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Business Opportunity
About 206,000 tonnes of clothing is wasted each year in the UK fashion industry, but the circular fashion market is underdeveloped in terms of commercialization in affordable price points. The UK sustainable fashion market is expanding by 9.1% annually, and is expected to be worth £11.4 billion by 2029, with the secondhand clothing market projected to be worth £6.8 billion by 2029. At the same time, the UK Government and EU are progressing with “Extended Producer Responsibility” legislation for textiles regulation that will favour structural circular operators, creating regulatory tailwinds. The combination of environmental urgency, consumer behavioural change and imminent regulatory change are a commercially significant and time sensitive business opportunity.
Market Need
The UK circular fashion market is split into two. Genuine circular credentials are available from premium brands like Patagonia, Nudie Jeans, etc. which are priced from £80 to £600 but exclude the mass-market consumer. The Competition and Markets Authority is actively enforcing greenwashing on fast-fashion incumbents such as ASOS and H&M. There is no credible UK brand that currently offers affordable everyday, integrated, circular clothing that incorporates repair, take-back, resale and verified sustainability transparency. This is exactly what ReWear London Ltd aims to fill this with.
Proposed Solution
ReWear London Ltd is a collection of iconic everyday wear items, from T-shirts to hoodies, jeans, jackets and knitwear, all available for purchase at £30 to £80 and all produced from GOTS and GRS certified recycled and organic fabrics. All products are backed by an integrated circular service ecosystem ReWear Loop 2.0, which includes repair services, a take-back scheme with loyalty credits, a branded resale service, upcycling services and digital product passports with independently verified sustainability transparency for each garment.
Target Customers
There are two main segments targeted. In the first place, the environmentally-conscious consumers aged 18 to 25 are price-sensitive, sustainability-minded and digital natives. Secondly, aspirational young professionals (25-35) who value quality and circular credentials over having a moderate amount to spend. Both segments focus on key cities in the UK – London, Manchester, Bristol, Edinburgh and Birmingham. There is also value seeking mid-income families aged 30-45 that make up a secondary segment.
Value Proposition
ReWear London Ltd's solution provides greater value in four ways: a functional durability with garments that can be used for 4 years or more compared to 3 years or less for fast fashion; an economic value with a cost per wear at about £0.024, compared to £0.089 for fast fashion equivalents; an emotional value with digitally verified sustainability credentials that remove the greenwashing uncertainty and; a social value with community membership of a credible circular movement.
Competitive Advantage
ReWear London Ltd has three sources of sustainable competitive advantage identified through VRIO analysis: the integrated ReWear Loop 2.0 service ecosystem with no UK competitor in existence that can be accessed at an affordable price; a digital product passport architecture that gives verified transparency; and the original circular brand story that has been in existence since 2019, which fast fashion incumbents cannot credibly challenge. Proactive alignment with the upcoming EPR obligations which are in effect across the EU from October 2025 give another regulatory first-mover benefit.
Operational and Financial Highlights
The total start-up costs are £375,000. Projected revenue for Year 1 is £530,000 and the operating costs are £760,000. The multi stream revenue model includes sales of garments, repair services, commissions received from selling used ones and charge for up cyling. A team of 9 is responsible for operations on a direct-to-consumer ecommerce site and 5 city pop-up retail locations. The break even period is to be achieved within 24 months.
Expected Outcomes
The total annual turnover is expected to be £1230k and net profit £330k by Year 3. Within 12 months, 5,000 registered Loop 2.0 users are targeted. The garment take-back rate is predicted to be 20% within 18 months after launch.

Key Success Factors
The success of the venture is based on five points: the integrated depth of Loop 2.0 services, verified digital transparency, authentic brand credibility, proactive regulatory compliance and customer acquisition based on the community that helps to strengthen loyalty and lower long-term acquisition costs. Combined, these make ReWear London Ltd an ideal frontrunner in the mainstream circular fashion moment in the UK.


Table of Contents
1. Executive summary	3
2. Introduction	10
2.1 Background Context	10
2.2 Problem and Opportunity Statement	11
2.3 Initial Observation of Demand	11
2.4 Scope of Analysis	12
2.5 Aims, Objectives and Research Questions	12
2.6 Structure of the Report	12
3. Company Description	13
3.1 Business Identity	13
3.2 Product and Service Offering	14
3.3 Founding Story and Organisational History	14
3.4 Business Objectives in SMART Format	14
3.5 Alignment with Market and Regulatory Trends	16
4. Literature Review	18
4.1 Introduction to Theoretical Frameworks	18
4.2 Circular Economy Theory - Ellen MacArthur Foundation	18
4.3 Porter's Five Forces	18
4.4 PESTLE Analysis	19
4.5 VRIO Framework	19
4.6 SWOT Analysis	19
4.7 Business Model Canvas- Osterwalder and Pigneur	19
4.8 7Ps Marketing Mix	20
4.9 Jobs-to-Be-Done Theory - Christensen	20
4.10 Framework Synthesis and Application Summary	20
5. Methodology	20
5.1 Research Philosophy and Approach	21
5.2 Approach to Opportunity Identification	21
5.3 Market Insight Collection	22
5.4 Secondary Data Sources	22
5.5 Data Analysis Methods	23
5.6 Analytical Frameworks Applied	23
5.7 Limitations and Ethical Considerations	24
6. Market Opportunity Analysis	24
6.1 Analytical Frameworks and Evidence Sources	24
6.2 Market Size and Growth Trends	24
6.3 Market Segmentation	25
6.4 Customer Demographics and Purchasing Behaviours	26
6.5 Consumer Pain Points and Unmet Needs - JTBD Analysis	27
6.6 Demand Analysis - Economic Conditions and Cost of Living	28
6.7 Geographic Market Factors	29
7. Competitive Environment Analysis	30
7.1 Analytical Frameworks and Theoretical Basis	30
7.2 Key Success Factors in the UK Circular Clothing Sector	30
7.3 Analysis of Main Competitors and Market Share Estimates	31
7.4 Competitor Strengths and Weaknesses	31
7.5 Strategic Positioning	32
7.6 Porter's Five Forces Analysis - UK Clothing Sector	32
7.7 PESTLE Analysis - UK Clothing Sector	33
7.8 Industry Attractiveness Assessment	35
7.9 Market Gaps and Opportunities	36
8. Business Strategy	37
8.1 Theoretical and Framework Basis	37
8.2 External Analysis Summary	37
8.3 Internal Analysis - VRIO Framework	38
8.4 SWOT Analysis	40
8.5 Business Strategy, Unique Selling Point and Value Proposition	41
8.6 Competitive Advantages	42
8.7 How Key Success Factors Are Secured	43
8.8 Strategic Coherence and Cross-Sectional Linkage	44
9. Business Model Canvas	46
9.1 Theoretical Framework	46
10. Financial, Marketing and Sales, and Human Capital Management Plan	53
A. Financial Plan	53
A.1 Theoretical and Framework Basis	53
A.2 Start-Up Costs	53
A.3 Operating Costs (Annual, Year 1)	54
Table 16: Operating cost	54
A.4 Revenue Model and Pricing Strategy	54
A.5 Three-to-Five-Year Financial Projections	54
A.6 Cash Flow Forecast (Year 1–3 Summary)	55
A.7 Break-Even Analysis	56
A.8 Sensitivity Analysis	56
B. Marketing and Sales Plan	56
B.1 Theoretical and Framework Basis	56
B.2 Target Audience	57
B.3 Brand Positioning	57
B.4 Marketing Mix - 7Ps	57
Table 20: 7P’s of marketing	58
B.5 Customer Acquisition Strategy and Marketing Budget	58
C. Human Capital Management Plan	59
C.1 Theoretical and Framework Basis	59
C.2 Organisational Structure	59
C.3 Staffing Requirements and Labour Cost Estimates	59
C.4 Recruitment Strategy	60
C.5 Training and Development	60
C.6 Compensation, Benefits and HR Compliance	61
C.7 Internal Consistency and Strategic Fit	61
11. Operations Plan	62
11.1 Frameworks Applied	62
11.2 Operational Workflow	62
11.3 Location Strategy	63
11.4 Supply Chain and Procurement	64
11.5 Inventory Management	64
11.6 Quality Control	64
11.7 Technology and Systems	65
11.8 Logistics and Distribution	65
11.9 Legal and Regulatory Considerations	65
12. Feasibility Analysis	67
12.1 Frameworks Applied	67
12.2 Ethical Feasibility	67
12.3 Market Feasibility	67
12.4 Technical/Operational Feasibility	67
12.5 Financial Feasibility	68
12.6 Strategic Fit	69
12.7 Risk Summary and Mitigation	69
13. Implementation Plan	71
13.1 Frameworks Applied	71
13.2 Phase 1 — Foundation (Months 1–3)	71
13.3 Phase 2 — Soft Launch (Months 4–6)	71
13.4 Phase 3 — Scale (Months 7–12)	71
13.5 Phase 4 — Consolidation and Expansion (Year 2–3)	71
13.6 KPIs and Monitoring	72
14. Conclusion and Recommendations	73
14.1 Evaluation of Theories and Frameworks	73
14.2 Key Insights on Practical Application	73
14.3 Summary of Market Opportunity and Strategic Viability	74
14.4 Overall Feasibility and Clear Recommendation	74
14.5 Suggestions for Further Research	74
15. Reflection	75
15.1 Describing the Experience	75
15.2 What Was Learned	75
15.3 What Would Be Done Differently	76
References	77
Appendices	90
Appendix 1: Analysis of main competitors	90
Appendix 2: Gnatt Chart	91



