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AI Acknowledgement  
I acknowledge the use of ChatGPT (https://chatgpt.com/) on 20 June 2026 to generate graphics using the prompt(s): 
1. create a logo of a lingerie brand 'Kulta Lingerie'. Kulta should be the main company name and lingerie should be underneath in smaller letters. Kulta in Finnish means gold so I want the text to be in some shade of gold colour. I thought of the letters to be create from uneven pieces of gold. Create 3 suggestions for me in different styles.
2. please amend the visual using the new logo attached, creating the lorry black but keep the interior of the inside in light beige and gold colours. Also use slogan 'Every woman has gold within her.'
3. Based on this theme and design, please create the graphic showing main page of the shopping app of Kulta Lingerie where people will be able to buy items. Also there should be visible notification about our upcoming events saying something like: Check out our upcoming events, you need to be there! Also there should be a notification on the page that will take the client to watch our video podcast on youtube. If they do it via their account on the app or website, they will earn points for discounts. it can say: Earn ponits! New podcast available now!
I acknowledge the use of ChatGPT (https://chatgpt.com/) on 18 June 2026 to help my research using the prompt(s): 
1. For my business I need an influencer, someone that will take my brand to the next level. It can ideally be an actress or well known woman dealing with emowering women and supporting them. I am wondering how much I would need to pay this type of a person for a paid post on Instagram, story, or per month to be our ambassador. Maybe instaed of paying we could give them shares?
2. check the company name and the tagline: Kulta - Beyond the body there is gold hidden.

I acknowledge the use of Gemini (https://gemini.google.com/) on 21 June 2026 to generate graphics using the prompt(s): 
1. Create for me a 3D design of a bra in beige colour, size 32E, lace on the front, and use the attached logo in the background. On the side list all the sizes: 28D,30D,32D,34D,36D,38D,40D,28E,30E,32E,34E,36E,38E,40E,30F,32F,34F,36F,38F,40F,30G,32G,34G,36G,38G,40G,30H,32H,34H,36H,38H,40H,30I,32I,34I,36I,38I,40I,30J,32J,34J,36J,38J,40J,36K,38K,40K. State that this is D+ range, recycling material, perfectly design for comfort and great look. 



I confirm that I have not presented any AI generated text as my own work. I confirm that I have copies of my drafts, notes, and other resources I used before, and after the use of AI tools which I may be asked to provide in evidence. 
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[bookmark: _Toc212105310]Part 1: Business Plan    
1. [bookmark: _Toc212105311]Product Proposition and Company Name 
Kulta Lingerie is a women’s lingerie brand specialising in bra sizes D cup and above (Appendix 1-2). The brand offers bras in sizes from D cup upwards made from recycled materials and designed to provide attractive appearance, comfort and support for spinal health and posture. The products are designed for women of all ages and are both affordable and environmentally friendly. Kulta Lingerie guarantees consistent sizing across all styles, enabling customers to purchase the same size with confidence, knowing that every design has identical measurements.
2. [bookmark: _Toc212105312]The Story Behind Your Idea 
The Finnish word ‘kulta’ means ‘gold’. Gold represents the brand’s mission of building confidence in women around the world through the slogan ‘Every woman has gold within her.’ The founder struggled with confidence when the lingerie she purchased often was poorly fitted and uncomfortable. This inspired the idea of creating a brand that offers stylish, everyday lingerie without compromising on comfort or support.  Clothing can positively influence confidence and self-image (Rogaten and Rullo, 2026). This is why Kulta Lingerie aims to be as valuable as gold.
3. [bookmark: _Toc212105313]Business Ownership Structure 
To support future business expansion, brand will operate as a Limited Company (LTD). This structure keeps the business open to future investments opportunities while providing a clear legal framework. The advantage includes a legal framework and a formal process for appointing directors which provides flexibility for business growth (Hardman, 2021). The disadvantage relates to raising capital contribution involving specific regulations designed to protect the business and investors (Marjanski, 2022).
4. [bookmark: _Toc212105314]Mission Statement, Aim, and SMART Objectives 
Mission statement: To support and empower women in every age and size. 
Business aim: To become a leading brand in Europe specialising in D+ bra sizes, by offering expertly fitted, attractive and affordable lingerie.
USP: A specialist lingerie brand offering D+ bra sizes that combine style, comfort and affordability. 
Smart Objectives: 
1. Achieve sales of £130,000 within the first 12 months of trading. 
2. Organise a mobile lingerie fitting tour across 12 UK cities in 12 months.
3. Secure a collaboration agreement with an influencer with over 500,000 followers within the first 3 months of launch.
5. [bookmark: _Toc212105315]Location and Rationale
Brand will operate on a dropshipping model through an online website available for purchases across UK. Dropshipping means the use of external business to delivery products on behalf of the company (Serban Comanescu, 2021). Products will be manufactured in China and Sri Lanka due to their technological innovation and competitive costs (Appendix 3). For marketing purposes, the company will own an articulated lorry which will be used on monthly events across UK. The vehicle will also carry stock, so the purchase is available to customers during these events. Cities planned for the first 12 months are London, Manchester, Newcastle, Bristol and Glasgow (Appendix 4-5).
6. [bookmark: _Toc212105316]Human Resources
The company employs three people initially with additional two customer service assistants at the start of trading. Marketing, finance, part of the transport is subcontracted (Appendix 6). Most employees will be recruited through online platforms like LinkedIn and recruitment agencies like Nigel Wright Group (2026).

