Entrepreneurship







Entrepreneurship
LCBB5013
Portfolio
Student Name: H Shahzad
Student ID: 2219997


Table of Contents
Task 1	3
Introduction	3
Business idea, products, USP, and objectives	4
Competitive business environment analysis	6
Marketing mix, segmentation, and marketing strategies	9
Legal, management, as well as financial planning	13
Conclusion	15
References	16



[bookmark: _Toc212244804]Task 1
[bookmark: _Toc212244805]Introduction 
The following business plan will introduce a new designer ethnic online clothing brand in the UK, that deals primarily in Asian clothing to cater to customers of Asian origin. A brief description of the product and its USPs will be provided in this plan, along with the short and long-term goals of the brand. This report will also analyse the competitive environment in the UK ecommerce sector using Porter’s Five Forces to understand the key competitors for this new brand. Nirvaa, a designer Asian ethic wear collection, will also identify its target customers and apply the marketing mix for promotion of the business and long-term success. Key online marketing strategies will also be evaluated further in this report. Lastly, the legal, management, as well as financial aspects of this new enterprise will be explained. 
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Idea description and products
Nirvaa Ethnic Wear is a clothing brand that showcases Asian ethnic designer collections at an affordable price. The idea of Nirvaa came from the challenges faced by the existing players with respect to limitations in the array of designs, inventory management constraints, conservation of culture and lack of customisation possibilities. Nirvaa caters to the needs of Indian, Pakistani, Nepali ethnic wear, which shall include Sarees, Indian Gowns, Kurta sets, Sherwani, Kurta, Pathani, Burkha and other related items and certain pairing accessories to help customers complete the look at one place. Nirvaa caters to both male and female customers who seek designer Asian ethnic wear in the UK for their cultural festivities. The brand uses the method to source the products directly from the artisans so as to preserve the culture, quality and art embodied within the clothes. Raw material gets selected after a thorough check and acceptance by the artisans of Nirvaa. The UK markets face challenges with respect to the availability of Asian Ethnic Clothing labels, where either big labels charge a very high price or budget-friendly items have concerns regarding the quality. Nirvaa aims to cater to the needs of such customers by providing transparent information regarding the quality and using certain policies to safeguard the customers in case of any damage. 
Business objectives 
Short-term goals
1. To Establish Customer Visibility: The first objective is to be able to establish a presence in the e-commerce market by offering affordable and reliable ethnic choices. 
2. To establish a taste for affordable and budget-friendly Asian Ethnic apparel among the residents: The huge price for such items, but the established labels often make them reach of such items for use in events. An experience for the same needs to be created for more frequent usage of such items, blending it into the lifestyle (Corley, 2022).
3. To acquire customers, the brand needs to acquire customers in both online marketplaces. The acquisition of initial customers is always a challenge when setting up something new. The use of marketing and sales strategies will help in achieving the same (Thomas, 2015).
4. To minimise inventory and waste challenges in the initial phase, as such concerns can turn out to be very costly and risky for the brand to sustain.
5. Financial Sustainability for the brand and the associated suppliers and artisans: At the initial stage, the brand has a mission to survive financially and to provide minimum incentives to keep the interest of the suppliers and artisans, to incentivise them to work with the business.
Long-term goals
1. Create a global online brand: The primary long-term goal will be to make the brand an established one in the category of Asian Ethnic Apparel through e-commerce.
2. Increase the revenue for Business, Suppliers and Artisans: Once the brand is able to meet the short-term survival stage, the next mission will be to focus on the Sales and margins to increase the profitability for the business. The financial growth for the dedicated craftsman of the work is very necessary to bring a positive approach to the business, as the motivation of the artisans will help the business to offer better designs, faster supply and better quality.  
3. Customer Acquisition and Retention: In the long run, the retention of customers becomes a big challenge, and hence, the strategies to protect the interests of the customers are very necessary. In the long run, Nirva will work on increasing the physical (Stores, Malls) and e-commerce presence so as to have a wider reach in the market (Thomas, 2015).
4. Increase the use of ethnic apparel: The usage of ethnic wear by blending ethnic touch to the normal apparel will be required in the long run. A fast-moving range of such items needs to be developed in the long run.
Unique Selling Point 
The USP of the business is the availability of the Items in ready-made conditions as well as in unstitched conditions, to provide a better scope of customisation and a tailor-made touch to the clothes. Nirvaa will send a measuring instruction to the client online, whereby the person can visit the nearby store and use the step-by-step guide over a video call to provide accurate measurements for the items can be made accordingly. The sourcing of the material from the artisan is also a USP, which preserves the culture and craftsmanship of the work done on the apparel. A customer will be in a better position to rely on the customisation requirements placed on the artisans in the source origin, as the artisan will have knowledge about the possibilities of art.
