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[bookmark: _Toc242390585]INTRODUCTION

This business proposal outlines a 12-month growth strategy for Missguided, an online fashion brand offering affordable, trend-led womenswear. Founded in the UK in 2009 by Nitin Passi (The Industry Beauty, 2026), Missguided is known for its bold style and collections spanning everyday clothing, evening wear and occasion outfits. Following SHEIN’s acquisition of the brand in 2023 (Wang, 2026), providing Missguided access to production and distribution capabilities that could support further growth.

Missguided operates in a highly competitive market where customers can easily compare prices, switch retailers and purchase second-hand alternatives (Zanjirani Farahani, et al. 2022). The proposed business idea is to strengthen its UK market position through distinctive, occasion-focused collections, improved online shopping experiences and targeted marketing. Initially aimed at women aged approximately 18–30, subject to customer research, the strategy will combine small product launches with creator partnerships (Schünke, et al. 2021), clearer sizing information and customer retention campaigns.

The main aim is to achieve profitable growth by giving customers stronger reasons to choose Missguided and purchase again (Kumar, Pansari, 2016). The proposal will investigate customer preferences, assess competitor activity and test whether the planned improvements can increase sales while controlling marketing costs and returns.

The proposed objectives for the first year are to increase UK net revenue, after discounts and returns, by 15% against a comparable baseline. Improve the proportion of first-time customers purchasing again within 90 days by five percentage points. Increase website conversion by 10% relative to the baseline (Di Fatta, et al. 2018). Reduce returns linked to fit or inaccurate product descriptions by 10% relative to the baseline. Recover customer acquisition spending within 90 days through the contribution generated by those customers.

These targets are provisional and will be reviewed once baseline performance and research findings are available. Implementation will begin with customer research and limited trials, followed by evaluation and selective expansion. This approach is intended to establish a commercially viable UK growth model before considering further international opportunities.

[bookmark: _Toc242390586]METHODOLOGY

The research will use secondary research to assess Missguided’s market position, identify customer needs and evaluate growth opportunities. This will allow data to be collected from various credible sources efficiently compared to the time required to collect primary data (Cheong, et al. 2023). 

The research will examine existing information from official company sources like Missguided’s website, product listings and announcements from SHEIN to understand its positioning, pricing and operating structure. Market and industry sources for ONS statistics, industry reports and reputable retail publications to investigate online fashion trends, consumer spending and competitive pressures.

The websites and reports of competitors like ASOS, PrettyLittleThing and H&M will be compared on product ranges, prices (Ringel, Skiera, 2014), promotions, delivery and returns. Prices will be collected on the same date, in the same currency and across comparable products.

Customer reviews and social media with a sample of recent feedback will be analysed for recurring themes relating to quality, sizing, delivery, value and brand perception (Li, Zhao, 2025). Reviews will be treated as indicative rather than representative of all customers.

Sources will be assessed for credibility, publication date, geographical relevance and potential bias. Research will prioritise the latest available information, clearly separate Missguided-specific results from wider group performance and acknowledge limitations such as small survey samples, self-selected reviews and restricted access to company financial data.

[bookmark: _Toc242390587]MARKET RESEARCH AND VALIDATION

Market research will assess whether Missguided’s proposed growth strategy addresses a genuine customer need and can generate profitable demand. The proposal assumes that occasion-focused collections, clearer product information and targeted marketing will improve customer acquisition and retention (Voss, Voss, 2008). These assumptions require testing before investment is committed.

[bookmark: _Toc242390588]Market Conditions and Competitive Position
Existing evidence suggests that online fashion remains an important retail channel. ONS 2026 data shows that online sales accounted for 30.2% of sales by textile, clothing and footwear retailers in Great Britain in 2025, compared with 18.8% in 2019. However, this measures the online share of sales within that retailer category and does not establish growth in Missguided’s addressable market or demand for its products. A larger online channel can also attract stronger competition.

