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Executive Summary
This business plan presents a Birmingham-based women's fashion start-up specialising in distinctive asymmetric outerwear. Its first product is a statement coat featuring one long side and one significantly shorter side, designed to combine elegance, femininity and individuality. The proposed retail price is £249, targeting fashion-conscious women aged approximately 20–45 who value unique design and personal style.
The business will initially operate as a sole trader, using local or UK-based production specialists where commercially practical. Small-batch manufacturing will help control stock levels and reduce unnecessary waste. The business will also explore opportunities to reuse suitable fabric offcuts and investigate appropriate recycling options.
Market research identifies opportunities for differentiation within a competitive women's outerwear market. Marketing will focus on Instagram, TikTok, a professional e-commerce website and selected boutique or pop-up opportunities.
The estimated start-up funding requirement is £3,600, with an initial production run of ten coats. Personal savings are the preferred funding source. Although the product offers a distinctive design, the business faces risks associated with production costs, limited brand recognition and uncertain customer demand. Initial sales and customer feedback will therefore be used to evaluate commercial potential before expanding production.
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1. Overview of the Business Idea
1.1 Product and Unique Selling Point (USP)
The proposed business is a start-up women’s fashion brand based in Birmingham, specialising in distinctive outerwear. The first product will be an asymmetric women’s coat designed to combine elegance, femininity and individuality. Unlike a traditional coat with an equal hemline, the design will feature one long side and one significantly shorter side, creating an asymmetric silhouette that reveals one leg while maintaining the appearance and elegance of a long coat.
The coat will be designed as a statement fashion piece for women who want clothing that is stylish, confident and different from conventional high-street designs. The initial design will use high-quality faux leather with a structured but comfortable feel, together with a good-quality lining to improve comfort. Details such as a fitted waist, belt, structured shoulders and distinctive decorative elements will contribute to a premium appearance. The initial product range is planned in sizes XS, S, M and L.
The main Unique Selling Point (USP) of the business is the distinctive asymmetric design. The combination of a short and long silhouette within one garment creates a strong visual identity and differentiates the product from conventional coats. This may provide the start-up with an opportunity to occupy a distinctive position within the women’s outerwear market rather than competing mainly on price. However, the commercial potential of the concept will depend on customer demand, appropriate pricing, product quality and the ability of the business to communicate the design effectively to its target market (Mariotti and Glackin, 2017).
1.2 Management Structure and Legal Format
The business will initially operate as a sole trader (HM Revenue & Customs, n.d.). This legal structure is appropriate for the early stage of the start-up because the business will have one owner who will be responsible for the main decisions and overall management. As the founder, I will be responsible for developing the product concept, selecting designs and materials, managing suppliers and production, setting prices, marketing the brand and controlling the finances (HM Revenue & Customs, n.d.).
The business will begin with a lean management structure rather than employing a large permanent team. Pattern development, garment construction and specialist sewing will be outsourced to experienced professionals or small local manufacturers. This approach will allow the business to access specialist skills without the immediate cost of establishing its own manufacturing facility and employing full-time production staff. As demand increases, the management and production structure can be reviewed and expanded (Barrow, Barrow and Brown, 2012).
1.3 Environmental Sustainability and Community Support
Sustainability will be considered through a small-batch production model. Rather than producing large quantities of stock before customer demand is established, the business will initially manufacture limited quantities. This approach can help reduce unsold inventory and unnecessary material waste while allowing production levels to respond to actual customer demand.
The business will apply the principles of Reduce, Reuse and Recycle where practically possible.

