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Overview 

1. Angel Guard Fashion’s first products launched in August of 2019, introducing a combination of 
high - fashion with embedded self-defense for women’s prevention and intervention.  

2. In October of 2019, Angel Guard Fashion formulated a partnership with Hearst Publications, 
being featured in UK magazines for 4 weeks among 9 magazines.  

3. The publication features included individuals who indicated interest in the product, with over 
50,000 individuals wanting to receive more information about future products and showcasing 
their interest in the halo line.  

4. Angel Guard Fashion was featured in magazine publications for startups, such as Springwise 
and StartUps, both which highlighted the innovation aspect and “best ideas for 2019” in their 
publications.  

5. Operational systems were set in place, using a combination of sustainability and empowerment 
as the foundation for growth for Angel Guard Fashion.  

6. 2020 is the year for empowerment with the goal to expand product lines and reduce violence at 
the same time.  



Product Launch and Operational Setup 

The first line of products was launched in August of 2019, introducing a set of 9 total products for 
women.  

The fashion products, defined as the MVP for Angel Guard Fashion were designed to prevent and 
intervene attacks of violence, using fast response systems that were embedded in women’s clothing 
to provide support.  

The halo line makes a statement of empowerment with fashion, specifically combining the luxury 
fashion ideals with self-defense that women did not have access to through other forms of fashion.  

Signature Items 

The halo, or the belt, is connected to each fashion item, adding in tactical pins and sirens to each 
item, allowing women to attach / detach the items while having faster response systems that change 
how women think about protection.  

Halo Belt 



Operational Setup 

The product line introduction was followed by operational experimentation and set-up to ensure that 
the company can move into global expansion in the next years. This incorporates not only the 
foundation of the business operations, but also highlights empowerment and sustainability as a part 
of the core of Angel Guard Fashion.  

1. Vietnam is currently being used for operations and supply chain management that will lead to 
global expansion, while administrative offices will be maintained in the U.S. This decision was 
made specifically because of alignment with the value of fashion that is unprecedented in the 
community.  

2. Vietnamese silk, bamboo, eucalyptus cloth and other forms of sustainable fibres are being 
developed for the process of all women’s items. This will make a statement based on 
sustainability and environmental consciousness with the items. 

3. Made to order clothing is used and is expected to expand with Angel Guard Fashion’s 
initiatives. Vietnam has hundreds, if not thousands, of women who work for themselves and 
provide for their family through sewing. Partnerships with 10 seamstresses in Vietnam are 
currently in place, with the women agreeing to take on made to order clothing. In return, Angel 
Guard Fashion commits to empowering women who work independently and provide for their 
families while committing to sustainable clothing with zero waste. 

4. A supply chain management system is currently under development to assist with expansion of 
the made to order process for seamstresses. This will highlight the capacity of each seamstress 
while identifying best individuals to formulate partnerships with in the next years. This will 
allow for continuous expansion while creating long term relationships with those who are 
connected to Angel Guard Fashion. This system will be able to not only assist Angel Guard 
Fashion but will expand to an independent product available for other fashion lines. 



Launch Traction 

To build Angel Guard Fashion, a launch marketing initiative was developed. The main objectives 
were to focus on the brand recognition and product recognition of the company while creating 
traffic to the site for e-commerce awareness. 

1. Partnership with Hearst Publications 

Starting in October, Angel Guard Fashion formulated a partnership with Hearst Publications. The 
products were highlighted in a total of 9 magazines in the UK, with a space on their website for a 
total of 4 weeks on each magazine. Individuals interested in the product indicated interest, allowing 
a deep study of the current market and the response to the products.  

Over 50,000 women indicated interest in the signature products, with several inquiries that followed 
to look at how the belt worked in conjunction with the fashion items.  

Responses from those looking at the product were based on the fashionability of the products, with 
the self-defense serving as a novelty that worked effectively with the products. Feedback included: 

“What a great, innovative idea. And finally something that is fashionable with these features for 
protection.”  

Of those who followed and indicated interest, a total of 14 individuals were contacted to experience 
Angel Guard Fashion products, specifically to be used to showcase how the products work as a gift 
for indicating interest. This will be leveraged to begin showcasing Angel Guard Fashion products as 
protection wearables. 

The interest from the partnership with Hearst also led to over 1,000 leads who are interested in 
receiving more information of new and upcoming products from Angel Guard Fashion. 

2. Innovative Startups 

Angel Guard Fashion was highlighted in Springwise as next best innovation as well as Idea Mensch 
and Startups, a German magazine that showcased Angel Guard Fashion as “best innovative ideas 
for 2019” in November. Online startups are recognising Angel Guard Fashion for its innovation as 
well as potential to solve social issues. 

