


[image: A clipboard with check marks on it

Description automatically generated with medium confidence]
(Source: Accurex, 2021)



Programme: MBA
Module: Entrepreneurship
Module Code: LCMB7004
Assessment Component 1- Essay
Lecturer: Vasilios Tavlaridis
Student Name: Stilyana Mincheva
Student ID:1816276




[bookmark: _r2ab39ddy8hp]
Table of Contents
An overview of your proposed business idea (Product/Service)	3
Identify a gap in the market and provide a brief discussion on how your business idea/plan aims to address it.	4
Identification of the market gaps	4
Value proposition value provides	5
The proposed location of your business and its legal entity, along with a justification for both	6
A clear understanding of the business’s strengths, weaknesses, opportunities, and threats	7
Explanation of your target market and the strategies you will adopt to capture your target Market.	8
Market segmentation	8
Targeting	9
RACE framework	10
Budgeting or financial plan and determining the funding requirements.	11
Reference list	12



[bookmark: _qyttj5pocw3t][bookmark: _Toc139571525]An overview of your proposed business idea (Product/Service)

Sustainability has become a trending measure in the fashion and retail industry in recent decades. Customers have become loyal to the environment and sustainability, becoming more thoughtful about their choices while purchasing (Mancuso et al. 2021). The retail chain of sustainable products is becoming a significant trend in contemporary times. Products with a sustainable aim and tag with it are now an emerging factor that specialises in eco-friendly approaches while representing high-end fashion. The sustainable products of cactus leather also represent veganism with an eco-friendly attitude. In recent years, veganism has become a significant point of consideration in the industry of fashion (Jeong and Chun, 2022). Cactus leather is one of the premium ranges of sustainable materials used in manufacturing high-end fashionable le products and accessories. Cactus leather is environmentally friendly, highly stylish, and biodegradable, making it an ethically durable and highly demanded product.

Vegan fashion has become a highly emerging factor in the fashion industry as it also interacts as a social tool in the ethical interests of customers. In the luxury fashion industry, the awareness of sustainable products is highly demandable as it also refrains animals and the harmful usage of natural resources and chemical compounds (PVC or PU) in making products (Ramchandani and Coste-Maniere, 2020). The sustainable retail production and sale of cactus leather-based accessories, specifically dresses and bags, is the proposed business concept in this report. It aims to replace conventional animal leather, as cactus leather offers a novel and friendly environmental option. 
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Figure 1: Cactus leather product
(Source: Immaculate Vegan, 2023)

Cactus leather is derived from pear cactuses, primarily found in desserts. It has been found that cactus leather is a highly sustainable and long-lasting material.
This business plan aims to develop stylish, trendy, durable, and high-quality cactus leather accessories and dresses. This business plan also aims to represent ethical values. Cactus leather is also cut for manufacturing bags and accessories by highly skilled designers (Mazzarella, 2023). This business will also provide skilled labourers with an opportunity for a sustainable future in fashion manufacturing. 

[bookmark: _2f6cl49a0hsr][bookmark: _Toc139571526]Identify a gap in the market and provide a brief discussion on how your business idea/plan aims to address it.

[bookmark: _Toc139571527]Identification of the market gaps

This business plan for sustainable retail products of cactus leather accessories and dresses aims to deliver sustainable products to the next generation and trendy fashion enthusiasts while abiding by sustainable approaches (Bacchus, 2021). The main goal of the business plan is to replace the unethical use of synthetic and animal leather to make use of and manufacture products and accessories. Sustainable leather alternatives have been scarce, despite the growing demand for projects that are animal cruelty-free and environmentally friendly (Minh and Ngan, 2021). Cactus leather is one such material that offers a one-of-a-kind solution to all the problems. Cactus weather is an alternative to many other plant-based leathers, such as pineapple or mushroom leather. Cactus leather is more durable and adaptable than different kinds of leather compared to traditional leather. Nowadays, customers want sustainable products and the same quality as they get in conventional leathers, which will have an aesthetic appeal as animal leathers used to provide.