Job roles:
Managing Director – business management, customer service, lorry driver: HGV driving licence to be completed prior to business opening via Skills Bootcamps (National Career Service, 2026) in Wales or England free of charge.
Senior Designer – fashion designer.
Lingerie Designer – fashion designer.
Customer Assistant – online and phone customer enquiries, and customer service during events. 
7. [bookmark: _Toc212105317]Marketing Activities
Kulta Lingerie sells items exclusively on their own online website and mobile app (Appendix 7). The company operates on social media platforms: Facebook, TikTok, X, especially focusing its attention to Instagram and YouTube with combination of traditional and organic marketing strategies. 
The three main strategies are below: 
1. YouTube podcast – weekly podcast featuring healthcare specialists that will educate customers about the importance of properly fitted lingerie and its benefits on overall body health. Registered members can access the materials through their online account and earn loyalty points that will be converted to discounts against future purchases.
2. Branded mobile fitting lounge (Appendix 8) – travelling across UK once a month to different retail parks. Customers will have the opportunity to use services like fitting rooms, create membership account, save their sizes for future reference, speak to designers, owners and specialists, purchase products and receive complimentary gifts. 
3. Sustainability initiative – customers who return unwanted lingerie for recycling during promotional events will receive discounts on future shopping. In addition, many Kulta Lingerie products will be manufactured using recyclable materials to support environment.
8. [bookmark: _Toc212105318]Market Research
Primary research shows that 48% of respondents wear size bigger than a D cup. Kulta Lingerie applies the research to provide online and in person shopping possibility due to 69% of respondents purchase their products in person. Additionally, 85% of respondents were more likely to purchase a bra below £40. So the business aims to provides affordable prices with options under £40 (Appendix 9-15).
Secondary research indicates growing demand of D+ sizes worldwide with approx. 26% of women in the UK wearing a D cup or above. Market sales across world for the last few years stated approx. 30% to be D+ sizes (Zimmermann, 2026).
However, females should not consider themselves to be assigned to one specific cup size, because the size is a combination of the band and a cup size (McGhee and Steele, 2018). Consequently, Kulta Lingerie offers a wide range of band sizes  and may expand into A-D cup in the future.
9. [bookmark: _Toc212105319]Financial Resources
Business is funded by investments and loan for startup businesses. Financial forecast (Appendix 16) considers loan of £50,000 from Development Bank of Wales (2026) for 5 years with estimated interest of 10% p/a, £10,000 founder investment and £160,000 from angel investors. Also, business aims to gather at least £6,000 of government grant funding. 
The financial forecast predicts the business reaching the breakeven point in 7 months after the official launch (Appendix 17), with approx. 2038 items sold in that month. Crucial expenses with prices are provided in Appendix 18-20.
10. [bookmark: _Toc212105320]Competitor analysis
The current market competitors are Skims and Savage X Fenty. Both brands base their business model on direct-to-consumer online shopping, celebrity involvement and diversity. Bra prices average around £60 with options of membership discounts. Their main strategies are community and partnership, also innovation that has been successful for Skims. Research has been completed using SWOT analysis (SWOT) from both companies (Appendix 21-22).
Based on this analysis, Kulta Lingerie decides to use same business model while focusing on women’s empowerment as a core brand message. The business focuses on affordability to wide range of customers, in contrast to its competitors.
11. Critical Appraisal
Kulta Lingerie has significant potential for success and expansion in the market. Focusing on relationship with regular customers and constantly targeting new ones, company predicts to become financially independent within its first year. The SWOT explores internal and external factors affecting the success of the business which provides a very optimistic scenario (Appendix 23). Market research proves the growing demand for wide range of bra sizes, supporting Kula Lingerie as a specialist in D+ lingerie. 