[bookmark: _Toc241244468]2. Introduction
[bookmark: _Toc241244469]2.1 Background Context
Around 206,456 tonnes of clothing waste is produced in the UK each year (Abtew et al., 2025). 
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Figure 1: Textile waste generation
(Source: Abtew et al., 2025)
Approximately 10% of global carbon dioxide emissions occur annually in the production of textiles (Ellenmacarthurfoundation.org, 2013). It also takes about 93 billion cubic metres of water to produce garments globally every year. The ilo.org (2025) reports that today there are widespread problems of exploitative labour practices in the world's fast fashion supply chains. The fast-fashion model is based on a linear take–make–sell–dispose approach that exacerbates environmental damage. The Circular economy is a credible and growingly mainstream system change worldwide. According to Geissdoerfer et al. (2017) it is a regenerative economy, which is driven by a reduction of resource input. Sustainability is also showing increased awareness among Generation Z and Millennials in their purchases (Mintel, 2022). The UK Government is taking forward Extended Producer Responsibility (EPR) for textiles. At the same time, consumers are being drawn into more value-driven clothing actions due to the increasing cost of living. The transition to purposeful and quality consumption is also driving a post-pandemic shift in markets. All of these macro-level forces provide a structural opportunity for circular fashion companies. 
[bookmark: _Toc241244470]2.2 Problem and Opportunity Statement
The sustainable fashion market in the UK is a key and significant bifurcation. While on the other hand, luxury brands like Patagonia and Stella McCartney are still too pricey for many. Patagonia jackets, for example, are not mass market products, and their price runs from £250 to £600. Conversely, the big boys of fast-fashion such as Shein and Primark continue to exploit and produce poor quality systems. This division makes a gap in the UK market which can be seen and is not well penetrated. Structured repair, resell and recycle options that allow for affordable, durable and day-to-day circular clothing are not yet available. ReWear London Ltd is set to fill this in in a commercially differentiated way. Bocken et al. (2014) state that circular business models are able to deliver better and more sustainable consumer value. This makes ReWear London Ltd a market proposition which comes at a timely, strategic and business opportunity. 
[bookmark: _Toc241244471]2.3 Initial Observation of Demand
Initial demand signals show that consumers are in a state of desire for circular fashion solutions, while the appetite is increasing. The number of registered users on Vinted has reached 75 million people worldwide by 2023, highlighting the scale of secondhand fashion (vinted.co.uk, 2023). In 2021 alone, over £490 million was sold via Depop (Depop, 2020). There is grassroots momentum for circularity; over 130 cities are now home to repair cafés in the UK. Google Trends shows that the trend for 'sustainable affordable fashion' has continued since 2019. Mandarić et al., (2022) revealed 54% of UK adults report being mindful of the environmental impact of clothing purchases. However, price is still the biggest obstacle to 100 per cent sustainable purchases. 15.97% of UK adults agreed with the fashion brand’s sustainability policies, practices, and reputation but this is not a key factor in my decision. 
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Figure 2:UK adults agreed with the fashion brand’s sustainability policies
(Source: Mandarić et al., 2022)
[bookmark: _Toc241244472]2.4 Scope of Analysis
This proposal is for the UK market only, for circular everyday clothing products and services. The main target audience is 18-35 year old consumers, living in major cities in the UK. Initial operational focus is in key cities, including London, Manchester, Bristol, Edinburgh and Birmingham. At this moment, there will be no international expansion markets, luxury fashion segments, and childrenswear. 
[bookmark: _Toc241244473]2.5 Aims, Objectives and Research Questions
Aim: : To determine the commercial potential of establishing ReWear London Ltd as a circular everyday clothing brand and recommend a business development plan to launch ReWear Loop 2.0.
Objectives: 
· To understanding of the opportunity for the circular fashion market in the UK
· To visualise in-depth view of the competitive landscape and Business Plan for ReWear Loop 2.0, including a viable and differentiated business strategy Business Model Canvas
· To impact Financial, operational and ethical feasibility assessment and ReWear Loop 2.0 implementation roadmap. 
Research Questions: 
1. Will there be a market opportunity for an affordable circular clothing brand in the UK? 
2. How can ReWear London Ltd differentiate and maintain a competitive advantage? 
3. Are the current operations and financials for the ReWear Loop 2.0 realistic for this time frame? 
[bookmark: _Toc241244474]2.6 Structure of the Report
The proposal will be built into 15 stages of interconnected elements that provide a thorough evaluation of the business and strategic development of ReWear London Ltd and its business model, ReWear Loop 2.0 circular fashion. The Executive Summary is followed by the introduction where the industry background, business opportunity, research purpose, objectives and questions are set out. The Company Description then introduces ReWear London Ltd's identity, products, services, strategic goals, and how it fits in with the circular fashion trends.
The Literature Review provides a critical foundation for the theoretical underpinning of the proposal, and the Methodology provides an explanation for the research approach, sources of data, analytical techniques, research limitations and ethical considerations. Market Opportunity Analysis includes Market Size, Market Segments, Market Behaviour, Unmet Needs and Demand conditions. This is followed by the Competitive Environment Analysis which incorporates PESTLE and Porter's Five Forces to analyze external forces and competition.
The Business Strategy incorporates these findings using VRIO, SWOT and strategic positioning. The Business Model Canvas then provides a description of how ReWear generates, provides and captures value. Financial, marketing and human capital management plans are developed and assess commercial needs, customer acquisition and organisational capabilities whilst the operations plan outlines the supply chain, technology, logistics and circular workflows.
The Feasibility Analysis involves an evaluation of the ethical, market, operational, financial and strategic viability. The Implementation Plan outlines staged activities and measurable KPIs. Lastly, the Conclusion and Recommendations brings together the results and sets the conditions for further steps, and the Reflection critically examines the learning achieved from preparing the proposal. 
[bookmark: _Toc241244475]3. Company Description
[bookmark: _Toc241244476]3.1 Business Identity
ReWear London Ltd is a limited company registered in England and Wales. It has its HQ in London and digital services available to consumers across the UK. Physical presence is maintained in selected major UK cities strategically through pop-up retail stores.
Mission: "To make circular fashion possible and affordable for the everyday consumer by designing clothes that lasts, can be repaired, can be returned, resold and recycled.
Vision: Their vision is to "ensure no garment is sent to landfill”.
Core values: All operations are guided by Core Values of Sustainability, Accessibility, Quality, Transparency and Community Engagement. 
[bookmark: _Toc241244477]3.2 Product and Service Offering
Their main line of products includes T-shirts, hoodies, jeans, jackets, trousers, dresses and knitwear. The product portfolio also extends to basic activewear for a wider range of coverage for everyday wear. The use of recycled cotton, recycled polyester, organic cotton and recycled wool in all products. Low impact dyes and completely recycling packaging is done consistently throughout all product lines. Products have specific features that ensure they are built to be long-lasting, with replaceable buttons, strengthened seams and repairable parts. This approach to design is an expression of the cradle-to-cradle design principles, as described by McDonough and Braungart (2010). The integrated service ecosystem that goes with all physical product purchases is ReWear Loop 2.0. It includes repair services, take-back services, a branded resale platform and upcycling services. The ReWear Loop 2.0 service architecture is finished by digital product passports and ReWear's loyalty reward programme. This ecosystem makes the transition from a 'transactional retailer' to a 'circular value provider' for ReWear London Ltd.
[bookmark: _Toc241244478]3.3 Founding Story and Organisational History
ReWear London Ltd was founded in 2019 as a direct to consumer online brand. During 2019-2022, the company developed its product design philosophy and material sourcing strategy. In 2023, the physical presence of pop-up retail was strengthened in the city of London and the city of Bristol in particular. In 2026, the company put forward its next strategic initiative in the form of developing and launching ReWear Loop 2.0. The above mentioned staged growth path is the result of a conscious and capital-efficient circular brand building strategy. 
[bookmark: _Toc241244479]3.4 Business Objectives in SMART Format
	SMART Objective
	Specific
	Measurable (KPI)
	Achievable/Relevant
	Time-Bound

	Launch ReWear Loop 2.0
	Design and implement the circular platform for the integrated system, including repair, take-back, resale, upcycling, digital product passport and customer reward (Petrik et al., 2025).
	Achieve 5,000 registered users.
	Complements ReWear's existing circular proposition and reinforces Customer engagement beyond the 'one off' sale of garments. 
	With the 5,000 user benchmark expected within 12 months, the 6,000 user mark is expected within six months of that. 

	Achieve financial break-even
	Set up a cost-effective operating business model where sales and service income match overall operating cost. 
	Revenue is equal to or greater than the total operating costs. 
	Facilitates long-term commercial viability and capital investment in circular services and in business growth (Gonçalves et al., 2022). 
	Within 24 months of launch.

	Reach £1.5 million annual revenue
	Drive growth of product sales and ReWear Loop 2.0 services via digital and physical pop up stores.
Annual revenue of £1.5m, confirmed on Management Accounts. 
	£1.5 million annual revenue, verified through management accounts.
	Clearly identifies an appropriate growth benchmark that aligns with the proposed 5 City expansion plan. 
	By Year 3.

	Increase garment take-back participation
	Promote the reuse of previously acquired garments by offering easy and cost-effective take-back options.  
	Achieve a 20% garment take-back rate.
	Helps to improve the circular economy model of ReWear and expands repair, resale and recycling possibilities (Kandpal et al., 2024). 
	Within 18 months of launch.

	Expand UK physical presence
	Activate ReWear 'pop-up' stores in selected urban markets. 
	Keep active pop-ups in 5 cities in the UK. 
	Promotes customer accessibility and brand visibility and adoption of circular services. 
	Within 36 months.


Table 1: ReWear London Ltd's business objectives
(Source: self-created)
[bookmark: _Toc241244480]3.5 Alignment with Market and Regulatory Trends
The Ellenmacarthurfoundation.org, (2013) circular economy framework is directly underpinning ReWear's strategic model. 
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Figure 3: UK men preferred shopping with sustainable fashion brands
(Source: ‌Statista, 2020)
The UK Government's England Waste Prevention Programme 2023 is a strong reinforcement of key regulatory tailwinds. UK men preferred shopping with sustainable fashion brands more than women did, with 53 percent versus 47 percent, respectively (‌Statista, 2020). The secondhand clothing market in the UK is expected to grow by 2029 to 11.12% , as estimated by‌ Kumar Deb, (2025).
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Figure 4: secondhand clothing market in the UK
(Source: ‌Kumar Deb, 2025)
ReWear London Ltd is thus a strategic fit in both the regulatory and behavioural landscape. According to Murray et al. (2017) the early adopters of circular models get the first-mover competitive advantages. 
[bookmark: _Toc241244481]4. Literature Review
[bookmark: _Toc241244482]4.1 Introduction to Theoretical Frameworks
This part of the document defines and critically discusses all the key theoretical frameworks that support this proposal. The right theoretical impacts are vital in creating a good, viable, and profitable proposal. In this document the application of each framework is explicitly made in the corresponding analytical section. Together, these are a strong and comprehensive strategic toolbox for this analysis. 
[bookmark: _Toc241244483]4.2 Circular Economy Theory - Ellen MacArthur Foundation
The circular economy (CE) is an approach to the economy that aims to create a system which reduces waste and pollution. It is based on three principles of operation expressed by Ellenmacarthurfoundation.org, (2013). As designing out waste and pollution from production and consumption systems altogether and proactively. On the other hand, to ensure that products and materials are kept in active use for as long as economically possible.The restoration and regeneration of natural systems through restorative and regenerative economic activity and design. Geissdoerfer et al. (2017) endorse the fact that the circular economy is becoming part of the mainstream of industrial adoption globally. Kirchherr et al. (2017) noted that 114 different definitions, which highlight the conceptual richness of the framework. All three principles are directly implemented in the UK fashion sector by ReWear Loop 2.0. Each of these take-back, repair, and resale services represent a unique circular principle. 
[bookmark: _Toc241244484]4.3 Porter's Five Forces
Porter's Five Forces (1979) is a systematic and rigorous analysis of the intensity of competition and attractiveness of an industry. The five dimensions are: competitive rivalry, threat of new entrants and supplier bargaining power.
The analytical framework is completed by the power of the buyer in bargaining and by the threat of alternatives. Five Forces is still the most powerful tool for industry structural attractiveness analysis, according to Grundy (2006). This framework is used in Section 6 to analyse the competitive environment for ReWear London Ltd. It can help identify the forces of structure that influence the attractiveness of market entry and sustainable profitability. 
[bookmark: _Toc241244485]4.4 PESTLE Analysis
PESTLE is a widely adopted macro-environmental scanning technique for strategic management studies and strategies. It provides a complete overview of Political, Economic, Social, Technological, Legal and Environmental aspects. Buye (2021) says that PESTLE is the only way of putting any significant business decisions into context. In this proposal, it acts as a key political factor; UK textile EPR regulations. The framework also effectively captures the digital product passport technology and cost of living pressures. When used in conjunction with competitor and internal capability analysis, PESTLE is most useful, as stated.
[bookmark: _Toc241244486]4.5 VRIO Framework
The VRIO framework looks at the internal resources and capabilities to determine the competitive advantage. Resources must have Value, be scarce, be imitable and be supported by Organisation to be a sustainable advantage. Purba et al., (2023) say that VRIO is the most strict internal resource analysis tool. One of the VRIO analysis questions in this proposal is to determine if ReWear Loop 2.0 provides long-term differentiation for the company. Proprietary design, service integration and loyalty architecture are analyzed and understood internally and are critical. 
[bookmark: _Toc241244487]4.6 SWOT Analysis
Wilasto and Wening, (2025) noted that SWOT is a strategic analysis tool that combines the internal strategic factors and external strategic factors. It considers Strengths, Weaknesses, Opportunities and Threats at the same time. SWOT is too vague, without any other analytical models. In this proposal, SWOT combines the results of PESTLE and Porter's 5 Forces and VRIO Analysis. This synthesis delivers a unified strategy picture which will inform the business development strategy throughout. 
[bookmark: _Toc241244488]4.7 Business Model Canvas- Osterwalder and Pigneur
The Business Model Canvas represents the creation, delivery, and capture of value in systems, as illustrated by Osterwalder and Pigneur (2013). Its nine building blocks are: key partners, activities, resources, value propositions and customer relationships. The nine-building-block architecture is completed by revenue streams, cost structure, customer segments and channels. According to Massa et al. (2017), BMC is the most popular strategic visualisation tool around the world. In section 9 this tool is used to capture all aspects of the ReWear London Ltd business model. 
[bookmark: _Toc241244489]4.8 7Ps Marketing Mix
There are 7 strategic dimensions of marketing mix that can be used by service businesses. The 7Ps are Product, Price, Place, Promotion, People, Process and Physical Evidence in a comprehensive manner. Zulkifli (2022) confirms that the 7Ps are more suitable for a service business than the 4Ps.The overall concept of ReWear Loop 2.0 is a service ecosystem which needs a comprehensive and extended marketing mix. The three extra Ps are especially important because the offering is service oriented. 
[bookmark: _Toc241244490]4.9 Jobs-to-Be-Done Theory - Christensen
The theory of Jobs to Be Done (JTBD) focuses on consumer functional, social and emotional motivations for buying. Christensen et al. (2016) claim that consumers employ products to accomplish a life job that is clearly defined. This framework uncovers motivations other than environmentalism such as financial value and social identity expression. Here 18-35-year-olds are used to understanding why they engage with circular fashion propositions, through the JTBD approach.
[bookmark: _Toc241244491]4.10 Framework Synthesis and Application Summary
All eight frameworks are part of a comprehensive and multidimensional strategic analytical arsenal. They are introduced in their most suitable analytical portion of this proposal systematically. These two together allow to conduct market assessment, competitive strategy, business modelling and feasibility evaluation. Their integration guarantees academic rigor and market credibility are upheld and consistent. 
[bookmark: _Toc241244492]5. Methodology
[bookmark: _Toc241244493]5.1 Research Philosophy and Approach
This project is a secondary data study that is practice oriented in evaluating the commercial feasibility of ReWear London Ltd and proposed ReWear Loop 2.0 strategy. Only secondary information and data sources from reputable academic literature, industry publications, government reports, market intelligence databases and established sources of organisations have been used in analysis. There was no primary data gathered in the form of surveys, interviews, focus groups or direct observation of consumers. The methodological design is thus geared at the critical reading and application of existing evidence that can be found to a specific context of business-development.
The approach is based on a pragmatic research philosophy as the aim of the proposal is not to develop and test an abstract, hypothetical theoretical proposition but to generate commercially relevant insights that could support strategic decision-making. Pragmatism allows for the utilization of evidence based on its practical relevance to the research problem, and is especially suited to applied business research, where the need for strategic recommendations requires the use of a variety of forms of existing evidence (Saunders et al., 2012). For this reason, quantitative market statements are reviewed and monitored in conjunction with qualitative information on consumer behaviour, sustainability, regulations, industry development and competitive situations.
The secondary evidence is analyzed, not assumed to be trustworthy. When interpreting the market size, consumer behaviour and industry trends, differences in publication date, methodological approach, geographical scope and measurement criteria are taken into account. Academic literature is utilized to develop pertinent theoretical concepts, and industry and governmental sources of evidence offer a sense of context and market-specific information. The resulting analysis is then analyzed via proven frameworks such as PESTLE, Porter's 5 Forces, VRIO, SWOT, Jobs-to-Be-Done and Business Model Canvas. The method allows for the synthesis of existing theory with the current market context for the circular fashion in the UK, whilst acknowledging the drawbacks of using secondary research. 
[bookmark: _Toc241244494]5.2 Approach to Opportunity Identification
The ReWear London Ltd market opportunity was systematically identified via industry trends. A detailed academic literature review and analysis of the circular fashion business models were also carried out. A variety of secondary sources were consulted such as reports from the Ellen MacArthur Foundation and UK Government policy documents (Ellenmacarthurfoundation.org, 2017). Systematically interrogated Mintel UK Fashion Reports and Statista data sets for market intelligence. The JTBD lens was used to conceptually map customer motivation structures and unmet consumer needs. There is a large group of consumers in the UK that want to buy affordable, quality and sustainable clothes, aged 18-35. There are no current brands that have proven to be credible and readily available to satisfy this clearly defined consumer need (ThredUp, 2024). 
[bookmark: _Toc241244495]5.3 Market Insight Collection
A competitor benchmarking was carried out on established circular fashion brands and digital resale platforms. Comprehensively analyzed brands are Patagonia, Nudie Jeans, Worn Again Technologies, Vinted and Depop. The pricing strategies were compared, as well as the positioning of the product and the features of the circular economy services, through a mystery shopping analysis. Systematic review and coding of online customer reviews on trustpilot and social media sentiment data (Paul et al., 2023). The demand signals for sustainability were found in the hashtag analysis on Instagram and TikTok. Conceptual consumer survey and focus group frameworks were developed to focus on the primary demographic, ages 18-35. Conceptual research for willingness to pay, take-back participation rates and brand loyalty preferences were examined. 
[bookmark: _Toc241244496]5.4 Secondary Data Sources
	Source
	Data Type
	Application in Proposal

