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1. [bookmark: _Toc110251704]Business/Company Overview

MiniMe is a new company on the market with a store located in Birmingham city center and focused on online sales nationwide of kid`s clothing. 
Our slogan is “Give Love, Give Hope, Give your kids the best clothes!”
Baby clothing and children`s clothing shopping is never-ending, as any new parent would prove. Every child appears to outgrow clothing more quickly than you can replace them. We will offer a wide range of children’s clothes reflecting the late trends. Seasonal changes, particular holidays, and events will all affect how people dress. Additionally, to selling gift cards, gift-wrapping services will be offered. 
[bookmark: _Toc110251705]1.1 Legal structure:
The MiniMe company is founded in May 2022 by partners Christopher Munsaka, Neli Miteva, Penka Hristova, Radostina Rusenova, and Oana Mircea with a start-up grand of £50,000 in total from The Lottery UK. Partnership as a legal structure was chosen based on every partner who will contribute their unique expertise, abilities, contacts, and commercial experience to the company, providing it a higher success rate than all the other partners operating independently. This legal structure also has been chosen to keep the cost down as their will be no personal investments.  
[bookmark: _Toc110251706]1.2 Mission:
Our company`s mission is to satisfy our customers’ needs from children`s clothes of good quality at affordable prices to provide an excellent service and fast delivery everywhere in United Kingdom. 
[bookmark: _Toc110251707]1.3 Vision:
      MiniMe`s vision is to expand worldwide and become the number one retailer of kid`s clothes. To develop our range of products and open branches in the main cities in the United Kingdom such as London, Leeds, Manchester, etc.

2. [bookmark: _Toc110251708]Product and Services

MiniMe will offer a wide range of good quality clothes for infants to teenagers aged 12. All the products can customize in their style and vision, this can be done in our store in Birmingham city center or on our website www.minime.co.uk. 
The main products will be the following:
· Bodysuits
· Long and short sleeves tops
· Dresses
· Bottoms (shorts, pants, etc.)
· Sweaters 
· Coats
· Shoes
· Customized designs
· Free Gift-wrapped will be provided if required


3. [bookmark: _Toc110251709]Market Audit 

To understand the market better and to see how strong the competition is, we did a competitor, SWOT, and PESTEL analysis. 

3.1 [bookmark: _Toc110251710]Competitors Analysis:

Every business must actively engage in competitive analysis to learn how their own organisation compares to its rivals in order to avoid failure (Bloodgood, 2002). We compared MiniMe to three other competitors in Retail industry Poney Ltd, PatPat, and Babyshop to see their strength, weaknesses, strategies, etc. (figure 1). 
Small to medium-sized companies with a well-established presence in the market are the primary rivals in the sector. As the biggest market shareholder (at 9%), with the most customers, and at the lowest price, Company PatPat is the main threat. Because of their size of operation and sales force, Poney Ltd.'s product most closely resembles our own, where Babyshop with their big brand partners are well presented on the market. 







Figure 1 
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Figure 2
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[bookmark: _Toc110251711]3.2 SWOT Analysis:

SWOT analysis is frequently laid out as a 2-by-2 table or matrix, with internal performance enhancers labeled as strengths and internal performance inhibitors as weaknesses (Leigh, 2009).

Strength:
· Wide range of clothes
· Affordable prices
· Good quality
· 24/7 access true the website
· Available discount for bundle buying and regular clients
Weaknesses: 
· New business on the market 
· Big and established competitors
·  Small start-up capital
· The risk of importing products from China such as a change in trade politics. Unavailability of the required clothes during lack of import and export services due to uncertainties such as pandemics (Zhao and Kim, 2021).
Opportunities:
· Fast-growing sector
· Lack of variety on the market
· High demand for kids’ clothes
· Expand online sales
Threats:
· Established competitors 
· Raising inflation 
· New competitors with lower prices