[bookmark: _Toc212105321]Part 2: Individual Reflection
Description 
This reflection follows Gibb’s Reflective Cycle and focuses on my experience involving development of my entrepreneurial skills during preparation of business plan at Managing Enterprise module. 

Feelings 
At the beginning of this semester, I identified myself very anxious and insecure due to previous work experiences and my perception of the level of knowledge I should have at this moment in life. I started to feel frustrated because I could not decide about one specific business idea for my assignment. I also felt overwhelmed as I wanted to perform well while managing my mental wellbeing. Over time, I became more optimistic about my business idea and more confident in utilising my skills in the experience. However, the feeling of self-doubt accompanied me throughout the process. 

Evaluation 
A positive aspect of the experience was the development of my understanding of marketing, especially about different types of marketing. The lecturer explained the steps of completing market research and market segmentation very well using real-life examples. This helped me to decide what my targeted audience is and chose appropriate marketing tools to my business. Challenging aspect was evaluating the viability of my business idea being in challenging position after completing SWOT analysis and Lewin’s Force Fields analysis, which revealed competitive pressure and potential weaknesses in business success. 

Analysis 
I developed several entrepreneurial skills throughout the module. This experience helped me expand my marketing knowledge and skills, particularly in understanding market research types, segmentation and promotional strategies for effective marketing. I also strengthened my critical thinking by applying analytical tools such as SWOT analysis and Porter’s 5 Forces to evaluate my business idea objectively. In addition, I improved my problem-solving skills by adapting my idea after identifying market limitations during primary and secondary research. My financial literacy skill also developed, as I became more capable of structuring financial forecast and consider different financial aspects in the business. 

Conclusion 
During the experience, I could have asked more questions about marketing strategies using my personal examples instead of keeping quiet for most of lectures. Also, I could have practice the critical thinking between the lectures by using other frameworks learnt at the university more often. Lastly, I could have improved my financial management skills by asking additional questions during or after lecture.
If I were to personally invest in my business idea, I would do so with the founder investment fund I decided to record. I see a genuine gap in the market, where affordable and inclusive sizing is lucking while this would resolve a problem of many women. Also, the new trends of relationship build, and personal brand are required in today’s market, and my business idea considered those aspects to become successful. However, the analysis highlights risk such as strong competition and dependency on manufacturers. Therefore, I would invest only in partnership with experienced business owners to explore different strategies.


