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The purpose of this report is to determine the feasibility of introducing an activewear brand into a growing niche market. It will investigate the practicality of the business as opposed to solely focusing on the product itself (Cooper, 2003). The report will be structured with four pillars of analysis; product feasibility, industry/ target market feasibility, organisational feasibility and financial feasibility (Barringer and Ireland, 2016). The report will also investigate if a business can rely on prioritising distribution channels through social media and E-commerce websites. Corporate social responsibility will play a big part in the brands penetration into the market as well as developing brand recognition. The report will give indication on how ethical behaviour can improve a brands reputation and gain completive Advantage. 
[bookmark: _Toc8251833]PROJECT ORGANISATION 
LIRON is an activewear brand which combines quality, comfort and style with code of moral of values and characteristics such as pride, passion and courage, commonly glorified with lions. Liron’s customers are identified as 'The Pride' who are male (Lirons) or female (Lironesses) fitness enthusiasts from the ages of 18-34. Liron's ambition is to offer support and guidance to 'The Pride' empowering them to achieve their goals and ambitions. With Liron activewear they can be proud to wear clothing representing a strong and determined mindset to achieve in the face of adversity. The primary business goal for Liron is to become the number one leading global activewear brand in the world that has a loyal worldwide customer base. The company hopes to achieve this using innovative concepts and strategies which form a platform for 'The Pride' to maximise their potential and share their journey to achievement. The business aims to contribute to charities such as the born free foundation (Born Free, 2019), and children's charities (NSPCC, 2019) with further involvement with eco-friendly humanitarian efforts. 
[bookmark: _Toc8251834]PROJECT OBJECTIVES 
The objectives of this report are to conduct a mixture of both primary and secondary research which will collectively strengthen the analysis. The primary research conducted includes a survey gathering data on demographics such as age, gender, ethnicity which covers the basics of assessing customers backgrounds (Reference). The survey will also probe how demographics are conscious of their physiques and health which will be contrasted to secondary research. The aim is for Liron to understand the target markets value expectancies and how ethical or moral behaviours can add value to brands. 
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Most participants of this survey are males with 82.05% overwhelming females and other genders making up for the remaining 17.95%. for the first year at least, Liron will only be catering for the male market with progressive releases of new product ranges. It would be beneficial to conduct further primary research before the introduction to cater for other genders and children as fresh analysis may offer different results in the future (Crowder, 2015). 

Figure 1: Primary Research Survey Q1





The age of Lirons target market ranges between 18- 34 years old. 69.23% of the sampling pool of this survey are between the ages of 25-34 with a further 15.38% being 18-24. It would appropriate to consider the participants ages as attractive for Liron as most participants are the brands target market age (Lutz, 2015). 






It is important to acknowledge ethnicity for insight on a participant’s background which could influence cultural behaviours. With only 17.94% other than white/ British contributing to the research, little insight can be offered to diversify the sampling pool. This highlights another motive to keep primary research fresh as the brand cultivates (Gray, 2017). 


Figure 3: Primary Research Survey Q3




Most participants are employed, working full time which correlates with high spending trends associated with the activewear market (Adegeest, 2018). 74.36% of the participants working full time will support the data gathered in the survey. 





Liron is targeting fitness enthusiast or customers who engage in physical activity on a regular basis. 58.97% of participants in the survey train 2-4 days a week and a further 20.51% train 5-7 days. Reports of active lifestyle becoming more popular with increases said to be more than 300,000 (Active Lives, 2018) agree with the data collected. Figure 7: Primary Research Survey Q10
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[bookmark: _Hlk8063018]There are four key influences which contribute to customer behaviours. Culture, social, personal and psychological which can originate from both internal or external environments (Kotler et al, 2017). Culture can have an early effect on behaviours which can evolve into family values or religious beliefs (Jones, 2013).  It is made of subcultures such as bodybuilding in the world of sport. For Liron, fitness enthusiasts, bodybuilders and competitive athletes encompass the market segment the company will cater for. 
Liron will be introducing new products to the market where customers will demonstrate a mental process where they are first made aware of the product to assuming regular use. This process is referred to as the adoption process and consists of five stages before the product is accepted (Hooley, 2012). 
Awareness: Liron will create awareness of its product range through social media channels where garments will be worn in videos and photos which can include physical activity or casually worn. The garments will also be shared among customers as they use the brand as a platform for their fitness journey. 
Interest: Once curiosity has been raised, the customer will seek information on the garment or brand which will then be provided in a link associated with the activewear or offered in captions supporting the content. This information will contain price, product size, materials and recommendations. The information of the Liron athlete wearing the clothing will also contribute with a background story, recommendation or tag to gain following. 
Evaluation: Based on the visual stimulant and sought out information, the customer will deliberate with themselves whether the product offers value in exchange for the price. This can be influenced by how the product is displayed and who displays it. Recommendations by celebrated fitness influencers can effectively sway a customer’s evaluation based on their reputation. 
Trial: Customers at this stage will have made the decision to purchase the product to gratify their intrigue to wear after evaluating. This process will either live up to the customers’ expectations based on value or will disappoint which could result in the return of product. 
Adoption: The final stage of the process is where the customer is satisfied and is happy to continue using the product. 



