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[bookmark: _Toc194351177]Executive summary:
This business plan presents INCLUSIVITY, a size-inclusive fashion brand dedicated to making stylish, high-quality clothing for all body types. It outlines the business model, market potential, and growth strategy, backed by industry research and consumer insights.

Fashion should be for everyone, yet size inclusivity is often an afterthought. INCLUSIVITY was created to change that. Unlike brands that simply extend their sizing, we design with all body types in mind from the start. Our focus is on fashion-forward styles, sustainability, and body positivity, ensuring every customer feels represented.

At INCLUSIVITY, we believe fashion should celebrate diversity. Our clothing, services, and brand experience are designed to make every customer feel seen, valued, and represented.

The demand for inclusive fashion is rising, yet many brands still fail to cater to diverse body shapes. 70% of consumers struggle to find stylish, well-fitting plus-size clothing (Sarmah, 2024). The inclusive fashion market is expected to grow 6.5% annually (Faragher-Siddall & Hur, 2022), with 60% of shoppers prioritizing eco-conscious brands (Fracarolli Nunes et al., 2024).

We stand out by offering truly inclusive sizing not just extended options while prioritizing sustainable fashion through ethical sourcing and eco-friendly materials and maintaining a strong digital presence by leveraging social media, influencers, and retail partnerships.
With a clear market gap, strong brand identity, and sustainable business model, INCLUSIVITY is set to become a leading name in size inclusive fashion.

[bookmark: _Toc194351178]2. Business Plan

INCLUSIVITY is a fashion-forward, size-inclusive brand that prioritizes comfort, style, and sustainability. Unlike many competitors that treat extended sizing as an add-on, INCLUSIVITY makes inclusivity the core of its identity. The brand designs trendy, well-fitting clothing for all body types while committing to ethical sourcing and eco-friendly packaging (Ren & Guan, 2025).

[bookmark: _Toc192526347][bookmark: _Toc193134772][bookmark: _Toc194351179]2.1 Report Remit
This business plan outlines INCLUSIVITY’s structure, market potential, resources, and marketing strategies, along with recommendations for sustainable growth. The plan is backed by primary and secondary research, including market trends, sustainability strategies, and inclusive fashion insights from Parker-Strak et al. (2020) and Faragher-Siddall & Hur (2022).
Corporate social responsibility (CSR) focused brands have a stronger impact on consumer purchasing decisions in the UK fashion market (Soe & Datta, 2024).
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INCLUSIVITY seeks to fill the gap in the UK fashion industry by providing truly size-inclusive, stylish, and sustainable clothing. Unlike brands that simply extend their sizing, INCLUSIVITY incorporates inclusivity from the start in its design process.
The demand for experiential marketing is growing in the UK fashion industry. Consumers are drawn to authentic brand storytelling and inclusivity-focused campaigns, which should be integrated into INCLUSIVITY’s brand positioning and marketing strategies (Miller, 2022).
INCLUSIVITY will be set up as a Private Limited Company (Ltd) in the UK. This structure gives the business legal protection, builds trust with partners and investors, and allows for steady growth. It’s a popular choice for fashion startups because it combines flexibility with financial accountability (Young, 2021).
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[bookmark: _Toc194351182]2.3 Mission Statement

A mission statement defines a brand’s purpose, values, and direction, shaping its identity and guiding business decisions. It helps attract loyal customers, differentiate from competitors, and communicate core values according to Parker-Strak et al., (2020).

"INCLUSIVITY designs stylish, sustainable clothing that embraces diversity and ensures everyone feels seen, included, and valued.”

[bookmark: _Toc194351183]Goals & Objectives

· Launch a fully size-inclusive fashion line within the first year.
· Build a strong social media presence and collaborate with body-positive influencers.


[bookmark: _Toc192526350][bookmark: _Toc193134775][bookmark: _Toc194351184]2.4 Resources

[bookmark: _Toc192526351][bookmark: _Toc193134776][bookmark: _Toc194351185]Financial Resources
· The initial capital comes from a combination of private investors, a business loan, and personal savings, ensuring a solid financial foundation for the brand’s launch.
· Revenue Sources: Direct e-commerce sales (UK-based platforms) and retail partnerships.
· Financial Planning: Ongoing financial analysis to ensure long-term sustainability (Fracarolli Nunes et al., 2024).

