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BUSINESS PLAN
	BUSINESS DESCRIPTION / MARKET OPPORTUNITY
The UK-based GK Online Fashion Shop will specialise in the newest trends in apparel and make easy to try the clothes with their virtual fitting room. A crucial business in the post-Covid19 era is an online store since it helps users access a wide range of goods from the convenience of their own homes and improves the element of promoting social distancing. GK Online's mission statement is: “To guarantee clients have exposure to all the many high-quality outfits available around the globe.”
GK Online Fashion Shop will be registered as a private limited company owned by 3 persons. Due to creditors' perception of limited companies as having a lower threat, private limited companies have a more diverse choice of expansion financing options, including mortgages, venture capital, and crowdsourcing. Due to their ability to deduct corporation taxes from their income, private limited corporations are financially prudent (Stverkova and Pohludka, 2018). The administration will also make sure that all of the merchandise for sale is packed in bags that feature the facility's emblem.
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	INDUSTRY ANALYSIS – Porter’s 5 forces 

[image: Porter's Five Forces: Examples, Advantages & Disadvatages - Parsadi]
Source: Abalkhail (2019)
The threat of new entry (medium). The high start-up costs for fashion retail companies, including the cost of space, merchandise, and advertising, can be a significant obstacle to the entrance for newcomers. Also, in terms of client retention and company awareness, established competitors in the market enjoy a significant advantage. But as e-commerce has grown, it has been simpler for new rivals to come onto the scene since they can avoid the expenses of constructing physical storefronts (Walder, 2013).

The threat of substitutes (moderate). Fast fashion and second-hand apparel are only two examples of the many alternatives to new fashion items that are accessible, but they are rarely a perfect match. Fast fashion is still a challenge to conventional fashion retail, but as customers become more aware of its effect on the planet, they are shifting to eco-friendly and sustainable alternatives. Brands now cover the entire fashion spectrum, from high-end to low-end. Some alternatives can make high-end fashions accessible at reduced prices, even for individuals who are unable to purchase luxury labels (Abalkhail, 2019).

Bargaining power of customers (high). Both online and offline, customers have a variety of choices concerning buying fashion items. This enables customers to look around for the greatest offers, compare costs, and make wiser buying selections. The popularity of social media has also made it simpler for customers to share knowledge regarding products and prices, which has further boosted customers' negotiating power (Kumbara, 2020).

Bargaining power of suppliers (low). The fashion retail sector does not rely heavily on suppliers. The majority of the suppliers are from developing nations, and they are required to abide by the standards established by the purchasing brands. Companies have the negotiating power and the flexibility to easily change suppliers. Brands exert financial impact over pricing. Because the vendors have so little influence, they have very little power during negotiations (Ge and Li, 2019).

Competitive Rivalry (high).
The market is becoming more competitive due to the growing number of competitors and the existence of both well-known and reasonably-priced fashion brands. Due to online retailers' ability to access an international market and provide a broader selection of goods at aggressive rates, the growth of e-commerce has also raised the level of rivalry (Abalkhail, 2019).
	Name of competitor
	Differentiation

	Burberry
[image: Burberry to launch virtual store in partnership with ELLE Digital Japan -  Burberry]
	Burberry Company's limited product offering in the luxury and fashion sectors comprises clothes, cosmetics, and accessories (Abalkhail, 2019).
The Bruno Online Fashion Store will expand its selection of goods to include furnishings, home goods and cosmetics.

	Mark & Spenser
[image: Full marks for Marks & Spencer - Greenpeace International]
	Only a select few clients can afford Mark & Spenser merchandise because of the costly range of prices.
GK Online Fashion Store will employ competitive pricing to win over the younger demographic, which yearns for affluent and stylish wear which are affordable. 

	Farfetch.com [image: FARFETCH | The Global Destination For Modern Luxury]
	Shoppers rarely receive exclusive deals from Farfetch.com.
Special discounts will be used by GK Online Fashion Store in their print and digital marketing campaigns to draw in a large audience (Walder, 2013).


