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Section 1: Executive Summary
Mission

BootReNew strives to provide quality second-hand footwear at an affordable price. BootReNew believes
every boot has a story, and every athlete should have the chance to write their story.

Company History and Management

BootReNew is a private limited company registered in Swansea and located in Uplands. The company is a
startup founded by four individuals: lan, Dylan, Sam, and Lewis. Each founder has a unique sporting
history and discipline with over 50 years of experience in sport recreationally, and 20 years of professional
sport collectively. Their continued professional development and heavy inclusion in the daily operations of
BootReNew ensure the highest quality is delivered.

Products or services

BootReNew is a subscription-based platform for sports footwear that challenges contemporary markets'
lack of adaptability for multi-sports consumers when purchasing footwear. BootReNew affords consumers
the ability to interchange the design and size of a boot without the high-cost barrier of purchasing a new
pair of sporting footwear.

The Market

Located in Swansea, a city known for its sporting pedigree, there is significant demand for sporting attire.
Given the socioeconomic well-being of Swansea and its surrounding areas, BootReNew will accommodate

a large proportion of the consumer population.
Competitive advantages

There are currently only two other competitors in the subscription-based market with two more indirect
competitors as individual third-party retailers. Neither of the two direct competitors are within
BootReNew’s region of operation. While potential consumers are high due to the sporting nature of Wales,

and Swansea.
Financial Projections

Based on the size of the market, lack of direct competition, and operating area, BootReNew is forecasted to
earn £18,000 in revenue the first year. By the fourth year BootReNew is forecasted to become entirely
profitable.

Startup financing Requirements

To Launch, BootReNew needs £50,000 in capital. Between the four founding members, £20,000 has been

invested with additional sources of finance being considered.



Section 2: Operations

The operations will follow a 3-step Operations etiquette:
1. Boot Collection/Sourcing
2. Logistics and Shipping
3. Inventory Management

Following these three steps will help build a stable and functioning supply chain for the start-up to continuously
grow and keep track of the growing process and consistency. Powell, C. and Burgess, J. (2021) estimated that 1
in 12 people are employed within the logistics industry seen as it’s a fast growing industry with the world taking
a step forward in technology, with everything turning to e-commerce and burst into the omnichannel fulfilment.
With this being said, the operations is a crucial part in order for the business to even function properly and
become successful, and with proof that for future references, this section within the business might be easier to
find possible staff depending on the success and growth of the firm.

2.1 Supply Chain:

As the start-up will have a limited budget and not much staff, with a smaller quantity of stock at first, as
mentioned within the Business Pitch, one warehouse will be rented with a fair amount of space to satisfy the
space needed for a possible amount of 2,000 boots in case the sourcing goes better than expected. Seen as the
market will be Swansea based, so will the warehouse, ultimately near a passage to the M4 and the train station,
as Powell, C. and Burgess, J. (2021) mention, the accessibility and costs of the supply chain will be more
gaining for the company the closer the warehouse is to the market that is targeted. If the company grows to a
UK National, the Midlands is expected to be the most accessible within the Supply Chain as 90% of the
population in England and Wales can be targeted who are circumference within 4 hours (Powell, C. and
Burgess, J. 2021).

Making sure possible accessibility landmarks (e.g. motorways, railways) are in the area is crucial to reduce the
logistics journey and helps improve the chemistry of possible distributors (Powell, C. Burgess, J. 2021). For
smaller companies this is crucial as it will help reduce any costs and make it easier to make relations with larger
companies Rolls Royce (2019), one of the largest and most successful Luxury Automobile manufacturers use a
model which follows:



Scope Objectives & Principles

1. Define scope

Start and understand
facility types

2. Define product
families and
degree of process
dedication

3. Determine
material flow and
design the layout

In the case of BootRenew, some aspects will need to be adapted seen as the operations will differ from a car
manufacturing company, however, it’s a good base to figure what to focus on and who to target. The target
audience that BootRenew is tending to target is families with younger children who are football enthusiasts. A
future goal for the firm would be to start a family bundle, providing a deal with a larger number of players who
are prepared to exchange the boots monthly.