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Porter's five forces
This framework helps the business to analyse five specific factors that define the potential and the competitive challenges of the business and its environment. The Asian ethnic fashion industry is also dominated by such forces that affect the survival of the business, and calls for a change in strategy as per the effective dominance of such forces (Blackmore, 2024). As the segment of Asian ethnic apparel is comparatively narrow in the UK, the survival and establishment need to be worked on strategically. Porter’s five forces model helps in order to understanding the market forces in a better way. The explanation of each of the forces is given below in detail.
Threat of new entrants: 
The threat of new entrants exists moderately in such a business. New entry by established labels is much easier as they have a wider reach, more investment capabilities, high availability of marketing and advertisement funds and a settled inventory model (Blackmore, 2024). Another form of threat is by distributors sourcing cheap, low-quality items from the Asian markets to fill the retail shopping malls, etc, decreasing the reliability of the customers at large towards budget-friendly ethnic apparel. Entry and sustainability by a reliable mid-range business line, Nirvaa, is not easy as such businesses have to play against the market forces at large, supplier-inventory constraints and customer acquisition. It is important to have a strong supplier relationship for specialist materials like quality fabrics for weddings and other culturally aligned festivities (Sumba-Bustamante et al., 2024). Additionally, there is competition from cheap fast-fashion brand websites in the UK, which increases the bar. Even if entry seems easy, getting a stable as well as reliable supply reduces the real threat. 
Bargaining power of buyers: 
The bargaining power of buyers is moderate in this segment and depends on the type of buyer. For the online marketplaces, stores buying bulk items and established brands the bargaining power is high. Bargaining power is moderate when sourcing high-quality items, apparel with hand worked materials and designs by good craftsmen, as in the case of Nirvaa (BDC, 2025). Quality and quantity always play a huge role in deciding the bargaining capacity, as mentioned in the traditional demand and supply theories. 
Bargaining power of suppliers: 
This varies with the type of market the supplier deals with. A supplier dealing in mass supply has less control over the price compared to high-quality and limited inventory items. Similarly, in the case of businesses like Nirvaa, which works with the designers using more traditional techniques and limited output capacity, the designers and suppliers have a better negotiation capacity as they are always in demand by the local retail outlets in the source markets (Global Data, 2023). If Nirvaa depends on a small set of artisans for supply or a single offshore designer for designer clothes, those suppliers can gain significant negotiation power. Contrarily, having access to many wholesalers of fabrics as well as import options from other countries decreases the leverage of the supplier if Nirvaa builds a broader network. 
Threat of substitute products or services: 
The threat of availability of substitute products is slightly higher as the fast-moving apparel with a touch of ethnic look is often considered as ethnic apparel and is supplied in bulk with cheap prices and substandard quality in the ready-made segment of the market. Availability of authentic ethnic wear with reliable quality, as dealt by Nirvaa, is not easy to substitute by the suppliers, and the customers of such a segment have a taste and understand the products (Allied Market Research, 2023). An established label has a very limited threat to substitute as it has a niche customer, and the only threat it faces is the copy of their design and production in substandard. The impact of the threat from substitutes varies by the segment and type of market in which the business operates.
Competitive rivalry among existing competitors: 
The competitive rivalry is very fierce in the fashion industry, and there are many small and big players in the market trying to develop better designs, better supply channels and more customer engagements. A rising brand has more fear of duplication and disruptions by the established brands, as they often use their leverage to play the price war, sabotage the artisans, as well as suppliers and disrupt the supply channels for such rising brands (Allied Market Research, 2023). Continuously evolving change in taste of the customer is also a factor causing the competition, as a single design trend can create a fresh competition to dominate the market for such h segment of production. The UK ethnic wear market is growing at a CAGR of 6.3%, which can attract many players, driving businesses to differentiate themselves through designs, customisation, customer services, as well as brand story (Spherical Insights, 2025). Additionally, rivalry is increased through high fixed expenditures in logistics as well as marketing. This means Nirvana requires a distinct niche to avoid price wars among the e-commerce players. 
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Market segmentation 
Segmentation 
The broader market is split into meaningful segments. Nirvaa will attract men and women, from different generations and income brackets, of Asian origin who seek ethnic designer wear for their special occasions and cultural festivals. Demographically, South Asian women aged 18-45 with mid to high income, and men aged 25-50 with mid to high income, will be attracted to buy from this brand. Geographically, the brand attracts customers from the UK, especially from regions where the South Asian population is high, such as Newham, Harrow, Birmingham, and Leicester. The psychographic segmentation targets culturally aligned, and style-conscious individuals who want customised designer ethnic clothes and do not have time to visit physical stores (Jallouli and Kaabi, 2022). 
