONTEXT AND CONTINUITY.

A dedicated concierge oversees all aspects of wardrobe
care, establishing and maintaining preferences, handling
protocols, and communication flows. Coordination
extends beyond the individual to include household staff
and multiple residences, creating a unified system where
garments move through each stage without disruption or
ambiguity.

Each piece is processed with an understanding of its
history, its characteristics, and its role within the broader
wardrobe. Decisions are informed, not reactive. This
allows the system to operate with increasing accuracy
over time, as knowledge accumulates and variability is
reduced.

Execution is carried out by a curated team trained to
operate within strict standards of discretion and control.
Talent is selected and developed to ensure continuity,
allowing Black Label to function as a stable extension of
the guest's environment. Outcomes remain consistent
regardless of scale or complexity.

Within this structure, garment care becomes embedded
infrastructure. It operates quietly, without intervention,
ensuring that garments are maintained, prepared,

and available as needed. The system reduces friction,
eliminates uncertainty, and reinforces a standard of living
defined by readiness and order.

The result is assurance. Expectations are met without
instruction, garments perform as intended, and
desirability is sustained through a system that operates
with precision, continuity, and discretion over time.



Rugsies’

HOMES LOVE US!



RUGSIES BRAND EXECUTIVE SUMMARY

RUGSIES EXISTS TO PRESERVE THE TEXTILES
THAT DEFINE A SPACE, APPLYING A DISCIPLINED
APPROACH TO RUGS, UPHOLSTERY, AND
INTERIOR FABRICS WHERE MATERIAL INTEGRITY
AND VISUAL BALANCE MUST ENDURE. BUILT ON
A FOUNDATION OF MATERIAL INTELLIGENCE
AND CONTROLLED PROCESS, RUGSIES
EVALUATES EACH PIECE IN CONTEXT, ANALYZING
FIBER COMPOSITION, DYE STABILITY, AND
STRUCTURAL CONDITION BEFORE TREATMENT
BEGINS.

Cleaning and restoration are executed through calibrated
methods that remove contaminants while maintaining
tone, softness, and form. The process reflects a balance
between traditional craftsmanship and modern control,
allowing complex textiles to be treated consistently
without compromising their inherent qualities. Each
intervention is designed to extend the functional and
visual life of the material while preserving its role within
the environment.

This expertise is carried by specialists trained in textile
behavior, handling protocols, and restoration techniques.
Knowledge compounds through repetition, creating a
system where outcomes remain stable across a wide
range of materials, constructions, and use conditions.
Rugsies operates with full awareness of scale, supporting
residences, estates, and high-use environments where
consistency is required.

Within the rhythm of the home, Rugsies reinforces order
and continuity. Textiles remain presentable, functional,
and aligned with the overall aesthetic of the space.

Care becomes an expression of stewardship, reflecting
an environment that is maintained with intention and
precision.

The outcome is continuity. Materials retain their structure,
their presence, and their contribution to the spaces

they anchor. Rugsies ensures that the elements which
define a home continue to perform, not only visually, but
structurally, over time.



1.4 COPY STRATEGY: APPROPRIATE LANGUAGE, USAGE AND TONE

RESPONSE TYPE

THINK

FEEL

DO

APPLYING THE
BRAND VOICE:
FINDING THE RIGHT

MESSAGE OBJECTIVE

Awareness
Brand Education
Understanding
Conversion

Welcomed
Confident
Desire

Accept invitation
Trust

Locate

Connect

WORDS

MESSAGE STRATEGY

Information
Generic messaging
Preemptive
Credibility Building

Emotional
Associative
Lifestyle

Lifestyle incentives
lllustrate outcomes
Invitation
Reminder



The Sudsies® voice plays an essential role in how the brand presents itself across
every touchpoint. It helps communicate what Sudsies provides, why it matters, and
how the experience should feel to the guest.

The right word or short phrase can express a service attribute, a meaningful
benefit, and the Sudsies essence at the same time. Words such as Effortless,
Sophisticated, and Approachable do more than describe the brand. They give
guests a clear, immediate sense of what they can expect from Sudsies: expert
care, thoughtful service, polished execution, and a warm human touch.

Sudsies copy should feel approachable, helpful, and sophisticated.
Communications should stay brief, clear, and properly structured, using complete
sentences whenever possible. The goal is to make every message feel easy to
understand, refined in tone, and useful to the guest.