VRIO analysis 
Value. For GK Online Fashion Shop, a resource is useful if it enables the store to capitalise on chances or counteract challenges that are arising from both the micro and macro environments (Knott, 2015).
Rare. To survive in the marketplace, GK Online Fashion Shop needs special resources. As a result, GK Online Fashion Store may have a competitive edge over opponents that lack rare supplies if it possesses rare resources (Madsen, 2022).
Imitable. Madsen (2022) notes that if the product is tough to duplicate by the opponent, a durable competitive advantage develops. By focusing on product innovation, easing customer service delivery pressure spots, and having a strong after-sale services plan, GK Online Fashion Store can build imitability.
Organisation. The ability, knowledge, and organisation culture to utilise the resources are essential for developing a sustained competitive advantage. GK Online Fashion Store may not be capable of fully exploiting its resources if it is not set up according to its capabilities (Knott, 2015).

	Resource 
	Valuable
	Rare
	Imitable
	organisation
	Competitive advantage

	Brand 
	Yes
	No
	Vulnerable to imitation by rivals
	Yes
	Give a temporary competitive edge

	Product portfolio
	Yes
	No
	Vulnerable to imitation by rivals
	Yes
	Short-term competitive advantage

	Access to raw material 
	Yes
	Yes
	Vulnerable to imitation by rivals
	Yes
	Offer a dependable competitive edge

	e-commerce space 
	Yes
	No
	Difficult to imitate
	Well organised
	Offer a dependable competitive edge






















	OPERATIONS AND MANAGEMENT TEAM 
OPERATIONS
The main office of GK Online Fashion Store will be in Manchester, United Kingdom. Before implementation in multiple locations scattered throughout the UK, choices that would influence shoppers will be decided in a central place. In particular, the business would retain all of its products in its main shop before distributing them to the numerous branches so that the sales representatives can plan for shipment. To guarantee that the goods arrive at the appropriate customer promptly, the sales representatives must make plans with the delivery person. The merchandise for sale will be sourced from both domestic and foreign vendors who have been granted permission by relevant authorities to carry out business. The administration will also make sure that all of the merchandise for sale is packed in bags that feature the facility's emblem. This will lessen the possibility that rivals like Burberry, Mark & Spenser, and farfetch.com may imitate their procedures. Also, the management will set up a customer engagement hotline to guarantee that client input is prioritised.
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How to generate revenue for the business and prevent loss of revenue? 
GK Online Fashion Store will employ the upselling technique to generate more sales. Providing clients with more premium versions of merchandise is an upselling strategy used by GK Online Fashion Shop. This tactic can boost sales and give clients a chance to see other merchandise. To increase sales before a user completes the last shopping experience,GK Online Fashion Shop's website will recommend more premium versions of merchandise that are in a client's cart as they shop. The establishment will encourage upsells by displaying costly fashion wear and lowering their prices to make them more alluring (Mayer and Duarte, 2022).
Digital revenue reclamation tools like Red Points can identify GK Online Fashion Shop revenue drains before they even occur. The management can get several benefits from this, including greater brand sales, improved brand value, a better distribution chain for the firm and its products, more genuine customer satisfaction, and reduced manual labour (Radywyl and Biggs, 2013).
[image: Brand Protection Leader Red Points Partners with CentralNic to Offer an  End-to-End Brand Protection Experience | Business Wire]
Source: Radywyl and Biggs (2013)






MANAGEMENT TEAM

	Name 
	Skills
	What do they bring to the firm

	General manager
	Management and leadership skills
	The general manager makes sure that practical plans are created that will offer the company a competitive edge in the retail sector (Makhele and Barnard, 2020).

	Sales representatives
	Communication skills and product knowledge
	The sales representative's duties include gathering orders from current and prospective distribution channels, promoting items, and attending to customer demands (Messaoud, 2022).