The gaps model is a service quality model introduced by Valarie, Parasuraman and Leonard in 1985 (Zhang and Chen, 2020). Using this gap model, it has been found that customers' expectations and management of it is a huge market gap. This management perception of customer expectations still needs to be fulfilled by providing optimum quality. There is also a gap between service and product quality in the existing market of cactus leather products. These gaps need to be addressed. 
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Figure 2: The Gaps Model
(Source: Zeithaml, 2017)

This business plan aims to fill the void by providing various goods, such as dresses and bags. This plan will also expand the market for sustainable fashion by offering fashionable and valuable items to a wide range of customers. With this strategy, customers can find products that fit their style while contributing to a more sustainable future (Hur, 2020). This business plan means to fill the market gaps for feasible retail items by offering top calibre, snazzy, and eco-friendly cactus leather accessories and dresses. This business plan aims to contribute to a fashion industry that is more ethical and sustainable by addressing the concerns of customers who care about the environment and offering a variety of appealing options.

[bookmark: _Toc139571528]Value proposition value provides
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Figure 3: Value proposition and customer profile
(Source: B2Binternational, 2023)

Value propositions include the benefits of a product or service delivered to the customers by the manufacturing company of those products and services. A well-developed value proposition helps companies strategically market the products in the target market (Payne et al. 2020). After analysing its value propositions, it has been found that cactus leather bags are sustainable products that are well sought after by customers. It has also been identified that the customers' pain point is the unethical practices related to the manufacturing process of traditional leather bags and accessories. This product and service line aims to fill those gaps and provide values by practising ethical and sustainable approaches to manufacture customers’ desirable products. 

[bookmark: _m7umjfdcxnbc][bookmark: _Toc139571529]The proposed location of your business and its legal entity, along with a justification for both

Cactus leather products are delicate and high-end products that are demanded mainly by the educated segment (Mohanty et al. 2022). This business is set in the United Kingdom (UK). The United Kingdom has a growing market for eco-friendly goods, providing a favourable environment for sustainable businesses. The country has a large consumer base that actively seeks out environmentally friendly alternatives and is becoming increasingly conscious of sustainability. Additionally, the UK government has implemented policies to encourage the expansion of sustainable businesses and has shown its support for environmentally friendly initiatives (Allan et al. 2020). The 25-year plan of the Paris Agreement has aimed to act against climate change measures. In this regard, the sustainable business will reaffirm those measures.

In the United Kingdom, the business will be required to entitle itself as a registered “Limited Liability Company (LLC)”. Enrolling as an LLC gives a few advantages, like a restricted obligation for the proprietors and a different legitimate character for the business (Soener and Nau, 2019). Personal assets are protected under this arrangement, and the business is treated as a separate legal and financial entity (Birch et al. 2020). It likewise gives adaptability concerning proprietorship and considers simple versatility and expected future extension.
By registering as an LLC in the UK, the company can tap into the highly competitive market of sustainable products. It will also allow the business to meet these sustainable products' eco-friendly demands and high demand. The United Kingdom is ideal for launching cactus leather dresses and accessories while keeping environmental commitments, meeting social causes, and addressing environmentally conscious customers (Santos et al. 2023). By implementing this business in the UK, it will be able to operate effectively and adapt to the shifting business landscapes. It will be registered as an LLC giving them more flexibility and legal protection for their endeavours.

[bookmark: _hv9929me86ej][bookmark: _Toc139571530]A clear understanding of the business’s strengths, weaknesses, opportunities, and threats

	Strengths
	Weaknesses

	· An innovative and sustainable product offering.
· Strong demand from the market for ethical and eco-friendly clothing. (Matthee, 2022)
· A unique selling point is its durable, adaptable cactus leather which is very similar to traditional leather.
· Build customer trust by focusing on supply chain transparency and traceability.
· Favourable policies (Net Zero by 2050) by the UK government and support for initiatives that promote sustainability. (Bonsu, 2020)
	· A relatively new market for cactus leather goods that need to be educated and made more aware.
· Costs of production are higher than those of traditional leather goods.
· In the beginning, customers and brand recognition were low.

