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1. Introduction, Business Idea, Aims and Objectives
1.1 Founder Background and Company Formation
This plan is written by Concy Jeya Prem Kumar Rasanayagam, founder-director of One Fashion (Pvt) Ltd. The venture is grounded in two vocational qualifications held by the founder: a tailoring certificate from an Italian fashion school and a fashion design qualification from Sri Lanka, both of which give the business an in-house capability to design and produce customised garments rather than relying solely on third-party manufacturing. The founder subsequently completed a Certificate of Higher Education in Leadership and Management, which provided the formal business grounding to translate a craft skill set into a structured commercial venture. The founder is now completing an MBA in International Business, of which this Business Development Proposal forms part.
One Fashion (Pvt) Ltd was incorporated as a private limited company in England and Wales on 19 December 2025 (company number 16921649), with its registered office in Leicester. It is directed jointly by the founder and a co-director (Companies House, 2026). Its registered activities include retailing clothing in stores, textiles and clothing via stalls and markets, and mail order or online sales (Companies House, 2026), supporting a hybrid model of an online store backed by market stalls and pop-up trading while building a customer base.
1.2 The Business Idea
One Fashion blends Sri Lankan silk-batik textiles with Indian-inspired tailoring to create three product lines for the UK: (1) traditional and occasion wear with authentic batik and silk-batik cloth; (2) western-fusion daywear adapting South Asian prints, silhouettes, and embroidery; and (3) bespoke, made-to-measure commissions based on the founder's tailoring skills. The founder built relationships with Sri Lankan textile and garment retailers before moving sourcing to Cambodia, Vietnam, Bangladesh, and Turkey for better prices, shorter lead times, and less dependence on a single market. This multi-country sourcing is a key operational feature and is addressed in the risk and cross-cultural sections. The venture's value proposition rests on the combination of distinctive cultural design, in-house customisation capability, and an evidence-based, small-batch approach to sustainability, rather than on competing with fast-fashion retailers on price or volume.

1.3 Aim
The aim of this Business Development Plan is to determine whether One Fashion (Pvt) Ltd can be launched and grown as a financially viable UK-based online fashion business by testing customer demand, validating a realistic multi-country sourcing and funding model, and identifying the operational conditions required before full launch.
1.4 Objectives
To achieve this aim, the plan sets out to:
1. Assess UK demand for Sri Lankan silk-batik and Indian-inspired fusion fashion among target customer segments;
1. Evaluate the UK macro-environment and competitive position using PESTLE and SWOT analysis;
1. Use Hofstede's cultural dimensions to understand how differences between the UK and the founder's supplier markets should shape sourcing negotiations and marketing communication;
1. Identify a realistic, staged funding strategy that addresses the founder's principal constraint of limited start-up capital;
1. Diversify and de-risk the supply chain across Sri Lanka, Cambodia, Vietnam, Bangladesh and Turkey; and
1. Produce a 12-week research and launch-readiness timeline culminating in a pilot trading test.
2. Methodology
A mixed-methods approach is adopted. Secondary research draws on UK government and official data — principally Office for National Statistics (ONS) retail and population statistics and the Companies House register — together with the academic literature on cross-cultural management and ethnic minority entrepreneurship. This is triangulated with primary research: a short online questionnaire aimed at prospective UK customers (with particular attention to South Asian diaspora and cultural/fusion-fashion shoppers), covering style, fabric, price, sizing, customisation and sustainability preferences.
Three complementary strategic frameworks structure the analysis. PESTLE analysis is used to scan the UK macro-environment in which the business will trade (Johnson et al., 2020). SWOT analysis is used to set the founder's internal capabilities and constraints against the external opportunities and threats identified through PESTLE. Because the business is unusual in combining a UK customer base with a supply chain spanning five countries, Hofstede's cultural dimensions framework (Hofstede, Hofstede and Minkov, 2010) is applied as a third, cross-cultural lens — something a conventional single-market business plan would not normally require — to anticipate how negotiation style, communication and decision-making may differ between the UK and the founder's principal sourcing markets. Consistent with a validation-led approach, no assumption in this plan is treated as a launch decision until it has been tested against evidence: this is summarised as evidence first, assumptions tested, launch decision based on findings.
3. Market Research and Validation
3.1 Market Size and Demand
UK evidence supports investigating an online-first model: 28.3% of textile, clothing and footwear retail sales were already conducted online in 2025, and the internet sales index for this category reached 104.0 (2023 = 100), indicating continued growth (ONS, 2026). Within this broader online fashion market, the 2021 Census recorded 5.5 million people (9.3% of the population of England and Wales) in Asian ethnic groups, including 1.86 million people identifying as Indian (ONS, 2022). This diaspora population is treated as a proximate, reachable early-adopter segment rather than the sole market: the primary target is UK-based women aged approximately 18–60 who value distinctive, cultural or fusion clothing, modest and inclusive sizing options, or personalised garments, a group that extends well beyond diaspora shoppers alone.
Customer segments to be tested through the primary questionnaire include South Asian and wider diaspora customers, shoppers specifically interested ethically or culturally, occasion and event wear buyers, customers actively seeking customised garments, and general UK online fashion shoppers. The research treats none of these as validated until tested: customer interviews, competitor benchmarking and a small pilot collection are required before firm launch decisions are made.
3.2 Macro-Environment: PESTLE Analysis
Table 1 summarises the principal macro-environmental factors relevant to a UK online retailer sourcing from five countries, structured using the PESTLE framework (Johnson et al., 2020).
Table 1: PESTLE Analysis — One Fashion (Pvt) Ltd
	PESTLE Factor
	Implication for One Fashion

