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	1. BUSINESS DESCRIPTION / MARKET OPPORTUNITY

In a world post-Covid 19, the significance of wellness and good health is more significant than ever. As individuals assume an increasingly active and healthful lifestyle, the need for fitness apparel has increased (Thompson, 2019, p 10). The innovative aspect of Fit Wear is its eco-friendly and sustainable approach to creating fitness apparel. The brand makes its products from recycled materials such as recycled polyester, organic cotton, and bamboo, decreasing the fashion industry's environmental impact.

FITWEAR is a brand that caters to those looking for environmentally conscious clothing and long-term solutions in this direction. The brand's goal is to create products that can be worn daily and be sustainable, which is why the company uses recycled materials and recycles its waste. Customers may feel comfortable about their purchase while continuing their active lifestyle since the clothing is meant to be breathable, comfortable, and stylish.
 FITWEAR has completed multiple milestones. The firm has successfully found sources for its recycled materials, created its apparel line, and developed an online presence on social media like Facebook and Instagram. Fit Wear is presently establishing a website to sell its items online and is looking into retail partnerships to broaden its reach.

1.1 Mission Statement: “As a business, our mission at FITWEAR is to help build a better future for people and the earth by providing eco-friendly, ethically produced fitness apparel. Our mission is to encourage a healthy world by supporting ethical fashion and making it easy to shop for ethically made clothes at reasonable prices.”

1.2 Tag Line: “FITWEAR Stay Fit & Save Our Planet.” 

1.3 Logo:
                                                       [image: Logo, company name

Description automatically generated]

 FITWEAR will be a privately owned Limited Company (LTD) in terms of its ownership and legal structure. As an LTD, FITWEAR provides shareholders with limited liability protection. FITWEAR will also have a flexible management structure as an LLC, enabling the owners to oversee the business's activities, make decisions together, and assign roles as they see relevant. As an LTD, the company also permits pass-through taxes, in which the firm's earnings and losses are transferred to the owners' tax returns.
The LDT structure is an excellent legal model for FITWEAR since it protects the owners from personal liability while giving them flexibility and control over their business affairs.






	2. INDUSTRY ANALYSIS – Porter’s 5 forces 
[image: Simplified Strategy for Finance Professionals - Porter's 5 Forces]
Figure 1 Porter Five Forces
Source (Brujil and Gerhard, 2018)

2.1. [bookmark: _Hlk133841233]The threat of new entry 
The fitness wear industry is highly competitive and moderately susceptible to new entrants in the UK fitness apparel industry. Barriers to entry may include creating a brand identity, procuring high-quality materials, and setting up a distribution network for new entrants. However, the growing need for sustainable fitness apparel and the convenience of online sales could draw new market entrants (Baines and Rosengren, 2017, p 293).

2.2. Threat of substitutes
For FITWEAR, the threat of substitutes is low to moderate. However, there are substitutes for fitness wear, such as conventional sportswear or unsustainable training attire in the fitness apparel sector in the UK. Fit Wear has an advantage in the market because of the rising trend towards sustainable and ecologically friendly goods (Bruijl and Gerard, 2018, p 4).

2.3. [bookmark: _Hlk134281113]Bargaining power of customers
FITWEAR’s customers have moderate to high bargaining power. Customers have a variety of fitness clothing alternatives to choose from, and their purchasing decisions may be impacted by cost, quality, long-term viability, and brand reputation in the UK fitness apparel industry. On the other hand, the brand's emphasis on sustainability may attract buyers who value environmental responsibility above affordability (Thompson, 2019, p 17).

2.4. Bargaining power of suppliers
For FITWEAR, suppliers' negotiating strength is moderate. Suppliers provide the business with the raw resources it needs to make its goods within the fitness apparel industry of the UK. As the need for eco-friendly products increases, however, locating suppliers may become more complex, allowing them more influence when negotiating terms and prices (Baines, Fill and Rosengren, 2017, p 231).

FITWEAR stands apart from other market players in the UK fitness apparel industry because of its distinctive value offer addressing sustainability and environmental awareness. However, both emerging and well-established businesses will compete with the company. FITWEAR must establish a solid corporate identity, focus on sourcing sustainable materials, and put the needs and preferences of its customers first if it wants to succeed in this fiercely competitive industry.



3. Competitive Rivalry: 

	Name of competitor
	Differentiation

	Lulu Lemon
	Lulu Lemon is a well-known company specialising in high-quality fitness clothing, emphasising unique styles and performance characteristics (Tybout, 2017, p5). The brand is well-known for its high-end price and strong customer loyalty. FITWEAR may separate itself from Lulu Lemon by emphasising its ecological and eco-friendly approaches to exercise apparel. FITWEAR may appeal to consumers who value environmental responsibility while still delivering high-quality and trendy items at a reduced-price range by employing recycled materials.