2.2 Boot Collection:

The company will be sourcing high-quality second-hand boots in all sizes in from people who haven’t worn
them too much or have grown out their boots faster than expected, which is where BootRenew enters the scene
and plays a larger role in “recycling” the boots by cleaning them and fixing them up by sending them to the next
subscriber. Partnerships with larger distributors will be a target to hit as it will mean that the available stock will
be higher for the company and the quality of the boots will improved. Larger distributors tend to be American
imported football boot distributors such as Football America UK LTD located in Leicester or Soccer Supplier
who are based in London. Growing a partnership will grow the customer satisfaction due to better quality boots
being provided to the customers and a larger stock variety with more sizes and colourways etc. Once the boots
are stored within the warehouse, a thorough service will be done to the boots. This includes a deep clean with
the help of washing machines and some by hand to increase the speed of the process, when being a new
subscriber, a personal in-sole will be sent over to swap in-out of each pair of boots the customer receives to
prevent any false ankle movements and to preserve the heals of the subscribers. Once we receive a pair of
broken boots, depending on the state of the shoes, they will either be repaired or just thrown away and a new
pair will be sourced. Every boot will be put through a final safety check before they are sent out to reduce the
rate of unsatisfied customers.



2.3 Logistics and Shipping:

As stated in 1.2, being located near an accessibility landmark will help the shipping and logistics procedure to
reduce costs, time and improve the relations with possible distributors. The return policy will allow for every
subscriber to have a total of 4 boots per year that are included within the price, giving space for one free return.
If anymore returns are required, these will come with an extra cost of £20 to cover the shipping costs and extra
labour work. On the website, the subscribers will have to enter their details and preferences that are needed in
order for them to receive the perfect boots for them. After the details are put through the system, it will be
categorised through the functional label printing process within the warehouse (Powell, C. and Burgess, J.
2021). This will include the process for receiving and shipping the boots (Powell, C. and Burgess, J. 2021).
Each label will be sent with the boots and will have to be returned with the boots to keep track of the orders;
however, the orders will still be stored under the name and address of the subscribers.

2.4 Inventory Management:

When it comes to the inventory management, the space that Boot-Renew will have will be very limited, whilst
having to store a minimum of 1,000 boots. Therefore, the boots will be palleted and stacked in order to save
space and keep the working environment tidy. However, the boots will be stored in a manner where it’s easy to
pick out the necessary boots for the upcoming orders. Each boot box will have an image and the boot
information (i.e. size, colour, brand...) to make it an easy and quick process of picking out the boots from the
storage. Every boot will be stored on the system with a marking system, providing the information whether the

boot is already being utilised or if it’s in the storage unit.

Once each boot returns from a shipment, they will be analysed and will have 3 measurements of the condition,

“fairly used, damaged, unrepairable”:

Fairly used means they only need a clean-up.

Damaged is a visible and repairable state which can be sorted out by the company.
Unrepairable is when the boot is in a state in which they should just be recycled.

With the whole software, it means hardware such as label printing machines and scanners are needed to scan the
boots on to the system.



Section 3: Marketing

The marketing mix, represented by the 4Ps or extended to the 7Ps, provides a comprehensive framework for
creating and developing marketing strategies for any business. Each element of the 7Ps is crucial when shaping
the overall marketing strategy for a business (Hanlon, 2023). It is to ensure that the products or Servies correctly
meet the needs or wants of the consumers while also being able to effectively achieve the businesses objectives

and goals.
3.1 BootReNew’s Marketing Mix:

3.1.1 Product:

BootReNew will offer a variety of branded and high-quality second-hand football boots. Despite being
secondhand boots, BootReNew will ensure the boots are thoroughly cleaned, sanitized, and in good condition.
This will be to ensure there are no unhappy customers leaving any negative reviews, as possible negative

reviews could result in less demand for our product. (Heyes and Kapur, 2012)

3.1.2 Price:

BootReNew will offer a £10 per month subscription-based model with the customer being able to get up to 5
new pairs of boots within a single year. As BootRenew grows as a business, there will be discounts for yearly
subscriptions and loyalty offers for some of our customers that have been with BootReNew from the start. The
discounts will offer the customer the chance for cheaper products and make them feel valued by the business
(Paul, Bhuva and Acharya, 2020). This will also benefit the business as there will be improved cashflow and
more possibilities of returning customers.