Action Plan 
To improve in the future, I will engage more actively in lectures by preparing questions in advance and reviewing content prior. I also plan to apply analytical tools across different business ideas I have until the end of this semester, to strengthen my critical thinking. Additionally, I will explore more marketing knowledge by watching Neil Patel content on YouTube once a week and I will read three books from author Philip Kotler in the next 12 months.
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Appendix 1 – brand logo:
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(ChatGPT, 2026) 
Appendix 2 – proposed design of one of the styles:
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Appendix 3 – proposed manufacturer:
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Appendix 4 – proposed one of the locations in London:
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Appendix 5 – proposed location in Bristol: 
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Appendix 6 – Organisational Chart: 
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Appendix 7 – Application design:
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(ChatGPT, 2026)



Appendix 8 – Branded mobile fitting lounge design:
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(ChatGPT, 2026)

Appendix 9 – Primary research question 1:
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(Microsoft Forms, 2026)
Appendix 10 - Primary research question 2 and 3:
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(Microsoft Forms, 2026)











Appendix 11 - Primary research question 4 and 5:
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(Microsoft Forms, 2026)











Appendix 12 - Primary research question 6 and 7:
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(Microsoft Forms, 2026)

Appendix 13 - Primary research question 8 and 9:[image: ]
(Microsoft Forms, 2026)

Appendix 14 - Primary research question 10 and 11:[image: ]
(Microsoft Forms, 2026)

Appendix 15 - Primary research question 12:[image: ]



Appendix 16 – Financial Forecast:
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Appendix 17 – Breakeven point:


Appendix 18 – Tractor unit:
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Appendix 19 – Lorry trailer:
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Appendix 20 – podcast studio for rent:
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Appendix 21 – SWOT analysis Skims Body: 
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Appendix 22 – SWOT analysis Savage X Fenty: 
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Appendix 23 – SWOT analysis Kulta Lingerie: 
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Sales and expenditure 12 months forecast 

Sales	Month 1	Month 2	Month 3	Month 4	Month 5	Month 6	Month 7	Month 8	Month 9	Month 10	Month 11	Month 12	0	50000	55000.000000000007	60500.000000000015	66550.000000000015	73205.000000000029	80525.500000000044	88578.050000000061	97435.855000000069	107179.44050000008	117897.3845500001	129687.12300500013	Total Expenditure	Month 1	Month 2	Month 3	Month 4	Month 5	Month 6	Month 7	Month 8	Month 9	Month 10	Month 11	Month 12	164885.79999999999	66369	68869	69519	71334	74330.5	75526.649999999994	77942.42	81599.759999999995	83522.83	86738.22	91275.14	
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Business Forecast  Kulta Lingerie.xlsx


Business Forecast Kulta Lingerie.xlsx
Forecast

		Forecast		Month 1		Month 2		Month 3		Month 4		Month 5		Month 6		Month 7		Month 8		Month 9		Month 10		Month 11		Month 12

		Income

		Sales		£   - 0		£   50,000.00		£   55,000.00		£   60,500.00		£   66,550.00		£   73,205.00		£   80,525.50		£   88,578.05		£   97,435.86		£   107,179.44		£   117,897.38		£   129,687.12

		Loans		£   50,000.00		£   - 0		£   - 0		£   - 0		£   - 0		£   - 0		£   - 0		£   - 0		£   - 0		£   - 0		£   - 0		£   - 0

		Grants		£   6,000.00		£   - 0		£   - 0		£   - 0		£   - 0		£   - 0		£   - 0		£   - 0		£   - 0		£   - 0		£   - 0		£   - 0

		Founder investment		£   10,000.00

		Investment		£   160,000.00		£   - 0		£   - 0		£   - 0		£   - 0		£   - 0		£   - 0		£   - 0		£   - 0		£   - 0		£   - 0

		Total Income		£   226,000.00		£   50,000.00		£   55,000.00		£   60,500.00		£   66,550.00		£   73,205.00		£   80,525.50		£   88,578.05		£   97,435.86		£   107,179.44		£   117,897.38		£   129,687.12



		Expenditure

		Domain		£   700.80

		Company House register 		£   100.00

		Wages		£   5,824.00		£   13,468.00		£   13,468.00		£   13,468.00		£   13,468.00		£   13,468.00		£   13,468.00		£   13,468.00		£   13,468.00		£   13,468.00		£   13,468.00		£   13,468.00

		Telephone		£   110.00		£   110.00		£   110.00		£   110.00		£   110.00		£   110.00		£   110.00		£   110.00		£   110.00		£   110.00		£   110.00		£   110.00