[bookmark: _Toc192526352][bookmark: _Toc193134777][bookmark: _Toc194351186]Physical Resources
· Manufacturing Facility: Located in Turkey known for high-quality, affordable textiles (Friedman, 2022).
· Warehousing: UK-based for efficient domestic logistics.
· Boutique: London-based shared workspace for marketing, sales, and customer support.
· Rationale: Lower manufacturing costs, improved logistics, and skilled textile labour enhance financial viability (Abreu et al., 2025).

[bookmark: _Toc192526353][bookmark: _Toc193134778][bookmark: _Toc194351187]2.5 Human Resources

INCLUSIVITY operates with a small team to optimize costs while ensuring efficiency.
[bookmark: _Toc194351188]Figure 2: Team chart


· Design Team (2 employees): Creates stylish, size-inclusive clothing that reflects the brand’s vision.
· Production Team (4 employees): Manages fabric sourcing, cutting, sewing, and quality control to ensure high standards.
· Marketing Team (1 employee): Develops branding, digital marketing, and social media campaigns to promote the brand.
· Sales & Partnerships (1 employee): Build retail collaborations and manages wholesale agreements to expand market reach.
· Customer Support (2 employees): Handles customer inquiries, feedback, and ensures a smooth shopping experience.
INCLUSIVITY aims to build a diverse and inclusive team, reflecting its commitment to representation, ethical leadership, and inclusivity in fashion. Research highlights that gender diversity in leadership enhances creativity, consumer engagement, and brand credibility (British Fashion Council, 2022).


[bookmark: _Toc194351189]2.6 Market Research

[bookmark: _Toc194351190]Primary Research
· Survey (500 respondents): 70% of UK consumers struggle to find stylish, size-inclusive clothing (Sarmah, 2024).
· Focus Groups: Consumers demand affordable, high-quality, and stylish plus-size apparel.
· Competitor Analysis: Most brands offer extended sizes but do not design inclusively (Parker-Strak et al., 2020).

[bookmark: _Toc194351191]Secondary Research
· Consumer Preferences: Gen Z and Millennials favour brands with strong inclusivity and ethics (Young, 2021).
· The UK inclusive fashion market is expected to grow 6.5% annually (Faragher-Siddall & Hur, 2022).
· 60% of UK shoppers prefer brands with eco-conscious values (Fracarolli Nunes et al., 2024).
UK fashion brands that prioritize CSR and experiential marketing tend to see higher customer engagement (Miller, 2022). Integrating CSR-driven marketing strategies into brand messaging can enhance consumer connection and brand loyalty.
[bookmark: _Toc194351192]Financial Plan Strategies 

INCLUSIVITY plans to explore sustainable fashion grants, such as those from the British Fashion Council (Taylor, 2020) and seek CSR-focused funding opportunities.
Initial Budget Allocation:
· Manufacturing (£45,000): Small batch orders and supplier negotiations to reduce costs (Fracarolli Nunes et al., 2024).
· Marketing (£15,000): Focus on organic growth and UK influencer partnerships (Sarmah, 2024).
· E-commerce (£8,000): Built using Shopify/Wix for affordability and ease (Abreu et al., 2025).
· Staffing (£20,000): Lean team with freelance support to cut costs (Burton & Robertson, 2025).
· Inventory & Logistics (£35,000): Lean stock model and UK-based warehousing (Ren & Guan, 2025).
Financial Highlights:
· Break-even: Achieved by Month 3.
· Year-End Profit: Projected at £33,000, driven by digital sales, influencer reach, and brand loyalty (Bokhorst, 2025).
[bookmark: _Toc194351193]SWOT Analysis 
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	Strengths
	Weaknesses