[bookmark: _Toc110251712]3.3 PESTEL Analysis

	A PESTEL analysis is a multidimensional method for evaluating broad factors in terms of understanding an organization's strategic direction and supporting thoughtful as well as responsible choices regarding organizational operations (Song, 2017). There are several external drivers of change that may affect fashion companies. Since these factors are expected to have a greater impact on fashion business models, will focus on economic, social, technological, and environmental factors. 
Economic - factors like economic productivity, underemployment, changes in resource prices, wage and product costs, or consumer spare cash will all be considered when examining the economic environment. In times like this, where we are facing so difficult times during the Covid 19 and the Ukraine war, everything is so unstable, the inflation is going higher and people are struggling and this may impact our company in a very negative way. 
Environment - The factors related to "green" and sustainability issues are all included in the environmental aspect. There are several issues in the fashion industry, such as global warming, air quality, water contamination, waste disposal, and the treatment of finite natural resources such as oil and water. 
Social factors - also referred to as socio-cultural factors—show how merchants should comprehend their clients' customers and the forces that shape their beliefs and behaviours. Demographic changes, lifestyle and fashion trends, mindsets, customer needs, wealth disparity, and health awareness are a few of the corresponding factors that will be examined. 
Technological factors such as the development of the internet, social media platforms, or process improvements may also have an impact on the fashion industry's ability to produce, market, distribute, or advertise its goods while also creating new avenues for consumers to buy them.

[bookmark: _Toc110251713]4. Target market

[bookmark: _Toc110251714]4.1 Segmentation 

It is important to identify key characteristics and products that define the target market, such as demographics, psychographics, and preferences. Target market segmentation success depends on the level and extent of market research success (Metaxas, 2005). The need or gap in the market can be identified by analyzing each dimension of a consumer's profile (Curtis, K.R. and Allen, S., 2018). The baby care market has been recorded to be worth around £19.89 million (Statista, 2022) In 2023, the baby clothing market is anticipated to expand in volume by 4.6% (Statista, 2022). MiniMe will aim to bring these necessary goods to the target customer group. A general market assessment survey may be the best method for businesses without an existing customer base to collect consumer data and identify a target market for new products or services. Mini-Me created an internet survey. It allowed us to identify faster, in a less expensive way our potential customers and to analyze the results instantly.




Figure 3
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[bookmark: _Toc110251715]4.2 Targeting:

It would provide MiniMe with the opportunities to look into the specific needs of the customers and fulfill them effectively. Parents of children will make up the target market because they are more able to appreciate the benefit of the company's products than other consumers. Parents could be couped by first-time parents and experienced parents. The other target group of MiniMe is grandparents, friends, uncles, aunts, and extended family members. They would be considered also as our potential customers. 


[bookmark: _Toc110251716]4.3 Positioning:

	The products to be offered to the target population will be available online and in our store in Birmingham city center at an affordable price and with high quality. This will appeal to parents who are looking for good value and high-quality children's apparel. In figure 4 we can see where MiniMe will be positioning on the market compared to the other three competitors we have analysed. 
Figure 4
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5. [bookmark: _Toc110251717]Marketing plan

MiniMe will concentrate on developing an online shop and a satisfactory place in Birmingham to shop for baby and children’s clothes. We will cover the needs of parents for children’s clothes not only in Birmingham but everywhere in the United Kingdom. 
The four components of the marketing mix—product, price, place, and promotions (the “4 Rs”) are combined to provide a distinct competitive advantage (Mariotti & Glackin, 2017). 

5.1 [bookmark: _Toc110251718]Product: 

MiniMe will introduce a new range of apparel for newborn babies as well as teenagers for both females and males. Our products will be high-quality, at affordable prices, which will ensure us, loyal customers. Their expectations are based on an audit conducted by our survey. Due to the epidemiological situation in which we find ourselves the possibility of online sales through the store's website will provide convenience and security for parents with children by satisfying their needs. Since the clothes will be for the children, the quality of the clothes will be considered primarily. MiniMe will be able to offer a different product from its opponents thanks to the following points of differentiation:
· An excellent selection of clothing, offered at reasonable pricing 
· Customized products
· Outstanding customer support before, during, and after the transaction in our online shop and In-store retail customer care that is delivered with a personal touch.
· Giving consumers the necessary assurances about the items, efficient customer service delivery would cover both in-store, online and after-sales service.

5.2 [bookmark: _Toc110251719]Price:

MiniMe will position children's apparel above cheap items to promote the high value of the goods and will make high-quality clothing affordable and attractive for people who seek it. The apparel for the children would be made available to the customers at comparatively low prices than the competitors initially so that it could conquer the market. Then, slightly the prices of the products would be increased with effective monitoring of the needs of the customers. It is likely to follow penetration pricing strategies as well as competitive pricing. Competitive pricing strategies prove effective in standing against the competitors on the market (Gibbs et al., 2018). Large buyers will be offered discounts.