[bookmark: _Toc8251839]PRODUCT DEMAND
Since 2012, the global activewear market is has revolutionised the fashion industry with market growth soaring to $567 billion U.S dollars by the year 2024 (Allied Market Research, 2018). However, the market is saturated with big name brands introducing their own lines of activewear such as Topshop, H&M and Primark all vying for market share. With compound annual growth rate (CAGR) at 6.8%, clearly demand for activewear is consistently rising (MarketWatch, 2019). It can be argued that the lifestyle changes made among millennials has been a key driver of growth (Firth, 2016) as well as the introduction of tech fabrics designed to improve comfort and durability (Bruning, 2018). Increasing internet infiltration of product ranges have broadened distribution channels with innovative methods of engaging customers. Social media “influencer” has become a cost-effective technique of driving demand. 

[image: https://www.alliedmarketresearch.com/images/activewear-market-by-fabric.jpg]
                       Figure 11: Global Activewear Market by Fabric (Allied Market Research, 2018)
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[image: Image result for pestel analysis]A PESTEL analysis can support Liron in assessing the macro environment as part of the feasibility analysis for industry attractiveness. Based on the analysis, the company can formulate a different strategy to innovate and minimalize risk (Thiele, 2018). This process however would benefit Liron further in identifying opportunities and being vigilant against future threats by continuously revisiting the analysis. 
Political: Political influences are significant in the survival of an organisation and although not often evident as it entails back end of the business, can impact how a company operates (Sloamn et al, 207). A governments effect on the economy can regulate the attractiveness or feasibility or entering a new market. Factors such as Tax policies, competition regulation, trade control, freedom of press, corruption within a business and the stability or instability of a government must be considered (Porter, 1979).  For Liron to succeed as a global business, political factors will be a pivotal in the growth strategy for each separate economy. Factors likely to affect Liron immediately would include financial obligations such as interest rates and international tax agreements as the production is likely to be in China. The company should remain aware of the possibilities of changes in manufacturing laws and tax rates given the uncertainty of Brexit which can also create import export predicaments (Muress, 2017). Political conflicts can also be the cause of such difficulties across the world as Liron extends its global target market. Other political factors include health and safety regulations, employment obligations e.g. hours and minimum wage, planning regulations for new facilities and government investments. 
Economic: As Liron is a start-up company, it is more susceptible to the economic factors due to rising interest, inflation and exchange rates. As the company grows in both financial stability and brand recognition, the vulnerability of the company will transgress into a stronger state (Sloman et al, 2017).  Liron is also firstly reliant on cheap far east manufacturing which could experience transformation due to the pressure’s organisations face regarding ethical conduct. However, Liron would aspire to comply with once in an achievable position financially coinciding with the brands values prioritising profit margins. Due to the prospect of Brexit looming, there has been uncertainty over disposable incomes or propensity of spending (David, 2019).  According to primary research survey demonstrated to the right, little is offered to suggest the notion of Brexit having any adverse effects on activewear purchases with finding of 64.10% stating very unlikely to affect their purchasing. Brexit can however impact the gross domestic product trend with businesses already altering their operations under the cloud of uncertainty (Bloom et al, 2019). How the economy’s employment rate will also fluctuate disposability of income essentially determining whether Liron’s product pricing will be affected in the reception of the brands introduction into the market. 
Social: A vast entity of considerations, social factors stipulate demographical trends such as sustainability, health and image consciousness, cultural barriers and career ambitions (Bush, 2016). For Liron, the social factors which will most influence the business is the rise of health consciousness (Hill, 2017), which has prompted social lifestyle changes and rise is exercise within societies. This has emphatically contributed to the rapid growth in activewear sales with no signs of it slowing down (Salpini, 2018). Social media has also created a highly accessible platform for people to catalogue and share their successes on their improved lifestyles or physiques. This ever-growing trend has been a catalyst for leading activewear brands such as gym shark to experience expediential growth rates gaining global recognition (Real Insight Network, 2018). The process of sharing content within the fitness industry has also developed career pathways for social media “influencers” to gain following and becoming brand “athletes”. Liron will act as a platform for young and ambitious “influencers” or “Athletes” who can represent the brand and have a bilaterally beneficial relationship. Ethical and sustainable means of production are under more focus in modern times (Scott, 2019), as the global environment becomes more vulnerable. 
[image: Picture4]Technology: Innovation within industries has increased dramatically in recent years as the world is on the cusp of the fourth revolution where automation and artificial intelligence is replacing conventional processes (TrailHead, 2019). Liron can benefit from new technology by incorporating it into its manufacturing requirements to reduce costs such as 3D printing which can make personalisation of activewear more feasible (Li, 2015). New technological advances would however be costly but very advantageous differentiating from other products and brands. Technology can now be integrated into activewear which supports the customer in tracking their progression such as heart rate monitors, caloric deficit and performance targets. Smartphones are significant in the modern shopping experience with 76% of millennials more likely to search for special offers via their mobile phones (Bailis, 2016). Liron will have a website which is user friendly for customers to shop via their smartphones but initially will not provide an application. During the brands infancy, social media will be the dominant penetration to promote sales and can also link directly to the E-commerce website via tagging. Liron can also incorporate artificial intelligence chat bots, engaging with its customers via messenger on their website (Shewan, 2019). Big data can be very influential in pricing of products based on demographics. Big data analysis can transform unorganised information to valuable, understandable information to minimalize dead stock and review current activities in real time. Figure 12: Millennial Shopper Statistics