	ONS Consumer Expenditure Data (ons.gov.uk, 2023)
	Quantitative
	Clothing spend trends and demographic profiling

	Mintel UK Sustainable Fashion Report (‌Mintel, 2022)
	Mixed
	Consumer attitudes and market segmentation

	Statista UK Secondhand Fashion Market Data (Kumar Deb, (2025)
	Quantitative
	Market sizing and growth projections

	WRAP Textiles Sustainability Reports (wrap.ngo, 2022)
	Quantitative
	Waste volumes and material flow analysis

	Fashion Revolution Transparency Index (fashionrevolution.org, 2023)
	Qualitative
	Supply chain benchmarking and ethics review

	Ellen MacArthur Foundation Reports (Ellenmacarthurfoundation.org,2013)
	Conceptual
	Circular economy framework and principles

	UK HMRC Retail Trade Statistics (ThredUp , 2024)
	Quantitative
	Retail volume and value baseline data


Table 2: Secondary Data Sources and Their Applications 
(Source: self-created)
[bookmark: _Toc241244497]5.5 Data Analysis Methods
Thematic analysis was used to find recurring themes in the qualitative secondary consumer data (Krishna, 2021). In particular, the attitude of consumers towards sustainability, reparation and re-sale were systematically coded. Competitor pricing, positioning of quality features and programme scope of circular programme features were compared. Demographic analysis created a detailed profile of the main 18-35-year-old urban segment of consumers in the UK. Financial modelling has been built based on known industry benchmarks to forecast revenues and cost frameworks. Financial viability was assessed through sensitivity analysis based on three demand scenarios: optimistic, base-case and pessimistic. 
[bookmark: _Toc241244498]5.6 Analytical Frameworks Applied
Data from the UK market for circular fashion was analysed using a systematic approach to Porter's Five Forces and PESTLE. The tools used to evaluate the level of competition and macro-environmental factors influencing the strategic context were: The internal capability profile and potential for sustainable competitive advantage of ReWear London Ltd was assessed using the VRIO framework. All of the foregoing market and competitive analyses were used to fill the Business Model Canvas. The marketing strategy was developed based on the 7Ps framework and was developed in line with a service-enhanced circular product model. 
[bookmark: _Toc241244499]5.7 Limitations and Ethical Considerations
This is a concept proposal of a business development that is based on secondary and conceptual primary data. Consumer surveys and interviews are simulated and not collected from actual consumers. Secondary data is based on the reports that are publicly available, and these might not be the most up-to-date representations of the market. Data on competitive market share is estimated; not independently verified and not externally audited. Ethical considerations involve purposeful rejection of greenwashing stories and the accuracy of claims throughout. All sustainability claims are based on evidence from the material science and circular economy verified. Conceptual consumer data are dealt with following GDPR and BPS ethical research principles (bps.org.uk, 2021).
[bookmark: _Toc241244500]6. Market Opportunity Analysis
[bookmark: _Toc241244501]6.1 Analytical Frameworks and Evidence Sources
The market segmentation theory, the analysis of demand and the theory of consumer behaviour are used strategically in this section. The Jobs-to-Be-Done lens is used to evaluate market opportunity landscape and commercial feasibility. Primary evidence sources include Mintel (2022), Statista (2023), wrap.ngo (2022). According to Kotler et al. (2019), All viable market entry strategies are based on careful segmentation. 
[bookmark: _Toc241244502]6.2 Market Size and Growth Trends
The value of the clothing and footwear market in the UK in 2023 is around 6.41% (Statista, 2023). 
[image: ]
Figure 5: footwear market in the UK
(Source: marketdataforecast.com, 2026)
The sustainable fashion market in the UK is currently and consistently expanding at around 9.1%. This is expected to grow to £11.4 billion by 2029, and is a significant and commercially valuable opportunity. ThredUp (2024) found that the secondhand clothing market in the UK has experienced a 149% increase from 2018 to 2023. The trend is led by online resale sites such as Vinted and Depop.
UK Government EPR rules for textiles are likely to have a major positive impact on the adoption of circular models. New EPR textile schemes are coming with mandated take-back and recycling requirements for brands. This generates regulatory tailwinds in favour of ReWear London Ltd's circular business model. Murray et al. (2017) state that regulations for the Circular Economy are likely to result in substantial first mover benefits for the early adopters. 
[bookmark: _Toc241244503]6.3 Market Segmentation
	Segment
	Age Range
	Key Characteristics
	Priority Level

	Environmentally Conscious Young Consumers
	18–25
	Sustainability-motivated; highly price-sensitive; student or part-time employed
	Primary

	Aspirational Young Professionals
	25–35
	Quality and sustainability focus; convenience-driven; moderate disposable income
	Primary

	Value-Seeking Mid-Income Families
	30–45
	Cost-of-living driven; durability-focused; emerging circular interest
	Secondary


Table 3: ReWear London Ltd Market Segmentation Framework
(Source: self-created)
The first two are the primary audience, which is a vital and strategically important segment to ReWear London Ltd. The importance of effective segmentation, which must be clearly correlated to distinct purchase behavior, is stressed by Wedel and Kamakura (2000). The brand can benefit most per sale from the revenue generated by aspirational young professionals. Young people are great for providing long-term brand loyalty and social media advocacy potential and they are environmentally conscious.
[bookmark: _Toc241244504]6.4 Customer Demographics and Purchasing Behaviours
Data from Statista (2024) indicates that, there were estimated to be 976,481 people who were aged 33 in the United Kingdom, the most of any age in this year.  
[image: ]
Figure 6: people who were aged 33 in the UK
(Source: Statista, 2024)
This group is digital native and highly swayed by social media cues and trends when making purchases. According to Mintel (2022) 54% of UK consumers aged 18-35 bought second hand clothing recently. Instagram and TikTok are the main discovery platforms for sustainable fashion brands and content. The social stigma of these second-hand fashion movements is significantly less through Depop and Vinted. Peer influence is regarded as the most powerful individual determinant of adopting sustainable fashion by researchers, such as those by ‌Thaichon et al., (2022). 
[bookmark: _Toc241244505]6.5 Consumer Pain Points and Unmet Needs - JTBD Analysis
JTBD theory identifies four fundamental jobs that consumers are still not performing in the circular fashion market in the UK, in particular (Raudaskoski, 2026). The most important role that can be done is to access clothes that can actually beat the fast fashion counterparts. The emotional job is to experience and feel one's environmental responsibility in everyday consumption decisions that are made. Social responsibility is a task of signaling sustainability values in a credible way in surrounding groups and communities of the social world. The secondary functional job is to responsibly, conveniently and financially dispose of unwanted clothing. 
Table 4 maps each consumer pain point to a corresponding ReWear London Ltd solution.
	Consumer Pain Point
	Current Market Failure
	ReWear London Ltd Solution

	Clothing fails quickly
	Fast fashion uses poor construction quality
	Reinforced seams; repairable component design

	Sustainable fashion unaffordable
	Premium brands priced at £150–£600+
	Everyday price point of £30–£80 per garment

	Disposal inconvenience and guilt
	Fragmented, poorly incentivised take-back schemes
	ReWear Loop 2.0: credit-rewarded take-back scheme

	Greenwashing trust deficit
	Sustainability claims unverified by brands
	Digital product passports providing verified transparency


Table 4: Consumer Pain Points Mapped to ReWear London Ltd Solutions - JTBD Framework 
(Source: self-created)
[bookmark: _Toc241244506]6.6 Demand Analysis - Economic Conditions and Cost of Living
This course is designed to provide students with the fundamental tools necessary to understand how the economy works and how cost of living impacts business decisions.
Consumer clothing expenditure patterns and priorities have been significantly impacted by the UK cost-of-living crisis. The real value of household disposable income reduced during 2022–23 (Srinivas Raghavendra, 2024). There was an estimated 7.3% decrease in discretionary clothing spend in 2023. This will result in an inopportune demand window for demonstrably durable and higher-quality clothing products. Consumers are continuing to switch from higher to lower counts, looking for more value per wash. The business principle of "cost per wear" is getting a lot of traction with customers as an economic buying catechism. The cost of a ReWear London Ltd T-shirt is about £0.024 per wear, with a lifespan of 4 years. This is a similar Shein outfit that is worth about £0.089 per wear, is available for £8 for three months of wear. The take-back credit scheme also lowers the net costs for consumers throughout the life cycle of garments. Bocken et al. (2014) claim that circular business models are creating better consumer value propositions economically. 
[bookmark: _Toc241244507]6.7 Geographic Market Factors
The key geographical area in which ReWear London Ltd operates is five key major urban centres in the United Kingdom. The target demographic concentration is prioritised for London, Manchester, Bristol, Birmingham and Edinburgh. The average numbers of sustainability-focused consumers aged 18-35 years are highest in these cities across the country. Bristol is ranked continually as one of the greenest cities in the UK by numerous independent sources (Fox, 2018). Clothing retail spending in the UK is around 15% of the total spend by consumers on clothes each year in London. The five cities have pop-up retail infrastructure that enables capital efficient physical presence establishment. 

[bookmark: _Toc241244508]7. Competitive Environment Analysis
[bookmark: _Toc241244509]7.1 Analytical Frameworks and Theoretical Basis
Porter's Five Forces (Porter, 1989) and PESTLE analysis (Johnson et al., 2017) are used as the key frameworks for the evaluation of the competitive environment and macro-environmental forces that affect the UK circular clothing market. Grundy (2006) believes Porter's Five Forces is the most comprehensive structural analysis instrument to assess industry attractiveness and market entry strategy.
[bookmark: _Toc241244510]7.2 Key Success Factors in the UK Circular Clothing Sector
According to Kotler et al (2019: Yüksel, 2012), KSFs are the competencies and conditions that an organisation needs to excel at in order to be successful in the long term in its industry. 
	Key Success Factor
	Description
	Relevance to ReWear London Ltd

	Affordability at quality
	Providing long-lasting, high quality products at mainstream price points (£25 - £90)
	The range of products is priced between £30 and £80, which is a core pricing strategy. 

	Circular service integration
	Providing repair, take-back, resale and upcycling as part of the core value proposition. 
	ReWear Loop 2.0 directly fulfils this KSF

	Brand trust and transparency
	Proven sustainability attributes using digital product passports
	With the Digital passport architecture, the risk of greenwashing is eliminated. 

	Digital and omnichannel reach
	Strong e-commerce platform combined with physical pop-up presence in urban centres
	Five-city pop-up and e-commerce model

	Customer loyalty mechanics
	Combination of strong e-commerce platform and physical presence
	The pop-up and e-commerce model is being employed in five cities. 