When used consistently, Sudsies voice words create recognition across
advertising, signage, digital content, guest communications, and internal materials.
They help the brand speak with one clear voice, making every communication feel
unmistakably Sudsies.




1.4 COPY STRATEGY: APPROPRIATE LANGUAGE, USAGE AND TONE

ARRIVING AT
A DISTINCTIVE
BRAND VOICE

CORE MESSAGING

When communicating the Sudsies brand,
emphasize our commitment to high-
quality craftsmanship combined with bold
and innovative garment care solutions.
Our brand voice should reflect a refined,
contemporary, and carefree personality
that aligns with the premium nature of
our services.



TONE & STYLE

* Refined and Timeless:

Sudsies’ tone is sophisticated
yet approachable, conveying
elegance without pretension.

- Effortless Luxury: Express
ease in accessing luxury,
ensuring guests feel confident
that their garments, whether
couture or everyday staples,
are treated with meticulous
attention to detail.

* Creativity and Precision:
Highlight our expertise in
garment care, underscoring the
artistry and care that go into
preserving the finest couture,
luxury, and designer pieces.

KEY MESSAGING POINTS

1. Craftsmanship &
Innovation: Always reinforce
the idea that Sudsies stands at
the intersection of traditional
garment care excellence and
modern, innovative techniques.
We are not just preserving
garments; we are enhancing
their longevity and value.

2. Luxury and Care-Free
Confidence: Our services evoke
feelings of trust and confidence
among guests, ensuring that
Sudsies is the pinnacle of
contemporary aftercare for
today's most exquisite garments.
From couture pieces to everyday
wardrobe staples, every item is
in expert hands.

3. Consistency Across All
Garments: Sudsies is the
trusted go-to for luxury garment
care, but we also ensure that
every item, from staple pieces to
high-fashion couture, receives
the same level of impeccable
care.

APPLICATION IN COPYWRITING

Whether writing an email, social
media post, or advertisement,
your copy should reflect these
core principles:

+ Make our guests feel confident
in the quality and care Sudsies
provides.

+ Emphasize the blend of
creativity and technical skill in
handling luxury garments.

* Reinforce Sudsies' reputation
as a premium, trusted, and
modern solution for all garment
care needs, whether for designer
pieces or daily essentials.



2. CHANNEL LEAD GEN STRATEGY: INTRODUCTION

SPEAKTO
GARMENT CARE
EFFECTIVELY.

Our guests look in the mirror and see the results of Sudsies’
decades of experience caring for fine garments, reflected back
with every glance at the mirror. Sudsies guests feel sophisticated,
confident and worldly much like the Sudsies brand itself.

THE PEOPLE. Sudsies provides exceptional care for the designer garments
loved by our guests. First and foremost, Sudsies invests heavily in our people.
We hire the best, educate them , and provide a work environment that
cultivates legends.

THE PROCESS. We believe that every garment requires attentive care. That
is why every garment deserve Sudsies. Our processes are continuously
evaluated, re-engineered, Quality Assurance checked, and refined - 25 years
and counting.

THE RESULTS. The results speak for themselves. Garments are humbly
received, carefully inspected then cleaned and finished to perfection.



2. CHANNEL LEAD GEN STRATEGY: INTRODUCTION

SPEAKTO
GUEST CARE
EMOTIONALLY.

Because of commitment to the people business, our relationship
with our guests is highly personal. Whenever a guest looks
smilingly into a full length mirror they are seeing the results of
Sudsies expert garment care reflected back in them. This makes
them feel influential, confident, and attractive much like the
Sudsies brand itself. Taking great care is what Sudsies does best

“This suit that makes me feel like a million bucks.”
“This dress makes me feel invincible.”
“This shirt reminds me of fun times with great friends.”

“These pants were with you when you received your masters degree.”






APPROACH TO Al + LLMS

AN INTELLIGENT Al
AND LLM VISIBILITY
STRATEGY

Guests no longer discover brands exclusively through traditional search engines,
paid media, referrals, or direct website visits. Increasingly, they ask Al assistants,
voice agents, and large language models for recommendations, comparisons,

and answers. Sudsies must therefore make sure that these systems can clearly
understand who we are, what we provide, where we operate, and why South Florida
locals rely on us.