		IT equipment		£   5,245.00

		Insurances		£   700.00		£   700.00		£   700.00		£   700.00		£   700.00		£   700.00		£   700.00		£   700.00		£   700.00		£   700.00		£   700.00		£   700.00

		Accountant		£   300.00		£   300.00		£   300.00		£   300.00		£   300.00		£   300.00		£   300.00		£   300.00		£   300.00		£   300.00		£   300.00		£   300.00

		Petrol for lorry		£   450.00		£   450.00		£   450.00		£   450.00		£   450.00		£   450.00		£   450.00		£   450.00		£   450.00		£   450.00		£   450.00		£   450.00

		Lorry vehicle purchase		£   14,450.00		£   - 0		£   - 0		£   - 0		£   - 0		£   - 0		£   - 0		£   - 0		£   - 0		£   - 0		£   - 0		£   - 0

		Lorry trailer purchase		£   4,530.00		£   - 0		£   - 0		£   - 0		£   - 0		£   - 0		£   - 0		£   - 0		£   - 0		£   - 0		£   - 0		£   - 0

		Renovation of the vehicle		£   40,000.00		£   - 0		£   - 0		£   - 0		£   - 0		£   - 0		£   - 0		£   - 0		£   - 0		£   - 0		£   - 0		£   - 0

		Vehicle maintenance		£   - 0		£   200.00		£   200.00		£   200.00		£   200.00		£   200.00		£   200.00		£   200.00		£   200.00		£   200.00		£   200.00		£   200.00

		Retail Park permission		£   - 0		£   2,000.00		£   2,000.00		£   2,000.00		£   2,000.00		£   2,000.00		£   2,000.00		£   2,000.00		£   2,000.00		£   2,000.00		£   2,000.00		£   2,000.00

		Loans		£   - 0		£   1,065.00		£   1,065.00		£   1,065.00		£   1,065.00		£   1,065.00		£   1,065.00		£   1,065.00		£   1,065.00		£   1,065.00		£   1,065.00		£   1,065.00

		Materials/ Stock		£   26,400.00		£   5,000.00		£   5,500.00		£   6,050.00		£   6,655.00		£   7,320.50		£   8,052.55		£   8,857.81		£   9,743.59		£   10,717.94		£   11,789.74		£   12,968.71

		Shipping costs		£   10,000.00		£   10,000.00		£   11,000.00		£   12,100.00		£   13,310.00		£   14,641.00		£   16,105.10		£   17,715.61		£   19,487.17		£   21,435.89		£   23,579.48		£   25,937.42

		Influencer cost		£   32,000.00		£   22,000.00		£   22,000.00		£   22,000.00		£   22,000.00		£   22,000.00		£   22,000.00		£   22,000.00		£   22,000.00		£   22,000.00		£   22,000.00		£   22,000.00

		Marketing company		£   21,000.00		£   8,000.00		£   8,000.00		£   8,000.00		£   8,000.00		£   8,000.00		£   8,000.00		£   8,000.00		£   8,000.00		£   8,000.00		£   8,000.00		£   8,000.00

		Events sponsorship		£   - 0		£   - 0		£   1,000.00		£   - 0		£   - 0		£   1,000.00		£   - 0		£   - 0		£   1,000.00		£   - 0		£   - 0		£   1,000.00

		Paid Adverts		£   2,000.00		£   2,000.00		£   2,000.00		£   2,000.00		£   2,000.00		£   2,000.00		£   2,000.00		£   2,000.00		£   2,000.00		£   2,000.00		£   2,000.00		£   2,000.00

		Gifts for the lorry campaign		£   500.00		£   500.00		£   500.00		£   500.00		£   500.00		£   500.00		£   500.00		£   500.00		£   500.00		£   500.00		£   500.00		£   500.00

		Podcast studio		£   576.00		£   576.00		£   576.00		£   576.00		£   576.00		£   576.00		£   576.00		£   576.00		£   576.00		£   576.00		£   576.00		£   576.00