Missguided’s access to SHEIN’s production and distribution infrastructure may support expansion, but operational capacity alone does not demonstrate customer preference. Similarly, Sumwon Studios’ reported revenue growth from $100 million in 2024 to $300 million in 2025 covers several brands (Retail Gazette, 2026). It should not be used as evidence that Missguided has achieved equivalent growth or profitability. Brand-specific sales, customer and margin data would be needed to establish its current position accurately.

Competitor research will therefore examine how Missguided compares with ASOS, PrettyLittleThing and H&M on comparable products, prices, styling content, sizing information, delivery and returns (Cheong, et al. 2023). Comparisons will use the same market, currency and collection dates, separating promotional prices from standard prices. This will help determine whether the proposed offer provides a meaningful advantage. Competitor activity can identify market expectations, but copying successful-looking campaigns would be insufficient because their profitability and suitability for Missguided may be unknown.

[bookmark: _Toc242390589]Customer Research
Customer research will analyse existing evidence rather than conduct questionnaires or interviews. The proposed focus on UK women aged approximately 18–30 will be treated as a hypothesis to investigate, rather than an established description of Missguided’s current customers.

	Secondary Source
	Research Focus
	Critical Limitation

	Consumer and Fashion Industry Reports
	Spending priorities, online shopping behaviour, value perceptions and resale preferences
	Findings may cover broad populations or international markets rather than Missguided’s target customers

	Published Customer Reviews
	Recurring experiences involving fit, quality, delivery, returns and value
	Reviewers are self-selected, and unusually positive or negative experiences may be overrepresented

	Public Social Media Comments
	Customer reactions to collections, styling content, campaigns and brand identity
	Engagement does not necessarily indicate purchasing intent or represent the wider customer base

	Search-Interest Data
	Changes in interest in Missguided, competitors and relevant product categories
	Relative search interest does not measure sales or reveal why someone searched

	Company and Competitor Reports
	Disclosed customer trends, retention initiatives and shopping behaviour
	Businesses selectively disclose information and may emphasise favourable results

	Published Product Reviews and Listings
	Product attributes customers discuss, price points and visible assortment
	Listings change frequently, while displayed review counts and sales indicators may lack a clear reporting period



Customer evidence will be collected using a documented sampling approach (Singh, et al. 2011). Reviews and public comments will be selected across a defined recent period, multiple platforms and a range of ratings. Positive, negative and mixed feedback will be included to reduce selective interpretation. Older feedback will be considered separately because it may relate to a different ownership period or operating model.

The material will be coded into themes such as sizing, product quality, affordability, delivery, returns and brand appeal. Recurring patterns will help identify potential weaknesses and unmet needs. However, the frequency of a complaint within the sample will not be presented as the proportion of all customers experiencing that problem.

[bookmark: _Toc242390590]Evaluating Customer Trends
Industry evidence suggests that consumers are increasingly selective about value and that resale is an important competitive alternative. However, broad trends cannot establish how Missguided’s customers behave. A preference for affordability, for example, does not necessarily mean that customers always choose the lowest price; fit, durability, convenience and delivery costs may also influence perceived value Mckinsey & Company (2025).

The analysis will therefore compare industry findings with brand-specific reviews and customer commentary. If several independent sources identify sizing uncertainty, improved fit information would have a stronger evidence base. If occasion-focused collections attract social engagement but little evidence of purchasing, the proposed product strategy would remain unvalidated.

[bookmark: _Toc242390591]Competitor Analysis
Missguided will be compared with ASOS, PrettyLittleThing and H&M on equivalent product categories, pricing, promotions, sizing information, delivery and returns. Prices will be recorded in the same currency and market on the same dates, with promotional and standard prices distinguished.

Customer feedback about competitors will help assess whether identified problems are specific to Missguided or common across online fashion. This distinction matters as an industry-wide problem may offer an opportunity to differentiate, whereas a Missguided-specific weakness may require basic service improvements before expansion.