	IT manager
	Knowledge of technology, Communication skills
	The IT manager supports executives by determining the amount of computer power a business requires, then making recommendations for improvements or carrying out maintenance as necessary (Makhele and Barnard, 2020).

	Accountant 
	Financial skills
	Coordinates the creation of financial predictions, budget proposals, and reports on corporate operations.

	Customer relationship manager 
	Strong influence and bargaining aptitude.
	Ensuring the satisfaction of current customers by providing after-sales support and collecting and leveraging reviews (Messaoud, 2022)







	MARKETING: The Four P’s must be used to describe your marketing strategy
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Source: Kovač, Palić and Tolić (2021)
Product: Products include both material items and immaterial features like a trade mark and a product service (Azzadina, Huda and Sianipar, 2012). GK Online Fashion Shop is anticipated to offer fashion apparel via an internet store. For instance, the store will sell apparel items such as formal business attire, cultural design trends, and athletic wear for men, kids and women. The clothing will be produced by companies that GK Online Shop has teamed with for men, kids and women.

Price:  The management of GK Online Fashion Store will primarily employ the bundle and keystone pricing models as its two primary pricing strategy tactics. As an illustration, a bundle pricing approach will be employed to entice buyers to buy fashion apparel in bulk and receive savings. To meet the sales goals, bundle pricing will boost the chances of increasing net sales. A keystone pricing method will double the stock's wholesale price to find a price that will optimise market earnings (Azzadina, Huda and Sianipar, 2012).

Promotional: The web page and mobile application for GK Online Fashion Store will serve as their primary promotional tools (Lee et al., 2014).  For their marketing, they will also distribute brochures and pamphlets via postal service. The facility will establish forums and teams on social media platforms such as Facebook and Twitter to regularly update users on their offerings and discounts. To lure in additional customers, the management would display images and videos of people placing orders. The staff of GK Online Fashion Shop will also leverage emails to communicate with clients, fostering a relationship that helps to improve total sales.

Place. Employing their sales representatives, the administration of GK Online Fashion Store will deliver the merchandise to several shops scattered throughout the UK. The sales representatives in different branches will set up everything to guarantee the merchandise goes to the clients who have placed orders for them. To facilitate the distribution of the products to stores and other final consumers, the management will sell its garments to wholesalers based in different regions of the UK (Kovač, Palić and Tolić, 2021).





	FINANCIALS 
Sources of funds
The GK Online Fashion Store's administration will submit a crowdfunding request because it is the easiest option to raise money with no upfront expenditures. An effective kind of marketing that can garner media coverage is product pitches made through online platforms. The current state of crowdfunding enables a company to test the market without releasing equity before investing everything into bringing a product proposal to market (Belleflamme, Omrani and Peitz, 2015). Also, GK Online Fashion Stores will raise money by issuing debentures in which they will borrow money from the general public. The growth of long-term financing can be encouraged by the usage of debentures. However, the firm might not be able to sell specific assets if the debenture is guaranteed.
Crowdfunding remains to be the most favourable source of finance for GK Online Fashion Store's operations.  
Use of funds

	
	Month 1 
Amount £
	Month 2
Amount £
	Month 3
Amount £
	Month 4
Amount £
	Month 5
Amount £
	Month 6
Amount £

	Revenue 
	7005
	7179,75
	7371,98
	7583.42
	7816,02
	8071,88

	Fixed Costs
Software/web
Salaries
Selling and administration cost
Income Taxes
Insurance
Interest
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3505

	Variable Costs

Marketing and advertising
IT Maintaince

	

435

730

1165
	

478,5

803

1281,5
	

526,35

883,3

1409,65
	

578,98

971,6

1550,61
	

636,88

1068,80

1705,68
	

700,57

1175,68

1876,25

	Total cost
	4670
	4786,5
	4914,65
	5055,61
	5210,68
	5381,25





      Net profit                         2335                        2393,25                     2457,33                   2527,81                       2605,34                  2690,63
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