		Total Expenditure		£   164,885.80		£   66,369.00		£   68,869.00		£   69,519.00		£   71,334.00		£   74,330.50		£   75,526.65		£   77,942.42		£   81,599.76		£   83,522.83		£   86,738.22		£   91,275.14



		Net Cash Flow		£   61,114.20		-£   16,369.00		-£   13,869.00		-£   9,019.00		-£   4,784.00		-£   1,125.50		£   4,998.85		£   10,635.64		£   15,836.10		£   23,656.61		£   31,159.17		£   38,411.99

		Opening Balance		£   226,000.00		£   61,114.20		£   44,745.20		£   30,876.20		£   21,857.20		£   17,073.20		£   15,947.70		£   20,946.55		£   31,582.19		£   47,418.28		£   71,074.89		£   102,234.06

		Closing Balance		£   61,114.20		£   44,745.20		£   30,876.20		£   21,857.20		£   17,073.20		£   15,947.70		£   20,946.55		£   31,582.19		£   47,418.28		£   71,074.89		£   102,234.06		£   140,646.05








image19.png
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Sales £ - e 50,000.00 | £ 55,000.00 | £ 60,500.00 | £ 66,550.00 | £ 73,205.00 | £ 8052550 | £ 88578.05 | £ 9743586 | £ 107,179.44 | £ 117,897.38 | £ 129,687.12
Loans £ 50,000.00 | £ - e - e - e - e - e - e - e - e - e - e -
Grants £ 600000 ¢ - e - e - e - e - e - e - e - e - e - e -
Founder investment £ 10,000.00

Investment £ 160,000.00 | £ - e - e - e - e - e - e - e - e - e -

Total Income £ 226,000.00 | £ 50,000.00 | £ 55,000.00 | £ 60,500.00 | £ 66,550.00 | £ 7320500 [ £ 8052550 | £ 88,578.05 | £ 97,435.86 | £ 107,179.44 | £ 117,807.38 | £ 129,687.12
Expenditure

Domain £ 700.80

Company House register | £ 100.00

Wages £ 5,824.00 | £ 13,468.00 | £ 13,468.00 | £ 13,468.00 | £ 13,468.00 | £ 13,468.00 | £ 13,468.00 | £ 13,468.00 | £ 13,468.00 | £ 13,468.00 | £ 13,468.00 | £ 13,468.00
Telephone £ 11000 [ £ 11000 [ £ 11000 [ £ 11000 [ £ 11000 [ £ 11000 [ £ 11000 [ £ 11000 [ £ 11000 [ £ 11000 [ £ 11000 [ £ 110.00
IT equipment £ 5,245.00