Validation and Research Limitations
Secondary research will be used to test the consistency of the proposal’s assumptions against existing evidence. Greater confidence will be placed in findings supported by several independent, recent and relevant sources. Repeated reporting of the same original study will not be treated as independent confirmation.

Nevertheless, secondary data cannot fully establish willingness to pay, the likely response to a new collection or the profitability of a proposed campaign. Reviews reveal reported experiences, while social media and search data indicate attention rather than additional sales. Consequently, this research can justify a limited pilot but cannot, by itself, validate full-scale investment (Kawaf, Istanbulluoglu, 2019).

During weeks 3-6, the project will compile a source log, assess source quality, analyse customer themes and compare competitors. The resulting evidence will be used to retain, revise or reject elements of the proposal. Where findings remain inconclusive, growth targets and financial projections will be presented as assumptions requiring later testing through actual sales, returns and repeat-purchase performance.

[bookmark: _Toc242390592]RISKS

Using secondary research allows the proposal to draw on existing market reports, customer reviews, company publications and competitor information. However, these sources were produced for purposes other than this project. The main risk is therefore drawing conclusions that appear well supported but do not accurately reflect Missguided’s customers or commercial position.

[bookmark: _Toc242390593]Data Availability And Relevance
Missguided-specific information on sales, profitability and customer retention may be limited. Group-level results from Sumwon Studios cannot establish the performance of Missguided alone, while wider fashion research may cover different countries, age groups or price segments. Applying these findings directly could overstate the growth opportunity.

Each source will therefore be assessed for its relevance to the brand, UK market and proposed customer segment. Where suitable evidence is unavailable, the proposal will identify the gap and use clearly labelled assumptions rather than substitute broader figures as if they were equivalent.

[bookmark: _Toc242390594]Outdated Information
Changes in ownership, operations and product ranges mean that historical evidence may no longer describe the current business. Older customer complaints could relate to previous arrangements, while prices and promotional offers may change during the research period.

The analysis will prioritise recent evidence, record publication and access dates, and distinguish historical problems from current findings. Nevertheless, recent publication does not guarantee recent data, so the underlying research period will also be checked.

[bookmark: _Toc242390595]Source Bias And Reliability
Company publications may emphasise achievements, while commercial reports may favour the interests of their publishers. Customer reviews and social media comments are also self-selected and may disproportionately represent strong opinions (Rapp, et al. 2014). Consequently, repeated complaints can identify issues worth investigating but cannot establish how frequently those issues occur across the entire customer base.

The research will compare independent sources and include positive, negative and mixed evidence. Articles repeating the same original report will not be counted as separate confirmation. Findings will be qualified where methods, sample sizes or verification procedures are unclear.

[bookmark: _Toc242390596]Researcher Bias And Misleading Interpretation
Because the proposal already favours occasion-focused collections and targeted marketing, there is a risk of selecting evidence that supports these ideas. Social engagement or search interest could also be mistaken for purchasing demand.

To reduce this risk, the researcher will record contradictory findings and consider alternative explanations. For example, increased searches may reflect publicity or customer service concerns rather than purchase intentions. Strategic recommendations will distinguish observed behaviour, reported opinions and the researcher’s interpretation.

[bookmark: _Toc242390597]Comparability Of Competitor Information
Pricing comparisons may be misleading if products differ in quality, materials, delivery charges or promotional status. Comparing different markets or collection dates could create an artificial price advantage (Cillo, et al. 2010)

A consistent comparison framework will be used, covering similar products in the same market and currency over a defined period. Even then, conclusions will acknowledge that listed prices do not reveal competitors’ actual selling prices, margins or customer perceptions of value.

[bookmark: _Toc242390598]Researcher Workload And Access Constraints
Secondary research can become time-consuming because information is extensive, fragmented and sometimes contradictory (Zhang, et al. 2017). Paywalls or unavailable reports may encourage reliance on convenient but weaker sources. Excessive searching can also create stress and reduce the time available for analysis.