Environmental: Liron can advocate an eco-friendly manufacturing process by opting to use recycled materials in their garments. They can use biodegradable packaging which will supress the fashion industry’s contribution to landfills (Chait, 2019). Corporate social responsibility and sustainability is paramount to the morals and values of Lirons identity and will strive to influence its customers in the same ethical behaviours. This pledge will give the customers a sense of contribution to the environment when purchasing or engaging with the brand. 
Legal: Laws relevant to Liron include employment, customer protection which entails contracts between employees, suppliers and customers covering all parties. Copywrite and patent which Liron has processed applications for both Liron and Lioness under UK trademark. This however should be revisited for further protection as the organisation expands internationally. Health and safety to minimise accidents in the work place and abiding by regulations of a safe working environment. Data protection has received tremendous attention in recent times due to the Cambridge Analytica scandal. This involved Facebook leaking valuable date to manipulate political campaigns (Highfield, 2018).  This event has had catastrophic repercussions on the global business environment as new legislation of general data protection regulation (GDPR), has sent shockwaves through legal impacts on businesses (EU GDPR, 2018).  Liron should champion data protection as a fundamental practice if the brand is to build a strong reputation and trust. 
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[image: Porter's Five Forces Diagram]
Figure 13: Porter’s Five Forces Model (Mind Tools, 2019). 
Competitive Rivalry: Activewear brands such as Nike, Adidas and Under Amour take the lion’s share of the market which means intense rivalry for new entrants to compete head on. This requires Liron to identify a niche target market to attain market penetration.  Liron’s niche is concentrated on gym wear tailor made to adjust to the requirements of body motion and perspiration during exercise. These focuses aid in specifically targeting a demographic attainable for a new entrant. Gymsharks rapid growth since 2012 has resulted in the activewear market becoming very saturated. Established brands such as Asos, Pimark and Tesco have also invested heavily into the activewear market as the industry continues to soar (Miller, 2018). Although these brands have superior financial muscle in contrast to new entrants such as Liron, the quality of their product ranges have come under scrutiny due to the quality of their products (McKinsey, 2018). Liron aims to differentiate its product range through brand value and pioneering design to request higher than average prices which can also drive demand (Patel, 2019). [image: Picture2]
Supplier Power: Apparel manufacturing is a very saturated industry especially in middle eastern countries where suppliers offer low prices for their services to gain competitive advantage over their rivals. Supplier power is low due to the choice available to customers opting for cheaper services or better quality (Morrison, 2011). Although this does produce corporate social responsibility concerns such as low labour, corporate brands such as Nike and Adidas are under relentless pressure to adhere to ethical manufacturing (Mullins, 2016). Companies can replace manufacturers with little difficulty whereas the supplier will skirmish to replenish custom. 
Buyer Power: Customers have a many option of designs and prices in this market which gives them high power. Globalisation has enables distribution of products to be shipped out faster than ever enticing customers to shop overseas (Thompson and Martin, 2010). Therefore, Liron’s branding will focus on its customers through association and creating a brand with values and morals which customers can identify with. Liron will aim to connect with buyers on an emotional level to increase brand loyalty using social media as a platform to celebrate individual success stories. This strategy will aspire to create a deep connection with customers and reduce the chances of seeking alternative brands.  
Threat of Substitution: The industry is very much trend focused and since there can only be patents on prints of garments but not actual designs, it is very common for brands to emulate leading trend setters’ garments (The Fashion Law, 2018). More notably in the seamless release of activewear in 2017.  Brands can offer customers competitive pricing, trends and designs which make the threat of substitution extremely high (Johnson et al, 2017). Buyers may opt to bounce from one brand to another based on the leading trend which is why brand value will prove imperative to Liron. Aspiring to reduce threat of substitution, Liron will aim to focus on customers as a “Pride” or family with detailed attention on customers’ needs and requirements. 
[image: Picture5]Threat of New Entry: Economies of scale effects Liron through the disadvantage of not being able to negotiate bulk prices in comparison to their immediate rivals (Somerset, 2017). This effect will dilute over time but will remain a threat until Liron can compete better with prices. Other activewear brands will be striving for innovation for competitive advantage as to will Liron but will lack the resources to compete during the early stages of introduction to the market. New tech fabrics, technology and advanced marketing techniques will elude Liron until it becomes financially feasible. This could make it difficult for the brand to differentiate its product ranges other than design. An activewear start-up requires up front capital which cannot be recovered (Hisrich, 2013). These expenses are disclosed in the financial feasibility section of this report which signifies the severity of barring new entry. Liron will be hopeful that the political prospect of Brexit will be a deterrent of new brands entering the market but that will only be relevant to the U.K. Social media has broadened awareness through distribution channels such as Instagram and YouTube which are cost-effective. This helps reduce marketing fees which would encourage more threats of new entrants. Tthe company will have to be vigilant creating innovative channels of distribution. The growing preference of online shopping has also been a rewarding factor for new brands to emerge in the activewear market without experiencing the high costs of physical stores and labour to facilitate. 44% of millennial activewear customers are likely to extend their browsing time in physical stores. This could prove to be a disadvantage for Liron as its growth strategy doesn’t incorporate physical stores. 