	Nike

	Nike is a multinational company that provides a broad choice of sports and fitness gear, including environmentally friendly solutions (Rasmussen et al., 2021, p7). The brand is well-known for its performance characteristics and brand loyalty. FITWEAR may separate itself from Nike by emphasising sustainability and cost. FITWEAR clothing may appeal to clients who prioritise cost and environmental responsibility by delivering sustainable workout clothing at a reduced price point.

	Athleta





	Athleta is an eco-friendly activewear brand that emphasises diversity and women's empowerment. The company is renowned for producing high-quality goods at reasonable prices (Nyenhuis et al., 2020, p6). FITWEAR might emphasise its distinctive use of recovered resources and dedication to environmental responsibility to set itself apart from Athleta. Customers seeking a more excellent selection of sizes and gender-neutral patterns may find FITWEAR appealing.











4. VRIO Analysis of FitWear
	Resource/ Capability
	Value
	Rarity
	Imitability
	Organisation
	Competitive Advantage

	High-Quality Fabrics
	✔
	✔
	✔
	✔
	Yes

	Patented Designs
	✔
	✔
	
	✔
	Yes

	Sustainable Material
	✔
	✔
	✔
	✔
	Yes

	Niche Targeting 
	✔
	✔
	
	✔
	Yes

	Efficient Supply Chain
	✔
	✔
	✔
	✔
	Yes




Value 
[bookmark: _Hlk134283219]FITWEAR must provide customers with value in both its products and services. Customers could be supplied with high-quality, functional, comfortable, and active equipment that supports their fitness objectives.

Rarity
FITWEAR must possess distinctive, difficult-to-imitate capabilities and resources. This can be achieved by offering unique product characteristics, such as textiles with patented designs, exclusive partnerships with fitness influencers, and enhanced performance.


Imitability
 FITWEAR must-have resources and abilities that are difficult to duplicate. This is possible with a loyal consumer base, a reputation for quality and innovation, and a strong brand identity.


Organisation
FITWEAR must have the organisational structure and procedures necessary to utilise its resources and competencies effectively. Facilitating this may be a streamlined supply chain, efficient production methods, and a customer-centric approach to product development.















	5. [bookmark: _Hlk134281896]OPERATIONS AND MANAGEMENT TEAM 

5.1. OPERATIONS

Sustainable FITWEAR 's operations will continue as follows:

5.1.1. Design: 
According to the business's mission and values, the design team will provide eco-friendly activity wear designs.

5.1.2. Manufacturing: 
The business will work with producers that support sustainable development and conscientious production. High-quality, environmentally friendly materials will be used in the production process to produce long-lasting, sustainable goods.

5.1.3. Inventory Management:
To cut down on waste, Sustainable FITWEAR intends to maintain inventory levels limited and work on demand.

5.1.4. Sales
The company will sell its products via an online store and possibly retail partnerships.

5.1.5. Shipping and Fulfilment
 Orders will be dispatched directly from the place of production to the consumer to reduce transportation-related emissions.

5.2. Operations and Management:
Sustainable FITWEAR will be directed by a management team that promotes sustainability and ethical business conduct. Internally and throughout the supply chain, the team will strive to reduce waste and promote eco-friendly practices.

5.3. Generated Revenue:
 FITWEAR will bring in revenue through the execution of the following strategies:

5.3.1. Upselling:
The firm will provide eco-friendly activity clothing at different price points to appeal to a broader customer base. Customers will be persuaded to buy more costly items with new features or benefits via upselling.

5.3.2. Upgrading: 
To fulfil its consumers’ ever-changing demands and stay competitive, FITWEAR will continually enhance and expand its product range.
5.3.3. Economies of Scale:
FITWEAR will consistently evolve and broaden its product selection to meet the shifting needs of its customers and remain competitive.

5.4. Preventing Loss of Revenue:
Sustainable FITWEAR will avoid losing revenue by using the following strategies:

5.4.1. Quality Control
To reduce returns and refunds, the business will ensure that its items are of excellent quality and exceed consumer expectations.
5.4.2. Supply Chain Management
The company will choose and supervise suppliers and manufacturers with concern to avoid supply chain disruptions that might result in revenue loss.

5.4.3. Customer Service
Sustainable FITWEAR will prioritise superior customer service to foster customer loyalty and trust, thereby reducing the likelihood of unfavourable feedback and revenue loss.







