


Denim.LA, Inc.  ( “DSTLD”) is “ test ing the waters” to gauge market demand from potent ia l  
investors for  an Offer ing under Tier I I  of  Regulat ion A. No money or other considerat ion is being 
sol ic i ted,  and i f  sent in response, i t  wi l l  not  be accepted. No sales of  secur i t ies wi l l  be made or 
commitment to purchase accepted unt i l  qual i f icat ion of  the offer ing statement by the Secur i t ies 
and Exchange Commission ( the “Commission”)  and approval  of  any other required government 
or regulatory agency. An indicat ion of  interest  made by a prospect ive investor is non-binding 
and involves no obl igat ion or commitment of  any k ind.  No offer  to buy secur i t ies can be 
accepted and no part  of  the purchase pr ice can be received without an Offer ing Statement that  
has been qual i f ied by the Commission. A Prel iminary Offer ing Circular that  forms a part  of  the 
Offer ing Statement has been f i led wi th the Commission, a copy of  which may be obtained from 
https: / /www.seedinvest.com/dst ld/ser ies.a.  

This presentat ion may contain forward- looking statements and informat ion relat ing to,  among 
other th ings,  the company, i ts business plan and strategy, and i ts industry.  These statements 
ref lect  management ’s current v iews with respect to future events based informat ion current ly 
avai lable and are subject  to r isks and uncertaint ies that  could cause the company’s actual  
resul ts to di ffer  mater ia l ly.  Investors are caut ioned not to place undue rel iance on these 
forward- looking statements as they are meant for  i l lustrat ive purposes and they do not 
represent guarantees of  future resul ts,  levels of  act iv i ty,  performance, or achievements,  a l l  of  
which cannot be made. Moreover,  no person nor any other person or ent i ty assumes 
responsibi l i ty  for  the accuracy and completeness of  forward- looking statements,  and is under no 
duty to update any such statements to conform them to actual  resul ts.



A born-onl ine brand, 
dist i l l ing the process of  
buying clothing by offer ing 
fashion essentials  wi th 
premium brand quality at  
fast fashion prices  for  the 
creative class.

(dis-t i l ’d)



Fast Fashion is 
Disposable

MKT CAP: $167.7M

MKT CAP: $103.4B

MKT CAP: $67.8B

• Disposable qual i ty
• Growing frustrat ion over 

environmental  harm and 
substandard labor condi t ions

• No consistency in product 
offer ing

+

T H E  P R O B L E M :   
T R A D I T I O N A L  R E TA I L  I S  B R O K E N

• Ful l  retai l  is  expensive,  wi th 8-12x 
markup

• Markup to markdown cycle 
punishes loyal  customers for  
paying fu l l  pr ice

• Lack of  t ransparency for 
customers in qual i ty of  garment

• Lack of  control  of  d istr ibut ion 
channels

Contemporary is 
Overpr iced

Management Opinion: These statements represent management ’s current v iews and are meant for  i l lustrat ive purposes. 
Market caps are not representat ive of  DSTLD's posi t ion or valuat ion.  This page does not represent guarantees of  future 
resul ts,  levels of  act iv i ty,  performance, or achievements.



FINANCIAL STATS

$13.61BN
2014 REVENUE

• Slow Fashion Merchandis ing, which offers 
consistency for the customer

• Ul t ra Affordable (Jeans start  at  $39)

U N I Q L O :  E M E R G E N C E  O F  S L O W  F A S H I O N  AT  L O W  E N D

• Brand posi t ioning not premium
• Product qual i ty feels inexpensive
• Low Penetrat ion in US Market

Uniqlo’s low-cost basics have al lowed i ts parent company, Fast Retai l ing,  to 
announce astounding numbers. . In 2009, dur ing one of  the worst  per iods in the 
history of  retai l ing,  Uniqlo reported over $7 bi l l ion in sales of  more than 400 
mi l l ion i tems. Exist ing-store sales were up by more than 30 percent.

NY Magazine -  2010

$46.41BN  
2014 MARKET CAP

STRENGTHS [+]

OPPORTUNITIES [-]



Slow Fashion Contemporary Qual i ty

MKT CAP: $46.41B

• Slow Fashion
• Direct- to-Consumer
• Affordable

D S T L D  C O M B I N E S  S L O W  F A S H I O N  B U S I N E S S  
P R A C T I C E S  W I T H  C O N T E M P O R A R Y  Q U A L I T Y

• Premium Qual i ty
• Premium Exper ience
• Elevated Brand

D S T L D

Bui ld ing DSTLD onl ine al lows avoidance of  the t radi t ional  
d istr ibut ion system, which extracts value from consumers,  
rather than del iver ing value, and enables massive scale in 
a short  per iod of  t ime. 

