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1. Overview of the Business Idea
BJN Shoes is a premium sneaker retail business based in Birmingham, founded by a sole trader. The enterprise will specialize in offering high-end designer trainers from global brands such as Nike, Adidas, Balenciaga, and Yeezy. The store’s unique selling point (USP) lies in combining authenticity, exclusivity, and a modern retail experience designed to appeal to students and young adults who value fashion and individuality. The business will operate as a sole proprietorship, allowing for flexible decision-making and close customer engagement. The store will be located in Birmingham’s city Centre to attract high foot traffic and ensure accessibility for university students and young professionals. BJN Shoes’ mission is to deliver premium footwear while offering excellent customer service and fostering a sneaker community through local events and social media engagement.
2. Environmental Analysis (PESTEL)
A PESTEL analysis helps identify the external factors influencing BJN Shoes’ operations in the UK retail environment.

Political: The UK retail sector benefits from relative political stability, though post-Brexit trade regulations can affect import costs for designer sneakers sourced from abroad. Local government initiatives to support small businesses in Birmingham, such as reduced business rates and startup grants, present opportunities for BJN Shoes to lower its initial overheads.

Economic: The UK economy has experienced inflationary pressures, increasing operational costs. However, the demand for branded sneakers remains resilient, particularly among young consumers who prioritise style and self-expression. With careful pricing and strategic promotions, BJN Shoes can maintain profitability despite rising costs. Birmingham’s strong student population and growing urban workforce provide a steady customer base with disposable income for fashion products.

Social: Fashion consciousness among students and young adults continues to rise, with sneakers being both lifestyle and status symbols. The trend toward streetwear culture and social media-driven fashion provides fertile ground for BJN Shoes’ growth. The business will also benefit from inclusivity trends, offering unisex designs and sizes to appeal to a wider audience.

Technological: E-commerce and social media marketing play vital roles in the footwear industry. BJN Shoes will integrate an online store alongside its physical retail space, allowing customers to browse and purchase products online. The business will leverage Instagram and TikTok for visual marketing campaigns, influencer partnerships, and limited edition product launches.

Environmental: Sustainability is increasingly important to young consumers. BJN Shoes will introduce eco-friendly packaging and collaborate with brands committed to ethical production. Energy-efficient lighting and minimal plastic usage will further reinforce its green credentials.

Legal: The company will adhere to UK consumer protection, employment, and health and safety laws. This includes transparent pricing, refund policies, and proper contracts for part-time retail staff. By maintaining compliance, BJN Shoes will build a reputation of trust and professionalism.

Overall, while import costs and inflation pose challenges, social and technological trends offer strong growth opportunities for BJN Shoes.
BJN Shoes possesses several key strengths that position it well in the competitive footwear industry. The company emphasizes high-quality craftsmanship, stylish yet comfortable designs, and a strong commitment to sustainability and ethical sourcing. These attributes appeal to the growing segment of consumers who value environmentally responsible products and transparent business practices. BJN Shoes also benefits from its early adoption of digital marketing and an omnichannel retail strategy that integrates both online and physical sales channels, enabling a broader customer reach and a personalized shopping experience.
However, the brand faces certain weaknesses. As a relatively new player in the market, BJN Shoes currently lacks widespread brand recognition and operates on a smaller production scale compared to established footwear giants. This can lead to higher unit costs and limited economies of scale. Furthermore, the company’s reliance on third-party suppliers for eco-friendly materials introduces potential vulnerabilities in supply chain consistency and cost control.
The external environment presents numerous opportunities for BJN Shoes. There is a clear and growing demand for sustainable, locally produced footwear driven by consumer shifts toward ethical fashion. Expanding into e-commerce marketplaces and leveraging social media influencer partnerships could enhance visibility and attract environmentally conscious consumers. Technological innovations, such as 3D-printed designs and augmented reality (AR) try-on tools, could also create unique value propositions and improve customer engagement.
Despite these opportunities, BJN Shoes must be vigilant about potential threats. The footwear industry is characterized by intense competition from global brands like Nike, Adidas, and newer eco-focused companies such as Allbirds. Economic instability and inflation can negatively affect consumer spending on non-essential items, while fluctuations in material and shipping costs may increase operational expenses. Rapidly changing fashion trends also pose the risk of inventory obsolescence if the company fails to adapt quickly.
The competitive rivalry within the footwear industry is intense. Established global players dominate market share, and new entrants regularly emerge with niche offerings. For BJN Shoes to compete effectively, it must differentiate through sustainable design, quality craftsmanship, and brand storytelling (Kotler & Keller, 2022).
The threat of new entrants is moderate. While e-commerce and social media make it easier for new brands to reach customers, significant challenges remain—such as achieving scale, securing distribution channels, and building brand trust (Grant, 2021). BJN Shoes can mitigate this by leveraging digital marketing and strong brand values to attract a loyal customer base.
The threat of substitutes is moderate to high, as consumers have numerous alternatives, including casual footwear, fast fashion brands, and even non-traditional options like barefoot or minimalist shoes (Hill et al., 2022). To counter this, BJN Shoes should emphasize superior comfort, eco-friendly production, and lasting quality.
Buyer power in the footwear market is high because consumers can easily compare prices and products online. Customer loyalty must therefore be cultivated through exceptional design, quality assurance, and sustainable practices (Porter, 2008). Conversely, supplier power is moderate. While there are many suppliers of raw materials, sustainable and ethically certified sources are less common, giving such suppliers more bargaining leverage (Barney, 2020). Building long-term supplier relationships and exploring local sourcing can help reduce these risks.