Reduce: Producing coats in small batches will help limit unnecessary stock and reduce the risk of unused materials.
Reuse: Suitable leftover materials may be reused for samples, decorative details or future product development.
Recycle: The business will investigate appropriate recycling options for production waste. However, faux leather can be difficult to recycle because of its material composition, so recycling opportunities will depend on the materials selected and the availability of suitable facilities.
Where commercially practical, the business will also seek to work with local or UK-based pattern makers, sewing professionals and suppliers. This can support local skills and employment opportunities while creating closer relationships between the brand and its production partners.
2. Market Research
2.1 PESTEL Analysis
A PESTEL analysis was used to identify the main external factors that could influence the launch and development of the fashion business in the UK (Duke University, 2019).
Political: The business will initially source materials and production services within the UK where commercially practical. This may reduce some of the complexity associated with international sourcing and allows the start-up to develop closer relationships with suppliers and production partners.
Economic: The proposed coat will be positioned above the mass-market segment, with an initial target retail price of approximately £249. Clothing and footwear prices rose by 0.5% in the year to July 2026 (Office for National Statistics, 2026a). Changing costs and consumer purchasing power may affect demand and profitability. 
Social: The product is designed for women who want clothing that combines elegance, confidence and individuality. The asymmetric silhouette creates a distinctive alternative to conventional coats and can be styled in different ways, including with dresses, skirts, boots or more casual clothing. The initial target market will primarily include fashion-conscious women aged approximately 20–45.
Technological: Digital channels will play an important role in reaching customers. UK Office for National Statistics data show that 28.3% of textile, clothing and footwear retail sales were made online in 2025 (Office for National Statistics, 2026b). This supports the use of an online sales channel alongside opportunities for customers to see and try the product through selected physical retail or pop-up environments.
Environmental: The business will initially use small-batch production to respond to actual demand and reduce the risk of excess unsold stock. Material selection will also consider quality and durability so that the product is designed for repeated use rather than short-term wear.
Legal: As a UK fashion business, the company will need to comply with relevant product and textile requirements (Department for Business and Trade, 2020). UK guidance states that textile products must provide information about fibre content, and manufacturers and retailers are responsible for meeting textile-labelling requirements (Department for Business and Trade, 2020). Accurate product descriptions, pricing and labelling will therefore form part of the business’s operating procedures.
2.2 Competition
The UK women’s outerwear market is highly competitive, with customers able to choose between mass-market, contemporary and luxury fashion brands. Competitor research identified brands offering asymmetric or statement coats, although the designs reviewed did not use the same dramatic split-length construction proposed for this business.
Manière De Voir is a relevant competitor within the contemporary fashion segment. The brand offers distinctive women’s outerwear, including asymmetric coats priced at approximately £250. This demonstrates that customers are already offered statement outerwear at a price above conventional mass-market fashion. However, the asymmetric designs identified during the research use different construction features and do not replicate the proposed combination of one significantly shortened side and one long side.
The women's outerwear market has characteristics of monopolistic competition, with brands differentiating similar product categories through design, quality and identity. The proposed start-up will compete through its distinctive asymmetric silhouette and limited production rather than low prices. However, established brands benefit from greater recognition, customer trust and marketing resources, making product quality and brand credibility essential (Mariotti and Glackin, 2017).
3. Marketing Communications
The primary target market will be fashion-conscious women aged approximately 20–45 who value individuality, femininity and distinctive design. The business will initially focus on customers in the UK, particularly women who regularly use digital platforms to discover fashion products and purchase clothing online.
Instagram and TikTok will be the main social media channels used to build brand awareness and demonstrate the visual impact of the asymmetric coat. Content will include short styling videos, photographs, behind-the-scenes content showing the development of the product, and different ways of wearing the coat. This is particularly suitable for the proposed product because its asymmetric silhouette can be communicated effectively through visual content.
The business will also use a professional e-commerce website as its main online sales channel. Micro-influencer collaborations will be considered to introduce the product to relevant fashion audiences while controlling marketing costs during the start-up stage. In addition, selected pop-up events and independent boutiques may allow potential customers to see, touch and try on the coat before purchasing.
The initial marketing strategy will focus on building brand awareness and customer trust rather than competing through frequent discounts. The brand will communicate the product through its distinctive design, limited production and styling possibilities. Customer engagement and sales performance will be monitored to identify which marketing channels generate the strongest response and to guide future marketing investment (Mariotti and Glackin, 2017).
4. Financials
4.1 Funding Requirements and Sources
The estimated initial funding requirement is £3,600, supported by a structured start-up budget and financial forecast (HSBC UK, 2025). The preferred source of finance is personal savings, as this would allow the founder to maintain full ownership and avoid interest payments and loan repayment obligations during the early stages of the business (Barrow, Barrow and Brown, 2012).
The funding will be allocated to product development (£1,200), an initial production run of ten coats (£1,300), and website development, photography, branding, marketing and contingency costs (£1,100).
The main limitation of self-financing is the financial risk to the founder. Therefore, the business will begin with a small production run to test customer demand before considering further investment or external funding (Mariotti and Glackin, 2017).
4.2 Start-up Expenses
The estimated direct production cost is £130 per coat (£1,300 divided by ten coats). At a proposed retail price of £249, the difference between the selling price and the estimated production cost is £119 per coat, before other business expenses.
If all ten coats are sold at full price, the business would generate £2,490 in sales revenue. This would not immediately recover the total initial investment of £3,600, leaving a £1,110 difference between first-batch revenue and total start-up expenditure.
However, some initial costs, such as product development and website creation, may support future production and sales. The business will therefore need to monitor customer demand, actual production costs and cash flow before expanding.
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CASH FLOW

Personal savings — start-up capital

Sales (total sales of product and/or services)

£2 490

Total cash in-flows (A)

£6 090

Cash out-expenses

Marketing and advertising expenses

Cost of sales (Cost of product) £1 300
Product development £1 200
Website, photography, branding and contingency £700
[Total cash out-flows (B) £3 600

£2490