+

Management Opinion: These statements represent management ’s current v iews and are meant for  i l lustrat ive purposes. 
Market caps are not representat ive of  DSTLD's posi t ion or valuat ion.  This page does not represent guarantees of  future 
resul ts,  levels of  act iv i ty,  performance, or achievements.



A  M A S S I V E  M A R K E T  R I P E  F O R  
D I S I N T E R M E D I A T I O N

$530B

$225B

$350B

GLOBAL APPAREL  
RETAIL SALES

Sources: Statista
Global Apparel Market (Est 2012, $B)

APPAREL IS MARKED UP 3-10X FROM 
MANUFACTURER TO CUSTOMER

Traditional 
Brands

CONSUMER 
SURPLUS 

CREATED BY 
DSTLD

DSTLD

COGS

70%+

2-3X

BRAND  
MARGIN

DISTRIBUTOR/
RETAILER  

MARKUP

70%+

PRODUCT  
MARGIN

<30% COGS<30%

REST OF 
WORLD

US

EU



“As Customers Look for Better 
Qual i ty and Service,  an Apparel  
Niche has started growing 
Between Bargain 'Fast Fashion'  
and the High End.”

NEW YORK TIMES



PREMIUM DENIM

Trad.  Retai l :  $180+

$65+

FRENCH TERRY
ZIP HOODIE

Trad.  Retai l :  $220

$75

GARMENT-DYED 
CREW NECK TEE

Trad.  Retai l :  $70

$20

MENS COLLECTION
(se lect  i tems)

$65+

PREMIUM DENIM

Trad.  Retai l :  $180+

MODAL® 
RACERBACK TANK

Trad.  Retai l :  $90

$28

LEATHER MOTO  
JACKET

Trad.  Retai l :  $900

$300

WOMENS COLLECTION
(se lect  i tems)

C O N T E M P O R A R Y  E S S E N T I A L S  A R E  O F F E R E D  AT  1 / 3  
S TA N D A R D  R E TA I L



W E  A R E  D I S T I L L I N G  T H E  Q U A L I T Y,  D E S I G N ,  A N D  
P R I C I N G  O F  F A S H I O N  E S S E N T I A L S

PRICEDESIGNQUALITY
We craft the DSTLD line with 
upper echelon fabrics and 
finishes, premier caliber 
construction, and uncommonly 
well-considered fit. We work with 
some of the most sought-after 
factories and laundries in the 
industry – the same facilities 
producing for leading luxury 
apparel brands.

DSTLD uses simple and iconic 
designs that focuses on iteration 
around staple items. Branding is 
kept to a minimum so the quality 
and wearers individuality can steal 
the show.  

Limiting the DSTLD palette to 
Black, White, and Denim insures 
that all DSTLD products can be 
worn interchangeably while 
remaining stylish and timeless. 

We sidestep the middleman and 
sell our products ourselves, 
allowing us to offer top-tier quality 
without the standard 3-8x retail 
markup.

NO 
RETAIL 

MARKUP



THE CREATIVE CLASS

“The Creat ive Class [ includes] people in 
science and engineer ing,  archi tecture and 
design, educat ion,  ar ts,  music and 
entertainment whose economic funct ion is 
to create new ideas, new technology, and 
new creat ive content.”

Richard Flor ida,  Author of  The Rise of the Creative Class

Top Job Tit les of DSTLD Buyers  
(vs. Market)
1. Arts/Entertainment/Media 30% (+100%)

2. IT/Technical  20% (+100%)

3. Archi tecture/  Engineer ing 15% (+200%)

4. Computer/  Mathematics 15% (+200%)

5. Li fe/Physical  Science 15% (+200%)

Source: Facebook Audience Insights

30
AVERAGE AGE

$110k
AVERAGE HOUSEHOLD INCOME

55%
NOT MARRIED

95%
COLLEGE EDUCATED

D S T L D  I S  F O R  T H E  C R E AT I V E  C L A S S

" I  real ly want to c lear my l i fe to make i t  so that  I  have to make as few 
decis ions as possible about anything except how to best serve th is 
community



D I S ’ T I L L
E X T R A C T  T H E  E S S E N T I A L  M E A N I N G  
O R  M O S T  I M P O R T A N T  A S P E C T S  O F

W E  B E L I E V E  I N  F E W E R ,  B E T T E R  T H I N G S .
W E  T H I N K  R E T A I L  M U S T  E V O L V E .
W E  D R E A M  I N  B L A C K + W H I T E .
W E  L I V E  I N  D E N I M .



D S T L D J E A N S . C O M  

I N S TA G R A M . C O M / D S T L D
F A C E B O O K . C O M / D S T L D  
T W I T T E R . C O M / D S T L D  

F O R  I N Q U I R I E S  C O N TA C T:
M A R K @ D S T L D . L A


