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INTRODUCTION





1. Overview of the Business Idea

Business Name: Mimy – Beauty Lies in Every Detail
Business Type: Handmade Jewelry
Mimy – Beauty Lies in Every Detail – was born out of a personal passion for creativity, elegance, and the healing power of gemstones. The founder, inspired by the rich cultural symbolism and natural beauty of semi-precious stones, decided to bring this passion to life through handmade jewelers. Each Mimy piece is not just an accessory—it reflects inner beauty, strength, and individuality.

The business aims to create thematic collections inspired by nature, emotions, and cultural stories. For example:
· “Elements Collection” will represent Earth, Water, Fire, and Air using specific stones and colors.
· “Healing Vibes” will include bracelets with amethyst, rose quartz, or tiger’s eyestones believed to promote calm, love, and confidence.
· “Pearl Grace” will focus on femininity and elegance through minimal pearl designs.

This variety allows Mimy to cater to different tastes and emotional needs. The business model emphasizes not only product quality, but also emotional connection. Many customers today seek more than just beauty—they want meaning, energy, and a story behind what they wear. Mimy’s collections will reflect love, self-expression, empowerment, and celebration.

Another key feature is customization. Clients will be able to request personalized pieces (for gifts, birthdays, bridal parties) with their preferred colors or intentions. This service adds emotional value to the brand and builds long-term relationships with customers.

Mimy will also embrace slow fashion values, focusing on small-batch production and zero waste. Unlike fast-fashion jewelry, Mimy’s pieces are durable, ethically made, and timeless—aligning with a growing consumer shift toward conscious consumption.

The mission of Mimy is simple: to make people feel beautiful, valued, and unique through details that matter.

Mimy is a unique handmade jewelry business that focuses on creating high-quality bracelets and necklaces using semi-precious stones and pearls. The name “Mimy” represents elegance, emotion, and attention to detail—offering jewelry that expresses individuality, beauty, and confidence.

The core products are designed to be meaningful and timeless, with each piece handcrafted using ethically sourced materials. Mimy’s purpose is to provide customers with accessories that not only elevate their personal style but also connect with deeper emotions and memories. Every design is infused with care, symbolism, and natural charm.

Mimy’s primary target market includes fashion-conscious women aged between 20 and 45 who appreciate artisanal design and sustainable products. Secondary markets may include gift buyers, bridesmaids, and individuals seeking healing stones or spiritual jewelry.

Initially, Mimy will operate through an online shop (Shopify) and promote via Instagram and TikTok. Direct customer engagement will be achieved through pop-up events, markets, and craft fairs.


2. Legal Format and Management Structure

Mimy will be registered as a sole proprietorship. This structure is ideal for a business with a single founder because it allows for complete control and simplified setup. The low administrative burden and startup costs will enable quick market entry.

As the sole proprietor, I will take on multiple roles:
· Creative Director & Maker: In charge of product design, materials sourcing, and production.
· Marketing Lead: Responsible for social media content, brand identity, and customer relationships.
· Sales & Fulfilment Coordinator: Managing inventory, packaging, and order processing.

In the early stages, most operations will be self-managed, with freelancers hired for specialized tasks such as photography, graphic design, and advertising campaigns.

If the business grows significantly, Mimy may shift to a Limited Liability Company (LLC) to attract investors and secure liability protection.

Marketing Mix Strategy (4Ps)

To effectively position Mimy in the handmade jewellery market, a strategic application of the marketing mix—product, price, place, and promotion—is essential.(Kotler andkeller,2016)

Product
Mimy offers a curated range of handmade bracelets and necklaces crafted from semi-precious stones, pearls, and high-quality metals. Each piece is designed not only to be aesthetically pleasing but also to carry emotional meaning, inspired by nature, energy, healing, and femininity. Collections such as “Elements” or “Pearl Grace” tell unique stories that connect with customers on a personal level. The packaging is eco-conscious, and each product comes with a personalised tag explaining the significance of the stones used, enhancing perceived value and customer engagement.(Etsy 2024;Kotler and Keller,2006)

Price
Mimy adopts a value-based pricing strategy that reflects the uniqueness, craftsmanship, and symbolism of each piece. Prices range from £25 to £90, with custom orders priced individually. This mid-range price bracket positions Mimy as an affordable luxury option—accessible to young professionals while still conveying quality. Occasional limited-edition items or collaboration pieces may carry premium pricing to maintain brand exclusivity and support seasonal cash flow.(Kotler and Keller,2016)