5.5. MANAGEMENT TEAM

	Name 
	Skills
	What do they bring to the firm

	Emily
	Branding, Marketing
	Sustainable FITWEAR can benefit from Emily's expertise in marketing and branding sustainable products. She will direct the company's promotional activities and establish the voice and identity of the brand.

	Mike
	Supply Chain Management
	Mike is mindful of sustainable fashion firms' supply chains. He will manage the business's connections with suppliers and manufacturers and ensure that production adheres to the company's sustainability principles.

	Anna
	Financial Analysis
	Anna has experience in predicting and financial analysis. She will oversee the business’s financial operations and assist in identifying possibilities for development.










	6. MARKETING: (The Four Ps)

[image: Marketing Mix - Definition, 4 P, 7 P of Marketing, Example, Elements]

Figure 2 4ps of Marketing Mix 
Source (Thabit and Raewf, 2018)

6.1. Product 
FITWEAR will sell trendy, high-end training clothes manufactured from bamboo, recycled polyester, and organic cotton. For hard training, the gear is practical, flexible, and durable. Health-conscious shoppers who want stylish, comfy workout clothes will love FITWEAR. During exercise, the item will provide maximum comfort and support. The company will consistently innovate to stay ahead of the competition (Tybout, 2017, p 8).


6.2. Price
Based on market analysis and research, FITWEAR will set competitive prices for its items. The cost-pricing strategy will be focused on enticing customers with budgets by offering premium products at reasonable prices.

6.3. Promotional Mix
The promotional mix for FITWEAR will include influencers, content, email marketing, and social media. To interact with consumers and foster brand loyalty, the company will use customer contact points, including social media sites, websites, and customer care channels. To manage the customer data and personalise its marketing messages to each consumer, FITWEAR will invest in a CRM (customer relationship management) system (Nyenhuis et al., 2020, p 9).

6.4. Place (Distribution strategy)

Products from FITWEAR will be sold via a range of outlets, such as the e-commerce website, free online marketplaces, and certain retail outlets. The business owners will also investigate partnerships with gyms and fitness studios to offer items in-store. FITWEAR's mission is to provide environmentally friendly active wear for consumers who want to live an active lifestyle while helping the planet (Baines, Fill and Rosengren, 2017, p128).




	7. FINANCIALS 

Both equity and loan finance will be used to support the company long-term. So, it will first approach early-stage investors and venture capitalists with a track record of supporting businesses committed to sustainability and social responsibility for financing. In addition, management is investigating crowdfunding platforms to increase capital. The company will seek a business loan from a bank for debt financing.

7.1. Repayment plan for loans
FITWEAR seeks to obtain a £100,000 business loan with a yearly interest rate of 5%, payable over five years. The repayment scheme is as follows:
Year 1: Only pay interest (£5,000).
Year 2-5: Make equal monthly payments of interest and principal (£24,103/year).


7.2. Use of funds

[image: Table

Description automatically generated with low confidence]

Figure 3 Screenshot from Excel/ Use of Funds for FITWEAR LTD





8. Market Research
FITWEAR can conduct market analysis research in several ways. 

· Online Surveys: FITWEAR may conduct online surveys to collect information from its intended audience. This might include enquiries about their exercise regimens, fashion preferences, and criteria for fitness apparel. They may send questionnaires to their intended audience using online survey tools like Google Forms.

· Social Media Listening: FITWEAR can participate in social media discussions on sites like Facebook, Instagram, and Twitter to find out what others say about the clothing. They may monitor mentions of their brand, rivals, and market trends with social listening platforms like Hoot Suite or Brand Watch.


· Customer Feedback: FITWEAR may get consumer feedback through product evaluations, customer service concerns, and other channels. They may utilise this feedback to pinpoint areas that need development and enhance their comprehension of the demands of their customers.

· Competitor Analysis: FITWEAR may research the market by examining its rivals' products, costs, promotions, and consumer feedback. They may use this data to recognise market insufficiencies and develop strategies for differentiating their brand. FITWEAR may get beneficial knowledge and produce goods that cater to the preferences and demands of its target market by performing market analysis research using these different methods.


9. Conclusion

FITWEAR Ltd. has the potential to revolutionise the fitness apparel market with its eco-friendly, sustainable, and comfortable products. By capitalising on its innovative approach, bolstering its online presence with a user-friendly website that matches its identity and beliefs, and establishing strategic partnerships with like-minded retailers to grow, FITWEAR Ltd. can establish itself as a market leader, attracting environmentally conscious consumers in search of fashionable and ethical activewear.
FITWEAR Ltd. might dominate the workout clothing sector by offering eco-friendly, sustainable, and pleasant goods. Also, it may expand and help the environment with the appropriate techniques.
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