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Abstract
88 aims to be a startup clothing brand that focuses on the niche of sustainable streetwear while selling a range of limited and exclusive collections. By targeting the environmentally conscious consumer who is particular with clothes that do not bare the conventional tastes, 88 sets itself apart in the context of quality and style. The brand is a Private Limited Company located in the UK that uses market-oriented strategic positioning and a skimming pricing strategy to solve consumer issues. In addition, the usage of a strong online profile is paramount for high levels of visibility and customer interaction. Furthermore, the report includes an effective cash flow analysis, which shows the prediction of the positive growth to maintain the sustainable fashion.
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[bookmark: _ny94pjnmht6l]Overview of the business idea, product/s, and/or service/s. 
Entrepreneurship is defined as the creation and operation of a new venture established with the aim of introducing new products services and organising the market in a novel way. 88 is a new and innovative entrepreneurial start-up company that is based on sustainable clothing. The brand discusses the fundamental elements of entrepreneurship, such as novelty, identification of opportunities and the process of creating value. I apparently understood that there was the opportunity to appeal to the target audience who look for sustainable and unique clothing items that are rare and crafted to perfection. 88’s offering comprises exclusively streetwear items such as hoodies and jackets, which, however, are produced sustainably. It is also important as the company follows contemporary tendencies within entrepreneurial activity in terms of sustainable production which has grown popular due to the increasing concern of consumers with the impact of their purchases on the environment (Fichter and Tiemann, 2020). Taking exclusivity along with sustainability, 88 is an epitome of entrepreneurship displaying novelty in the market. The brand precisely fulfils the requirement of distinctiveness and, in parallel to that, offers an environmentally friendly product, embracing ‘slow fashion’ and the principles of consumers’ new wave.
[bookmark: _bjs90o6neo1r]Legal format of the startup company
88 is a Private Limited Company (Ltd) in the United Kingdom exporting several benefits to the business. 88 will specifically be operating as a Private Limited Company, wherein I will be relieved from any form of legal risks, as the business activities of this legal entity will be entirely separate from the personal assets of mine. This structure is suitable for startups with an intention of expanding, bearing in mind that shareholders are only vulnerable to the worth of their stocks (Steingold, 2022). A Private Limited Company also adds to credibility from the investors, suppliers, and customers. Thus making 88 preferable for attracting external financing (Tessaro et al., 2023). The limited liability format enables one to deal with the shares and the ownership in an easier manner. Moreover, 88 can also gain specific forms of taxation privileges, including the charge of the lesser corporation tax than the amounts that might be levied on sole traders. Formal structure of the company guarantees implementation of UK legislation, hence I will be assisting, regulating and expanding the business.
[bookmark: _7p1ytaj9kehj]Management of the company (Owner, employees, and the requirements for external professional service/ experts)
The operation of 88 is controlled by me, the owner and founder of the business, who will be holding the position of the Creative Director as well. His roles involve supervising product design, the brand masters plan, and the exclusivity plan, where each released collection will have the master’s stamp. With regards to the brand management responsibility, my driving role will also be to uphold the principle of sustainability and innovation of the company. Initially, 88 may collaborate with a small team, and as it grows, it will ensure that it keeps its overheads low while being operationally effective. At the beginning, I have to plan and execute various tasks, for instance, the company’s product development and brand management, and then outsource the important functions to specialists (Lee, 2020). A small marketing team will be hired for social media management, public relations, and brand awareness, which is crucial in reaching out to limited edition. In order to provide for the core activities, the following professional services will be necessary for 88. The employer of the firm will hire professional accountants to take charge of the management issues such as taxes, employees’ remuneration, and expenditure. Additionally, 88 will partner with a reliable logistics company to ensure that its limited-edition products are delivered to customers safely and on time (Tsai et al., 2022). Being a start-up brand, 88 may seek to extend its internal experts in various departments, such as supply chain and sustainability consultants, as this expands to meet the environmentally conscious angle of the brand. The fact is that a lean internal team, together with professional outsourced expertise, will form a good basis for the company.
[bookmark: _3vqo0barqs46]Theoretical Knowledge of Entrepreneurship
The most applicable theory of Innovation is Schumpeter’s Theory of Innovation because it captures the centre stage of the entrepreneur. Schumpeter also pointed out that innovation was responsible for the economic growth through “creative destruction” where new products and service displaced the older ones (Callegari and Nybakk, 2022). This theory is suitable for the 88-clothing brand as it explains how different approaches to limited edition and fashion can be served as the base for new market opportunities and consumer value improvement.
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Figure 1: Schumpeter’s Theory of Entrepreneurship and Innovation
(Source: Medium, 2023)
[bookmark: _qvtplffg7cjg]Evaluation of the business idea by using the SWOT analysis model
SWOT stands for Strengths, Weaknesses, Opportunities and Threats and is a strategic business planning tool that focuses on each of these areas for a business. They assist to determine internal and external conditions which can affect performance, organisational strengths, weaknesses, market opportunities, and threats (Benzaghta et al. 2021). In the context of 88, SWOT analysis is useful in determining its position in the market and how it can increase the exclusivity and sustainability of the brand in relation to its competitors and growth paths.