	Regulatory preparedness
	Continue credit schemes
	Business model structurally EPR-compliant

	Supply chain resilience
	Supporting upcoming legislation for EPR textiles in the UK.
	Sourcing materials that have been certified as sustainable


Table 5:  Key Success Factors in the UK Circular Fashion Sector
(Source: self-created)
[bookmark: _Toc241244511]7.3 Analysis of Main Competitors and Market Share Estimates
The global sustainable clothing industry is very diversified, as major brands such as Adidas, Patagonia and Eileen Fisher only account for 5-10% of the global market (GMI, 2024). This is a challenge as well as an opportunity for new brands entering the circular market like ReWear London Ltd. 
[bookmark: _Toc241244512]7.4 Competitor Strengths and Weaknesses
	Competitor
	Key Strengths
	Key Weaknesses

	Patagonia
	A strong brand legacy, genuine circular credentials and loyal global customer base 
	Very high price range (£80-£600), not a daily-wear brand, weak presence in the UK. 

	Nudie Jeans
	High sustainability standards – Category leading circular services (free repair; resale)
	Low level of product range (denim as the dominant product)

	Vinted
	High number of users (75m+ worldwide)
	No new production element; no repair services


Table 6: Competitor Strengths and Weaknesses
(Source: self-created)
[bookmark: _Toc241244513]7.5 Strategic Positioning
The sustainable fashion competitive landscape can be broken down into two strategic points: price accessibility – high vs. low and depth of service – limited vs. comprehensive. 
[image: ]
Figure 7: Strategic positioning map
(Source: Self - created)
This positioning relates to a differentiated value strategy described by Porter (1985), that is, the company offers a higher perceived value than others at a competitive and affordable price.
[bookmark: _Toc241244514]7.6 Porter's Five Forces Analysis - UK Clothing Sector
The UK clothing industry is used here, and the focus is on the sub-segment of the circular and sustainable fashion.The approach here is Porter's Five Forces (Porter, 1989) applied to the UK clothing industry with a particular focus on the sub-segment of the circular and sustainable fashion. 
	Force
	Intensity
	Key Evidence
	Strategic Implication for ReWear

	Competitive Rivalry
	High
	The market is extremely fragmented, with 3,807 UK clothing businesses (ibisworld.com, 2026), and large companies
	To differentiate, ReWear must not only compete on price, but on integrated circular services too.
Threat of New Entrants 

	Threat of New Entrants
	Moderate
	Low capital barriers to digital resale; but many hurdles exist in creating circular service infrastructure
	ReWear's service ecosystem is integrated, resulting 

	Bargaining Power of Suppliers
	Moderate-High
	Certified sustainable material suppliers (organic cotton; recycled polyester) are centralized (wrap.ngo, 2023). 
	To minimize the risk of re:Wear facing high cost fluctuations

	Bargaining Power of Buyers
	High
	The UK's price sensitive 18-35-year-old consumers have a wealth of alternative choices. 
	Loyalty mechanics and take-back credit systems reduce effective buyer power

	Threat of Substitutes
	High
	Second hand platforms (Vinted, Depop)
	ReWwear's offers new, long-lasting


Table 7: Porter's Five Forces - UK Clothing Sector 
(Source: self-created)
The industry attractiveness is rated as moderate to high, for a well-differentiated circular entrant. Structural challenges are high competitive rivalry and buyer power are compelling reasons for a well-capitalised and differentiated product offering like ReWear London Ltd. to enter the market. 
[bookmark: _Toc241244515]7.7 PESTLE Analysis - UK Clothing Sector
PESTLE analysis is used as a systematic tool to analyze the external environment that can be categorized into six macro environment factors relevant to the UK clothing industry for ReWear London Ltd (Johnson et al., 2017). 
	Factor
	Key Forces
	Impact on ReWear London Ltd
	Rating

	Political
	Actions moving towards UK Government EPR textiles framework; fashion brands could be required to implement EPR (wrap.ngo, 2023); post-Brexit import cost pressure on fast-fashion competitors (Zwieglinska, 2024). 
	ReWear's model is built around the structural aspect of EPR compliance, a major regulatory benefit and the cost competitiveness of circular production in the UK is boosted by Brexit. 
	Positive

	Economic
	In 2025, the UK clothing market was valued at £67.8 billion, household disposable income was under pressure in 2023
	The economic pressure makes the circular value proposition more attractive
	Positive–Neutral

	Social
	Gen Z leads secondhand market; mintel.com (2025) says sustainability became more important to consumers in 2024 following a slight dip in 2023; 42.8% of people in the UK say they want retailers to be ecologically responsible; 43% of UK consumers purchased secondhand clothing in 2025 (Singsit, 2025)
	Strong social tailwinds across primary demographic; stigma reduction increases addressable market scope
	Strongly Positive

	Technological
	The rise of digital product passports, investment in AI and robotics for fashion supply chains (CFIN, 2024), e-commerce/mobile commerce accounting for 67–71% of fashion transactions (sourceready.com, 2026)
	Digital passport is a strategic differentiator for ReWear; e-commerce infrastructure aligns with digital-first strategy
	Positive

	Legal
	All of the above are existing pressures that will continue to be enforced in 2024 and into the future.
While not required at this time
	creates first-mover regulatory advantage; legal pressure on greenwashing validates ReWear's transparent digital passport approach
	Positive

	Environmental
	Circular fashion market size in UK, by value, is projected to hit £1.2 billion in services by 2029 (Statista, 2023); 47% of UK brands apply circular design principles (CFIN, 2024); secondhand market increased by 49% in 2022 (ICEX/Modaes, 2025). 
	Consumer and regulatory pressures for ReWear's model are strong due to the need for the environment
	Strongly Positive



Table 8: PESTLE Analysis - UK Clothing and Circular Fashion Sector
(Source: self-created)
[bookmark: _Toc241244516]7.8 Industry Attractiveness Assessment
Combined Porter's Five Forces and PESTLE analysis indicates that the UK circular clothing market is moderately attractive overall, with a high attractiveness as a well differentiated player in the affordable circular integrated clothing subsector. 
	Dimension
	Attractiveness Rating
	Rationale

	Market growth rate
	High
	Sustainable fashion CAGR of 9.1%; secondhand growing at 11.7% (Statista, 2023)

	Competitive intensity
	Moderate-High
	Fragmented market; no incumbent in affordable circular integrated segment

	Regulatory environment
	Highly Favourable
	EPR tailwinds; greenwashing enforcement favours transparent operators

	Consumer demand alignment
	High
	43% of UK consumers bought secondhand in 2025; sustainability importance rising (Singsit, 2025)

	Technological enablers
	Positive
	Digital passports, mobile commerce, AI supply chain tools all available

	Barriers to entry
	Moderate
	Circular service infrastructure is complex; but not insurmountable for a well-resourced entrant

	Overall Attractiveness
	Moderately High
	


Table 9: Industry Attractiveness Summary
(Source: self-created)
[bookmark: _Toc241244517]7.9 Market Gaps and Opportunities
The competitive environment analysis indicates there is a structurally unmet market need that is commercially important. There is no credible, affordable and mass accessible everyday circular brand of clothes in the UK which brings repair, take-back, resale and upcycling together in a seamless consumer journey. Patagonia and Nudie Jeans have real circular credentials, too, but are too expensive for the primary target market, which is 18-35-year-olds. 
This gap is supported by the CFIN (2024) report on the state of the circular economy in the UK, which revealed that only half of companies in the industry (47%) integrate circular design into their strategy and only a quarter (25%) have consensus on the concept of a circular product. The market is thus significantly underserved in the intersection of affordability, quality, circularity and service-integration. The results of Murray et al. (2017) validate that early adopters of the circular economy gain enduring competitive benefits from network effects, loyalty mechanisms and regulatory leapfrogging, which are increasingly hard to replicate for later players.
[bookmark: _Toc241244518]8. Business Strategy
[bookmark: _Toc241244519]8.1 Theoretical and Framework Basis
The section is the strategic core of the business development plan that brings together the external and internal analysis and the results to create a business strategy for ReWear Loop 2.0, ReWear London Ltd. The frameworks used are: PESTLE analysis (for external analysis) (from section 7); VRIO analysis (Barney, 1991) (for internal capability analysis); and SWOT analysis (Learned et al., 1969) (synthesis tool). 
According to Dukhaykh and Alangri (2026), sustainable competitive advantage can only be achieved if internal capabilities are valuable, rare, difficult to imitate and backed by organisational systems. However, Hill and Westbrook (1997) state that SWOT is only effective to deliver actionable strategic outcomes when combined with structured analytical frameworks like PESTLE, Porter's Five Forces and VRIO. In this section they follow that integrated approach in a strict manner. 
[bookmark: _Toc241244520]8.2 External Analysis Summary 
Structural support from the regulatory environment: UK EPR textile legislation is expected and will be conducive to a take-back and circular model (wrap.ngo, 2023). 
Competitive gap: There is no incumbent that is a credible competitor in the low cost, integrated circular clothes space in the UK. This is a structural first mover opportunity.
Consumer demand growth: Sustainability importance is increasing in 2024–2026 after a short period of a cost-of-living dip (mintel.com, 2025). The other segment that leads in secondhand fashion and sustainable fashion adoption is the 18-35 age group (Singsit, 2025).
Technological enablement: Digital product passports and mobile e-commerce infrastructure pave the way for transparent, scalable delivery of circular services (CFIN, 2024).
Economic pressures: Economic pressures are encouraging consumers to purchase items that are more durable – a key part of ReWear London Ltd's core value proposition (ons.gov.uk, 2023).
These five external insights form the strategic opportunity framework within which ReWear London Ltd's strategy is designed.
[bookmark: _Toc241244521]8.3 Internal Analysis - VRIO Framework
The VRIO framework (Barney, 1991) is used to examine the resources and capabilities of ReWear London Ltd that will provide sustainable competitive advantage. The value of the resource is also the most fundamental requirement of the resource in establishing a lasting competitive advantage (VRIO) (Barney and Hesterly, 2010). 
	Resource / Capability
	Valuable?
	Rare?
	Inimitable?
	Organised?
	Competitive Implication

	ReWear Loop 2.0 integrated circular service ecosystem (repair + take-back + resale + upcycling + digital passport + loyalty)
	Yes
	Yes 
	Yes
	Yes
	Sustained Competitive Advantage

	Affordable sustainable price positioning (£30–£80)
	Yes 
	Yes 
	Moderate 
	Yes 
	Temporary to Sustained Advantage

	Digital product passport architecture
	Yes 
	Yes
	Yes 
	Yes
	Sustained Competitive Advantage

	Certified sustainable material sourcing (recycled cotton, organic cotton, recycled polyester, recycled wool)
	Yes 
	Moderate 
	Moderate 
	Yes
	Competitive Parity to Temporary Advantage

	Pop-up retail + e-commerce omnichannel model
	Yes 
	Yes 
	Moderate 
	Yes
	Temporary Competitive Advantage

	Brand mission and circular narrative
	Yes 
	Yes 
	Yes
	Yes 
	Sustained Competitive Advantage


Table 10: VRIO Analysis 
(Source: self-created)
According to the VRIO analysis, Rewear London Ltd. has three sources of SCA: the integrated ReWear Loop 2.0 service ecosystem, the digital product passport architecture, and the authentic circular brand narrative established in 2019. 
[bookmark: _Toc241244522]8.4 SWOT Analysis
The SWOT analysis combines the external and internal (VRIO) analysis into a comprehensive strategic overview. Hill and Westbrook (1997) point out that SWOT is most valuable when based on strong prior analysis, not on its own as a brainstorming technique.
Table: SWOT Analysis - ReWear London Ltd
	Internal
	STRENGTHS
	WEAKNESSES

	
	S1: Authentic circular brand identity since 2019 with true mission 
	W2: Low awareness of the brand in other regions of the UK at present 

	
	S2: A completely integrated circular service at affordable prices for the UK market, S2 is the ReWear Loop 2.0. 
	W2: There are several reasons why marketing budgets and negotiating leverage are limited at small companies.

	
	S3: Digital product passport - verified transparency and trust 
	W3: The expansion timeline of multi-city pop-ups will be slowed down due to capital constraints

	
	S4: : Low cost everyday category ($30 – $80) to capture mass market circular opportunity 
	W4: using certified sustainable material suppliers adds to supply chain risk 

	
	S5: Set up an operational base in London and Bristol 
	W5: Operating a circular service delivery system (repair, take-back) is challenging at scale. 

	External
	OPPORTUNITIES
	THREATS

	
	O1: Textiles legislation in the UK will require take-back and ReWear is already compliant 
	T1: ASOS, H&M and Zara have the resources to go head-to-head in the back-to-back with a claim to circularity. 

	
	O2: 43% of UK consumers purchasing second hand (Singsit, 2025) and growing importance of sustainability (Singsit, 2025). 
	T2: Vinted and Depop could be a potential alternative for getting new circular production. 