5.3 [bookmark: _Toc110251720]Promotion:

The products would be marketed using both traditional as well as online marketing practices. The traditional method, billboards, and newspapers will be used. Our company will work locally to advertise items, such as in regional newspapers. The online platforms of social media such as Facebook, Twitter, Instagram, TikTok, and Emails would be primarily focused on. 
· Facebook - Our company will create a Facebook page and will display our clothes, and share links, and photos. Customers could write messages and leave their reviews for our product.
· Tweeter – will be used on the same base as Facebook. 
· Instagram - MiniMe will use Instagram for two main reasons. it is one of the most significant social media sites for this, where businesses can reach their target demographics through visual storytelling. Because Instagram is a cost-effective marketing platform, it is ideal for start-up businesses with constrained marketing resources (Buinac, E. and Lundberg, J., 2015).
· TikTok - MiniMe will use TikTok as a social media platform with a large user base.  By making a video advertisement on TikTok we will promote our company and gain new clients.
· Emails - Our company will use Email to advertise the goods or services we offer. By using it we will support our clients with our most recent products or offers and would ask for their feedback.

5.4 [bookmark: _Toc110251721]Place:

The distribution of the products will be carried out according to the extensive distribution strategies. In this strategy, the products could be accessed by people from our online store and in our store in Birmingham City Centre. With a four-hour drive for 90% of the population, Birmingham is well-connected to national and international travel, both by air, road, and rail (Cotton, 2019) which makes it an excellent location for business.







6. [bookmark: _Toc110251722]Management team

Figure 5[image: ] 
7. [bookmark: _Toc110251723]Financial Plan 

To start our business, we are going to use only the Grand of £50 000 but as it shows in figure 6, we decided to invest extra £10 000 (£2 000 personal assets from each partner) for the second year as needed for the business to continue. To keep the cost to a minimum we decided to do the work ourselves and not receive any wadges until we start generating enough profit, this will happen in the third year. Another way to keep the cost low is by manufacturing the clothing in China and than import them in United Kingdom.





Figure 6





From the figure 7 and the calculations we can see that for the first three months we estimate sales of approximately 380 units at average price £15 which is £10 more than the cost of the items. We estimated that to reach the break even point we need to sell 7875 units.





Figure 7
[image: ]

It could be concluded that for the successful establishment of the business, planning is very significant concerning the products and management of different functions of the business. The financial planning for the organization is a very important part. Business planning helps the organization to converge the traditional business process to make it effective in making the system indulged in doing the right things to attain profits.
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MiniMe 

Dec-22 Dec-23 Dec-24

Totals

Sales Income  £9,325.00 £39,520.00 £86,095.00 £134,940

Grants £50,000.00 £50,000

Bank Loan £0

Investment by Owner £10,000.00 £10,000

Any Other Income £0

Total Incoming £59,325 £49,520 £86,095 £194,940

Stock/ Materials £15,000.00 £8,600.00 £14,200.00 £37,800

Rent & Rates £8,550.00 £11,400.00 £11,400.00 £31,350

Wages £0.00 £0.00 £50,000.00 £50,000

Drawings and N.I.C £0.00 £0.00 £0.00 £0

Utilities £2,080.00 £3,120.00 £3,480.00 £8,680

Insurances £400.00 £600.00 £600.00 £1,600

Repairs and Renewals £0.00 £100.00 £140.00 £240

Motor Expenses £0.00 £0.00 £0.00 £0

Phone/Internet £320.00 £480.00 £500.00 £1,300

Advertising £200.00 £600.00 £850.00 £1,650

Print/Stationery £500.00 £740.00 £560.00 £1,800

Miscellaneous £0.00 £200.00 £140.00 £340

Loan Repayments £0.00 £0.00 £0.00 £0

Bank Charges £64.00 £96.00 £132.00 £292

Accountancy Fees £640.00 £960.00 £1,080.00 £2,680

Total Outgoing £27,754 £26,896 £83,082 £137,732

Incoming less outgoing £31,571 £22,624 £3,013 £57,208

Opening Bank Balance £0 £31,571 £54,195

Closing Bank Balance £31,571 £54,195 £57,208
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Forecast profit and loss account

Business: MiniMe
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