The project will use a defined search strategy, source-quality criteria and time limits for each research stage. A source log and secure backups will reduce duplicated work and the risk of losing evidence. Any limitations caused by restricted access will be disclosed.

[bookmark: _Toc242390599]Ethical Use Of Customer Content
Although reviews and social media comments may be publicly accessible, reproducing usernames or searchable quotations can unnecessarily identify individuals. The research will focus on aggregated themes, avoid unnecessary personal details and paraphrase customer experiences where appropriate. Direct quotations will be used sparingly and attributed accurately.

[bookmark: _Toc242390600]Limits To Commercial Validation
The most significant project risk is treating secondary evidence as proof that the growth strategy will succeed. Existing reports cannot confirm customers’ willingness to pay for a proposed collection or establish whether marketing expenditure will generate profitable additional sales.

Secondary research will therefore support an evidence-based recommendation for a limited pilot. Revenue targets, contribution margins and acquisition assumptions will remain provisional until tested against actual business performance. Investment should progress only when subsequent evidence supports demand, manageable returns and positive contribution.

[bookmark: _Toc242390601]GANTT CHART TIMELINE
[image: ]The below chart visually displays the preparation of the business proposal project using a horizontal bar chart of the project schedule and tasks over a 16-week timeline.


The Gantt chart presents a complete 16-week schedule for developing Missguided’s business growth proposal. It makes the transition from business analysis to business model development clearer. The schedule follows a logical sequence, although overlapping activities will require careful coordination to ensure that later decisions reflect the research findings.

Week 1 focuses on choosing the pathway, followed by the company description in Weeks 2–3. These activities establish the project’s direction and Missguided’s business context. The business proposal outline is developed during Weeks 4–5, alongside market research in Weeks 4–6. This overlap allows early research to shape the proposal, but the outline should remain open to revision if the evidence challenges the original growth idea.

PESTEL and competitor analysis take place during Weeks 5–6. Their timing allows findings from secondary research to inform the assessment of external conditions and competing retailers. However, the research period is relatively concentrated. A clear search strategy and source-quality criteria will be necessary to avoid relying on readily available but outdated or weak evidence.

Porter’s Five Forces, SWOT and the Ansoff Matrix are scheduled across Weeks 6–8. Completing these models together can help connect industry pressures, organisational capabilities and growth options. Nevertheless, they should not simply repeat the same observations. Porter’s Five Forces should assess industry competitiveness, SWOT should synthesise internal and external findings, and the Ansoff Matrix should evaluate possible growth directions. As research continues into Week 6, early conclusions should remain provisional.

Week 8 is an important transition point, as the analytical models are completed and work begins on the Business Model Canvas, which continues into Week 9. This overlap enables the emerging strategy to be translated into customer segments, a value proposition, channels, resources and revenue assumptions. A review at the end of Week 8 would help confirm that the proposed business model is supported by the evidence.

The marketing and sales strategy is developed during Weeks 10–11, followed by the operations plan in Weeks 11–12. This sequencing connects customer acquisition plans with the practical requirements for delivering the offer. The overlap is useful because promotional promises must be achievable through available stock, fulfilment capacity and customer service.

Human resources allocation and the financial plan run concurrently during Weeks 12–13. This allows staffing requirements and their costs to be considered together. However, preliminary financial estimates should be recorded earlier, particularly when developing the business model and marketing strategy. Otherwise, the detailed financial plan may reveal affordability problems after substantial work has already been completed.

Week 14 is allocated to reflection, providing time to evaluate the research process, decisions and limitations. Maintaining reflective notes throughout the project would strengthen this section. The executive summary follows in Week 15, appropriately allowing it to represent the completed proposal rather than its initial intentions.

Week 16 is reserved for final review and submission. Checks should address the consistency of the objectives, research findings, strategy and financial assumptions, alongside referencing and presentation. The main weakness is the absence of a separate contingency period: delays in earlier tasks could reduce the time available for final checks. Setting interim deadlines and reviewing progress at Weeks 6, 8 and 13 would help identify problems before they affect submission.
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