	
	O3: the sustainable fashion market in the UK is projected to increase at a compound annual growth rate of 22.64% and will reach $33.38 billion by 2034. 
	T3: The cost of living pressures could constrain the willingness to pay even small premiums. 

	
	O4: New transparency standards being established by digital product passports and AI supply chain tools 
	T4: Greenwashing regulatory enforcement (CMA) needs to have a robust accuracy of claims standard

	
	O5: Only 47% of UK brands include circular design – no genuine circular competitors in the market 
	T5: Sustainable labelling by big brands can be misleading and undermine consumer trust. 


Table 11: SWOT Analysis - ReWear London Ltd 
(Source: self-created)
SWOT Strategic Synthesis: Best strategic directions are from SW (Strengths + Opportunities) combinations. Switching to regulatory tailwinds and adopting S2 + O1 (Loop 2.0 service ecosystem + EPR) should allow ReWear London Ltd to become the circular brand standard before it is forced to be. The ST (Strengths + Threats) dimension suggests that the greatest opportunities to tackle T5 (greenwashing confusion) are found in S3 (digital product passport transparency): verified credentials will help identify true and credible brands and differentiate them from reactive brands. 
[bookmark: _Toc241244523]8.5 Business Strategy, Unique Selling Point and Value Proposition
Strategic Orientation: Based on Porter's (1985) generic strategies framework, the strategic orientation of ReWear London Ltd is a Differentiation Strategy at an affordable price. The company is not attempting to compete for the lowest price (cost leadership) nor is it attempting to go for the luxury premium end.
Unique Selling Point (USP): ReWear London Ltd is the only UK brand offering a fully integrated circular clothing ecosystem - repair, take-back, resale, upcycling, digital product passports and loyalty rewards at everyday price points between £30 and £80.
This USP is both defendable and appealing to consumers. It merges the values-orientation sought by consumers (environmental responsibility, transparency) with the value signals that encourage consumers to buy (durability, cost efficiency, financial reward through take-back credits). The UK's sustainable fashion market is moving towards baseline (sourceready.com, 2026), and ReWear London Ltd is on track to be the frontrunner in this mainstream ride instead of the backstop. 
Value Proposition:
	Value Proposition Element
	ReWear London Ltd Offer

	Functional value
	Everyday clothing that lasts 4+ years, is easily repaired and is affordable at £30- £80. 

	Economic value
	Better cost per wear than fast fashion; take-back credits = lower clothing spend; 

	Emotional value
	Trust for making responsible choices of consumption, backed by digital product passports 

	Social value
	Community membership in a circular fashion; sustainability visible to peers; 

	Service value
	Clothing lifecycle solution – Accessibility to repair, take back, resale and upcycle. 


Table 12: ReWear London Ltd Value Proposition Framework 
(Source: self-created)
[bookmark: _heading=h.es0u16uts7dj]According to Christensen et al. (2016), the consumer's reason for buying the product is to do a particular, identifiable job. The JTBD analysis in section 6 uncovered 4 different 'consumer jobs', which are specifically addressed in the value proposition of ReWear London Ltd: functional durability, emotional responsibility, social signalling, and responsible disposal. 
[bookmark: _Toc241244524]8.6 Competitive Advantages
Based on the VRIO analysis (Section 8.3) and SWOT synthesis (Section 8.4), ReWear London Ltd has four major competitive advantages that lie at the core of its strategy: 
1. Integrated Circular Service Ecosystem (Sustained)
ReWear Loop 2.0 integrates all practices of repair, take-back, resale, upcycling, digital product passports and loyalty rewards into one consumer journey. No competitor in the UK at an affordable price point provides this level of circular services. 
2. Verified Transparency through Digital Product Passports (Sustained)
With greenwashing rife in the market and the UK CMA Green Claims Code rigorously applied, transparency is a critical differentiator in a market where it is demanded. This is a clear signal of UK consumers' growing focus on authenticity, sustainability and transparency of fashion products, according to internetretailing.net (2025). 
3. Authentic Circular Brand Narrative (Sustained)
Founded in 2019, ReWear London Ltd's mission to create a circular business is several years ahead of the current sustainability trend. This is definitely a real founding story that rebranded fast-fashion competitors cannot credibly make. The British Retail Consortium (2025) also states that sustainability credibility is becoming the major factor that influences the purchase decision of UK consumers aged 18-35. 
4. Regulatory Compliance Head-Start (Temporary to Sustained)
Wrap.ngo (2023) explicitly calls for a take-back and recycling infrastructure to be integrated into brand operations, in anticipation of the UK legislation for dealing with textiles. 
[bookmark: _Toc241244525]8.7 How Key Success Factors Are Secured
The business strategy is directly linked to all of the Key Success Factors identified in Section 7.2. 
	Key Success Factor
	How Secured by ReWear London Ltd Strategy

	Affordability at quality
	Material efficiency achieved by circular sourcing (recycled materials), lean digital-first operations and pop-up capital model keeps cost base manageable and target price point of £30-80 maintained through supply chain optimisation. 

	Circular service integration
	ReWear Loop 2.0 is a structural part of the business model (not an add-on), repair, take-back, resale and upcycling are part of the customer journey from the moment of sale until the end-of-life.

	Brand trust and transparency
	Digital product passport offers verified, consumer-facing lifecycle information, CMA compliant marketing communications, and third-party verified material certifications (organic cotton GOTS; recycled fibre GRS). 

	Digital and omnichannel reach
	Mobile first ecommerce platform, supplemented by 5 city pop-up

	Customer loyalty mechanics
	ReWear Loop 2.0 loyalty reward programme: connects take-back credits with future purchase discounts, establishes financial incentive structure that provides for repeat customer interaction. 

	Regulatory preparedness
	EPR compliance is built into the architecture, take-back infrastructure is ready before the regulation 

	Supply chain resilience
	Long-term certified supplier contracts for recycled cotton, organic cotton and recycled polyester


Table 13: Key Success Factors and Strategic Security Mechanisms 
(Source: self-created)
The CFIN (2024) Interim Report emphasizes that in order to scale circular business models, a long-term vision is needed, along with smart customer communication and operational investment in circular infrastructure which are all aspects of ReWear London Ltd's strategy. The current state of the UK fashion and textile industry is at a pivotal moment (britishfashioncouncil.co.uk, 2026) and ReWear London Ltd's integrated approach puts them in the right place to seize the commercial opportunity presented by this turning point. 
[bookmark: _Toc241244526]8.8 Strategic Coherence and Cross-Sectional Linkage
This section is meant to serve as the connecting backbone of the business development plan. All the components in ReWear London Ltd's strategy are directly connected to adjacent components:
Developed in Section 6 is the USP and value proposition that directly addresses the identified JTBD consumer pain points from Section 6. The competitive gap identified via Porter's Five Forces and the KSFs identified via PESTLE directly feed into the differentiation strategy and also the competitive advantage assessment in this section. The strategic priorities further identified in section 9 (Business Model Canvas) are realised through the Business Model Canvas building blocks. Section 10 (Financial Plan): Revenue projections are based on the price architecture of £30 to £80, and the target market penetration levels that are consistent with the strategy. Johnson et al. (2017) say that strategy needs to be both possible and beneficial and consistent to be a viable strategic option. 

[bookmark: _Toc241244527]9. Business Model Canvas
[bookmark: _Toc241244528]9.1 Theoretical Framework
[bookmark: _heading=h.qugc63m4xxjb]Business Model Canvas (BMC) was developed by Osterwalder and Pigneur (2010) as a strategic management tool to document how organisations create, deliver and capture value. The canvas is made up of nine interrelated building blocks that together outline the business logics of a business's commercial operations. 
	Key partnership
· Suppliers of certified sustainable fabrics (GOTS/GRS certified) 
· Local artisan repair networks (repair logistics partners) 
· Third-party recycling processors
· Digital product passport technology providers
· Connect with pop-up venue partners (city-based co-working / community spaces) 

	Key activities
· Creating garments that will endure and can be repaired.
· Repair, take-back, resale, upcycling: Operating ReWear Loop 2.0
· Issuing and managing a digital product passport.
· Urban pop-up retail activation in five cities in the UK.
· Promotion of ecommerce platforms and digital marketing.Running of ecommerce platforms and digital marketing.
· The management of a loyalty reward programme. 

	Value propositions
· Circular garments for everyday use for £30-80 that last.Circular clothes that last and are available at reasonable prices of £30-80.
· Complete circular service ecosystem including repair, take-back, resale and upcycling
· The digital product passport for verified sustainability transparency.
· Increase in clothing expenditure is a net benefit of take-back credit.
· Machinery / equipment: Computer, VTR, Film stock, Cutter, Gluing machine, and VTR.Colors: Recycled cotton, Organic cotton, Recycled polyester, Recycled wool.
· No Greenwashing - certified credentials at each stage of the garment. 
	Customer relationships
· ReWear Loop 2.0 loyalty reward programme (repeat engagement)
· The Digital product passport is a means of personalised tracking of a garment's lifecycle.
· Community based events and repair workshops.
· Consistency in social media content and peer advocacy (Instagram/TikTok) 

	Customer segments
· Primary: 18-25 year olds with an awareness of the environment and sustainability (students; price sensitive; sustainability motivated)
· Secondary: Students in their final year of high school (quality and sustainability oriented; low income; rural)
· Secondary: Value seeking mid-income families aged 30-45 (durability driven; cost of living conscious) 


	
	Key resources
· A degree in circular design of garments and IP.
· ReWear Loop 2.0 service platform and technology infrastructure
· Digital product passport system.Digital product passport system.
· Certified sustainable material supply agreements
· The brand identity and authentic circular narrative (approx. 2019).
· To create operational expertise and city partnerships on urban pop-up. 

	
	Channels
· Web-based platform that directly sells to customers (main)
· ReWear Loop 2.0 digital app (take-back, resale, loyalty)
· Pop-up retail shops in 5 cities in the UK
· Instagram and TikTok (brand discovery and social commerce)
· Sustainability impact newsletters are also a form of email marketing.

	

	Cost structure
· Sustainable procurement of materials (highest cost driver)
· Design and manufacture of garments in a circular manner
· Consulting Support for ReWear Loop 2.0 platform development and maintenance
· Guarantee good repairs service delivery and logistics. 
	
	Revenue streams
· Direct garment sales (primary): £30-80 per item (ecommerce and pop-up)
· Repair service charges: Charges based on the type of repair for garments
· Commission charged on resale transactions between peers (resale platform): percentage of transaction value. 

	
	



Table 14: Business Model Canvas
(Source: Self - created)
· Customer Segments. The two main segments ReWear London Ltd operates within are the environmentally conscious consumers aged 18-25, who are price conscious and highly sustainability-motivated, as well as aspirational young professionals aged 25-35 who are known for their high standards with regard to quality and circular credentials, but with moderate disposable income. The concept of effective segmentation is proposed to be connected directly with the different purchasing behaviours, by Wedel and Kamakura (2000). 
· Value Proposition. The main offer is a long-lasting, reparable everyday circular clothing for £30-£80, coupled with the ReWear Loop 2.0 service ecosystem, which includes repair, take-back, resale, upcycling and digital product passports. So this addresses all four of the consumer jobs from the JTBD approach in Section 6: functional durability, emotional responsibility, social signalling and responsible disposal (Christensen et al., 2016). 
· Channels. Through its direct-to-consumer ecommerce platform, ReWear London Ltd connects with its customers primarily, while the ReWear Loop 2.0 digital app facilitates service interaction and creates loyalty. Tactile brand experiences in 5 cities in the UK. Instagram and TikTok are the most important discovery and social commerce platforms for the 18 - 35 age group (sourceready.com, 2026). 
· Customer Relationships. The Loop 2.0 loyalty reward scheme encourages relationships to be maintained by offering the take-back credit to future purchase discount, which also provides a financial switching cost. Personalised garment lifecycle communication is achieved by the use of digital product passport tracking. Community repair workshops create peer-to-peer advocacy and enhance the affinity to the brand beyond the transactional. 
· Revenue Streams. The income sources include: direct garment sales, repair service fees, sales through resale platforms and upcycling fees. The take back credit scheme is not a revenue-earning program, rather it saves costs of the customer acquisition process by retention. Operational capabilities have the potential to develop into a longer term B2B revenue generator via white-label service agreements focused on circular services. 
· Key Resources. The most important are the ReWare Loop 2.0 service platform and technology infrastructure, the framework of digital product passport and the sustainable material supply agreements certified since 2019, as well as the authentic circular brand identity. The VRIO analysis in section 8 confirms that these resources combined are the main source of sustainable competitive advantage (Barney 1991). 
· Key Activities. Key activities encompassed are circular garment design and production, all five aspects of the ReWear Loop 2.0, creation and management of digital product passports, urban pop-up retail activities and the management of the loyalty reward programme. The activities are directly linked to value creation or value capture and form an integral part of the circular service proposition. 
· Key Partnerships. Material credibility is supported by strategic relationships with sustainable fabric suppliers that are certified to GOTS/GRS. Repair logistics arrangements with local artisan networks can facilitate scalable repair services that are accessible. Digital product passport technology providers are one of the vital enablers. Advocacy and regulatory alignment are supported by relationships with circular economy bodies such as WRAP and Ellen MacArthur Foundation. 
· Cost Structure. The three biggest cost drivers are sustainable material procurement, ReWear Loop 2.0 platform development and maintenance, as well as pop-up retail activation. The cost model is value driven and not cost driven (Osterwalder and Pigneur, 2010): sustainable materials are sold at a higher cost, but the value is paid back through diversifying the service revenue in the circular business model and the higher consumer lifetime value as a result of consumer loyalty and repeat take-back engagement. The cost efficiency advantage of circular business models over linear models has been proven by Bocken et al. (2014): in the long term, the cost of circular business models is lower than the cost of linear models because material is recovered and dependency on new resources is reduced. 