THE 4P’s Marketing Mix
Product: With maximum investment, the product rage will introduce an extensive line of garments eventually catering for woman and children in succession after the original male release. The product mix will include T-shirts, tanks, tops, stringer vests, hoodies, jackets, leggings, jockers, base layers, shorts, sports bras, swimwear, socks, underwear and accessories. As part of the growth strategy, Liron will produce footwear, and specialised sporting equipment expanding their target market catering to different needs. 
Price: Liron will use a customer value-based strategy. The customers perception of value will depend on what they receive in return for the price paid. This exchange will signify how the Liron product range is perceived and whether the benefits of having the product matches the paid price. The price is set before other components of the marketing mix are incorporated. It is important for Liron to set the price not too high to devalue customers opinion of the product and not too low to compromise the profit margins of the company (Blick, 2013).  Price reductions will always be well accepted but if Liron was to raise prices from one garment to another, this could potentially loose loyal customers. External factors which will affect the pricing externally would include other competitors pricing strategies but may adhere to dissimilar objectives. Demand may vary which can prompt alternatives to pricing. As stated in the PESTEL analysis of Liron, sociocultural and economic variations can initiate the business to contemplate price changes. 
[image: Picture-6]Place: Liron will test trade its products through contacts made by kyle ramcke within the fitness industry. This will include bodybuilding competitors, personal trainers and fitness enthusiasts within the industry. This process will not be limited to family and friends to avert from biases opinions and credible feedback. The main distribution channel however will be through the Liron website. The Products will not be sold in any other retail outlets to acquire full control of distribution channels. Focus on e-commerce website sales can provide valuable analytical information to drive further sales and recognise trends. It will also enable the acquirement of personal information of visitors and customers who will be eligible for promotional offers once they “join the pride”. This exclusive strategy will develop a sense of belonging within the customers promoting brand value and recognition. As part of the promotional tours, Liron will also set up pop up stores across the world which will also facilitate transactions. Figure 156: Millennial Shopper Statistics


Promotion: How Liron reaches its target audience through communicative strategies is known as the marketing communications mix. The company will promote its products through social media platforms such as Instagram, Facebook and YouTube with focus on major fitness event throughout the U.K. The brand will develop recognition for any success stories where individuals have achieved or overcome in the face of adversity. By celebrating personal achievements, Liron will gain brand recognition which will complement the values and image as an empowering force (Bruin et al, 2018). This strategy will also enable content to be shared along with the brand. Other means of promotion as part of the company’s growth will include high profile athlete endorsements within the fitness and sporting industries to convince people to purchase products on a global scale (Burns, 2013). 
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Liron will be a solo venture as until the company develops to a point where business requires recruitment. As part of an organisational and self-assessment, a SWOT analysis has been conducted to highlight the strengths and weaknesses of the entrepreneur and owner of Liron, Kyle Ramcke (Quast, 2013). 
[image: ]
Primary research indicates that participants value comfort and design more than ethical manufacturing and price of products. This is however contradictory to further findings that a brands morals and values are of vital importance when deciding what attracts a customer to a brand. 
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Liron has successfully published two names of the brand which will successfully trademark if no challenges are made by third party company’s (Trademark.gov, 2018). The business will operate from personal accommodation to offset any rental expenses. This will eventually become a difficulty as the business grows as there will be not enough for product storage or operations. Kyle Ramcke will seek for government support in the form of government bursaries which are currently in application. If that does not materialise, business loans with low interest rates will be another option. 
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	Task Name
	Duration
	Start
	Finish
	% Complete
	Status
	 