Insurances £ 700.00 | £ 700.00 | £ 700.00 | £ 700.00 | £ 700.00 | £ 700.00 | £ 700.00 | £ 700.00 | £ 700.00 | £ 700.00 | £ 700.00 | £ 700.00
Accountant £ 30000 | £ 30000 | £ 30000 | £ 30000 | £ 30000 | £ 30000 | £ 30000 | £ 30000 | £ 30000 | £ 30000 | £ 30000 | £ 300.00
Petrol for lorry £ 450.00 | £ 450.00 | £ 450.00 | £ 450.00 | £ 450.00 | £ 450.00 | £ 450.00 | £ 450.00 | £ 450.00 | £ 450.00 | £ 450.00 | £ 450.00
Lorry vehicle purchase £ 14,450.00 | £ - e - e - e - e - e - e - e - e - e - e -
Lorry trailer purchase £ 453000 | £ - e - e - e - e - e - e - e - e - e - e -
Renovation of the vehicle | £ 40,000.00 | £ - e - e - e - e - e - e - e - e - e - e -
Vehicle maintenance £ - e 20000 | £ 20000 | £ 20000 | £ 20000 | £ 20000 | £ 20000 | £ 20000 | £ 20000 | £ 20000 | £ 20000 | £ 200.00
Retail Park permission £ - e 2,000.00 | £ 2,000.00 | £ 2,000.00 | £ 2,000.00 | £ 2,000.00 | £ 2,000.00 | £ 2,000.00 | £ 2,000.00 | £ 2,000.00 | £ 2,000.00 | £ 2,000.00
Loans £ - e 1,065.00 | £ 1,065.00 | £ 1,065.00 | £ 1,065.00 | £ 1,065.00 | £ 1,065.00 | £ 1,065.00 | £ 1,065.00 | £ 1,065.00 | £ 1,065.00 | £ 1,065.00
Materials/ Stock £ 26,400.00 | £ 5,000.00 | £ 5,500.00 | £ 6,050.00 | £ 6,655.00 | £ 7,32050 | £ 8052.55 | £ 8857.81 | £ 974359 | £ 10,717.94 | £ 11,789.74 | £ 12,968.71
Shipping costs £ 10,000.00 | £ 10,000.00 | £ 11,000.00 | £ 12,100.00 | £ 13,310.00 | £ 14,641.00 | £ 16,105.10 | £ 17,715.61 | £ 19,487.17 | £ 21,435.89 | £ 23,579.48 | £ 25,937.42
Influencer cost £ 32,000.00 | £ 22,000.00 | £ 22,000.00 | £ 22,000.00 | £ 22,000.00 | £ 22,000.00 | £ 22,000.00 | £ 22,000.00 | £ 22,000.00 | £ 22,000.00 | £ 22,000.00 | £ 22,000.00
Marketing company £ 21,000.00 | £ 8,000.00 | £ 8,000.00 | £ 8,000.00 | £ 8,000.00 | £ 8,000.00 | £ 8,000.00 | £ 8,000.00 | £ 8,000.00 | £ 8,000.00 | £ 8,000.00 | £ 8,000.00
Events sponsorship £ - e - e 1,000.00 | £ - e - e 1,000.00 | £ - e - e 1,000.00 | £ - e - e 1,000.00
Paid Adverts £ 2,000.00 | £ 2,000.00 | £ 2,000.00 | £ 2,000.00 | £ 2,000.00 | £ 2,000.00 | £ 2,000.00 | £ 2,000.00 | £ 2,000.00 | £ 2,000.00 | £ 2,000.00 | £ 2,000.00
Gifts for the lorry campaign | £ 500.00 | £ 500.00 | £ 500.00 | £ 500.00 | £ 500.00 | £ 500.00 | £ 500.00 | £ 500.00 | £ 500.00 | £ 500.00 | £ 500.00 | £ 500.00
Podcast studio £ 576.00 | £ 576.00 | £ 576.00 | £ 576.00 | £ 576.00 | £ 576.00 | £ 576.00 | £ 576.00 | £ 576.00 | £ 576.00 | £ 576.00 | £ 576.00
Total Expenditure £ 164,885.80 | £ 66,369.00 | £ 68,869.00 | £ 69,519.00 | £ 71,334.00 | £ 7433050 | £ 7552665 | £ 7704242 | £ 81,599.76 | £ 83,522.83 | £ 86,738.22 | £ 91,275.14
Net Cash Flow £ 61,114.20 | £ 16,369.00 | £ 13,869.00 | £ 5,018.00 |£ 4,784.00 £ 112550 | £ 499885 | £ 10,635.64 | £ 1583610 | £ 23,656.61 | £ 3115017 | £ 38,411.99
Opening Balance £ 226,000.00 | £ 61,114.20 | £ 4474520 | £ 30,876.20 | £ 21,857.20 | £ 17,073.20 | £ 15947.70 | £ 20,946.55 | £ 31,582.19 | £ 4741828 | £ 71,074.89 | £ 102,234.06
Closing Balance € 61,114.20 | £ 44,745.20 | £ 30,876.20 | £ 21,857.20 | £ 17,073.20 | £ 15,047.70 | £ 20,946.55 | £ 31,582.19 | £ 4741828 | £ 71,074.89 | £ 102,234.06 | £ 140,646.05 |
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To provide solutions for every body by becoming the world’s most influential and valuable modern apparel brand.