Targeting 
Nirvaa’s primary target is South Asian women between the age bracket of 18-45 years with mid to high income who seek designer ethnic clothing for cultural occasions or any other special events. Additionally, diaspora British Asians from both genders aged 18-35 who prefer customised clothes for occasions or semi-casual ethnic wear, especially fusion ethnic wear. Another tertiary target would be non-South Asian people who appreciate Asian ethnic clothing. 
Positioning 
The position of Nirvaa will be as a designer ethnic wear brand, which will provide premium quality Asian clothes for different Asian people in the online marketplace. This brand combines South Asian craftsmanship, modern designs, as well as UK-friendly service for better quality, as well as designer credentials. 
The 4Ps of marketing 
Product 
Core products of Nirvaa are stitched designer outfits like sarees, lehengas, sherwanis, as well as salwar kameez, and also unstitched premium fabrics. The main focus will be on craftsmanship, quality, as well as authenticity. Collaboration with designers as well as artisans from South Asia will help in manufacturing and importing exclusive designer pieces that highlight tradition as well as modern trends. Additionally, a small collection of fusion wear will also be a part of the collection to appeal to younger customers who are keen on trying modern silhouettes with ethnic motifs. 
Key differentiation factor of this e-commerce venture will be to ensure that UK-specific, sizing, high-quality fabrics, as well as elaborate size charts, are provided. This will reduce the fitting issues that are common in such ethnic wear. Options will be provided to customers to make minor alterations to stitched outfits. To promote sustainability, the brand will choose suppliers of eco-friendly fabrics, as well as support ethical production (Ramtiyal et al., 2023). 
Price 
The pricing strategy of Nirvaa is value-based. This means that costs will be showing the item’s perceived quality, exclusivity, as well as craftsmanship, rather than only prices. The price range of stitched designer outfits will be between 150-500 pounds, as per the fabric and design. Similarly, the price of unstitched materials will vary based on the fabric and the meter. The price will range approximately between 80-250 pounds. The main motif of keeping this price range is to position Nirvaa between affordable ethnic wear as well as designer luxury labels. Further, Nirvana is also planning to introduce an entry-level designer line with prices ranging between 50-150 pounds for younger customers (McKinsey & Company, 2022). Customers will be incentivised with regular discounts, seasonal offers, and loyalty-based price benefits to facilitate repeat customers without sacrificing the premium labelling. 
Place 
The primary channel of sales for Nirvaa will be an online platform. It will feature a user-friendly interface, quick response, easy payment options, as well as high-quality images for a better online shopping experience. The warehouse will be in the UK, where the products will be kept (Lee, 2025). This will ensure quick delivery as well as easy return processes, addressing the main concern of ethnic wear buyers in the UK. Using reliable logistics partners will support in delivering timely deliveries across most of the UK regions (Wang, 2024). Apart from its own websites, Nirvana will also sell on other online marketplaces like Amazon and Etsy to reach a broader audience. It will also use social media platforms like Instagram as well as Facebook to directly engage tech-savvy customers. Occasionally, the brand may also keep pop-up exhibitions or participate in cultural events in cities such as London as well as Birmingham for strong customer relations. 
Promotion 
The primary modes of marketing as well as promotion, will be social media and digital advertisements (Fountain, 2024). Nirvaa will use social media platforms to promote its products. Visual storytelling, infographic posters, and behind-the-scenes videos of fabric manufacturing will help customers connect with the brand. Collaborations with nano and micro influencers will help in reaching a wide audience. One of the most popular marketing strategies in the UK is influencer marketing, and marketers are projected to spend more than 1 billion pounds in 2025 (Forte, 2024). In addition, there will be other digital advertisements, such as Google ads and YouTube ads, to promote this brand. 
Online marketing strategies 
Social media marketing 
For launching this new venture, social media marketing will be an appropriate strategy. Consumers of every age engage with social media platforms, supporting in wider reach. Nirvaa will use dynamic content, that is, short video formats on Instagram and Facebook, to attract target customers. The key driving force for this new brand will be influencer marketing (Peek, 2025). Most of the influencer content will focus on storytelling from ethnic wear enthusiasts and the Asian population in the UK who struggle to find affordable designer ethnic clothes for their cultural occasions. However, Nirvaa must ensure that the content is aligned with the interests of the audience as well as its overall business goals. 