3.1.3 Place:

BootReNew will establish an online platform for easy subscription purchase and management (Taher, 2021).
The easier the process to subscribe will result in more purchases as a streamlined process gives the consumer
less time to change their mind but the ease in purchase will also result in happier customers. BootReNew will
also look to consider partnering with local sports retailers, football clubs, or community centers to provide
physical drop-off and pick-up points for local subscribers. This makes the services more accessible to more
members of the public who may not like to shop online (Gibbs and Humphries, 2010).

3.1.4 Promotion:

BootReNew will also look to leverage social media platforms such as Instagram and TikTok to showcase the
potential boots available and engage with our audience, encouraging our consumers to make videos of their
purchases to reach more potential consumers (Tuten, 2024). Brand awareness is key in building a strong
customer base as the more people aware of the brand would lead to more sales and being talked about through
friendship groups, as an example leading to more potential consumers (Barreda et al, 2015). BootReNew will do
this by creating unique engaging content which is likely to be shared through the social media apps providing a
further reach for the brand.

BootReNew will also produce marketing content through blogs, videos, and tutorials on the importance and



benefits of sustainable football boots and how we can all do our bit to ensure no boot goes to waste. BootReNew
has the goal to ensure that alongside trying to grow the brand, BootReNew are also promoting the key message
to ensure the world looks to a more sustainable future (Thomson, 2016).

3.1.5 People:

All staff at BootReNew will look forward to completing any available courses on how to assist subscribers and
address any inquiries promptly. BootReNew will also ensure any future staff in the long term are thoroughly
trained to continue offering the best service possible. As a business BootReNew wants to ensure that our
customers receive the best possible service in a timely manner whether that being at one of our events, through
email or our social media platforms (Sidorko and Woo, 2008).

BootReNew will also look to foster a community around our brand, encouraging subscribers to share their
experiences and engage with each other through forums or social media (Humphrey, Laverie and Rinaldo,
2016). This community will be key in pushing our brand message and vision of sustainability with no boot
unnecessarily going to waste.

3.1.6 Process:

One focus at BootReNew will be to streamline the ordering and subscription process for a user-friendly
experience by ensuring we send out prepaid return labels for every order so there is no issues with the consumer
returning the boots to ourselves. Being able to provide these return labels would result in less boots not being
returned, which will have the business time in trying to change the consumers or dish out any fines which may
lead to a negative look for our brand.

BootReNew will also clearly communicate the cleaning and sanitization process to assure customers of the
quality and hygiene of the products. This message will be key in the initial startup of our subscription service as
some potential consumer may be put off by the thought of secondhand boots, however if we ensure we
encourage the population to live more sustainable our service will become more appealing (Borusiak, et al,
2020).

3.1.7 Physical Evidence:

BootReNew have developed a distinctive branding to establish a strong visual identity by incorporating the
recycling theme within our slogan which will be a key part of BootReNew’s branding (Thomson, 2016).
BootReNew is also launching an Instagram page where we can share our promotional material and share our

brand message to be more sustainable.



3.2 Customer Relations

As a business we ensure that any customer data we have is safe to give our consumer peace of mind.
Mishandling customer data could also lead to breaches, damage to reputation or even legal consequences
(Henze, et al, 2013). BootReNew has put in place some key points to how we will maintain the trust of our
consumers and protect their privacy.