	Strengths
	Weakness

	· Exclusivity and Uniqueness: Limited-edition collections create scarcity, enhancing desirability and individuality.
· Sustainability: Commitment to eco-friendly materials aligns with consumer demand for sustainable practices, distinguishing 88 from fast fashion competitors (Bhandari et al. 2022). 
· Quality and Craftsmanship: Meticulously crafted items ensure durability and luxury, justifying premium pricing.
· Compelling Brand Story: A narrative centred on exclusivity and sustainability resonates with consumers, fostering emotional connections and loyalty (Diandra and Azmy, 2020).
	· Limited Product Range: Current focus on a narrow product range (such as hoodie jackets) may limit market appeal and penetration.
· High Price Point: Premium pricing may alienate price-sensitive consumers and restrict market reach.
· Production Capacity: Risk of demand exceeding supply could lead to customer frustration and harm brand reputation (Ganesh and Kalpana, 2022). 
· Brand Recognition: As a new brand, 88 may face challenges in building recognition in a highly competitive industry.

	Opportunities
	Threats

	· Growing Demand for Sustainability: Rising consumer interest in sustainable fashion offers an opportunity to position 88 as a leader in eco-conscious luxury streetwear.
· Collaborations and Partnerships: Partnering with influencers or eco-friendly organisations can enhance visibility and credibility (Sánchez et al. 2021).
· International Market Expansion: Global interest in exclusive products presents an opportunity for international growth, especially in luxury markets.

	· Competition from Established Brands: Major brands adopting similar strategies may intensify competition, diminishing 88's advantage.
· Economic Downturns: Luxury items may see reduced demand during economic hardships as consumers prioritise essentials (Srivastava et al. 2024).
· Fast Fashion Influence: Fast fashion brands offering cheaper alternatives could undermine 88's pricing strategy, challenging its market position.
· Supply Chain Disruptions: Reliance on eco-friendly materials exposes 88 to vulnerabilities, impacting profitability and product availability.



[bookmark: _yie0fwti8pdz]4Ps of marketing 
The marketing mix, commonly known as the 4Ps, which is Product, Price, Place and Promotion, is a managerial tool used to delineate marketing strategies. Product is the product or services to be sold; Price is the pricing strategies that reflect the value. Place deals with the choice of channels to use, while Promotion is the way of getting a message across to the target customers (Sukanta and Muis, 2022). In the context of 88, the use of the four platforms helps understand the context for developing its own distinct brand of sustainable clothing line, setting up the right pricing strategy, identifying proper channels of distribution, and be able to create appealing marketing messages that can turn the target market on.
Product
The first product range of the 88-clothing brand is a limited series of unique clothing items, beginning with high-quality hoodies. It also means that every particular design will be produced in limited numbers – 88 copies at most, which will add exclusivity to the brand’s products. The brand will incorporate quality material that reflects modern consumers’ status quo of quality and environmentally friendly products (Sitenko and Holienka, 2022). Furthermore, each piece will be assigned a special number so that each work will be unique to its owner. New products that may be added to the line in the future include jackets, T-shirts, and accessories with the same attitude towards exclusivity and environmental friendliness.

Price
88 will use a skimming strategy of pricing to justify the high-end product line to correspond to the image the company will market to its targeted customers. Pricing will be geared towards targeting the higher LSM sector, which is willing to pay for fashionable garments and willing to patronise eco-responsive apparel (Lahtinen et al., 2020). Such approach serves as a continuation of positioning the brand as a luxury item and also allows to address the costs of ethical manufacturing and usage of superior materials. With regards to price, occasional to-from-the-shelves or limited-edition promo prices may be/are used to stimulate repeat patronage as well as to ensure that the customer is reminded of the exclusivity of the item.
[image: ]
Figure 2: 4’s of Marketing
(Source: Makienko and Rixom, 2022)



Place
The marketing strategy of ‘88’ will be primarily based on an online sales platform that makes it easy for the buyer to navigate while at the same time allowing the brand to share its general ethos with buyers (Forbes, 2024). Besides, it can be effective to cooperate with several selected high-end stores in order to gain an outlet for regular, luxurious brand experience and customers’ tactile impression of the gloves. Temporary stores at fashionable neighbourhoods or during significant occasions can also spread awareness and interact with consumers while improving brand familiarity and novelty.