SEO marketing 
Search Engine Optimisation is another key marketing strategy for organising the content of the website by topic to improve the possibility of appearing in search results. Nirvaa’s business goals are important for developing an SEO marketing strategy (Templeton, 2025). Key phases of this type of content marketing entail demand identification, benchmarking competition, optimising content, and measuring impact. Content producers will be hired for the company who can produce SEO-friendly content by analysing Google Analytics for search keywords. However, search engine algorithms are constantly evolving, and it is difficult to produce consistent high-quality content in a crowded digital space (Kara, 2024).  
Online loyalty programme 
Retention of customers depends on service quality as well as personalisation. Therefore, Nirvaa will also develop an online loyalty programme to encourage repeat purchases. Customers will receive personalised emails as per their browsing history and previous purchases. After every purchase, care instructions will be given, along with loyalty points that they can redeem within 3-6 months on their next purchase. There will be other rewards that will also be conveyed through email and SMS marketing messages. 
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Definitions 
Limited company 
This type of company is legally separate from its owners, and the director is responsible for operating the firm. The liability in this type of business is limited to the owners’ investments. In the UK, a limited company must be registered with Companies House, and it needs to pay corporation tax as well as VAT (GOV.UK, 2024). 
Sole trader 
A sole entrepreneur runs the business singlehandedly and is responsible for all the debts and has unlimited liabilities of the business. It is the simplest structure for a business to set up, and it is chosen mostly by startups. However, all profits are kept by the owner only (GOV.UK, 2025). 
Partnerships
When two or more individuals agree to form a company, share management responsibilities as well as profits, it is referred to as a partnership business. All liabilities as well as debts are also shared by the partners (Zoppi, 2024). 
Franchises
This is a right or licence provided by a business to an individual to trade or market its products or services in a particular area. The franchise must comply with the rules as well as the regulations of the brand to maintain brand identity (Franchise Direct, 2023). 
Online enterprise
Online business means the entire operations include electronic buying or selling of services as well as products. It is also known as e-commerce in modern terms, with different e-business models like B2B, B2C, and C2C.  
Social enterprise
These types of enterprises trade for a social or environmental cause, looking for profit, but contributing it towards the welfare of society and the environment. To become a social enterprise in the UK, the business must have a clear social as well as environmental mission, and donate at least half of its profits towards its stated mission (Social Enterprise UK, 2025). 
Legal structure for Nirvaa Ethnic Wear 
Nirvaa Ethnic Wear will be a partnership online business. There will be two co-owners, along with a CEO, who will overlook all the operations. This legal structure will help the owners to share debts as well as profits equally, along with responsibilities to drive growth and brand awareness. Additionally, it also decreases costs in a competitive retail e-commerce environment. The combined skills, talents, as well as experience of the partners will help Nirvaa to explore new avenues and leverage each other’s business technologies. 
Organisational chart of Nirvaa 
[image: ]
(Source: Author)
Start-up funding needs and funding sources 
A startup capital estimated at around 75,000-100,000 pounds is required for launching this new online venture. The key costs comprise e-commerce setup, website development, inventory, as well as branding, packaging, and photography. Other costs are the salaries of the workforce, as well as the warehouse and setup of the logistics department. A contingency fund will also be needed for business emergencies. 
The key funding sources will be bank loans. Even though it is a startup, a good credit score will help secure a significant startup balance from the UK banks. A detailed business plan, as well as collateral, will be provided for the smooth processing of the loan. An example is the British Business Bank Start Up Loan Scheme.  Although the initial funding will come from the owners 'own personal savings and assets. Angel investors will also be approached, who have a keen interest in fashion, apparel and in e-commerce clothing business. As Nirvaa shows a strong potential for growth as well as niche appeal, investors may be interested in funding this new venture. 

[bookmark: _Toc212244810]Conclusion 
Nirvaa Ethnic Wear is a designer Asian wear collection online store that provides both readymade as well as tailor-made clothing for the Asian population in the UK. This brand deals in a niche category that is primarily appealing to the Asian population who reside in the UK, and search for affordable ethnic wear for weddings and other cultural festivals. In the short term, the brand must set up its image and earn customer trust to establish itself as an online designer wear brand. The long-term plans of the business comprise global expansion. Using a partnership legal structure, the owners of the business will be able to make strategic decisions through shared expertise and resources. The primary target customer group of this brand is South Asian women aged 18-55 with mid to high income levels, and also men. For its marketing needs, Nirvaa has opted to focus on social media primarily, as well as SEO and email marketing. 
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