The points are as followed:

e  Customer information will be stored via a database following each order so we can find any contact details
if there are any issues with any order.

e We will only collect and store the necessary data

e There will be 2 step authentications set up to access any of this data to prioritise safety for our consumers
data

e To manage customer satisfaction, we will create a feedback form where we will ensure any negative
feedback is responded to. This will also be the case for any social media feedback we receive, ensuring we

are an open brand who engage with our consumers.

Section 4: The Market

Competitor analysis is a key aspect to running a successful business, it’s important to know the market you are
entering. We spent time studying our competitors and understood the market we were entering. Upon studying
the market, we identified 4 competitors. Our two direct competitors are Boot Move and Foot Source they
operate very similarly to us. Boot move are our most challenging competitors with their price as low as £4.99
increasing to £9.99 after that first month and with our price sitting at pretty much the same price this creates a
real challenge for us so we needed to provide more benefits for our customers so customers would choice our

subscription service.
4.1 Direct Competitors:

We identified Foot Source as a direct competitor. We could clearly notice a massive gap in the price point of
both of our services with Foot source being more of a premium product in oppose to a more family oriented and
affordable service like our own. Being the more affordable product doesn't always benefit us as many aspiring
footballers want the best flashy boots that their favourite players are wearing which we can always promising
which is why Foot Source does present us with a challenge.

4.2 Indirect Competitors:

When analysing our competitors we must look at indirect competitors too, the two main ones we discovered
were Fat Llama and Carousell. Fat Llama adopt a different model to us with a peer-to-peer business model
where consumers buy and sell through their platform, and they take a certain amount of the profit made through
seller's fees. Carousell also adopt the peer-to-peer business model but sell more than just football boots with



other products also available which doesn't make them massive competitors but a company to monitor with the
possibility of a big scale of the business which could see more people using a peer-to-peer platform in oppose to

ours.

We decided to create a subscription service the reason behind this was that it made us similar to our competitors.
All of our competitors use a simple direct to consumer model where you buy a pair of reusable boots for cheaper
price which is similar to use but we changed the model so that we could provide a subscription service where
customers could receive several pairs a year this was our main USP and provides us with stable revenue
throughout the year and almost gives our competitors something to think about as we go an distribute the market

with this subscription model.

As a business just starting their journey it's difficult to consider ourselves to massive organisations but
companies such as sports direct must be considered as competitors due to the fact we are distrubiting their
market as they are the top sales of football boots, and we are trying to change the way in which people buy and
reuse their football boots. By introducing a business like this and with plans to scale this to a global level we
would expect competitors like Sports Direct to react to this.

Section 5: Finance

5.1 Sources Of Finance:

There are four sources of finance BootReNew has considered: personal savings, investment, loans, grants, and
promotional events. Altogether these sources of finance are catered specifically to BootReNew’s strengths and

weaknesses.

5.1.1 Personal savings:

The personal savings of BootReNew’s founding members serve as the base to kick-start the start-up, with a
total of £10,000 of money currently available. Additional funds that would be categorised as ‘personal savings’

include any financial means given by family and friends.

Personal savings are a great way to start a budding business as it does not require any interest to be paid, nor the
lengthy wait for paperwork associated with alternative means of finance (Masterman, 2015). However, personal
savings potentially hold great risk. The funds are coming from individuals and close relations. Should the
venture fail, there is no recourse to repay the parties involved. Not only can this strain the relationships of those
around you, but a failed venture can also negatively impact all parties financially.

5.1.2 Investments:
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Angel investors and angel groups are one form of investment available to BootReNew. Cremades (2019)
supports BootReNew’s understanding that angel investors allow for larger sums of money to start-ups. In return
for the large sum of money upfront, angel investors are given a percentage of the business. Angel groups are
multiple angel investors that pool together to create a package for the start-up (Cremades, 2019). Currently,

BootReNew is accounting for £20,000 in exchange for 25% of the business.

The benefit of angel investors, and by extension angel groups, is the large up-front finance. Most commonly, the
large up-front finance is used to procure critical components for business operations. For BootReNew, the
critical business operations needed for investment include warehouse procurement, product acquisition, and
market share. This investment doesn’t need to be paid back, which makes it an attractive form of finance for

BootReNew.