	Opportunities
	Threats

	· Growing demand and awareness among consumers are driving the sustainable fashion market.
· Businesses can collaborate with other eco-friendly and sustainable brands in the market to meet different customer needs.
	· Competition from alternative leather substitutes and other sustainable materials.
· Fluctuating business sector patterns and buyer inclinations.
· Problems with the supply chain, like finding consistent, high-quality cactus leather.



Table 2: SWOT Analysis

[bookmark: _fp7h4jl8xyo3][bookmark: _Toc139571531]Explanation of your target market and the strategies you will adopt to capture your target Market.

[bookmark: _wvhfs16769jr][bookmark: _Toc139571532]Market segmentation




Figure 4: Market Segmentation
(Source: Market Business News, 2023)

Demographic: The business must primarily target 25 - 35 years old females. The company must consider men a potential target (Cocquyt et al. 2020). Most of the target customers will be middle-aged and wealthy customers. The target customers' income level will usually be higher than the average, and must lead a luxury lifestyle. 

Psychographic: The psychographic segmentation for this business will be the individuals aware of environmental sustainability. This section of customers will have a high status and lifestyle in society. Also, their attitudes and interests must reflect their education level. These considerations will be used while targeting as per psychography.

Geographic: The customers must be targeted from different regions of the UK, comprising the high class and wealthy. The business must also target customers in cold areas as the dresses will be easier to sell.

Behavioural: Behavioural segmentation includes the choices and interests of the customers, which is sustainability and buying preferences and frequency of the customers. While targeting customers in the new market, the business owner must consider these factors with valuable insights to target customers efficiently.

[bookmark: _1fp11g30rpox][bookmark: _Toc139571533]Targeting

The target market of the cactus leather products will be an environmentally aware set of customers willing to participate in sustainable approaches and ethical behaviours towards nature (Choi and Lee, 2021). This includes people who place a high value on products that are good for the environment, are willing to pay more for sustainable options, and are actively looking for alternatives to traditional leather dresses and accessories. Demographics, psychographics, and behaviours can further be followed in the target market.
The branding of the products must be more vital in the market to create a substantial brand identity that emphasises cactus leather's unique qualities, ethical production, and sustainability. To raise awareness and attract our target audience, targeted marketing campaigns must be implemented via digital platforms, social media, and collaborations with sustainable influencers (Jacobson and Harrison, 2022). The customisation and product selection must create a various scope of cactus leather accessories and dresses that take special care of multiple styles and inclinations inside our objective market. It must also develop a one-of-a-kind and individualised shopping experience by offering customisation and personalisation options.

In addition, these practices must create educational campaigns to raise awareness about traditional leather production's effects and cactus leather's environmental benefits. The brand will be positioned as a sustainable option, and consumers will gain a deeper understanding. The business must also collaborate and partner with other economical brands, retailers, and associations to extend its scope and achieve validity on the measure (Alshurideh et al. 2022). This may involve participating in sustainable fashion events and exhibitions, co-branding products, or joint marketing initiatives.


[bookmark: _x6ehz92djvl7][bookmark: _Toc139571534]RACE framework
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Figure 5: Market Segmentation
(Source: Hanlon, 2022)

Reach: By utilising “Search Engine Optimization (SEO)” and other digital marketing tools of social media marketing, the brand’s visibility will be broadened for more reachability. It will also help in attracting and engaging more customers. 

Act: The company must offer motivations like limits, advancements, or free delivery. Websites must be optimised for easy navigation and a seamless shopping experience while providing precise and user-friendly online purchasing options.

Convert: To infuse confidence in potential customers, persuasive product descriptions, high-quality product images, and customer reviews must be portrayed. Visitors who have shown interest but have yet to purchase must be re-engaged by implementing remarketing campaigns.