	 
	Primary Market Research
	109d
	01/01/19
	05/31/19
	65%
	In Progress
	 

	 
	Competitor Analysis
	173d
	01/01/19
	08/29/19
	50%
	In Progress
	 

	 
	Write a Business Plan
	44d
	01/01/19
	03/01/19
	40%
	In Progress
	 

	 
	Adjust House to work from Home
	14d
	05/01/19
	05/20/19
	25%
	In Progress
	 

	 
	Trademark Brand Names
	18d
	03/18/19
	04/10/19
	75%
	In Progress
	 

	 
	Purchase Web Domains
	4.25d
	03/28/19
	04/03/19
	100%
	Complete
	 

	 
	Outsource Fashion Designer
	37d
	01/26/19
	03/18/19
	100%
	Complete
	 

	 
	Create Spec Packs
	12d
	03/18/19
	04/02/19
	10%
	In Progress
	 

	 
	Outsource Manufacturers
	57d
	02/19/19
	05/08/19
	50%
	In Progress
	 

	 
	Outsource Packaging
	12d
	05/17/19
	06/03/19
	0%
	Not Started
	 

	 
	Apply for Bursaries
	33d
	04/17/19
	05/31/19
	75%
	In Progress
	 

	 
	Evaluate Product Costing
	21d
	05/31/19
	06/28/19
	0%
	Not Started
	 

	 
	Recruit Ambassadors
	174d
	01/01/19
	08/30/19
	80%
	In Progress
	 

	 
	Body Power Networking
	6d
	05/11/19
	05/17/19
	0%
	Not Started
	 

	 
	Future Event Planning
	65d
	05/13/19
	08/09/19
	0%
	Not Started
	 

	 
	Create E-Commerce Website
	44d
	06/01/19
	07/31/19
	0%
	Not Started
	 

	 
	Create Social Media Profiles
	44d
	06/01/19
	07/31/19
	0%
	Not Started
	 

	 
	Product Photography
	23d
	07/01/19
	07/31/19
	0%
	Not Started
	 

	 
	Outsource Logistics
	12d
	06/01/19
	06/17/19
	0%
	Not Started
	 

	 
	Trial Test Logistics
	13d
	06/08/19
	06/25/19
	0%
	Not Started
	 

	 
	Assess Charity Contributions
	11d
	09/01/19
	09/13/19
	10%
	In Progress
	 

	 
	Test Trading
	63d
	07/01/19
	09/25/19
	0%
	Not Started
	 

	 
	 
	 
	 
	 
	 
	 
	 



The excel spreadsheet above has been transformed into a Gantt chart for a clear demonstration of the tasks ahead for the organisation. Orange indicates operations in progress whilst red indicates tasks to be completed later. Green highlights that a task has been 100% complete. 
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Kyle Ramcke will seek for government support in the form of government bursaries which are currently in application. If that does not materialise, business loans with low interest rates will be another option. Before all avenues have been visited, a clear and precise start up cost must be verified (Wichham and Wilcock, 2012). 
	LIRON START UP COSTS 

	

	REGISTRATION 
	

	COMPANY HOUSE CONFIRMATION STATEMENT: COMPANY HOUSE
	£13.00

	TRADEMARK: GOVERNMENT IPO: LIRON/ LIRONESS £850 X2 
	£1,700.00

	 
	 

	WEBSITE DEVELOPMENT 
	

	DOMAIN NAMES
	£85.00

	WEBSITE DEVELOPMENT: OUMA MARKETING: £4000 + VAT £228.60
	£4,228.60

	WEBSITE DEVELOPMENT ONGOING COSTS: OUMA MARKETING: £40 P/M OR £480 P/A
	£480.00

	SOCIAL MEDIA MANAGEMENT: OUMA MARKETING: £400 P/M OR £4,500 P/A
	£4,500.00

	 
	 

	PRODUCT DESIGN 
	

	SPEC PACKS X6: AMANDA A
	

	6 HOURS X £20.00 = £120.00 X 6 = £720
	£720.00

	LOGO DESIGN: SOPHIE STEPHENS DESIGN: £300
	£300.00

	ADOBE ILLUSTRATOR SUBSCRIPTION: £59.00 P/M OR £708.00 P/A
	£708.00

	 
	 

	OFFICE FURNITURE:
	

	METAL OFFICE CUBOARD: £172.80
	£172.80

	FOUR DRAW CABINET: £184.80
	£184.80

	RECTANGULAR DESK: £180 X6 = 1080
	£1,080.00

	TOTAL= £1,198.00 + £239.60 VAT = £1,437.60
	

	 
	 

	TOTAL 
	£14,172.20



[bookmark: _Toc8251849]OVERALL ASSESSMENT

Although the market in very saturated. The activewear industry continues to go from strength to strength. The demographics of the target market imply that the activewear boom is more than a trend and is here to stay. Starting as a fashion brand has many difficulties as competition is fierce, but social media as well as other pioneering factors have enabled the smaller business to become successful through globalisation. 
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What is your age? 


Under 18	18- 24	25- 34	35-45	Over 45	0	0.15379999999999999	0.69230000000000003	0.1026	5.1299999999999998E-2	


How much are you likely to spend on an activewear T-shirt? 


Under £10	£10- £20	£20- £25	£25- £30	£30- £40	£40- £50	Over £50	2.5600000000000001E-2	0.66669999999999996	0.17949999999999999	7.6899999999999996E-2	0	2.5600000000000001E-2	2.5600000000000001E-2	


What is most important to you when purchasing activewear?