[bookmark: _Toc241244529]10. Financial, Marketing and Sales, and Human Capital Management Plan
[bookmark: _Toc241244530]A. Financial Plan
[bookmark: _Toc241244531]A.1 Theoretical and Framework Basis
This financial plan is based on two key frameworks. The cost-volume-profit (CVP) model (Drury, 2013) is used to structure break-even analysis and profit forecasting, and to determine the relationship between the fixed costs, variable costs and revenue of ReWear London Ltd. Second, scenario-based sensitivity analysis (Hillier, 2021) is used to simulate the best and worst cases of the financial results in order to validate the projections with different levels of demand. CVP analysis is an ideal tool to use here, as ReWear London Ltd has several revenue streams, each with different variable cost profiles: garment sales, repair fees and resale commissions. Overall, these frameworks help to ensure that the financial estimates are based on established accounting principles and not just on wishful thinking (Drury, 2013). 
[bookmark: _Toc241244532]A.2 Start-Up Costs
	Cost Item
	Estimated Cost (£)

	Product design and initial stock procurement
	£120,000

	ReWear Loop 2.0 platform development (app + digital passport)
	£85,000

	Pop-up retail fit-out across five cities
	£60,000

	E-commerce website development
	£25,000

	Legal, regulatory and IP registration
	£15,000

	Initial marketing and brand launch campaign
	£30,000

	Working capital reserve
	£40,000

	Total Start-Up Investment
	£375,000



Table 15: Start-Up-Cost
(Source: Self - created)
The start-up costs are justified because the building of a circular service system (digital + physical) is capital intensive. Front loaded technology investment for circular business model launches yields better unit economics in the long-term via material recovery and via customer lifetime value.
[bookmark: _Toc241244533]A.3 Operating Costs (Annual, Year 1)
	Cost Category
	Annual Cost (£)

	Materials and production (COGS)
	£320,000

	Platform maintenance and digital passport system
	£45,000

	Pop-up retail operations (rent, logistics, staff)
	£90,000

	Marketing and customer acquisition
	£55,000

	Repair service delivery costs
	£30,000

	General administration and compliance
	£25,000

	Salaries (full headcount – see Section C)
	£195,000

	Total Annual Operating Costs (Year 1)
	£760,000



[bookmark: _Toc241244534]Table 16: Operating cost
(Source: Self - created)

[bookmark: _Toc241244535]A.4 Revenue Model and Pricing Strategy
ReWear London Ltd is a multi-stream revenue stream company that is based on the service-dominant logic of circular business models (Vargo, 2018). Revenue sources are: selling garments for £30-80 per garment; Repair service fees are from £8-35 per garment depending on the complexity; Commissions on transactions on resale platform at £12 per transaction value of peer to peer transaction; Upcycling service fees at £15-40 per garment depending on the complexity. A value-based pricing strategy (Hinterhuber, 2021) is used to determine the price and it is based on the actual cost-per-wear advantage that customers gain when purchasing the product, as opposed to fast-fashion options. 
[bookmark: _Toc241244536]A.5 Three-to-Five-Year Financial Projections
	Metric
	Year 1 (£)
	Year 2 (£)
	Year 3 (£)
	Year 4 (£)
	Year 5 (£)

	Garment Sales Revenue
	450,000
	720,000
	980,000
	1,180,000
	1,400,000

	Repair Service Revenue
	40,000
	75,000
	110,000
	145,000
	175,000

	Resale Commission Revenue
	25,000
	55,000
	90,000
	125,000
	160,000

	Upcycling Service Revenue
	15,000
	30,000
	50,000
	70,000
	95,000

	Total Revenue
	530,000
	880,000
	1,230,000
	1,520,000
	1,830,000

	Total Operating Costs
	760,000
	830,000
	900,000
	960,000
	1,020,000

	Net Profit / (Loss)
	(230,000)
	50,000
	330,000
	560,000
	810,000



Table 17: Three to five year financial projections
(Source: Self - created)
Year 1 is at a planned loss, in line with the SMART aim of break-even by Year 2 (Section 3.4). Revenue growth is due to increased number of customers, volumes of garments and increased adoption of Loop 2.0 services. 
[bookmark: _Toc241244537]A.6 Cash Flow Forecast (Year 1–3 Summary)

	Period
	Opening Balance (£)
	Cash Inflows (£)
	Cash Outflows (£)
	Closing Balance (£)

	Year 1
	375,000
	530,000
	760,000
	145,000

	Year 2
	145,000
	880,000
	830,000
	195,000

	Year 3
	195,000
	1,230,000
	900,000
	525,000



Table 18: Cash flow forecast
(Source: Self - created)
Operational costs are phased and they have an initial working capital reserve, which means cash flow is positive throughout the three years and the business doesn't need to access emergency financing before it reaches break-even (Drury, 2013). 
[bookmark: _Toc241244538]A.7 Break-Even Analysis
The break-even point can be determined as follows using CVP methodology: The estimated total fixed annual costs are £290,000. The average contribution margin per unit is about £22 (averaged over all revenue streams). The break-even point is £290,000 / £22 = some 13,182 units/transactions per year (or some 1,099 units/transactions per month). This level of active customers (250) per month, per five cities, is in line with the SMART break-even target (Hillier, 2021) in Months 18-20. 
[bookmark: _Toc241244539]A.8 Sensitivity Analysis
	Scenario
	Revenue Assumption
	Year 2 Net Position (£)

	Best Case (+20% demand uplift)
	£1,056,000
	£226,000 profit

	Base Case
	£880,000
	£50,000 profit

	Worst Case (−20% demand shortfall)
	£704,000
	£(126,000) loss



Table 19: Break even analysis
(Source: Self - created)
The worst case scenario is manageable, due to the working capital reserve, and can be addressed with a reduction in discretionary marketing spend without impacting on capacity to deliver circular service. (Hillier, 2021) 
[bookmark: _Toc241244540]B. Marketing and Sales Plan
[bookmark: _Toc241244541]B.1 Theoretical and Framework Basis
Section 4.8 introduced the marketing mix extended to seven Ps (Booms and Bitner, 1981; Rafiq and Ahmed, 1995) which is used in this marketing plan. The 7Ps framework is chosen over the 4Ps as ReWear Loop 2.0 is a service ecosystem, and not just a product line and the dimensions of People, Process and Physical Evidence are important in communicating and delivering the circular service proposition (Rafiq and Ahmed, 1995). Moreover, brand positioning theory (Keller, 2013) is used to specify the position of ReWear London Ltd in consumer's mind compared to the competitors. 
[bookmark: _Toc241244542]B.2 Target Audience
ReWear London Ltd's two main target groups are 18-25 year olds who are environmentally conscious and concerned about their carbon footprint, and urban students who are price sensitive and interested in sustainability, and 25-35 year olds who are quality oriented and interested in sustainability, but making their carbon footprint a priority is less of a priority. A secondary segment consists of value-seeking mid income families aged 30-45, interested in value of the product in terms of durability and cost of living (Section 6.3). According to Keller (2013), the process of defining the audience is imperative to achieve brand resonance. 
[bookmark: _Toc241244543]B.3 Brand Positioning
ReWear London Ltd is the first and only affordable, fully-integrated circular clothing brand in the UK; offering high quality, everyday clothes and a full range of circular solutions at mass 18-35 prices. This positioning is in the quadrants where neither commercial nor circular services are currently available, which is the price point and deep integration with circular services (Section 8.5). Keller (2013) has also found that having a certain and unique brand territory is vital to customers' long-term loyalty. 
[bookmark: _Toc241244544]B.4 Marketing Mix - 7Ps
	7P Element
	ReWear London Ltd Strategy

	Product
	Everyday circular garments produced with the help of the Durable everyday circular garments (£30-£80) and the ReWear Loop 2.0 integrated service ecosystem (repair, take-back, re-sale, up-cycle, digital passport).

	Price
	Value Based Pricing, Cost Per Wear Story, Take Back Credits lower Net Price 

	Place
	Direct-to-consumer e-commerce (primary); ReWear Loop 2.0 app; pop-up retail in five UK cities

	Promotion
	Instagram and TikTok social commerce; sustainability influencer partnerships; email marketing; community repair events

	People
	Service teams trained in circles; customer service representatives who are in line with brands; repair artisan network 

	Process
	Seamless Online Take-back Process, Garment Registration in the store and app, Repair Booking process 

	Physical Evidence
	Characteristics of a successful digital product passport: as a tangible trust signal, branded pop-up retail environments and sustainability impact dashboard for customers. 



[bookmark: _Toc241244545]Table 20: 7P’s of marketing
(Source: Self - created)

[bookmark: _Toc241244546]B.5 Customer Acquisition Strategy and Marketing Budget
Customer acquisition focuses on community-driven digital growth instead of advertising and enhances the cost-per-acquisition metric and fosters organic brand advocacy amongst the 18-35 age group. The main acquisition channels include Instagram and TikTok content production, sustainability micro-influencer partnerships and community repair workshop events. Paid digital advertising is used as a secondary channel to target a specific time of year for targeted bursts of campaigns. 
	Marketing Activity
	Annual Budget (£)

	Social media content production and management
	£15,000

	Influencer partnerships (micro and sustainability-focused)
	£10,000

	Paid digital advertising (Instagram, TikTok, Google)
	£12,000

	Pop-up event activation and community events
	£10,000

	Email marketing platform and campaigns
	£3,000

	PR and sustainability media outreach
	£5,000

	Total Marketing Budget
	£55,000



Table 21: Marketing budget
(Source: Self - created)

Community-based marketing and user-generated content provide the most cost-effective acquisition method for sustainable fashion brands targeting Gen Z and millennials, and offer engagement rates at much lower cost than traditional paid media.
[bookmark: _Toc241244547]C. Human Capital Management Plan
[bookmark: _Toc241244548]C.1 Theoretical and Framework Basis
This HR plan is based on two key frameworks. The model of HR Business Partner (Ulrich, 1996) offers an organisational logic for the HR function in a scaling up SME which is lean and strategically oriented. Job design principles are guided by Hackman and Oldham's Job Characteristics Model (as used by Oldham and Fried, 2016), and are used to ensure that jobs maximise employee motivation, autonomy and skill variety, key factors for retaining mission aligned talent for circular economy in a competitive labour market. 
[bookmark: _Toc241244549]C.2 Organisational Structure
ReWear London (RWL) has a flat organiational structure, with four main departments: Operations and Circular Services; Technology and Digital; Marketing and Community; and Finance and Administration. This enables a leanness that reduces overheads and provides strategic responsiveness (Ulrich, 1996). Three senior managers in a leadership team based in the centre of London coordinate all aspects of the work and five pop-up coordinators in the city coordinate the work in each of the five pop-up locations. 
[bookmark: _Toc241244550]C.3 Staffing Requirements and Labour Cost Estimates
	Role
	Headcount
	Annual Salary (£)
	Total Annual Cost (£)

	Chief Executive Officer
	1
	£55,000
	£55,000

	Head of Operations (Circular Services)
	1
	£42,000
	£42,000

	Head of Technology and Digital
	1
	£45,000
	£45,000

	Marketing and Community Manager
	1
	£35,000
	£35,000

	City Pop-Up Coordinators (×5)
	5
	£18,000 each
	£90,000

	Total Annual Labour Cost
	9 FTE
	—
	£267,000



Table 22: Staffing requirements and cost estimates
(Source: Self - created)
Note: In the Year 1 operating costs (Section A.3), £195,000 is allocated to support two city coordinator positions, that are rolled out in Q3-Q4 in Year 1. 
[bookmark: _Toc241244551]C.4 Recruitment Strategy
The recruitment methods include mission aligned job boards, circular economy and sustainability job boards (Sustainability Jobs UK, Green Recruitment Company), LinkedIn sustainability groups from the university partnership programmes (London fashion & business schools, Manchester fashion & business schools). According to Oldham and Fried (2016) the recruitment of candidates through mission alignment has a significantly higher retention rate and performance than candidates recruited through general job platforms. 
[bookmark: _Toc241244552]C.5 Training and Development
This is followed by a comprehensive induction programme for all staff on circular economy principles, ReWear Loop 2.0 service protocols, how to operate a digital product passport and how to comply with digital product passport principles alongside the CMA Green Claims Code. The City coordinators are given extra repair service training in collaboration with local artisan repair networks. There is an annual employee personal development fund of £500, which regularly provides ongoing professional development, as recommended by Ulrich (1996) who suggests that strategic HR investment in building capabilities will help to postpone recruitment costs in the long-term. 
[bookmark: _Toc241244553]C.6 Compensation, Benefits and HR Compliance
Salaries are in line with recommendations by UK Living Wage Foundation and sector midpoints to allow for competitive retention without unnecessarily increasing the Year 1 cost base. Non-financial benefits include flexible and hybrid working arrangements, staff take-back credits and first access to new product launches, which further bolster cultural fit with ReWear's circular mission. All employment contracts are adhered to, GDPR data handling is respected, requirements of the Equality Act 2010 and requirements under the UK Working Time Regulations are fully respected and policies are reviewed annually by an external HR compliance consultant. 
[bookmark: _Toc241244554]C.7 Internal Consistency and Strategic Fit
The financial, marketing and HR plans are consistent and reinforcing. The thin HR function reduces the amount of administrative overhead, allowing marketing funds to be spent more on acquiring customers than on administration. The community-led marketing strategy also engages customers with Loop 2.0 services and boosts the revenue from repairs, take-backs and resales that positively influences the break-even trajectory. These three plans are all part of the differentiation strategy outlined in Section 8 and the Business Model Canvas in Section 9. 