Promotion
In the promotion process of 88, it is important to design a way of reaching the target consumers through digital marketing. Instagram and TikTok are the key areas of social media efforts because these channels will be used to highlight the aesthetics, narratives, and drops of a brand. Other means also include the use of fashion influencers as well as fellow conscious celebrities to increase the visibility and credibility of a project (Makienko and Rixom, 2022). An intellectual connection will involve sharing quality content on the website, such as videos of the design process and test reviews from clients. Furthermore, e-mails in promoting the company’s product may include information on new stock, special occasions, and promotions for the consumption of products creating a sense of belonging and onliness to the company’s brand.

A cash flow forecast for the first 12-month
Cash flow is the amount of money that comes in and goes out of a business as its key financial transactions or investments. It is extremely useful in evaluating the liquidity position, solvency position and financial performance of an organisation (Ball and Nikolaev, 2022). For the 88-clothing brand, therefore the importance for the company to have a positive cash flow is critical to be able to support its production expenses, financing of more clothes and growth of its operations to gain a competitive edge amongst its competitors. The table attached below demonstrates actual and projected monthly cash flow for the 88-clothing brand for the first year of its operations, given the total investment cannot exceed £25,000. The sources of revenue will contain the sales of the special pieces clothing collection, while the cost will contain fabrics, production costs, advertisement, operating cost, among others.


The monthly sales increase is expected as industry players continue to market their products and as the brands gain more market recognition to consumers. Cost of goods sold (COGS) consists of the material, production and labour costs that may rise with the growth of sales volume. Furthermore, marketing and operational expenses will include costs related to promotional activities through websites, social media marketing, other advertising, and general administrative expenses are crucial in populating a good market stance and efficiency.

[bookmark: _n1asupfjbcdj]Conclusion
In conclusion, the 88-clothing brand prepares to take a specific place in a new market of sustainable streetwear based on exclusivity and environmental concern. The idea of the projected cash flow creates the expectation of obtaining a profit because of proper marketing and rationalisation of the company’s processes. 88 has the potential to captivate a loyal customer base while winning in the quality approach, sustainability, and a coherent and engaging brand story to propel itself in the highly saturated world of fashion.





[bookmark: _8f41qvs6toat]
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Cash in Description (as required) Starting point 1 2 3 4 5 6 7 8 9 10 11 12 TOTAL

Loan- start up capital £25,000 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £25,000

Sales (total sales of product and/or services) £0 £5,000 £5,500 £6,500 £9,000 £10,500 £11,500 £12,000 £14,500 £15,000 £16,500 £18,000 £20,500 £144,500

Other

£0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0

£25,000 £5,000 £5,500 £6,500 £9,000 £10,500 £11,500 £12,000 £14,500 £15,000 £16,500 £18,000 £20,500 £169,500

Cash out-expenses Description (as required)

1 2 3 4 5 6 7 8 9 10 11 12 TOTAL

Business rates for your business premises £100 £100 £100 £100 £100 £100 £100 £100 £100 £100 £100 £100 £1,200

Utilities (gas, electricity, water) £50 £50 £50 £50 £50 £50 £50 £50 £50 £50 £50 £50 £600

Insurance £70 £70 £70 £70 £70 £70 £70 £70 £70 £70 £70 £70 £840

Telephone and internet £50 £50 £50 £50 £50 £50 £50 £50 £50 £50 £50 £50 £600

Marketing and advertising expenses £1,500 £1,500 £1,500 £1,500 £1,500 £1,500 £1,500 £1,500 £1,500 £1,500 £1,500 £1,500 £18,000

Vehicle running costs £120 £120 £120 £120 £120 £120 £120 £120 £120 £120 £120 £120 £1,440

Postage, printing, stationery £100 £100 £100 £100 £100 £100 £100 £100 £100 £100 £100 £100 £1,200

Transport and delivery £500 £500 £500 £500 £500 £500 £500 £500 £500 £500 £500 £500 £6,000

Professional fees (legal, accounting etc.) £300 £300 £300 £300 £300 £300 £300 £300 £300 £300 £300 £300 £3,600

Cost of sales (Cost of product) £4,000 £4,000 £4,500 £4,500 £5,000 £5,500 £6,000 £7,000 £8,000 £8,500 £9,000 £9,500 £75,500

Wages your own £533 £533 £533 £533 £533 £533 £533 £533 £533 £533 £533 £533 £6,396

Any other £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0

£7,323 £7,323 £7,823 £7,823 £8,323 £8,823 £9,323 £10,323 £11,323 £11,823 £12,323 £12,823 £115,376

Your net cash flow (A-B)

£25,000 -£2,323 -£1,823 -£1,323 £1,177 £2,177 £2,677 £2,677 £4,177 £3,677 £4,677 £5,677 £7,677 £54,124

MONTHS

Total cash in-flows (A)

MONTHS

Total cash out-flows (B)
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