Brand 	1st 	2nd	3rd	4th	5th	0.1026	0.33329999999999999	0.2051	0.2051	0.15379999999999999	Comfort	1st 	2nd	3rd	4th	5th	0.35899999999999999	0.12820000000000001	0.2051	0.15379999999999999	0.15379999999999999	Design	1st 	2nd	3rd	4th	5th	0.25640000000000002	0.2051	0.1026	0.30769999999999997	0.12820000000000001	Price	1st 	2nd	3rd	4th	5th	7.6899999999999996E-2	0.23080000000000001	0.33329999999999999	0.17949999999999999	0.17949999999999999	Ethical Manufacturing	1st 	2nd	3rd	4th	5th	0.2051	0.1026	0.15379999999999999	0.15379999999999999	0.3846	




Overall Score


Brand 	Comfort	Design	Price	Ethical Manufacturing	3.03	3.38	3.15	2.85	2.59	

What attracts you most to an activewear brand? 

1st	Social media content	Shared morals and values	Athletes representing the brand	Engagement with customers	Events	0.1026	0.30769999999999997	0.2051	0.23080000000000001	0.15379999999999999	2nd	Social media content	Shared morals and values	Athletes representing the brand	Engagement with customers	Events	0.23080000000000001	0.28210000000000002	0.2051	0.17949999999999999	0.1026	3rd	Social media content	Shared morals and values	Athletes representing the brand	Engagement with customers	Events	0.25640000000000002	5.1299999999999998E-2	0.15379999999999999	0.35899999999999999	0.17949999999999999	4th	Social media content	Shared morals and values	Athletes representing the brand	Engagement with customers	Events	0.23080000000000001	0.1026	0.23080000000000001	0.1026	0.33329999999999999	5th	Social media content	Shared morals and values	Athletes representing the brand	Engagement with customers	Events	0.17949999999999999	0.25640000000000002	0.2051	0.12820000000000001	0.23080000000000001	




Overall Score


Social media content	Shared morals and values	Athletes representing the brand	Engagement with customers	Events	2.85	3.28	2.97	3.28	2.62	

Is the prospect of brexit likely to affect your purchasing of activewear? 

Very likely	Likely	Somewhat likely	Neither likely nor unlikely	Somewhat unlikely	Unlikely	Very unlikely	0	5.1299999999999998E-2	2.5600000000000001E-2	7.6899999999999996E-2	5.1299999999999998E-2	0.15379999999999999	0.64100000000000001	


If you could make a difference in any of the following two global problems, which would they be? 


Contribute to childrens charities	Saving animals from extinction	Reducing plastic from our oceans	Preventing climate change	Curing fatal illnesses	Other	0.15379999999999999	0.48720000000000002	0.4103	0.43590000000000001	0.3846	0.12820000000000001	


If you could make a difference in any of the following two global problems, which would they be? 


Contribute to childrens charities	Saving animals from extinction	Reducing plastic from our oceans	Preventing climate change	Curing fatal illnesses	Other	0.15379999999999999	0.48720000000000002	0.4103	0.43590000000000001	0.3846	0.12820000000000001	


What is most important to you when purchasing activewear?

Brand 	1st 	2nd	3rd	4th	5th	0.1026	0.33329999999999999	0.2051	0.2051	0.15379999999999999	Comfort	1st 	2nd	3rd	4th	5th	0.35899999999999999	0.12820000000000001	0.2051	0.15379999999999999	0.15379999999999999	Design	1st 	2nd	3rd	4th	5th	0.25640000000000002	0.2051	0.1026	0.30769999999999997	0.12820000000000001	Price	1st 	2nd	3rd	4th	5th	7.6899999999999996E-2	0.23080000000000001	0.33329999999999999	0.17949999999999999	0.17949999999999999	Ethical Manufacturing	1st 	2nd	3rd	4th	5th	0.2051	0.1026	0.15379999999999999	0.15379999999999999	0.3846	




What attracts you most to an activewear brand? 

1st	Social media content	Shared morals and values	Athletes representing the brand	Engagement with customers	Events	0.1026	0.30769999999999997	0.2051	0.23080000000000001	0.15379999999999999	2nd	Social media content	Shared morals and values	Athletes representing the brand	Engagement with customers	Events	0.23080000000000001	0.28210000000000002	0.2051	0.17949999999999999	0.1026	3rd	Social media content	Shared morals and values	Athletes representing the brand	Engagement with customers	Events	0.25640000000000002	5.1299999999999998E-2	0.15379999999999999	0.35899999999999999	0.17949999999999999	4th	Social media content	Shared morals and values	Athletes representing the brand	Engagement with customers	Events	0.23080000000000001	0.1026	0.23080000000000001	0.1026	0.33329999999999999	5th	Social media content	Shared morals and values	Athletes representing the brand	Engagement with customers	Events	0.17949999999999999	0.25640000000000002	0.2051	0.12820000000000001	0.23080000000000001	




Which race/ ethnicity best describes you? 