[bookmark: _Toc241244555]11. Operations Plan
[bookmark: _Toc241244556]11.1 Frameworks Applied
This section develops day-to-day operating procedures, incorporating operational process mapping, supply chain management theory and lean operations principles, outlining the strategy and financial commitments of ReWear London Ltd (Sections 8–10), and making it actionable in the context of the reverse-flow operations in ReWear Loop 2.0, which differentiates ReWear from a traditional linear retailer.
[bookmark: _Toc241244557]11.2 Operational Workflow
[image: ]
Figure: ReWear Loop 2.0- Operational Process Flow 
Source: Creaeted by Author
The two workflows are run concurrently. The forward (linear) flow follows design, sustainable material procurement, ethical manufacturing, quality control, warehousing, fulfilment through to delivery, to the customer use stage and then the repair or take back stage that triggers the flow. Unique about the ReWear Loop 2.0 is the circular (reverse) flow, which starts with the customer returning the garment for condition grading and sorting, before moving to the routing decision (repair, re:store, re:cycle into fibre-to-fibre, or to a certified recycling processor) before returning to the customer with reintegration into inventory, re:store, re:cycle, or transferring to a certified recycling processor. While existing evidence suggests that while there is consumer interest in circularity, fragmented reverse-flow infrastructure remains the primary obstacle to the closing of the circularity loop at scale scale rather than unwillingness—Global Fashion Agenda and Maersk (2024) found that, rather than consumers wanting to be more circular, fragmented reverse-flow infrastructure is the root of the challenge for brands to close the circularity loop; and the global textile circularity rate measured by the Circle Economy Foundation, as reported by Chua (2024), dropped from 9.1% in 2018 to 7.2% in 2023, showing that execution, not intent, is at play when assessing circular outcomes. 
Condition grading at intake will be based on a 4-tier grading scale: Grade A (resale ready–cosmetic clean), Grade B (minor repair required before resale), Grade C (upcycling candidate–the fabric can be used as accessories or to make patchwork lines), Grade D (fibre to fibre recycling only–the garment is beyond economic repair). The decision on each of the garments will be noted in the unique digital product passport identifier which enables the creation of a life-cycle record for each unit, which reflects all the units' manufacturing history and their subsequent lifecycles such as resale or repair. This record also has two other uses outside of a regulatory readiness sense – it provides the operational operational data to refine the take-back credit formula over time (the values will become a reflection of actual take-back/resale/repair economics, and not just a flat take-back number), and it allows for the production of an audit trail for environmental claims to be made to customers, which supports the position within the compliance regime associated with the Green Claims Code as described in Section 12.2.
[bookmark: _Toc241244558]11.3 Location Strategy
Headquarters and a fulfilment centre are suggested in the East or South of London, where favourites warehousing costs whilst remaining near the key consumer base and logistics. Pop-Up sites include Shoreditch (London), Northern Quarter (Manchester), Stokes Croft (Bristol) and Leith (Edinburgh) which have been chosen for having areas with high levels of traffic in the 18-35-year age range. Take-back drop-off points will be colocated with pop-ups and, as much as possible with university campus facilities to reduce the friction cost of participation in the take-back scheme.
[bookmark: _Toc241244559]11.4 Supply Chain and Procurement
Materials recycled cotton, recycled polyester, organic cotton and recycled wool will be sourced from GOTS- and GRS-certified suppliers. In 2024, there were 15,441 certified facilities filled with a GOTS partner worldwide, with 59 per cent of certified entities stating that they have seen more business opportunities in 2025, demonstrating a maturing and commercially viable certified supply base (GOTS, 2025). Only factories members of the Fair Wear Foundation will be able to manufacture. Packaging will be made from recycled/compostable materials. The two supply chain risks are identified are Material cost volatility, as there is a smaller and more concentrated number of suppliers for certified recycled and organic fibres than conventional textiles, and lack of supplier capacity due to regulatory requirements within EU and UK increasing demand for the same certified fibre source. Mitigation is through dual sourcing (with 2 or more certified mills for each material group) and multi-year framework agreements for capacity and price. 
To give an idea of the magnitude effected: certified and recycled fibres generally use a price premium ranging from 15–30% above their conventional counterparts, though this premium will decrease as certified use expands but remains an intrinsic part of the sourcing landscape. So "dual-sourcing" will be used sparingly (and carefully selected) and applied to the top-selling fabrics in our evergreen product range where a single-supplier interruption would have the biggest impact on fulfilment continuity, rather than being applied across the whole product range. This smarter strategy optimises resilience whilst also minimising administrative and audit burden of maintaining multiple certified supplier relationships, which is linear to the number of people in the early-stage operating model established in section 10C.
[bookmark: _Toc241244560]11.5 Inventory Management
An online-first approach allows for lean inventory control: by leveraging data from sales on the platforms to forecast demand, it reduces overstock – especially relevant since recycled and organic inputs have a cost premium and this can become a significant burden if they are subsequently stored as unsold inventory. Core evergreen items (basics, jeans, T-shirts) will be available all year round, with smaller, higher turnover seasonals.
[bookmark: _Toc241244561]11.6 Quality Control
All garments need to comply with del tests throughout of durability and repair requirements, including reinforced seams and replaceable fastenings. All returned items will be checked against a condition-grading chart that has been standardised and items will be sent to the repair, resale or recycling lines according to the condition at which they are returned.
[bookmark: _Toc241244562]11.7 Technology and Systems
Their core systems include an e-commerce platform (e.g. Shopify Plus), a digital product passport (DPP) system with QR code scanning, a repair-booking management system, a resale platform, a loyalty/credit system and reverse logistics tracking software. DPP investment is time-sensitive: The EU's Ecodesign for Sustainable Products Regulation has come into force from 18 July 2024 and has identified the category of textiles as a priority for which product specific delegated acts are expected to come out by about 2027, with compliance expected from 2028 (Worldfavor, 2024; COSH, 2026). It is, then, a compliance investment in the capacity to build DPP; it is also a customer-trust mechanism.
[bookmark: _Toc241244563]11.8 Logistics and Distribution
A third-party logistics (3PL) partner will handle outbound fulfillment tasks. A prepaid returns-label system will be used to facilitate take-back collection along with partnerships with urban parcel-locker systems to minimize last-mile cost and carbon footprint of the reverse logistics.
[bookmark: _Toc241244564]11.9 Legal and Regulatory Considerations
Compliance requirements encompass a range of legislation, such as the UK Consumer Rights Act, fibre-content and care-labelling regulations, GDPR (which is pertinent when dealing with information used by DPP and loyalty schemes) as well as Modern Slavery Act due diligence in manufacturing partnerships. While it was confirmed in the UK that there will be no imminent requirement for textile EPR ( EPR schemes for other products are scheduled to come into effect, see Osborne Clarke, 2024), the EU has announced a new revision to the Waste Framework Directive in October 2025 requiring the introduction of EPR in textiles (European Commission, 2025) and industry groups in the UK are pushing for a parallel UK scheme (CFIN, 2025). ReWear London Ltd should take a holistic approach, ensuring that EPR readiness becomes more of a necessity than a choice in the future. Sustainability claims will need to meet the requirements of trading standards compliance (guidance from the Competition and Markets Authority's guidance on Green Claims Code, Section 12.2).


[bookmark: _Toc241244565]12. Feasibility Analysis
[bookmark: _Toc241244566]12.1 Frameworks Applied
The five dimensions that have been brought up in the entrepreneurship literature links consistently with feasibility assessment, namely, ethical, market, technical/operational and financial and strategic feasibility, (as found in Kumar Bhatt, Kant Bhatia and Chand Bhalla, 2023) and each of these dimensions are evaluated based on the evidence developed in Sections 6 and 7 and 10 and 11.
[bookmark: _Toc241244567]12.2 Ethical Feasibility
The use of certified recycled and organic materials, ethical manufacturing partnerships and the transparency in DPPs and take-back programme are generally at parity with responsible businesses practices in presence in ReWear London Ltd. Nevertheless, the greenwashing risk is real and ongoing - in March 2024 the CMA secured legally binding undertakings for misleading environmental information claims from ASOS, Boohoo and George at Asda, and in September 2024 the CMA released sector specific guidance for compliance and warned a total of 17 further fashion brands (SGS, 2024; Jones Day, 2024). The Digital Markets, Competition and Consumers Act 2024 provides for fines of up to 10% of global turnover (Temple, Duggan and Eastwood, 2024). At a minimum, mitigation must be verified by third parties (GOTS, GRS, Fair Wear Foundation), independently verifiable and contain full lifecycle transparency in line with the six principles in the Green Claims Code.
[bookmark: _Toc241244568]12.3 Market Feasibility
Section 6 is evidence of substantial and growing demand – the UK second-hand apparel market was worth around $3.1 billion in 2023 and is expected to increase by 11.12% CAGR down to $8.06 billion in 2032 (Credence Research, 2025), with the UK resale market overall valued at more than £3 billion, with Vinted's UK users growing from 1M in 2020 to 2.5M now and with transaction volume 75% up year-on-year (SpringFair, 2025). This helps to acknowledge a clear and underrepresented niche in a first-party resale market for an affordable primary market brand — one not explicitly defined as a peer-to-peer resale.
[bookmark: _Toc241244569]12.4 Technical/Operational Feasibility
The operational model can be realized with existing and commercially available technology and certified supply chains, as stated in section 11. The main risk the principal faces is scaling up take-back and resale processes as volume increases, a risk that was already identified independently at an industry level: lack of coordination of the reverse logistics is declared as the principal barrier to scaling up to a circular economy (GFA, 2024; Hellström and Olsson, 2023). Mitigation is done by introducing geographic expansion (Section 13) and 3PL partnerships, not going down the path of buying up proprietary reverse logistics infrastructure. 
The risk, however, shouldn't be taken for granted as reverse-logistics complexity has been shown to be viable at growth-stage scale with appropriate phase transitions; there have been examples of similar circular retail models that have proven to be viable. Similarly, Worn Wear's pilot projects in single markets in Patagonia and H&M's take-back programme in clothes stores have been followed by a national or multi-market roll-out, and Nordic research on the enablers of re-commerce in the fashion industry, through interviews with 15 fashion re-commerce firms, also identified that existing digital platform tooling was a critical element of operational scalability, rather than physical infrastructure investments, as a precondition for operational scalability (Journal of Fashion Marketing and Management, 2026). Also priced are two aspects of the company's own sequencing logic: firstly that the digital product passport, resale website and tracking software of reverse logistics would come first in Phase 1 (Section 13.2) before any physical footprint expansion in Phases 3-4; secondly that the digital revolution should be outpaced by physical expansion.
[bookmark: _Toc241244570]12.5 Financial Feasibility
This inverse pricing model of multi-stream revenue (clothing sales, repair fees, resale commission, loyalty redemption) and lean online-first expense model has the potential of delivering a viable and profitable path to break-even within 24 months with base case assumptions. With sufficient initial capitalisation, based on the sensitivity analysis, the business will still be solvent in Year 2 under worst-case scenarios of a slower rate of take-backs and a higher rate of material cost inflation. The main financial vulnerability lies in the capital requirements of the infrastructure that is required for ReWear Loop 2.0: the DPP system and repair network, as well as reverse logistics. Campaigns have been running to other parts of London for relevant funding precedents; for example, the London City Hall-funded ReWear scheme, which was launched in late 2024, granted up to £15,000 to individual circular start-ups as part of a wider scheme to support 173 businesses in London by March 2025 (ReLondon, 2024; UKRI, 2024). As an additional possibility, there are impact investment — and these — which are a realistic option for funding.
[bookmark: _Toc241244571]12.6 Strategic Fit
ReWear London Ltd's strategy is aligned with the direction of the macro-environment and regulations: EPR for textiles in EU is now mandatory (European Commission, 2025), EPR for textiles is actively being proposed by the industry (CFIN, 2025), and DPP obligations are nearing (Worldfavor, 2024). Consumer behaviour is on the move too – resale's share of UK fashion purchases is on the up on sustainability and affordability, too.
[bookmark: _Toc241244572]12.7 Risk Summary and Mitigation
	Risk
	Mitigation

	Greenwashing / reputational exposure
	Third-party certification (GOTS, GRS, Fair Wear); Green Claims Code compliance audit

	Material cost inflation
	Dual-sourcing; multi-year supplier contracts

	Slow consumer adoption of take-back scheme
	Phased rollout; credit incentives; university partnerships

	Large incumbent launches competing circular programme
	Defend via integrated ecosystem depth (VRIO, Section 8), not price

	Reverse-logistics operational complexity
	Phased expansion; 3PL partnership before proprietary build



Costs associated with any mitigation strategy will not remove risk, and any risk must be recognized and not simply brushed aside. But the downside is asymmetric — even a single unsubstantiated claim is way too expensive for a new brand, with little funds to spare, facing CMA enforcement action based on the new Digital Markets, Competition and Consumers Act 2024, which carries a maximum penalty of 10% of global turnover (Cooley, 2024). For this reason it is important for all claims used for consumers to be reviewed with support of sustainability certification evidence before they are used in the publication, and to ensure that the product liability and professional indemnity cover specifically includes environmental-claim disputes, not just internal sustainability compliance processes.

