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GreenGlow Upcycled-Business Plan
1.GreenGlow Upcycled is a discarded second-hand garment brand that repurposes rejects and uses them to create trendsetting, bold items aimed at Generation Z: reworked denim jackets, patchwork co-ords, hand-painted tops, and others, all unique by design. The Green signals are associated with sustainability, the Glow signals indicate a trendy energy, and the Upcycled refers to Gen Z's anticipation of transparency in brands (Barringer and Ireland, 2022). Tagline: Wear the Change. 

2. The Story & Passion
Being a Generation Z, the paradox of the very fabric of fashion could not be overlooked, a sector that creates more than 100 billion pieces of clothing each year (Global Fashion Agenda, 2025) and contributes to 12.6 million tonnes of textile waste in the EU (EEA, 2024). Making something out of worn clothes, such as reworking shirts, started to gain real peer approval and showed interest not only in sustainable fashion but also in making clothes that felt personal and purposeful. One of the realisations that led to the creation of GreenGlow Upcycled is that sustainability and style are not a trade-off. They are the same thing.






3. Business Ownership Structure
As a sole proprietor, GreenGlow will only need to submit an annual self-assessment and notify HMRC (Williams, 2022). Barringer and Ireland (2022) states business structure growth and liability potential. Transition to a limited company will be reviewed at Year 2 (Finch, 2022).
	Advantages
	Disadvantages

	Full control: all profits retained
	Unlimited personal liability

	Simple, low-cost setup
	Limited access to external capital

	Maximum operational flexibility
	Business is dependent entirely on one person




4. Mission, Aim, SMART Objectives & USP
Mission: To transform reject fabrics into bold, sustainable fashion.
Aim: Establish GreenGlow as a generational accepted brand.
SMART Objectives: 
(1) Sell 50 items of clothing by one month. 
(2) By the sixth month, reach 500 total social media followers through content and two partnerships with micro-influencers.
(3) Hold two paid workshops that bring in £300 by the sixth month. 
(4) Comply with Barringer and Ireland's (2022) SMART framework by achieving full breakeven and positive cash flow by Month 10. 
USP: Each GreenGlow piece is meticulously hand-reworked with Gen Z aesthetics at its core, creating a unique, limited-edition identity statement. According to Hooley et al. (2020), a sustainable competitive advantage results from a special blend of value, identity, and experience that rivals are unable to match.
5. Physical Location
Rent is eliminated during the crucial startup phase because GreenGlow is a home-based, internet-first company. According to Williams (2022), early-stage sustainability requires minimising fixed costs. Sourcing, design, and photography are handled by the home studio. Workshops maintain variable costs by renting community or university spaces for each event. 
6. Human Resources
At launch, the founder oversees every aspect of the business, including design, production, sales, marketing, and workshop delivery. To maintain cash flow, Barringer and Ireland (2022) advocate for lean HR structures. By Month 8, a freelance seamstress will be hired on a per-order basis as production volumes increase, and a part-time social media assistant will be found through university placement or Fiverr. According to Williams (2022), staffing should be scaled in accordance with demand rather than ahead of it.
7. Marketing Activities
The approach of GreenGlow involves focusing more on authenticity than advertisement, which is the main form of response that Gen Z gives (Kotler, Armstrong and Opresnik,2023). TikTok- four weekly before-and-after transformation videos with the hashtags of #thriftflip and #sustainablestyle. Instagram — regular earthy aesthetic feed with Shop feature turned on, polls and background content in the Stories. Hooley et al. (2020) also define visual brand consistency as an important trust factor among younger consumers. Depop - main point of sale upon opening. Gifting-based micro-influencer partnerships (1,000-10,000 followers) are more engaged in comparison to the macro-influencers (Kotler, Armstrong and Opresnik, 2023). The physical materials are used as recycled business cards and A5 university flyers. The Instagram/TikTok, including brand story, hero product images, and call to action, is launched on the day of the launch, with the help of influencer partners who also post at the same time.
8. Market Research
Research literature attests high basics - the upcycled fashion market in the world is projected to increase to between 9.33 and 20.65 billion dollars by 2024 at a CAGR of 9.23 per cent (Grand View Research, 2025). A behavioural attitude-behaviour gap exists in the purchasing behaviour of Gen Z regarding sustainability (Nielsen, 2025), which has a direct impact on the pricing strategy of GreenGlow, which is accessible. Social media influencers are the main fashion discovery tool of Gen Z (Statista, 2025).
Primary research- A survey of 15 Gen Z consumers (18-25) revealed that 80% of them purchased sustainable clothing within the last year, 73% found fashion via Instagram, and 85% would attend a workshop in less than PS20- reinforced Instagram marketing, a PS10 price charge, and workshops as a revenue stream...
9. Financial Resources & Cash Flow
Startup costs: Sewing equipment £300; initial stock £150; branding £50; website £120; packaging £40; marketing materials £60 - total £720 (£500 personal savings and £220 family). No external borrowing required (Williams, 2022).