White/ British	Black/ Black British	Asian/ Asian British	Mixed Race	Rather Not Say	Another Race or Ethinicity 	0.82050000000000001	0	7.6899999999999996E-2	7.6899999999999996E-2	0	2.5600000000000001E-2	


Overall Score


Brand 	Comfort	Design	Price	Ethical Manufacturing	3.03	3.38	3.15	2.85	2.59	

Overall Score


Social media content	Shared morals and values	Athletes representing the brand	Engagement with customers	Events	2.85	3.28	2.97	3.28	2.62	

Which of the following categories best describes your employment status?

Employed, Working full-time	
0.74360000000000004	Employed, Working part-time	
0.1026	Not Employed, Looking for work	
5.1299999999999998E-2	not Employed, NOT Looking for work	
0	Retired	
2.5600000000000001E-2	Student	
2.5600000000000001E-2	Disabled, Not able to work	
5.1299999999999998E-2	



In a typical week, how many days do you exercise? 

I do not regularly exercise	
0.1026	Once a week	
0.1026	2 to 4 days a week	
0.5897	5 to 7 days a week	
0.2051	

Is the prospect of brexit likely to affect your purchasing of activewear? 

Very likely	Likely	Somewhat likely	Neither likely nor unlikely	Somewhat unlikely	Unlikely	Very unlikely	0	5.1299999999999998E-2	2.5600000000000001E-2	7.6899999999999996E-2	5.1299999999999998E-2	0.15379999999999999	0.64100000000000001	


How self conscious are you of your physique? 


Not at all	Not so much	Moderately	Very much	Extremely	7.6899999999999996E-2	0.15379999999999999	0.35899999999999999	0.2051	0.2051	


How important is exercise to you?


Not important at all	Somewhat important	Moderately important	Quite important	Extremely Important	5.1299999999999998E-2	5.1299999999999998E-2	0.17949999999999999	0.3846	0.33329999999999999	



Typically, Where are you likely to purchase activewear?


Online	Instore	Other	66.67	38.46	2.56	

What is most important to you when purchasing activewear?

Brand 	1st 	2nd	3rd	4th	5th	0.1026	0.33329999999999999	0.2051	0.2051	0.15379999999999999	Comfort	1st 	2nd	3rd	4th	5th	0.35899999999999999	0.12820000000000001	0.2051	0.15379999999999999	0.15379999999999999	Design	1st 	2nd	3rd	4th	5th	0.25640000000000002	0.2051	0.1026	0.30769999999999997	0.12820000000000001	Price	1st 	2nd	3rd	4th	5th	7.6899999999999996E-2	0.23080000000000001	0.33329999999999999	0.17949999999999999	0.17949999999999999	Ethical Manufacturing	1st 	2nd	3rd	4th	5th	0.2051	0.1026	0.15379999999999999	0.15379999999999999	0.3846	




Overall Score


Brand 	Comfort	Design	Price	Ethical Manufacturing	3.03	3.38	3.15	2.85	2.59	

What attracts you most to an activewear brand? 

1st	Social media content	Shared morals and values	Athletes representing the brand	Engagement with customers	Events	0.1026	0.30769999999999997	0.2051	0.23080000000000001	0.15379999999999999	2nd	Social media content	Shared morals and values	Athletes representing the brand	Engagement with customers	Events	0.23080000000000001	0.28210000000000002	0.2051	0.17949999999999999	0.1026	3rd	Social media content	Shared morals and values	Athletes representing the brand	Engagement with customers	Events	0.25640000000000002	5.1299999999999998E-2	0.15379999999999999	0.35899999999999999	0.17949999999999999	4th	Social media content	Shared morals and values	Athletes representing the brand	Engagement with customers	Events	0.23080000000000001	0.1026	0.23080000000000001	0.1026	0.33329999999999999	5th	Social media content	Shared morals and values	Athletes representing the brand	Engagement with customers	Events	0.17949999999999999	0.25640000000000002	0.2051	0.12820000000000001	0.23080000000000001	




Overall Score


Social media content	Shared morals and values	Athletes representing the brand	Engagement with customers	Events	2.85	3.28	2.97	3.28	2.62	

What is your age? 


Under 18	18- 24	25- 34	35-45	Over 45	0	0.15379999999999999	0.69230000000000003	0.1026	5.1299999999999998E-2	


Which gender do you identify as? 


MALE	FEMALE	OTHER	0.82050000000000001	0.12820000000000001	5.1299999999999998E-2	

Which race/ ethnicity best describes you? 

White/ British	Black/ Black British	Asian/ Asian British	Mixed Race	Rather Not Say	Another Race or Ethinicity 	0.82050000000000001	0	7.6899999999999996E-2	7.6899999999999996E-2	0	2.5600000000000001E-2	


Which gender do you identify as? 


MALE	FEMALE	OTHER	0.82050000000000001	0.12820000000000001	5.1299999999999998E-2	

What is the highest level of education you have completed?  