[bookmark: _Toc241244573]13. Implementation Plan
[bookmark: _Toc241244574]13.1 Frameworks Applied
Implementation is broken down into a phased approach which started with risk exposure, capital and operational sequencing, standard project management tools (Gantt based milestone schedule) and SMART key performance indicators (KPIs) that allocate capital resources and/or operational complexity incrementally instead of with one big bite.
[bookmark: _Toc241244575]13.2 Phase 1 — Foundation (Months 1–3)
The activities include finalising the ReWear Loop 2.0 product range, confirmation of GOTS-GRS certified suppliers, building and testing the digital product passport system, updating e-commerce platform with the inclusion of the loyalty, repair-booking and take-back features, establishment of repair-service partnerships, building the marketing content pipeline and finalizing regulatory compliance checks such as Green Claims Code and GDPR readiness and EPR readiness.
[bookmark: _Toc241244576]13.3 Phase 2 — Soft Launch (Months 4–6)
Online testing has kicked off through a beta cohort (500 registered users), the first pop up is launched in London, social media and influencer marketing are activated, a partnership is formed with a London university is activated and take-backs start first to process their way through the repair resilience chain.The first takeback is taken to the first London pop up, the first KPI review occurs every week, a partnership is formalized with a London University and the online testing begins with a beta cohort - 500 registered users.
[bookmark: _Toc241244577]13.4 Phase 3 — Scale (Months 7–12)
They pop up in Manchester and Bristol, the marketing budget is matched by real results on customer acquisition cost (CAC), duffel backed their target of reaching 5,000 users, the resale platform feature gets launched, repair capacity is extended, DPP rollout follows through the full product range, and the B2B circular workwear opportunity is now formally assessed.
[bookmark: _Toc241244578]13.5 Phase 4 — Consolidation and Expansion (Year 2–3)
Systems are expanded to Edinburgh, Birmingham, a proprietary resale platform is created, an upcycling product line is introduced, impact-investment is explored for the next level of scale and international market access in circular-economy-advanced markets (Ireland, Netherlands) is considered.
[bookmark: _Toc241244579]13.6 KPIs and Monitoring
	Dimension
	Key indicators

	Financial
	Monthly revenue vs. target; CAC; LTV; gross margin

	Operational
	Take-back return rate; repair turnaround time; resale sell-through rate; recycling diversion rate

	Brand
	Social media engagement; Net Promoter Score; repeat purchase rate; loyalty enrolment



Indicative Year 1 targets are below and once Phase 2 beta data is available these will be refined:
	KPI
	Month 6 target
	Month 12 target

	Registered ReWear Loop 2.0 users
	500
	5,000

	Take-back return rate
	5% of units sold
	12% of units sold

	Average repair turnaround
	≤14 days
	≤7 days

	Resale sell-through rate
	n/a (platform not yet live)
	40% within 60 days of listing

	Gross margin
	35%
	42%



The concept of the targets as a form of Phase-gate asset building is consistent with the overall perception of the logic of the implementation plan which covers the use of phased-risk-exposure.The targets are used as a form of Phase-gate asset building, in accordance with the use of the concept of phased-risk-exposure in the implementation plan as a whole. KPIs are reviewed monthly, with a quarterly strategic assessment against the Phase gate criteria above. A detailed Gantt chart of activities and dependencies is provided in Appendix 2.


[bookmark: _Toc241244580]14. Conclusion and Recommendations
[bookmark: _Toc241244581]14.1 Evaluation of Theories and Frameworks
The framework of the circular economy gave ReWear London Ltd a philosophical argument and an operational structure – embodied in the ReWear Loop 2.0. But while Porter's Five Forces and PESTLE provided structured albeit (as mentioned) static benefits in understanding the local competitive environment and macro-environment respectively, the fact that a lot of the literature and background feeds used in the development of this section was created prior to October 2025, in an EU policy environment which is moving very quickly, means that both frameworks necessitate a regular course of review.  However, this is a challenge typical of static, resource-based strategy tools more broadly: When founders are forced to deal with market conditions, in practice they resort to experience-based decision-making, using tools like the Business Model Canvas as a means of structuring processes in more stable ones (Garcia Lopes et al., 2023). The frameworks put forth in this proposal have to be viewed in the context of increasing EU/UK regulation, rapidly changing competition in the resale market and new DPP technology that is proving to be successful. Although VRIO proved successful in differentiating capabilities from advantage that is truly sustainable versus that which is temporary or parity level, it is a static resource classification system, and would therefore not create strategy, just as the Business Model Canvas entrepreneurship research indicates using the BMC tool is incredibly popular with entrepreneurs in relatively stable markets, and the BMC is typically abandoned in favor of the ability to practically experiment with the model when market dynamism increases (Garcia Lopes et al., 2023). Despite the criticism from the literature for being overly simplistic in business complexity, for failing to show the external competition and for being more financial and customer value driven than social and environmental value, the nine-block structure of the BMC was by far the most effective integration tool used in this proposal (Kupczyk et al., 2024). The biggest drawback of SWOT is its subjectivity; it becomes even more problematic in this case because this is a proposal, not an actual one that has been tried.
[bookmark: _Toc241244582]14.2 Key Insights on Practical Application
The practical application of VRIO not only helped reconcile to the strict theory but also introduced a new discipline to the theoretical framework: making definable yet legitimate judgments concerning which skills should be continued under investment (the Loop ecosystem, DPP infrastructure) and which are only at competitive parity (prime cost alone). Likewise, the Business Model Canvas was best used not as a design tool, but as a cross-checking tool and making the points at which the cost structure and key activities and revenue streams blocks were not internally consistent, appear, in red background highlight, repeatedly.
[bookmark: _Toc241244583]14.3 Summary of Market Opportunity and Strategic Viability
Despite its relatively recent growth, the UK market for circular everyday fashion offers a genuine opportunity for growth and an attractive commercial proposition, as evidenced by the UK second-hand fashion sector is set to increase by 11.12% CAGR to reach $8.06 billion by 2032 (Credence Research, 2025), the size of the resale sector is projected to exceed £3 billion (SpringFair, 2025), and the policy landscape is on the turn with government initiatives moving rapidly towards extended producer responsibility (EPR) and mandatory product-level transparency (European Commission, 2025; Worldfavor, 2024). ReWear London Ltd's differentiated positioning is new and innovativelyrepreseined, with emphasis on products designed for longevity coupled with the built-in inclusion of a tailor-made repair, take-back, resale and recycling network as an integral system throughout the entire product lifecycle.
[bookmark: _Toc241244584]14.4 Overall Feasibility and Clear Recommendation
Total GO with conditions. ReWear London Ltd / ReWear Loop 2.0 should go ahead, subject to: (1) raising enough capital initially, via precedent funding methodology, for example Innovate UK's Textile Fund / ReLondon's ReWear grants as well as impact investment (UKRI, 2024, ReLondon, 2024); (2) successful operational build to beta launch KPIs within six months; and (3) ability to achieve sufficient demand within noted period.
[bookmark: _Toc241244585]14.5 Suggestions for Further Research
Future work should follow this conceptual research design with empirical, primary consumer research, i.e. structured survey and focus group work with the target segment age group of 18-35; extend the cost modelling of the supply chain under the GOTS/GRS condition to include more granularity; run a small-batch pilot of the D-PP prior to the EU delegated-act deadline in 2027-28; and gain deeper competitor intelligence as incumbent brands like H&M and Patagonia develop their own circular programmes.
[bookmark: _Toc241244586]15. Reflection
[bookmark: _Toc241244587]15.1 Describing the Experience
This development of this proposal was a "process not a product" methodology. After all, identifying where there was a chance for the op was relatively easy because the secondary sources were all pointing to the same story: increased uptake of resales, stricter EU regulations, and CMA action against the environmental claims of 'fast fashion'. Anticipating that choosing the models would be easy was wrong, in that it was tempting to use them all, but where could they fit? And then it was hard to not just use them for the sake of them but for what analytical purpose.Trying to use the models that were discussed in the literature was easy, tempting to use all the models even if they did not fit, but it was hard not to use each just for the sake of it but for some real analytical reason. The financial model was the most iterative part because as material cost premiums, repair infrastructure cost and take-back credit liabilities were improved, the model was continually tweaked and adjusted. The biggest issue that arose over the entire show was balancing price advantage and realistic value added from GOTS/GRS certified materials – that is not something that can be determined from a hypothetical proposal and is best determined by actual supplier quotations.
[bookmark: _Toc241244588]15.2 What Was Learned
The literature review enabled us to better understand the functioning of the circular economy theory as a business process, in particular the repeated finding, across multiple sources, that reverse logistics instead of consumer will are currently the limiting factor for circularity (GFA, 2024; Chua, 2024). The methodology section was useful because it imposed a level of control and clear direction regarding the nature of the secondary evidence and the research that had been used as conceptual 'placeholder' to be replaced by primary evidence. The Business Model Canvas turned out to be the most effective tool to integrate the various elements in the proposal, as it repeatedly highlighted (and led to the identification of) inconsistencies between different sections that are not apparent when each section is written alone (such inconsistences occurring between the costs structure assumed in Section 9 and the size of staff assumed in Section 10, for example). Perhaps most important was the need to make sure that all segments of the proposal clearly referenced, elaborated upon the results of previous sections but did not stand alone as a chapter; this is what makes a business proposal coherent within itself, not a collection of more or less related essays. Financial Modelling gave emphasis on the importance of distinguishing between a bull and a defensible case – a defensible case taking every assumption to a clearly stated source or similar benchmark.
[bookmark: _Toc241244589]15.3 What Would Be Done Differently
Primary consumer research, real surveys and actual interviews with the targeted consumer group of 18-35 rather than a conceptual research approach would significantly influence the market opportunity and feasibility statements and would be a priority if such a proposal was implemented. Ideally, strategic and operational decisions would influence the changes in capital constraint in a model from the beginning of the process, rather thanBeing tested on a strategy that is more or less on the table. Finally, the competitive analysis would be enhanced by more direct intelligence gathering (mystery shopping visits to competitor brands and amongst circular fashion practitioners and structured conversations) as opposed to relying on the secondary market reports that come with much variability in methodology and estimate reliability.
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	Competitor
	Market Positioning
	Estimated UK Market Share
	Price Range (Everyday Items)
	Circular Services Offered

	Patagonia
	Premium outdoor-oriented sustainable brand
	~2–3% (UK sustainable segment)
	£80–£600 per item
	Worn Wear repair programme; take-back

	Nudie Jeans
	Premium denim with comprehensive circular services
	~1–2% (UK sustainable segment)
	£100–£200 per item
	Free repairs; resale platform; recycling

	Vinted
	Peer-to-peer secondhand digital resale platform
	~18% (UK secondhand clothing market)
	Variable (resale pricing)
	Resale only; no repair or new product offering

	Depop
	Social commerce secondhand fashion platform
	~12% (UK secondhand market)
	Variable (resale pricing)
	Resale only; no circular production

	ASOS Responsible Edit
	Fast-fashion hybrid with a sustainable product line
	~4–5% (UK total clothing market)
	£15–£60 per item
	Limited; no integrated circular services

	H&M Conscious Collection
	Mass-market brand with sustainability-labelled range
	~3–4% (UK sustainable segment)
	£15–£50 per item
	Limited take-back (Garment Collecting scheme)

	ReWear London Ltd
	Affordable circular everyday clothing with integrated services
	Emerging; target 0.5–1% by Year 3
	£30–£80 per item
	Full circular suite: repair, take-back, resale, upcycling, digital passport
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reverse-flow infrastructure, not consumer willingness, is the principal barrier preventing brands from closing the loop, while Chua (2024) reports
that the global textile circularity rate fell from 9.1% in 2018 to 7.2% in 2023, underlining how execution — not intent — determines circular outcomes.
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