Engage: Personalised email marketing, social media engagement, and loyalty programs must be performed to cultivate ongoing customer engagement. Updates on new products, sustainability initiatives, and exclusive offers must be shared to keep customers connected and encourage repeat purchases.
[bookmark: _vuyt3lc8amvb][bookmark: _Toc139571535]Budgeting or financial plan and determining the funding requirements.
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Table 3: Cash-Flow Budget

[bookmark: _smt8pqu4tkhl][bookmark: _uekfzmrmdl9s]The budgeting for product development and sourcing, manufacturing, and advertising has been suggested in the above table. Apportioning adequate assets to every area while thinking about expected possibilities is vital. A comprehensive financial plan will assist in identifying the specific funding requirements. These may include costs for staffing, initial capital for product development and inventory, marketing, website development, and operations. The business can be funded using personal savings or investments to get the company started, or it can use platforms for crowdfunding that can assist in funding while also fostering early customer engagement and brand awareness.  Crowdfunding platforms provide a low-risk way of testing the market and generating interest in a product before investing (Brem et al. 2019). This will allow the business to assess the demand for offerings and adjust accordingly. The company can also seek funds from Angel investors for sourcing funds. Angel investors can be an invaluable source of capital and expertise for businesses; by providing capital, mentorship, and guidance, they can help companies to grow and become profitable. An angel investor can access valuable networks and resources to help find the right partners for the company (Morrissette, 2007).
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Select your starting month:

January

() A

Total anticipated sales £0 £3,400 £4,500 £9,000 £13,500 | £18,000 | £22,500 | £27,000 | £31,500 | £36,000 | £40,500 | £45,000 | £54,000 £304,900
Value of your Start Up Loan £50,000 £0 n/a n/a n/a n/a n/a n/a n/a n/a n/a n/a n/a £50,000
Other sources of cash or equity £30,000 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £30,000
Existing assets for business purposes £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0
Investment by owner £30,000 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £30,000
Total cash in-flows (Aﬂ £110,000 £3,400 £4,500 £9,000 £13,500 | £18,000 | £22,500 | £27,000 | £31,500 | £36,000 | £40,500 | £45,000 | £54,000 £414,900
0
0 0 0 O O po 4 0 o Y U OIA
Total anticipated cost of sales £60,000 £640 £1,680 £2,560 £3,120 £5,000 £3,000 £4,000 £6,000 £12,000 | £12,000 | £12,000 | £20,000 £142,000
Existing assets for business purposes £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0
Rent or premises costs £600 £200 £200 £200 £200 £200 £200 £200 £200 £200 £200 £200 £200 £3,000
Business rates for your business premises £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0
Utilities (gas, electricity, water) £500 £500 £500 £500 £500 £500 £500 £500 £500 £500 £500 £500 £500 £6,500
Insurance £50 £50 £50 £50 £50 £50 £50 £50 £50 £50 £50 £50 £50 £650
Telephone and internet £50 £50 £50 £50 £50 £50 £50 £50 £50 £50 £50 £50 £50 £650
Marketing and advertising expenses £40,000 £300 £300 £300 £300 £300 £300 £300 £300 £300 £300 £300 £300 £43,600
Vehicle running costs £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0
Equipment purchase or leasing £200 £200 £200 £200 £200 £200 £200 £200 £200 £200 £200 £200 £200 £2,600
Postage, printing, stationery £2,000 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £2,000
Transport and delivery £5,000 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £5,000
Professional fees (legal, accounting etc.) £200 £200 £200 £200 £200 £200 £200 £200 £200 £200 £200 £200 £200 £2,600
Your salary (if PSB is in deficit)* n/a g0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0
Your salary (over and above your PSB needs)* n/a £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0
Staff costs £5,000 £10,000 £10,000 | £10,000 | £10,000 | £10,000 | £10,000 | £10,000 | £10,000 | £10,000 | £10,000 [ £10,000 | £10,000 £125,000
Start Up Loan monthly repayment - First Loan n/a g0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0
Stock / Materials n/a £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0
Total cash out-flows (Bﬂ £113,600 £12,140 £13,180 | £14,060 | £14,620 | £16,500 | £14,500 | £15,500 | £17,500 | £23,500 | £23,500 | £23,500 | £31,500 £333,600
-£3,600 -£8,740 -£8,680 -£5,060 £1,120 £1,500 £8,000 £11,500 | £14,000 | £12,500 | £17,000 | £21,500 | £22,500 £81,300
£0 -£3,600 £12,340 | £21,020 | £26,080 | £27,200 | £25,700 | -£17,700 | -£6,200 £7,800 £20,300 | £37,300 | £58,800 £81,300
account balance
0 0 g Cca oY 0 -£3,600 £12,340 | £21,020 | £26,080 | £27,200 | -£25,700 | £17,700 | -£6,200 £7,800 £20,300 | £37,300 | £58,800 | £81,300 £81,300