3. Affiliates 

Within 1 month of launch, Angel Guard Fashion was able to begin building interest online. The first 
3 affiliates are advertising for the company, highlighting product recognition to the site. We expect 
this to grow each month as the brand builds recognition online. 



Market Study 

The partnership with Hearst publications in the UK offered an opportunity to see the strengths and 
weaknesses of Angel Guard Fashion as well as growth opportunities for the future.  

Over 50,000 individuals indicated interest in receiving the product, showing that there is a strong 
market for the signature items. 

An important component of this study was the decision to focus on the UK. This was done because 
of the developed level of the country, indicating that there is more security. However, the violent 
rates in the country are seen as an increase. The interest in the product showcases that the product 
has potential in regions which are experiencing these specific dynamics (Sweden, Germany, France, 
US, UK, etc). 

Total Number of Entries by Publication 

Demographic Overview 

Gender 

Publication Total Number of Entries

Cosmopolitan 8,625

LDN Fashion 3,520

Prima 8,123

The Network (Woman, Woman’s Weekly, etc) 34,163

Marie Claire (still on site) 5500

Total 59,931

79%

21%

Male Female



While the difference between male and female is significant, there was a noticed interest in males 
wanting to receive information about the product. When asked, most males indicated that they 
wanted their wives, girlfriends or significant others to have the product, specifically because of their 
concern for safety and because of the fashion statement related to the product.  

Age 

The highest age group to enter was between the ages of 45 - 64, showing that the fashion was more 
appealing to an older demographic of women. When asked, many also indicated that it would work 
as a gift for someone they wanted to be safe, showing a difference in mentality between generation 
were a strong indication of interest for the products.  

Demographic Demonstrations By Publication 

Cosmopolitan UK 

Number of Entries



LDN Fashion UK 

  



Network Demographics 

(includes Celebs Now, Woman, Woman’s Day, Woman’s Weekly, Life Death Prizes, What’s On TV) 

Prima 

 

Marie Claire


[this is still in progress and will be available February 1st, 2020]. 



2020 Projections 

With the key learning for 2019, Angel Guard Fashion is highlighting growth for the company to 
assist with product recognition and to build the revenue streams within the company.  

1. Halo Line Product Expansion. The signature halo line will increase to 20 more products by the 
end of the first quarter (April - May). The new designs will focus on the younger generations 
(Millennials), who did not indicate as high of an interest level in the products from the market 
study.  

The goal of Angel Guard Fashion is to have styles that fit with every age group and demographic, 
specifically with the focus on self-defense first. Product expansion will assist with inviting in other 
demographics that would not otherwise think of the products.  

2. Circumstance Based Products. Trends within self-defense are focused on the need to have self-
defense items based on circumstance, such as jogging after dark, working late or going to a college 
class. Women’s items will expand into these trending issues, allowing women to have Angel Guard 
Fashion products based on specific and targeted needs.  

3. Children’s Line. Beginning in May of 2020 and through the 2nd and 3rd quarters, the children’s 
line will be introduced to Angel Guard Fashion. This will include technology accessories, such as 
bracelets, that connect to an app. The prototype is in final stages of completion and a pre-launch 
will be set up in the first quarter of 2020 to build interest.  

4. High Violence Area Angel Distribution: Brazil. 10% of all proceeds from Angel Guard Fashion 
produce extra angels for places which can not afford extra protection and self-defense. This year, 
Angel Guard Fashion will provide angels to high crime areas in Brazil, distributing 10% of all 
revenue back to further protection and reduce violence. This will begin in the last quarter of 2020 
and through 2021.  

5. Partnership Development. To assist with distribution of angels in high violence areas, partnership 
development will be included, such as sponsorship programs for specific regions. Angel Guard 
Fashion is currently speaking with foundations such as UN for Women to partner with reducing 
violence against women in specific regions.  

6. Media Expansion and Development. The initial partnership with Hearst Publications in the UK 
introduces the door to other PR development and growth for Angel Guard Fashion. 2020 will not 
only be able to work with continuous features in Hearst Publications but will also look at expanding 
in other areas where Hearst Publications is online while introducing other key features on their 
website. It is expected that this strong media partnership will lead to other high-level fashion 
magazines that will feature Angel Guard Fashion. 

7. Revenue Projections. While product awareness, market studies and brand awareness were the 
initiatives with the product launch, Angel Guard Fashion is expecting to create a high return in 
2020. The new leads and interest level is expected to generate an average of $10,000 per month for 
the first quarter and to increase as products and styles increase in the market with projected revenue 
for 2020 at $500,000. With the fast traction that started with Angel Guard Fashion’s launch in 
August of 2019, an expected increase can easily occur in 2020.  



Contact Us for Opportunities 

info@angelguardfashion.com 

www.angelguardfashion.com 
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