Did Not Attend School	GCSE Level	AS/ A Level	Bachelor's Degree (BA/ BS) 	Master's Degree (MA/ MS/ MeD)	Doctorate (PhD/ EdD) 	0	0.2051	0.2051	0.4103	0.17949999999999999	0	

Which of the following categories best describes your employment status?

Employed, Working full-time	
0.74360000000000004	Employed, Working part-time	
0.1026	Not Employed, Looking for work	
5.1299999999999998E-2	not Employed, NOT Looking for work	
0	Retired	
2.5600000000000001E-2	Student	
2.5600000000000001E-2	Disabled, Not able to work	
5.1299999999999998E-2	



Which of the following best describes your relationship status? 


Married	Widowed	Divorced	Separated	In a domestic partnership or civil union	Single, But cohabiting with a partner	Single, Never married	0.30769999999999997	0	7.6899999999999996E-2	0	0.15379999999999999	0.25640000000000002	0.2051	

How important is exercise to you?


Not important at all	Somewhat important	Moderately important	Quite important	Extremely Important	5.1299999999999998E-2	5.1299999999999998E-2	0.17949999999999999	0.3846	0.33329999999999999	



How self conscious are you of your physique? 


Not at all	Not so much	Moderately	Very much	Extremely	7.6899999999999996E-2	0.15379999999999999	0.35899999999999999	0.2051	0.2051	


In a typical week, how many days do you exercise? 

I do not regularly exercise	
0.1026	Once a week	
0.1026	2 to 4 days a week	
0.5897	5 to 7 days a week	
0.2051	

Which of the following brands would be your top choice for your next purchase? 


Under Amour	Adidas	Nike	Gymshark	Gym King	Physiq	Other	0.35899999999999999	0.4103	0.5897	5.1299999999999998E-2	2.5600000000000001E-2	0	0.15379999999999999	


Typically, Where are you likely to purchase activewear?


Online	Instore	Other	66.67	38.46	2.56	
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Strong branding] themes and relatability.
Outsources low cost manufacturing.

No incurred costs through physical store.
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Youtube.
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No financial burden of morigage.
Own a car for business travel.
Strong networking connections through
bodyouilding.
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OPPORTUNITIE:

No brand values customers can identify
with. Uncertainty of brexit wil deter new
entrants.

Activewear global market is expected to
210w by 6.8% compound annual growth rate.
by 2024 t0 $567 Billion.

Increase of health and self image
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brand.

New emerging markets.
Technological clothing aids in lifestyle
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and chariy.
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chatbots.

Business Weaknesses
Trademark does not extent to Europe or
rest of the world. Requires start up capital
up front.

Limited means of measuring
sustinability.  Outpriced by effective
event distribution. Lack of
distribution channels.

No mobile phone application.

No physical store for custoemrs to view
tangible goods.

Established spparel brands manufacturing
activewear e.g. Topshop, HEM and Primark
New entrants with more start up capital.
UK Brexit trade embargoes.
Economic uncertainty due to Brexit
Political climate on cheap labour
manufaciuring.

Personal Weaknesses
Lack of start up capital.
Limited support.
Little Experience in business start ups.
No physical store for customers to view
tangible goods. Student loan debt.

Maintaining sufficient cash flow.
Low bargaining power with trade tarrifs.
Changes in government legisiation.
Taxrate increases.

Lack of resources to keep up with
innovative differentiated products.





image10.jpeg
22:67
& eadoman pogouik

Your search found 1 mark
> Helo with trade mark number prefixes:

Page 1of 1

UK00003384136
Status:
Application Published

Mark toxt:
LIRONESS

File date:
18 March 2019

Classes:
25,35

+ Add to shortst

Page 1 of 1

Eeadback of Disciimer Cookies Privacy
Buitby the nieiectua Property Office of





image11.jpeg
22:67 T a0
& wademars pogouik

+ Add to shortst

UK00003384133
Status:
Application Published

Mark text:
LIRON

File date:
18 March 2019

Classes:
25,35

+ Add to shortst

Page 1 of 1

Feodback of Disclaimer Cookies Privacy
Buitby the ntalectua Propery Office o




image12.png
Task Name

Primary Market Research

Competitor Analysis
Write a Business Plan

Adjust House to Work From Home

Trademark Brand Names

Purchase Web Domains

Outsaurce Fashion Designer

Create Spec Patks

Outsaurce Manufacturers

Outsaurce Packaging

Apply for Bursaries

Evaluate Product Casting

Recruit Ambassaiors

Boly Power Networking

Future Event Planning

Create E-Commerce Website

Create Social Media Profiles

Product Photography

Outsaurce Logistics

Trial Test Logistics

Assess Charity Contributions

Test Trading





image13.jpeg
When shopping, Millennial . -
activewear shoppers are

76%

more likely

to use their mobile
device to look for deals o





image14.png
What is your approximate average household
income?

. s

asio oo [

-

como-com .

comoeszs | G

o L
b Csaw