Place
Sales will be primarily driven through an e-commerce platform powered by Shopify, supported by strong visual branding and mobile optimisation. Mimy’s website will serve as the brand’s digital home, with integrations to Instagram and TikTok for smooth social shopping experiences. Pop-up stalls at artisan markets and lifestyle fairs in major UK cities (e.g., London, Bristol, Cardiff) will also be explored to generate visibility and local engagement. In the future, Mimy aims to partner with boutiques that stock handmade and ethical goods.(Burns,2016)

Promotion
Promotion will focus heavily on storytelling, community building, and user-generated content. Instagram and TikTok will showcase behind-the-scenes content, styling ideas, customer testimonials, and product inspiration. Influencer collaborations with micro-creators in the ethical fashion and wellness niches will drive credibility and reach. A loyalty program will reward repeat buyers with discounts or early access to new collections. Email newsletters and a blog will provide additional touchpoints for education and engagement, discussing topics like “How to choose healing stones” or “Styling jewellery for meaning, not just fashion.”(Shopify,2023)



3. PESTEL Analysis

Understanding external influences is vital. The PESTEL framework evaluates Political, Economic, Social, Technological, Environmental, and Legal factors that may affect Mimy’s success.(Gov.uk,2023)

Political:
The UK provides supportive schemes for small businesses and start-ups, including tax incentives and digital grants. However, Brexit continues to affect import/export policies. Mimy will mitigate this risk by sourcing materials locally wherever possible.(Mintel,2023;Statista,2024)

Economic:
Post-pandemic inflation and consumer spending uncertainty may reduce demand for non-essential luxury items. However, Mimy’s affordable price point and appeal to sentimental buyers may sustain its market. The handmade jewelry sector has shown resilience due to consumer appreciation for personal and unique gifts.(Mintel,2023)

Social:
There is growing consumer interest in artisanal and sustainable fashion. Mimy will align with these values by promoting authenticity, slow fashion, and natural materials. Consumers are increasingly valuing individuality over mass-market products—providing Mimy a niche market advantage.(Mintel,2023)

Technological:
Social media platforms like TikTok and Instagram are powerful tools for marketing visual products such as jewelry. Digital tools such as Shopify, Canva, and Mailchimp allow low-cost, effective brand management and communication. Mimy will leverage these technologies to build its audience and drive sales.(Kotler and Keller,2016)

Environmental:
Environmental consciousness influences buying decisions. Mimy will use recyclable, eco-friendly packaging and avoid plastic components. Ethical sourcing of stones and pearls will be prioritized. Customers will be informed about the sustainability behind each piece.(Mintel,2023)




Legal:
Mimy will comply with UK’s consumer rights regulations, including clear refund and return policies. As an online business, GDPR compliance is crucial, ensuring customer data is protected. Insurance for stock and business liability will also be secured.(Gov.uk,2023)

4. Marketing Strategies
In addition to digital outreach, Mimy will focus on building customer loyalty and creating a lifestyle brand. The emotional storytelling behind each collection will be a key marketing asset. Product descriptions will highlight the symbolic meaning of each stone or pearl used, encouraging customers to connect deeply with their purchase.(Kotler and Keller2016)
 

Customer retention will be encouraged through:
· Loyalty points that can be used for discounts or exclusive early access to new collections.
· “Thank You” notes and small surprise gifts in packaging to increase emotional satisfaction.
· Customer spotlight stories shared on Instagram, where buyers tell the story of their chosen piece.

The brand will also introduce seasonal capsule collections, such as:
· Valentine’s Day: “Love Energy”
· Spring: “Bloom & Blossom”
· Winter Holidays: “Shine Within”

These campaigns will be marketed through reels, behind-the-scenes clips, gift guides, and influencer testimonials. Each collection will be designed to spark emotional appeal and urgency (limited editions, pre-orders).

Furthermore, Mimy will partner with local lifestyle bloggers and micro-influencers in the wellness, self-love, or boho fashion space. These influencers align with Mimy’s values and can authentically promote the jewelry to their followers.

By investing in emotional branding, sustainable production, and customer satisfaction, Mimy aims to go beyond selling accessories—it will build a community around beauty, emotion, and self-worth.