The downside to utilising angel investors overall includes loosing control of the direction the business heads in.
If an angel group procures to much of a business, then the original owners will need to consult and get approval
from any shareholders. It is common for angel investors to receive a large portion of the business especially
when the upfront cost is a large sum of money. This aspect of angel investment makes BootReNew sceptical of
utilising this form of finance. Too benefit the most without jeopardising the businesses future position,
BootReNew will make bids with relatively low up-front finance in exchange for minimal business ownership.
Additionally, to cover any additional costs not identified, BootReNew will look for additional angel investors,
with the maximum amount of business acquisition being capped at 40%.

5.1.3 Loans and Grants:

Loans and Grants share several similarities in terms of benefits and limitations. Business Wales (2024)
highlights the opportunities for local businesses through grants, loans, and various similar schemes with the
Barrier to Start-up Grant Over 25s and Start Up Loan Wales being two grants that BootReNew will aim to
receive. Both grants focus on alleviating the barriers that most start-ups experience. However, the grants will not
fully cover initial expenditure and the competition to receive these grants is fierce, accordingly, BootReNew

must not rely on grants.

Rather than grants, bank loans are more beneficial for the financial status of BootReNew. The company is
forecasted to be profitable per annum halfway through year 2, breaking even at the beginning of year 4. With a
comparably short period to becoming profitable, bank loans offer secure, upfront financial support without
having to cede control of the business or a portion of profits (Business Wales, 2024). Currently BootReNew is
exploring the financial implications of a 10 year loan of £10,000 with a fixed interest rate of 12%. Negotiating
the interest rate is of upmost importance to BootReNew. Acquiring an interest free loan for the first three years
of operations allows for BootReNew to grow and maintain a community while maintaining positive cash flow.
While not unprecedented, a three year interest free clause is uncommon. To overcome and ensure financing,
BootReNew are willing to negotiate the interest rate up to 20% per annum.
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5.1.4 Promotional Events:

Promotional events have been attributed to expanding brand image and generating profit (Masterman, 2014).
Utilising promotional events, BootReNew is looking to expand it’s community of subscribers while turning a
profit. The aim is to produce 2-3 large-scale events each with a budget of £3k. At these events, interactive
activities, food, beverages, and other incentives to foster interactions with the community. Each event should
aim for a 15% profit from on-the-day expendables, food, and beverages. Additionally, 3-4 smaller scale events
will be organised throughout the year, engaging in local schools, football clubs, and charity shops. Little
expenditure is expected for the smaller events with no identifiable profit being recognised.

Section 6: Sales

6.1 Financial Targets — Year 1:
Goals:

o £1k profit off each promotional event
o Acquire 1,000 pairs of football boots
o Break-even

6.1.1 Break-even point = 506 annual subscriptions

o Assuming all trades utilised for every membership
o Fixed cost- £40,000
o Price per unit- £120
o Variable cost per unit - £41
=  Cost of cleaning, delivery, and insurance



6.1.2 Cost Summary:

Revenue

Warehouse with utilities (yearly) £15,000

Boot acquisition £10,000

Promotional Events & Marketing £15,000

Loan Repayments £1,000

Delivery (per boot) £7

Cleaning (per 10 pairs) £2

Subscription £120
(per year)

Insurance £1

On boots

6.2 Profit and Loss Projections

First year goals — 150 annual subscriptions

Costs — fixed £40,000 + variable £6,150

Revenue - £18,000

Loss of £28,150 for year one

As a business we will make a loss in year one of £28,150. However, this is due to needing to purchase all the
boots pre-start-up, alongside spending on a large brand and product launch.