3. Marketing Strategies
BJN Shoes’ marketing strategy will focus on creating a strong brand presence both online and offline. The company will adopt a customer-centric approach using the marketing mix (4Ps):

Product: BJN Shoes will stock premium designer sneakers from reputable brands, ensuring authenticity and exclusivity. The store will provide limited edition collections and exclusive drops, attracting sneaker enthusiasts and collectors. Customer experience will be enhanced through in-store personal styling advice and online customization options.

Price: The business will use a competitive pricing strategy, positioning its products slightly below major luxury retailers but above generic sports stores. This pricing reflects the premium nature of the products while remaining attainable for its student and young professional target audience. Discounts for student cardholders and seasonal sales will also drive footfall.

Place: The store’s location in Birmingham city centre ensures access to high foot traffic areas near universities and shopping districts. Additionally, an online store will extend the brand’s reach nationwide. The website will feature secure payment options, click-and-collect services, and express delivery.

Promotion: BJN Shoes will utilise social media marketing as its main promotional tool, particularly Instagram, TikTok, and Snapchat. Influencer collaborations, giveaways, and live unboxing videos will generate buzz around new releases. The business will also host local sneaker launch events to build community engagement and loyalty. A loyalty program offering exclusive previews and discounts will encourage repeat purchases.

Through these strategies, BJN Shoes aims to establish itself as Birmingham’s go-to destination for designer sneakers.
4. Funding and Financial Requirements
BJN Shoes will require an initial investment of approximately £35,000 to cover startup costs and provide sufficient working capital for the first few months of operation. The funding will primarily come from the owner’s personal savings and a small business loan. The owner’s capital contribution ensures commitment and reduces dependency on debt, while the loan supports initial inventory purchases and setup costs.

The initial funding will be allocated across key areas such as store lease and renovation, purchase of stock, marketing and promotion, licenses, insurance, and staff wages. Renting a small retail unit in Birmingham’s city centre will account for a significant portion of startup costs, while interior branding and display setup will help create a premium shopping atmosphere.

During the first month, the primary expenses will include rent, utility deposits, stock procurement, insurance, marketing campaigns, and staff wages. An estimated £10,000 will be spent on inventory to ensure an attractive product range from launch. Marketing will require around £3,000 for initial digital campaigns and influencer partnerships. Operating expenses such as wages, utilities, and insurance will cost approximately £5,000 for the first month.

The business aims to reach break-even within 12 months by maintaining a consistent sales volume and building strong brand awareness. As sales grow, profits will be reinvested into expanding the product range and enhancing online services.
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