Mimy’s marketing strategy is focused on storytelling, emotional connection, and visual branding. The brand will build a loyal community through engaging content and consistent aesthetics.

1. Brand Identity:
The tone of the brand will be soft, elegant, and emotional. Mimy tells stories through jewelry—about love, healing, celebration, and memory. Natural tones, soft lighting, and minimalist product photography will create a signature look.

2. Social Media Strategy:
· Instagram: Visual platform perfect for showcasing products, customer stories, and behind-the-scenes content.
· TikTok: Quick videos demonstrating the making process, daily entrepreneur life, and styling tips.
· Pinterest: To inspire and drive traffic to the shop.

3. Website & Blog:
The website will include a blog that improves SEO and builds trust. Topics may include:
· “How to care for your jewelry”
· “The meaning of gemstones”
· “Gifting ideas for her”

4. Influencer Collaborations:
Partnering with small fashion or wellness influencers (1k–10k followers) who align with Mimy’s values will help reach niche audiences.

5. Pop-up Events:
Local markets and fairs allow personal customer interaction and product testing. Packaging and presentation at these events will reflect the same premium aesthetic as the online store.

6. Promotions:
· Launch discounts
· Referral programs
· Loyalty points system
· Seasonal collections (Valentine’s Day, Mother’s Day, etc.)




5. Funding Required and Financial Projections

1. 
Startup Costs

To launch Mimy successfully, initial investment will be required to cover branding, website setup, inventory, legal registration, and marketing materials. Estimated startup costs are outlined below:


	Item
	Estimated Cost (£)

	Initial inventory (materials: stones, pearls, metal clasps)
	£800

	Branding & Logo Design
	£200

	Shopify Website Setup (domain, theme, plugins)
	£250

	Packaging Supplies (eco boxes, bags, thank-you cards)
	£300

	Photography Equipment / Initial Product Shoots
	£200

	Pop-up Market Stall Equipment (table, signage)
	£150

	Legal Registration (sole trader, insurance, etc.)
	£100

	Initial Marketing Campaign (social ads, influencers)
	£500

	Total Startup Costs
	£2,500




2. 
Operating Costs (Monthly)
Fixed Costs (Monthly):
	Expense
	Monthly Cost (£)

	Shopify Subscription
	£25

	Social Media Ads (baseline)
	£150

	Email Marketing Platform (Mailchimp)
	£20

	Packaging restock
	£50

	Business Insurance
	£30

	Phone & Internet
	£35

	Professional Photography / Editing
	£40

	Total Fixed Costs
	£350


	Item
	Cost per Unit (£)

	Materials (stones, pearls, wire, clasps)
	£8

	Packaging
	£2

	Transaction Fees (Shopify + Card)
	£1.50

	Shipping (UK standard)
	£3

	Total Variable per Product
	£14.50


	Month
	Units Sold
	Revenue (£)
	Variable Costs (£)
	Fixed Costs (£)
	Total Costs (£)
	Profit/Loss (£)

	Month 1
	30
	1,050
	435
	350
	785
	+£265

	Month 2
	40
	1,400
	580
	350
	930
	+£470

	Month 3
	50
	1,750
	725
	350
	1,075
	+£675

	Month 4
	65
	2,275
	942.5
	350
	1,292.5
	+£982.5

	Month 5
	75
	2,625
	1,087.5
	350
	1,437.5
	+£1,187.5

	Month 6
	90
	3,150
	1,305
	350
	1,655
	+£1,495




Assumptions:

· Average product price: £35
· Variable cost per product: £14.50
· Steady 10–20% monthly growth in unit sales
· No staff hired in first 6 months




4. 
Break-Even Analysis

Break-even point = Fixed Costs ÷ (Price - Variable Cost per Unit)

= £350 ÷ (£35 - £14.50)
= £350 ÷ £20.50
≈ 17.1 units/month

🧾 Mimy must sell at least 18 products/month to break even. Sales beyond that generate profit. This break-even point is achievable within the first month based on forecasted demand.


Location Considerations

Mimy is primarily an online business with national UK reach via e-commerce. The Shopify store will serve as the main platform, supported by social media integration (Instagram, TikTok). However, Mimy will also attend pop-up markets in major cities like London, Bristol, and Cardiff, selected based on high footfall, artisan relevance, and proximity to the target audience.

Operating from home reduces overheads, allowing the brand to reinvest in growth, marketing, and seasonal collections.
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