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	Factor
	Key Issues
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	Political
	Post‑Brexit trade rules; import tariffs; supply chain uncertainty
	Political instability increases operational risk for SMEs reliant on overseas sourcing (McCann, 2021).

	Economic
	Inflation; reduced disposable income; value-driven purchasing
	Ethical consumption rises during economic uncertainty as consumers seek durability and purpose (ONS, 2023).

	Social
	Demand for ethical fashion; identity-driven consumption
	Younger consumers prefer brands demonstrating authenticity and social purpose (Hassan & Shiu, 2020).

	Technological
	E‑commerce automation; AI personalisation; social commerce
	Digital technologies reduce entry barriers and enhance customer engagement.

	Environmental
	Sustainability expectations; organic materials; circular economy
	Circular economy principles are becoming central to competitive advantage (Bocken et al., 2016).

	Legal
	GDPR; Consumer Rights Act; CMA Green Claims Code
	Non-compliance risks reputational and financial penalties.

	Force
	Assessment
	Implications for DreamNachieve

	Threat of New Entrants
	High
	Low entry barriers require strong brand identity and authenticity.

	Supplier Power
	Moderate
	Limited organic textile suppliers increase dependency and cost risk.

	Buyer Power
	High
	Consumers can easily switch; emotional branding reduces churn.

	Threat of Substitutes
	Significant
	Fast fashion, resale, and rental markets compete for attention.

	Rivalry
	Intensifying
	Differentiation through sustainability and motivational identity is essential.

	Element
	Strategy
	Academic Justification

	Product
	Organic materials; minimalist design; motivational messaging
	Sustainable attributes enhance perceived value (Kotler et al., 2019).

	Price
	£45–£65 mid‑premium
	Value-based pricing aligns with willingness to pay for ethical fashion (Niinimäki, 2020).

	Place
	Direct-to-consumer e‑commerce
	D2C increases control and supports data-driven optimisation.

	Promotion
	Social media, influencers, UGC
	Social commerce enhances authenticity and engagement.

	People
	Customer service; brand ambassadors
	Staff must communicate sustainability credibly to avoid greenwashing.

	Process
	Efficient fulfilment; transparent supply chain
	Smooth processes enhance perceived service quality.

	Physical Evidence
	Eco-friendly packaging; cohesive website design
	Reinforces sustainability ethos and brand identity.


7.0 Risk Analysis and Mitigation Strategies

	Risk Type
	Potential Impact
	Mitigation Strategy

	Strategic
	Brand dilution; market saturation
	Clear sustainability reporting; niche positioning

	Operational
	Supply chain disruption; stock delays
	Supplier diversification; inventory planning

	Compliance
	GDPR breaches; misleading claims
	Data audits; adherence to CMA Green Claims Code

	Financial
	Cash flow shortages; rising costs
	Scenario planning; lean start-up budgeting

	Reputational
	Loss of trust due to greenwashing
	Third-party certification; transparent communication


Strategic risks include brand dilution and market saturation. Maintaining a clear sustainability narrative and niche positioning reduces these threats.

Operational risks arise from supply chain disruptions, particularly due to reliance on organic materials. Supplier diversification and robust inventory planning are essential.

Compliance risks include GDPR breaches and potential violations of the CMA Green Claims Code. Regular audits and transparent sustainability communication mitigate these risks.

Financial risks relate to cash flow constraints common in early-stage ventures. Scenario planning and lean budgeting support financial resilience (Burns, 2020).

Reputational risks are significant in sustainability-focused markets. Third-party certifications and transparent reporting strengthen credibility.
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Appendix
Appendix A: Start-Up Cost Breakdown
	Cost Category
	Amount (£)

	Inventory
	6,000

	Marketing
	2,500

	Website Development
	1,200

	Branding
	1,000

	Packaging
	800

	Legal Fees
	500

	Contingency
	3,000

	Total
	15,000



Appendix B: Year 1 Sales Forecast
	Quarter
	Units Sold
	Revenue (£)
	Cost of Sales (£)
	Gross Profit (£)

	Q1
	45
	2,475
	1,237
	1,238

	Q2
	75
	4,125
	2,062
	2,063

	Q3
	120
	6,600
	3,300
	3,300

	Q4
	200
	11,000
	5,500
	5,500

	Total
	440
	24,200
	12,100
	12,100



Appendix C: Break-Even Analysis
Break-even units = Fixed Costs / Contribution per Unit
Fixed Costs: £15,000
Selling Price per Unit: £55
Variable Cost per Unit: £27.50
Contribution per Unit: £27.50
Break-even units = 15,000 / 27.5 = 546 units (approx.)

Appendix D: Break-Even Visual (Text-Based Chart)
0----100----200----300----400----500----600 units
Revenue rises linearly; break-even at approx. 546 units.

Expanded Section 7: Risk Analysis
DreamNachieve faces several strategic, operational, financial, compliance, and reputational risks. A proactive mitigation strategy is essential for long‑term sustainability.
Strategic Risks include brand dilution and market saturation. Clear sustainability reporting, niche positioning, and consistent messaging help maintain differentiation. Scenario planning ensures the business remains adaptable to market shifts.
Operational Risks arise from supply chain disruptions, particularly for organic materials, which can lead to stock delays and increased costs. Supplier diversification, inventory planning, and contingency stock reduce vulnerability.
Compliance Risks include GDPR breaches and misleading sustainability claims, which can result in legal penalties and reputational damage. Regular data audits and adherence to the CMA Green Claims Code ensure compliance and transparency.
Financial Risks relate to cash flow shortages common in early‑stage ventures. Lean budgeting, scenario planning, and phased investment strategies support financial resilience. Monitoring gross margins and break‑even progress is essential.
Reputational Risks include greenwashing accusations, which can severely damage trust. Third‑party certifications, transparent communication, and evidence‑based sustainability claims strengthen credibility and reduce reputational risk.
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