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1. Executive Summary
AMAI is a Birmingham-based clothing brand offering vibrant, size inclusive women’s fashion. The brand’s mission is to empower women of all shapes and sizes to express themselves confidently through bold, colourful designs. AMAI will work as a Private Limited Company (Ltd) and combine online sales as-well as occasional pop-up shops in key Birmingham Locations such as the Bullring and Digbeth Market. 
The brand’s core values are inclusivity, vibrancy, sustainability, and confidence. AMAI targets women aged 18-45 who seek affordable, stylish, and comfortable clothing. 


2. Owner’s Background 

I have always been passionate about fashion and self expression, which inspired me to start my own business that promotes creativity and empowers women to embrace their individuality regardless of size or background. 
I have earlier experience helping to sell products for school and community fundraisers, which gave me practical insight into customer interaction, pricing, and product presentation. These experiences sparked my interest in entrepreneurship and motivated me to develop my own business ideas. 
Currently, I am studying Enterprise and Entrepreneurship which provides essential knowledge in business planning marketing and start-up management. I plan to continue building my sales and marketing skills through hands-on practice such as workshops and training focused on retail and online selling strategies. 
Outside of formal learning, I enjoy fashion design and social media branding which helped me stay current within industry trends. I also enjoy analysing the creative direction and visual strategy behind brand photoshoots, driven by my passion for how brands evoke emotion through marketing. Additionally, I actively follow inclusive fashion influencers and sustainability movements to ensure my business reflects modern socially responsible values.


3. Products and Services

AMAI will sell women’s clothing that blends bold colours, satisfying prints and inclusive sizing. The range includes:

· Vibrant Everyday Collection: Casual wear such as printed tops, knitted pieces, and jackets 
· Accessories: Handbags, belts, and jewellery pieces designed to compliment outfits.

[bookmark: _Int_OhMFbyow]In Year 2, AMAI plans to launch a sustainable loan using an organic cotton and recycled fabrics. All designs will be created in-house with production outsource to UK based workshops and ethical suppliers abroad.


4. The Market

AMAI’s customers are individual women aged 18-45 who value confidence, creativity, and comfort in fashion. They are in Birmingham and the West Midlands with online sales extending across the UK. The target audience is diverse in size, style preferences, and lifestyle, but they share a common desire for clothing that is inclusive, bold, and empowering.
Customers are motivated to purchase from AMAI for several reasons:
· Size inclusivity: Clothing available for a wide range of body types, from a size 6 to 26.
· Ethical and sustainable practices: Interest in eco-friendly fabrics and ethical production.
· Positive brand values: Alignment with body positivity and empowerment messaging.
· Social media presence: Active engagement on Instagram, TikTok and other platforms creates trust and brand awareness.
· [bookmark: _Int_k6hOXyo9]Influencer recommendations: Followers are influenced by collaborations with micro-influencers and local fashion personalities.
· Affordability: Trendy, quality fashion at a reasonable price point compared to premium brands.
Other factors influencing purchase decisions include
· Desire for online convenience while still having access to physical pop-up experiences for hands-on shopping.
· Interest in limited edition or bespoke items that allow them to wear something unique 
· Responsiveness to seasonal trends and fashion collections, particularly items that can be mixed and matched

But understanding these motivations, AMAI can develop targeted marketing campaigns, personalised communications, and product ranges that meet the specific needs of its customer base, ensuring both customer satisfaction and loyalty.


5. Market Research 


· In 2025, the revenue and the women’s apparel market in the United Kingdom amount to daughter £37.9 billion (Statista, 2024).
Gap in the market: Many brands offer limited size ranges or neutral colours, creating opportunity for vibrant, inclusive, affordable fashion.
E-commerce growth: Social media-driven sales help new brands reach audiences with smaller budgets.
Sustainability and ethics: Younger consumers increasingly expect brands to use ego friend of fabrics and transparent supply chain.
Consumer behaviour: Many in the target demographic are “occasion shoppers”, valuing statement pieces for events and social media. This aligns with AMAI’s forecast on bald prints and inclusive fits.