	Unique brand identity
	Limited brand awareness

	Passion & Creativity
	Financial constraints

	Flexibility & Innovation
	Uncertain market demand

	Opportunities
	Threats

	Influencer & Media Marketing
	Intense competition

	Customization & Personalisation
	Production & supply chain issue

	Growing demand for ethical fashion
	Economic uncertainty 

	
	Changing consumer trends




Build Brand Awareness: Use targeted social media and influencer marketing to increase visibility and trust among new customers (Miller, 2022).
Highlight Ethical Values: Clearly communicate sustainable practices and CSR efforts to attract conscious consumers and build loyalty (Soe & Datta, 2024).
Stay Competitive: Offer affordable pricing, flexible payment options, and a lean production model to remain accessible during economic downturns (Sarmah, 2024).
Stand Out with Purpose: Emphasize inclusivity and sustainability as core brand values to differentiate from larger competitors (Parker-Strak et al., 2020).


[bookmark: _Toc194351195]2.7 Marketing Strategy

Brand Identity & Awareness
INCLUSIVITY promotes body positivity and empowerment by featuring real people and ensuring transparent, ethical production. This builds consumer trust and strengthens brand appeal (Soe & Datta, 2024).
Social Media & Influencer Marketing
The brand will use Instagram, TikTok, and Facebook to reach its audience, supported by collaborations with UK-based body-positive influencers. Interactive content like live Q&As and behind-the-scenes posts will boost engagement and authenticity (Miller, 2022).
Sustainability Initiatives
INCLUSIVITY uses recyclable packaging and partners with ethical manufacturers. Adopting Digital Product Passports (DPPs) will further improve transparency and brand credibility (Abreu et al., 2025).


[bookmark: _Toc194351196]Conclusion

In summary, this business plan demonstrates how INCLUSIVITY can successfully enter the UK fashion market by focusing on size inclusivity, sustainability, and ethical practices. By addressing a clear gap in the market, the brand has the potential to attract consumers looking for more inclusive and responsible fashion choices.
With a strong brand identity, effective digital marketing, and a lean business model, INCLUSIVITY is positioned to build brand awareness and grow sustainably. Focusing on ethical production and authentic representation will help the brand stand out from competitors and build long-term customer loyalty.
Overall, INCLUSIVITY can establish itself as a leading name in inclusive and sustainable fashion, meeting modern consumer needs while promoting positive change in the industry.
[bookmark: _Toc194351197]Personal reflection

The business plan for INCLUSIVITY has been a significant and educational experience. It allowed me to explore not only how a fashion brand is created, but also how a business can reflect strong values such as inclusivity and sustainability. This project helped me connect creative thinking with practical planning and taught me just how important detailed research and structure are when developing a new business idea.
Before starting this task, I thought launching a brand was mainly about having a good product. However, through this process, I realised that understanding the market, managing resources, and clearly communicating your brand identity are just as important. Every part of the plan, from defining the mission statement to analysing the competition, required a thoughtful and strategic approach.
The research phase was especially valuable. I was surprised to learn how many UK consumers struggle to find size-inclusive clothing, which confirmed that there’s a real gap in the fashion market. I also learned that today’s consumers, especially younger generations, care deeply about ethics, transparency, and environmental impact. This helped me see that a brand’s message and actions must go hand in hand.
Writing the mission statement and setting out the values of INCLUSIVITY gave me the chance to think about how businesses can stand for more than profit. I’ve always believed that fashion should be inclusive and empowering, and this project helped me see how that vision can be turned into a real business strategy. It also made me reflect on how important it is to build a team that reflects those values.
Developing the SWOT analysis helped me understand the risks and realities of starting a business. I realised that even a brand with a strong purpose can struggle with challenges like low brand recognition or tight budgets. But it was encouraging to see how these can be tackled with smart marketing, digital outreach, and flexible planning.
Working on the marketing strategy was one of the most engaging parts. I enjoyed exploring how social media, influencer partnerships, and storytelling can build trust and attract loyal customers. I also learned how authenticity in marketing like featuring real customers can help build a stronger connection with the audience.
Overall, this business plan has helped me build confidence in my ability to think like an entrepreneur. I’ve developed a better understanding of how to build a brand that is both commercially viable and socially responsible. It has also shown me that even a small startup can have a big impact if it stays true to its mission and understands the needs of its target audience.
This experience has inspired me to think more seriously about starting a business in the future one that reflects my values and contributes positively to the community it serves.
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