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Funky Trunks
Summary
This segment discusses the rise of a new swimwear business based in Australia.  The business, Funky Trunks, commenced operations in 2003 and the swimwear product brings together a passion for swimming and a love of funky colours.  The business owner, Duncan McLean, discusses the many facets of starting up the business, including interesting comments about how the elements of his business have come together. This segment reviews the areas of marketing channel, methods of distribution and the choice of a distribution method.

Transcript

Jayne Edwards, Reporting: While the superstars of swimming will be thrashing away in Melbourne over the next week chasing a world title, outside the pool, the competition in the $50 million swimwear game is every bit as intense. One former elite swimmer and sometime Reserve Bank economist has dived into the wake of the big multi-nationals with his own colourful, retro-style togs. 

Duncan Mclean, Director, Way Funky Company: I was a freestyler, a sprinter. Basically, I didn't train much and complained a lot. I still get in the pool every now and then. I definitely don't swim as much as I used to. Definitely don't get up as early as I used to.

Jayne Edwards: Duncan McLean has come a long way in five years from athlete and student to swimwear designer with a business turning over half-a-million dollars. 

Duncan Mclean: I was working here at Prahran Pool and really noticed that there wasn't a market for men's swimwear that was a little bit different, a little bit more exciting, so I went home and with Mum, we came up with the first pair of Funky Trunks, then we started selling them to friends. When I moved to Sydney to start working at the Reserve Bank, I had the business basically was started. I can remember at lunch times taking the bathers in my backpack and going around to retailers and trying to get them into different stores and on the weekends, I'd go out to the beachers.

Jayne Edwards: The turning point came in 2003.

Duncan Mclean: Yeah, that's good.

Mrs Mclean: It's all right?

Duncan Mclean: Do you reckon we'll be able to sell them?

Mrs Mclean: Oh, I reckon so.

Duncan Mclean: We were actually invited to an event in Melbourne to parade the swimwear. For the last three months before I left Sydney I moved out of where I was living and lived basically on the floor of friends' places and in the car and at work a few times, and saved up the money I needed to get the show launched. And we were lucky enough to pick up a department store as our first major retailer.

Jayne Edwards: The retailer was David Jones and the feedback and exposure has helped the business to build to a point where it now employs five people, including a co-designer, Jess Holmes, has a women's and kid's range and is stocked in New Zealand and California.

Jess Holmes: Hey.

Duncan Mclean: How we going?

Jess Holmes: Yeah, good.

Duncan Mclean: Good. We design all the prints so we really come up with the most original designs that we can and then basically, the artwork gets sent to China where it gets put onto the fabrics, so it's a very efficient process for us.

Jayne Edwards: Duncan McLean says the move to offshore manufacturing was crucial to the growth of the business.

Duncan Mclean: Well, we're sort of looking at about 60 per cent higher costs here in Australia. The price that we were getting wasn't sustainable, especially when we were dealing with department stores. So we just finished the photo shoot for the new range. For the next few weeks, we hit the road around Australia, so I'm hoping to pick up new stockists for the label next summer and we need orders to sort of be coming through in March, April so that we can spend April basically through to August manufacturing and then deliver to store in September, so it's a very long, I guess, lead time, so you're sort of doing a lot of work sort of basically a year in front. Swimwear is very seasonal. In Australia, you really find that you sales do start to drop off around March, April so that's why it's imperative as a swimwear company that we continue to push overseas as well.

Jayne Edwards: Like its name, the marketing for the Way Funky Company has been a little unusual.

Duncan Mclean: As a small business, it was always about putting the money into the manufacturing and design. We came up with the Funky Trunks Urban Aerobics Team and they basically hit the streets of Melbourne in the Funky Trunks, and choreographed a routine. I don't think my parents were proud of it either but I guess you've just got to get out there and get the product out there.

Jayne Edwards: The future for the business involves a new fashion line and a further push into export markets. 

Duncan Mclean: I guess my life has really changed a lot since I left the Reserve Bank. I really enjoy working in economics. At the same time, I've had fantastic opportunities with the swimwear so I really think I've been lucky to be able to get the business to the stage that it's at with my job and it's what I do full time, you know, you see, I guess a great future for what you can do. I guess (indistinct).

Alan Kohler: There you go, the Inside Business swimsuit edition. That was Jayne Edwards reporting, and that's it for the program, I'm afraid. Transcripts of all today's stories and interviews will be available on our website. Thanks for your company. See you next week.