6. Market Strategy 
Marketing Actions:
· Instagram and TikTok ads: Reach target audience effectively (£1,000)
· Influencer collaborations: Build credibility and awareness (£1,500)
· Pop-up launch event: Engage local audience and media (£2,000)
· Email marketing & loyalty program: Encourage repeat purchases (£500)
· 
· Printed look-books and/or flyers: Distribute at events (£300)

Total Marketing Cost: £5,300

7. Competitor Analysis
	Name
	Product/Service
	Price
	Strengths
	Weaknesses

	ASOS Curve
	Plus-size womenswear, casual & trendy
	£15 - £120
	Wide size range, trendy styles, strong online presence, fast delivery 
	No physical stores for try-on, higher prices than fast fashion

	New Look
	Womenswear including plus sizes, casual & formal
	£10 - £80
	Affordability, high street presence, frequent sales
	Quality can be inconsistent, limited premium options

	Primark
	Womenswear including plus sizes, fast fashion
	£5 - £50
	Low prices, wide availability in stores, trend-driven
	Limited online shopping, lower quality, ethical concerns 

	AMAI
	Vibrant, size-inclusive fashion
	£25 - £70
	Niche appeal, personal branding 
	New entrant




SWOT Analysis: 
· Strengths: Inclusive sizing, bold designs, strong brand values
· Weaknesses: New market entrant, limited brand awareness
· Opportunities: Growth of e-commerce and influence on marketing
· Threats: Competitive industry economic instability

8. Operations and Logistics
Manufacturing will be outsourced to small Uk based workshops and a verified ethical supplier in Turkey (e.g., FabrikaTekstil), offering wholesale pricing from £10-£25 per item. In addition, AMAI will utilise UK-based print-on-demand fabric manufacturers, such as Contrado, Prinfab, and Maake, which will allow us to upload custom fabric designs for digital printing. This enables short-run, custom production, reduces upfront inventory costs, and allows for rapid testing of updated designs while maintaining high-quality materials.

	Item Required
	Already Owned?
	New or Second hand?
	Purchased From
	Price

	Sewing machine
	No
	New
	John Lewis
	400

	Laptop
	Yes
	Used
	N/A
	-

	Clothing racks
	No
	New
	IKEA
	300

	Packaging materials 
	No
	New
	EcoPack
	200



 Premises
· A small, shared workspace in Birmingham’s Jewellery Quarter will be used for stock storage, packaging, and administration.
Delivery to customers
· Customer’s orders will be delivered via courier services such as Royal Mail and Evri, and pop-up shop purchases will be taken in person. 
Payment methods 
· Payments accepted via online card payments, PayPal and Klarna.
Insurance 
Required insurance includes public liability product liability and insurance at an estimated £500 annually
Legal requirements 
The business will be registered as a Limited Company with Companies House and will follow the UK consumer rights act and GDPR regulations.
Management and Staff
The business will be owner-managed, supported by a freelance marketing assistant and two part-time pop-up sales assistants.

9. Costs and Pricing Strategy
	Product
	Units
	Cost/Unit (£)
	Price/Unit (£)
	Profit (£)
	Profit %

	Vibrant Dress
	200
	25
	55
	30
	54%

	Colourful Top
	300
	13.50
	35
	21.50
	61%

	Straight-Leg Trousers 
	150
	21
	45
	24
	53%





10.   Financial Forecasts 

Sales and Costs Forecast (Year 1):
· Total projected sales: £69,000
· Total costs: £40,000
· Assumptions: Seasonal boosts in months 6-12
Cashflow & Personal Survival Budget:
· Monthly personal survival income required: £1,200
· Start-up funding required: £50,000 (own savings, start-up loan, angel investor contribution)
Start-up Costs:
· Stock: £18,000
· Marketing: £5,300
· Rent & utilities: £2,000
· Website: £1,000
· Insurance & registrations: £500
· Contingency: £1,200
Total: £28,000

11.   Back-up Plan
Short-term plan: Increase marketing efforts if sales are slow, use pop-ups and influencer campaigns.
Long-term plan: Expand product range, launch sustainable line, open a permanent store in Birmingham
Plan B: start smaller with crowd funding or pre-orders collaborate with local designers to share retail space
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