12-Month Cash Flow Summary:
	Month
	Income £
	Expenditure £
	Net £
	Cumulative £

	1
	150
	720
	-570
	-570

	2
	250
	80
	170
	-400

	3
	350
	80
	270
	-130

	4
	400
	100
	300
	+170

	6
	550
	150
	400
	+910

	10
	580
	100
	480
	+2,550

	12
	650
	150
	500
	+3,570


Targets are based on benchmarking (Barrow, Barrow and Brown, 2021).

10. Competitor Analysis
	Competitor
	Type
	Pricing
	Key Learning

	Depop sellers
	Direct
	£5–£40
	GreenGlow must communicate the added design value clearly

	Vinted
	Direct
	£3–£25
	Compete on creativity, not price

	ASOS Marketplace
	Indirect
	£20–£80
	Aspirational benchmark for Year 2 expansion

	Charity shops
	Indirect
	£2–£15
	Transformation justifies premium pricing

	Patagonia
	Aspirational
	£80–£300
	Community-building is the long-term priority


As a start-up, GreenGlow is at purposefully approachable and innovative middle ground (Whittington et al., 2023).


11. SWOT Analysis & Viability Conclusion
	Strengths
	Weaknesses

	Low startup costs; lean structure
	Sole trader capacity constraints

	Strong Gen Z trend alignment
	Inconsistent stock supply

	Creative differentiation- no two pieces are identical
	No established brand reputation at launch



	Opportunities
	Threats

	Market growing at 9.23% CAGR
	Attitude-behaviour gap in Gen Z spending

	Gen Z embedding sustainability into identity
	Fast fashion price competition (Shein, Primark)

	Workshop revenue diversifies income
	Depop market saturation


The identity-driven social media accessible pricing and diversified streams of revenue contribute to the reduction of the largest threat, the attitude-behaviour gap (McKinsey & Company, 2024). Whittington et al. (2023) define viability as the response to threats based on a strategy and not the lack of threats. GreenGlow has a well-differentiated and financially viable product that has been tested in the market. The business is viable.
Part 2 -Individual Reflection 
This module has been one of the most practically challenging and personally educational academic experiences. The process of developing GreenGlow Upcycled into a business proposal with a full-fledged business idea based purely on an idea exposure needed me to acquire entrepreneurial skills, which I hadn't previously practised in a formal setting. Financial literacy was the most challenging experience. To create a 12-month cash flow forecast, I had to 'create' imaginative entrepreneurship and challenge the bare facts that lay behind all decisions - start-up costs, price policy, break-even plans. As Barron and Hmieleski (2018) observe, failure to convert a vision into a financial reality by an entrepreneur is usually one of the most common causes of early venture failure. Such realisation weighed heavily on me in such a process. My initial thought was to have a low budget with high income expectation, a tendency that I had to address after some research and an idea of the realistic benchmarking with other sellers through Depop.
The strategy think process was also put to the test. In its details, the SWOT analysis displayed an extra viewpoint, which is fundamentally critical. Accountability is needed to identify the drawbacks of GreenGlow, including the small scale of a sole trader, the inability to maintain a stable stock level, and the absence of a recognisable brand name. Whittington et al. (2023) define strategic awareness as being able to see an opportunity and a threat at the same time without being optimistic. This kind of balance was difficult to maintain and is a matter of additional advancement.
The capacity to conduct market research was an additional strength. The designing and implementation of the main survey, the analysis of the findings, and the direct application of the results to the business decisions, pricing, platform prioritisation, and workshop viability have given me actual confidence in the evidence-based decision-making. The fact that 85% of the respondents would attend a workshop costing below £ 20 was not only a handy piece of information, but it confirmed the overall secondary revenue stream and altered my perspective on how I put the weight on the financial forecast. Perhaps most importantly, this module helped me grow my knowledge of entrepreneurial identity. According to Barringer and Ireland (2022), successful entrepreneurs are not just business creators but rather opportunity-acknowledging people who act in the face of uncertainty. GreenGlow Upcycled showed me that I can do both. The uncertainty did not go away; however, I learnt to go through it, instead of letting it resolve. This experience has not merely created a business plan. It has generated a better picture of what I am as a thinker, creator, and upcoming entrepreneur.
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