	Political / Legal
	UK consumer rights, online selling regulation, product labelling and import/customs rules apply directly, since the business imports finished garments and fabric from five countries outside the UK.

	Economic
	Household budgets, the GBP exchange rate against LKR, VND, KHR, BDT and TRY, and international shipping costs all affect landed cost and retail margin.

	Social
	Growing UK demand for cultural/fusion fashion, personalisation and inclusive sizing (Li et al., 2022) supports the core positioning.

	Technological
	E-commerce platforms, social media (Instagram, TikTok), mobile payments and website-based customisation tools are the primary route to market for a business with no physical stores.

	Legal
	UK trading standards, e-commerce regulation, textile fibre-labelling rules and import duty/tariff classification for garments sourced from Sri Lanka, Cambodia, Vietnam, Bangladesh and Turkey.

	Environmental
	Batik craftsmanship supports a distinctive, low-volume sustainability story, but claims must be evidence-based rather than assumed (Lundblad and Davies, 2016).





3.3 Internal Capability and Competitive Position: SWOT Analysis
Table 2 sets the founder's internal capabilities and current constraints against the external opportunities and threats identified above.
Table 2: SWOT Analysis — One Fashion (Pvt) Ltd

	Strengths
	Weaknesses

	The founder holds tailoring (Italy) and fashion design (Sri Lanka) qualifications, enabling genuine in-house production. Distinctive, non-commodity product: silk-batik and Indian-fusion design. Direct supplier relationships built over several years across five countries.


	New company (incorporated December 2025) with no trading history. Limited start-up capital and constrained access to external finance. Small initial scale limits negotiating power with suppliers and platforms.

	Opportunities
	Threats

	28.3% of UK fashion sales are online (ONS, 2026), supporting an online-first approach. Sourcing from several countries reduces risk. Cultural and fusion-fashion niches lack mainstream UK options.

	Established fast-fashion and diaspora-fashion competitors. Currency and import-cost volatility across five sourcing markets. Sizing, fit and returns risk typical of online apparel. Access-to-finance barriers documented among UK ethnic-minority-led businesses (Owen et al., 2003).



3.4 Cross-Cultural Analysis: Hofstede's Cultural Dimensions
One Fashion serves UK customers but sources goods from Sri Lanka, Cambodia, Vietnam, Bangladesh, and Turkey. Hofstede’s cultural dimensions framework (2010) can help predict differences in negotiating and communication styles. Comparative index scores for the UK and India are shown in Table 3 and Figure 1; India stands in for the design-heritage market. Since standardised scores aren't available for all supplier countries, the founder’s sourcing experience is also considered. Studies of  Sri Lankan business culture show high power distance and collective decision-making, matching patterns seen in the Indian data (Hofstede, Hofstede and Minkov, 2010).


Table 3: Hofstede's Cultural Dimensions — United Kingdom vs India
	Dimension
	UK
	India
	Implication for One Fashion

	Power Distance
	35
	77
	India's higher score indicates more hierarchical, top-down supplier relationships; negotiations may run through senior decision-makers rather than flat, peer-to-peer discussion.

	Individualism
	89
	48
	UK customers respond to personalised, individual-choice messaging (Li et al., 2022); Indian and other sourcing-market partners may place more weight on long-term relationship and group trust.

	Masculinity
	66
	56
	Both markets are moderately achievement-oriented, supporting a quality- and craftsmanship-led brand narrative on both sides of the supply chain.

	Uncertainty Avoidance
	35
	40
	Broadly similar; neither market is strongly risk-averse, which supports iterative, pilot-based testing rather than requiring exhaustive upfront planning.