Select your starting month:

January

Cash in-flows

Description (as required) Starting point 1 2 3 4 5 6 7 8 9 10 11 12 TOTAL

Total anticipated sales £0 £3,400 £4,500 £9,000 £13,500 £18,000 £22,500 £27,000 £31,500 £36,000 £40,500 £45,000 £54,000 £304,900

Value of your Start Up Loan £50,000 £0 n/a n/a n/a n/a n/a n/a n/a n/a n/a n/a n/a £50,000

Other sources of cash or equity £30,000 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £30,000

Existing assets for business purposes £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0

Investment by owner £30,000 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £30,000

£110,000 £3,400 £4,500 £9,000 £13,500 £18,000 £22,500 £27,000 £31,500 £36,000 £40,500 £45,000 £54,000 £414,900

Cash out-flows

Description (as required) Starting point 1 2 3 4 5 6 7 8 9 10 11 12 TOTAL

Total anticipated cost of sales £60,000 £640 £1,680 £2,560 £3,120 £5,000 £3,000 £4,000 £6,000 £12,000 £12,000 £12,000 £20,000 £142,000

Existing assets for business purposes £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0

Rent or premises costs £600 £200 £200 £200 £200 £200 £200 £200 £200 £200 £200 £200 £200 £3,000

Business rates for your business premises £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0

Utilities (gas, electricity, water) £500 £500 £500 £500 £500 £500 £500 £500 £500 £500 £500 £500 £500 £6,500

Insurance £50 £50 £50 £50 £50 £50 £50 £50 £50 £50 £50 £50 £50 £650

Telephone and internet £50 £50 £50 £50 £50 £50 £50 £50 £50 £50 £50 £50 £50 £650

Marketing and advertising expenses £40,000 £300 £300 £300 £300 £300 £300 £300 £300 £300 £300 £300 £300 £43,600

Vehicle running costs £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0

Equipment purchase or leasing £200 £200 £200 £200 £200 £200 £200 £200 £200 £200 £200 £200 £200 £2,600

Postage, printing, stationery £2,000 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £2,000

Transport and delivery £5,000 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £5,000

Professional fees (legal, accounting etc.) £200 £200 £200 £200 £200 £200 £200 £200 £200 £200 £200 £200 £200 £2,600

Your salary (if PSB is in deficit)* n/a £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0

Your salary (over and above your PSB needs)* n/a £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0

Staff costs £5,000 £10,000 £10,000 £10,000 £10,000 £10,000 £10,000 £10,000 £10,000 £10,000 £10,000 £10,000 £10,000 £125,000

Start Up Loan monthly repayment - First Loan n/a £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0

Stock / Materials n/a £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0

£113,600 £12,140 £13,180 £14,060 £14,620 £16,500 £14,500 £15,500 £17,500 £23,500 £23,500 £23,500 £31,500 £333,600

Your net cash flow (A-B)

-£3,600 -£8,740 -£8,680 -£5,060 -£1,120 £1,500 £8,000 £11,500 £14,000 £12,500 £17,000 £21,500 £22,500 £81,300

Your monthly opening business bank 

account balance

£0 -£3,600 -£12,340 -£21,020 -£26,080 -£27,200 -£25,700 -£17,700 -£6,200 £7,800 £20,300 £37,300 £58,800 £81,300

Your closing cash position

-£3,600 -£12,340 -£21,020 -£26,080 -£27,200 -£25,700 -£17,700 -£6,200 £7,800 £20,300 £37,300 £58,800 £81,300 £81,300

MONTHS

Total cash in-flows (A)

MONTHS

Total cash out-flows (B)
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