Our Al and LLM strategy begins with establishing Sudsies.com as the canonical
source of truth for the brand. The website must clearly define Sudsies’ services,
locations, service areas, expertise, environmental standards, guest experience, and
points of distinction in language that both humans and machines can understand.
This includes stronger organic SEO performance, clearer content structure, improved
schema, and technical signals that help trusted LLM robots access and interpret
Sudsies accurately.

Sudsies also recognizes that Al is not only a discovery channel. It is an operational
advantage. The goal is not to replace the Sudsies human touch. The goal is to
strengthen it. By combining authoritative digital content, improved LLM readability,
organic search credibility, and carefully designed internal Al tools, Sudsies can
become easier to discover, easier to understand, and easier to serve at scale. This
strategy positions Sudsies to connect with future guests wherever they begin their
search, whether through Google, voice, Al assistants, or the next generation of
intelligent discovery platforms.






OUR APPROACH

TO NEW ACCOUNT
CREATION CENTERS ON
THREE CORE PILLARS:

UNDERSTANDING THE
SUDSIES AUDIENCE’S
INTERESTS, MOTIVATIONS,
AND PASSIONS:

Every successful engagement
strategy begins with a deep
understanding of our audience.
Through rigorous analysis and
research, we will gain insights
into the needs, preferences, and
behaviors of our existing and
potential guests. Armed with
this knowledge, we can tailor our
communication and outreach
efforts to be highly relevant,
resonant, and impactful.

CRAFTING ENGAGING
CONTENT THAT
SPEAKS DIRECTLY AND
EMOTIONALLY:

Content is the lifeblood of

any effective multi-channel
strategy. We will explore how to
create compelling, informative,
and entertaining content that
not only captures attention

but also adds value to our
audience’s lives. Whether it's
through blog posts, social media
updates, videos, or interactive
experiences, our content will be
meticulously designed to foster
engagement and drive interest in
Sudsies.

LEVERAGING UNIQUE
PLATFORM FEATURES THAT
SERVE OUR STRATEGIC AND
TACTICAL PURPOSES:

The marketing landscape is
diverse, with a multitude of
platforms, each offering unique
features and capabilities. Our
strategy will leverage these
distinctions to our advantage.
We will examine how to harness
the power of platforms such as
social media, email marketing,
blogs and more to amplify our
reach and influence. By aligning
our messaging with each
platform’s strengths, we will
maximize our impact.






In summary,
marketing deliverables that
meet each demographic
segment with

, practical relevance,
and intellectual clarity. This
ensures every message
feels , polished, and
purposeful, strengthening
guest loyalty while supporting
meaningful business growth
across Sudsies’ diverse guest
base.



Native Florida Mangrove tree.



HUMBLE BRAG,
SUDSIES IS CERTIFIED

AS FLORIDA'S
ECOFRIENDLIEST DRY

CLEANER.

Looking your best should never come at the planet’s expense, and Sudsies
proves that it does not have to. As the first dry cleaner in Florida to earn a
perfect FIVE LEAF rating from the Green Cleaners Council (2011), Sudsies

has continued to uphold that distinction for fifteen consecutive years (2011-
2026). That leadership reaches far beyond a single certification. From bio-friendly
chemistry and low-water-use processes to full-cycle recycling of hangers

and materials and energy-efficient facilities, Sudsies builds environmental
responsibility into every stage of care. When you choose Sudsies, you choose
impeccable garment care guided by the Ecofriendliest standards in the state.

Sudsies’

GARMENTS LOVE US!






SUDSIES YACHT
SERVICES
REQUESTING
PERMISSION TO
COME ABOARD.

Sudsies delivers bespoke textile and garment care to yachting (and private
aviation) with the discretion, precision, and seamless service exceptional
vessels require. From refined interiors to the garments and linens that support
life on board, Sudsies helps maintain the polished atmosphere that distinguishes

a beautifully run vessel.

Our maritime textile specialists understand the materials, construction, and
handling standards associated with luxury marine and private aviation
interiors. From delicate wall and ceiling panels to bed linens, table linens,

and other onboard textiles, each item receives the thoughtful attention fine
materials demand and the exacting care Sudsies is known for. Sudsies also
provides complimentary pickup and delivery for garments, linens, and other

approved items upon request, creating a smooth, well-coordinated experience

Sudsies’

GARMENTS LOVE US!

for owners, crew, and onboard teams alike.



BUILD A PARTNERSHIP
AROUND SHARED GUESTS