	Long-Term Orientation
	51
	61
	India's slightly higher score supports investment in durable supplier relationships rather than transactional, one-off orders.
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Figure 1: Hofstede's cultural dimensions, United Kingdom vs India (Hofstede, Hofstede and Minkov, 2010).
The practical implication is twofold. First, supplier relationships across the higher power-distance, more collectivist sourcing markets are likely to require relationship-building through senior contacts and longer-term commitment rather than short, transactional orders — consistent with the founder's own experience that establishing Sri Lankan retailer relationships took several years. Second, UK marketing should lean into the market's high individualism score by emphasising personal choice and customisation (Li et al., 2022) and evidence-based sustainability messaging (Lundblad and Davies, 2016), rather than the group-oriented appeals that may work better with supplier partners.




3.5 Validation Approach
Findings from secondary data and the three frameworks above will be tested, not assumed. A short online questionnaire will be distributed to prospective UK customers to test style, price, sizing and customisation preferences; a small pilot capsule collection will be produced through the diversified supplier base to test real production cost, lead time and quality before committing to a full launch order. This validation sequence — evidence first, assumptions tested, launch decision based on findings — governs every recommendation in this plan.
4. Risks
The most significant risk identified by the founder is access to start-up finance. This is not simply an individual funding gap: UK research shows that ethnic-minority-owned businesses are, on average, less successful in accessing bank loans than other firms and rely more heavily on informal or 'last resort' sources of start-up capital (Owen et al., 2003), and more recent industry evidence confirms that access to finance remains one of the most persistent barriers facing UK ethnic-minority entrepreneurs even where the founder is well-qualified. Table 4 sets out this and the other principal risks facing One Fashion, together with proposed mitigations.
Table 4: Risk Register — One Fashion (Pvt) Ltd
	Risk
	Description
	Mitigation

	Access to start-up finance
	The founder's principal constraint: limited personal capital to fund stock, website development and marketing, consistent with documented, disproportionate finance-access barriers facing UK ethnic-minority-led businesses (Owen et al., 2003).
	Stage funding in small tranches tied to validated milestones; apply to the Government-backed Start Up Loans scheme and small business grants; reinvest early pilot sales revenue before committing to larger stock orders.

	Multi-country supply chain complexity
	Coordinating quality, cost and lead time across Sri Lanka, Cambodia, Vietnam, Bangladesh and Turkey increases logistics and quality-control complexity relative to a single-country supplier base.
	Maintain more than one qualified supplier per product category; use small initial batch sizes; apply the cultural-dimension insights in Section 3.4 to structure supplier communication.

	Demand uncertainty
	No trading history exists to confirm UK willingness to pay for customised, cultural/fusion fashion at a sustainable price point.
	Validate demand through the customer questionnaire and a small pilot collection before scaling stock commitments.

	Currency and import cost exposure
	GBP movements against LKR, VND, KHR, BDT and TRY, plus import duty, affect landed cost and margin.
	Build exchange-rate and duty sensitivity into the cost model; price with a margin buffer; review supplier mix periodically.

	Returns, sizing and fit
	Online apparel typically carries a higher return rate, which is costly for a small, cash-constrained business.
	Provide a clear size guide and offer made-to-measure customisation as a differentiator that reduces fit-related returns.

	New-brand and legal risk
	One Fashion (Pvt) Ltd was only incorporated in December 2025 and has no trading record (Companies House, 2026).
	Ensure full compliance with UK consumer, e-commerce, textile-labelling and import regulation from first sale; build trust through transparent sourcing information.





5. Timeline
Figure 2 sets out a 12-week research and launch-readiness timeline. The sequence deliberately places supplier due diligence and the PESTLE/SWOT/Hofstede analysis before any funding application or stock commitment, and places the pilot sales test before the final plan is written, so that the conclusions of this Business Development Plan are evidence-based rather than assumed.

[image: ]Figure 2: 12-week research and launch-readiness Gantt chart.
6. Conclusion
One Fashion (Pvt) Ltd has a credible basis for investigating a UK online fashion launch, combining the founder’s tailoring and fashion-design qualifications, established supplier relationships across five countries and a UK-registered company. The analysis indicates that online retail and culturally distinctive fashion offer market opportunities, while the SWOT, PESTLE, and Hofstede analyses highlight key operational, financial, and cross-cultural challenges.
The main constraint is limited start-up finance, so a staged approach is more appropriate than a large initial investment. The proposed strategy is therefore to validate customer demand through primary research and a small pilot collection, while testing supplier costs, quality, lead times and pricing. Subject to positive validation results and successful supplier due diligence, One Fashion can progress towards a small-scale UK launch. The 12-week plan provides a structured basis for making this decision using evidence rather than assumptions.
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Figure 1: Hofstede's Cultural Dimensions — United Kingdom vs India
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