Strengths

# BRANDING: Unmatched cultural relevance driven by Kim K's 360M+ reach.
% INCLUSIVITY: Industry-leading size (XXS-5X) and shade range builds loyalty.
#* GROWTH: Explosive 50%+ Yo revenue growth, reaching $750M run rate.
% PARTNERSHIPS: High-profile deals (NBA, Team USA) elevate brand status.

# DIC: Strong direct-to-consumer channel provides rich customer data.

Opportul

¥ MENSWEAR: Leverage successful launch to capture significant market share.

¥ INTERNATIONAL: Massive untapped demand in Europe and Asia-Pacific markets.
4 RETAIL: Strategic global flagship stores can drive brand immersion/sales.

¥ CATEGORIES: Expand into adjacent markets like swimwear, kids, and footwear.
¥ WHOLESALE: Deepen partnerships with luxury retailers like Nordstrom/Saks.

Weaknesses

A DEPENDENCE: Brand equity is deeply tied to Kim K, creating key-person risk.

A PRICING: Premium price point vulnerable to economic downturns/competitors.

A OPERATIONS: Reports of inconsistent quality control and shipping delays.

A SUSTAINABILITY: Lacks a clear, communicated sustainability narrative.

A PHYSICAL: Limited physical retail footprint restricts customer experience.

Threats

© COMPETITION: Intense pressure from Spanx, Savage X Fenty, and Lululemon.

© ECONOMY: Inflation and recession risk may reduce consumer discretionary spend.

O FATIGUE: Potential for consumer burnout from celebrity-led brands.

© SUPPLY-CHAIN: Geopolitical risks could disrupt key manufacturing regions.

© COPYCATS: Fast fashion giants can quicly replicate popular styles.

Key Priorities

© EXPANSION: Aggressively scale menswear and international DTC operations.

© BRAND: Solidify brand beyond founder via major cultural partnerships.

© OPERATIONS: Invest heavily in supply chain and quality control systems.

© RETAIL Accelerate the rollout of immersive physical retail experiences.

Chat

B3 Other favourites

Sign In
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To celebrate fearlessness, confidence, & inclusivity by becoming the global leader in inclusive apparel.

Strengths

% BRAND: Rihanna's authentic vision drives unparalleled brand equity & loyalty

% COMMUNITY: Massive, engaged social following (5M+ IG) creates a strong moat
% INCLUSIVITY: Widest size range in the industry (XS-4X) is a core differentiator

% D2C: Direct relationship with customers provides invaluable first-party data

% BUZZ: High-impact fashion shows generate massive earned media value

Opportunities

¥ INTERNATIONAL: Untapped growth potential in European and Asian markets
¥ MENSWEAR: Rapidly growing men's line is a major revenue diversification

# RETAIL: Strategic physical store expansion can boost sales and brand image

¥ CATEGORIES: Extend brand into adjacent markets like swimwear and activewear

# TECH: Leverage customer data for personalization and better fit technology

Weaknesses

A SUBSCRIPTION: VIP model causes customer friction, negative reviews on BBB
A OPERATIONS: Supply chain and fulfillment issues reported during peak demand
A RETAIL: Limited physical store footprint restricts omnichannel experience

A PROFITABILITY: Focus on growth over profits creates long-term financial risk

A COMPETITION: Intense pressure from well-funded rivals like Skims

Threats

© COMPETITION: Skims' rapid growth and similar ethos is a direct threat

© ECONOMY: Discretionary spending cuts during recession could impact sales

© SUPPLY-CHAIN: Global logistics instability threatens inventory and margins

© AUTHENTICITY: Any perceived disconnect from core values could cause backlash
© FASHION-CYCLE: Risk of falling out of favor as trends and tastes evolve

Key Priorities

© OMNICHANNEL: Aggressively expand physical retail to mirror D2C strength

© OPERATIONS: Fortify supply chain to support global scale and profitability

© EXPERIENCE: Refine the VIP model to enhance customer LTV and reduce churn

© EXPANSION: Systematically enter new global markets and product categories
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