Second year goals — 300 annual subscriptions

12
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Costs — fixed £25,000 + variable £9,300

Revenue - £36,000

Profit of

In our second year of operating our fixed costs will be £15,000 less as we do not need to purchase as many
boots. Also, there will be less spent on promotion as our brand and product launch were a large part of the first-
year budget. Furthermore, the variable cost will be less and there will be more efficient cleaning and deliver of
the boots resulting in less cost per boot.

e  Third year — 500 annual subscriptions

Costs — fixed £25,000 + variable £11,750

Revenue - £60,000

Profit of end of year 3

In our third year of operating our fixed costs should remain the same. However, our sales are projected to grow
further. This growth in sales will result in the business being able to utilize economies of scale to reduce the cost
of delivery further working in partnership with delivery companies. This reduction in delivery costs will
dramatically reduce the variable cost per unit resulting in a higher profit margin.

Finally, after 3 years we will be at a loss of £3,200 meaning that from year 4 we will look to be a completely
profitable business as we will further grow sales while also working smarter to reduce our business costs.
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6.3 Cashflow

Month name

April

May

June

July

August

Septembe
r

October

November

December

January

15

February

March

Money in (£)

Funding from The Prince's Trust 10,000.00 10,000.00

Funding from other sources 10,000.00 10,000.00

Own funds 10,000.00 10,000.00

Income from sales 0.00 0.00 0.00 0.00 400.00 | 600.00 | 750.00 | 850.00 | 1,300.00 | 1,350.00 | 1,400.00 | 1,500.00 | 8,150.00

Income from Events 1,500.00 2,500.00 3,500.00 7,500.00
0.00
0.00

Total money in (£)

Money out (£)
Repayments - The Prince's Trust (no payments first

1,500.00

2,900.00

1,300.00

4,850.00

1,400.00

1,500.00

45,650.00

3years) 0.00
Purchasing boots 3,000.00f 0.00 |1,500.00 | 1,500.00 | 500.00 | 500.00 | 500.00 | 500.00 | 500.00 | 500.00 9,000.00
Warehouse 1,250.00 | 1,250.00 | 1,250.00 | 1,250.00 | 1,250.00 | 1,250.00 | 1,250.00 | 1,250.00 | 1,250.00 |11,250.00
Promotional Events 2,500.00 | 500.00 2,500.00 | 500.00 2,500.00 | 500.00 9,000.00
Football Festivals 600.00 | 500.00 | 300.00 350.00 1,750.00
School Visits 250.00 250.00 500.00
Cleaning 50.00 50.00 50.00 50.00 50.00 50.00 50.00 50.00 | 400.00
Delivery 280.00 | 140.00 | 105.00 | 350.00 | 455.00 | 245.00 | 385.00 | 525.00 | 2,485.00
Insurance 40.00 60.00 75.00 85.00 | 130.00 | 135.00 | 140.00 | 150.00 | 815.00
Total money out (£) 3,000.00 | 2,500.00 | 2,600.00 | 2,000.00 | 4,550.00 | 2,620.00 | 2,250.00 | 1,980.00 | 2,235.00 | 4,885.00 | 2,430.00 | 2,175.00 | 1,975.00 |35,200.00
Balance () 27,000.00-2,500.00 {-1,100.00 | -2,000.00 |-4,550.00 | 280.00 |-1,650.00 |-1,230.00 |-1,385.00 |-3,585.00 | 2,420.00 | -775.00 | -475.00 |10,450.00
Opening balance 0.00 {27,000.00|24,500.00|23,400.00 {21,400.00(16,850.00{17,130.00| 15,480.00 | 14,250.00 | 12,865.00| 9,280.00 |11,700.0010,925.00

Closing balance 27,000.00|24,500.00 23,400.0021,400.0016,850.00| 17,130.00| 15,480.00 | 14,250.00{12,865.00] 9,280.00 | 11,700.00{10,925.00|10,450.00

Loan — 10,000 — Interest free for 3 years then 12% fixed interest — annual repayments for 10 years

Warehouse and Utill - £1,250

1000 flyers £200

Major event in May and August

Smaller planned event December (buying as priority)

Subscriptions start in September small

Hit 150 by end of year cashflow

Projected sales graph
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