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[bookmark: _Toc120719591]Executive Summary

Push Mongo Streetwear is a skate-inspired, sustainable streetwear brand operating as a private limited company on a direct-to-consumer model. We produce heavyweight organic cotton apparel and limited skate accessories from certified sustainable materials, manufactured under strict anti-exploitation labour standards. By removing wholesalers, we keep prices accessible while reinvesting margin into better materials and community building. This plan outlines our first three years, requiring £25,000 start-up capital with break-even targeted for month 20.
[bookmark: _Toc120719592]Business Concept

[bookmark: _Toc120719593]Business Description 
This plan sets out the concept, market opportunity, marketing strategy, operations, and financial projections for PUSH’s first three years. We require roughly £25,000 to launch and expect to hit break-even in year two. Our edge is simple: we sit at the crossroads of streetwear culture and sustainable fashion, building a defensible position as a private limited company with lean, founder-led governance.

[bookmark: _Toc120719594]Product Description 
1. PUSH is a brand where skate culture and sustainability are the same conversation. We produce durable, ethically made skate apparel sold directly to the people who wear it, with radical transparency about cost.
2. We will sell heavyweight organic cotton t-shirts, hoodies, and skate decks in limited "drops." The scarcity model is proven by streetwear pioneers, but we execute it with recycled and certified materials rather than virgin synthetics. Our value proposition rests on three pillars:
3. Authenticity: rooted in genuine skate culture, which research shows is central to how consumers judge streetwear brands.
4. Sustainability as standard: circular design is built in from the start, not retrofitted.
5. Direct relationship: the DTC model lets us own customer data, control pricing, and build community without retail mark-ups.



[bookmark: _Toc120719595]Business Objectives (SMART Objectives)

1. Launch an e-commerce store with 12 SKUs within 9 months.
2. Achieve 3500 orders and £60,000 revenue in year one.
3. Reach a 25% repeat-purchase rate by the end of year two (McKee et al., 2023).
4. Source 100% of cotton from certified organic or recycled suppliers by the end of year one.
5. Achieve monthly break-even by month 20.


[bookmark: _Toc120719596]Short-Term Objectives (less than a year)
· Secure certified suppliers and complete sampling within three months, locking in two GOTS-certified fabric suppliers and one ethical CMT manufacturer in Portugal or the UK.
· Build and test the Shopify store within six months, including a pre-order function to validate demand before the first production run (Kim et al., 2021).
· Execute a £6,000 launch marketing push across Instagram, TikTok, and UK skate forums, targeting 10,000 engaged followers and a 3% click-through rate in the first 90 days (McKee et al., 2023).
· Release the inaugural 12-SKU drop, process 150 orders, and hit a 4.5/5 customer satisfaction score to prove product-market fit.
[bookmark: _Toc120719597]Long-Term Objectives (More than a year)
· Hit monthly break-even by month 20 through reinvested DTC margins.
· Launch a garment take-back and recycling programme by year three (Dragomir and Dumitru, 2022).
· Test selective wholesale with two independent UK skate shops from year three, capped at 20% of revenue.
· Open a small EU shipping hub by year three to reduce continental friction.
[bookmark: _Toc120719598]Market Analysis and Marketing Plan
The UK streetwear market is now a mainstream category worth over £2 billion annually, and sustainability is a genuine purchase driver for under-30s (Oe, 2022). PUSH enters at the intersection of skate-inspired aesthetics and ethical consumption, which demands transparency in materials and labour (Busalim, Fox and Lynn, 2022). The DTC model lets us bypass wholesale mark-ups, retain full margin, and own the customer relationship—factors critical for re-purchase intention in new apparel brands (Kim et al., 2021).
[bookmark: _Toc120719599]Market Analysis (Competitors, Customers, Target Groups)

Competitors: Palace and Stüssy dominate on cultural authenticity but lack supply-chain transparency. Palace T-shirts retail at £50–£80 and hoodies at £130–£150; Stüssy hoodies sit at £130–£155 and T-shirts at £45–£55 (Palace Skateboards, 2025; Stüssy, 2025). Neither publishes fibre-source traceability, recycled-content percentages, or holds B Corp or Fair Wear certification.
Premium Sustainability Labels — Pangaia retails hoodies at £140 using innovations like FLWRDWN™ and C-FIBER™, with B Corp and Fair Wear Leader status (The Fashion Globe, 2026). However, its "carbon neutral" claims rely on offset purchases, not in-house reductions. Noah NYC retails T-shirts at roughly £70 and emphasises unionised labour, but its price point excludes most young UK skaters. Both brands trade on premium margins that exclude the core 18–28 demographic.
Fast-Fashion Giants — Shein, Boohoo, and H&M compete on price (T-shirts £5–£12, hoodies £15–£25) but face mounting credibility crises. 59% of fast-fashion green claims fail scrutiny, with H&M recording a 96% deception rate on circularity assertions (Changing Markets Foundation, 2021). From April 2025, the UK CMA can fine brands up to 10% of global turnover for misleading green marketing (Sourceready, 2026). Virgin polyester—54% of global fibre production—generates twice the emissions of cotton, further alienating climate-conscious youth (Parliament.uk, 2024).

Customers and Target Groups. 
Primary: UK Skaters and Streetwear Enthusiasts (18–28). This group drives the market: 83% of 15–27-year-olds buy streetwear online, with 43% citing social media as their main inspiration (Opeepl, 2026). Critically, 73% of Gen Z consider sustainability when buying fashion, 55% will pay more for it, and 52% of UK Gen Z already buy from sustainable brands (Rawshot, 2026). Yet 46% cite cost as the main barrier, and the £0–£50 bracket remains their dominant spend range (PwC, 2024). These consumers follow drop calendars, participate in resale markets (25% of UK streetwear closet share is now pre-owned), and demand proof over promises (Sourceready, 2026).
Secondary: Conscious Casuals (25–35). Young professionals prioritising durability and provenance over hype. 68% of British shoppers will pay extra for quality, and 56% want to know where products are made (YouGov, 2024). This segment values lifecycle cost-per-wear and ethical labour audits over limited-edition scarcity.
Trust and Discovery. Both segments are research-heavy and sceptical of greenwashing: 57% of Gen Z require certifications before trusting claims, 45% are concerned about greenwashing, and 48% would abandon a brand over inaccurate environmental claims (Rawshot, 2026). Social commerce is central—29% of Gen Z purchase via social platforms, and peer validation outweighs brand advertising when sourcing is disclosed (PwC, 2024; Rawshot, 2026).

[bookmark: _Toc120719600]PESTEL Analysis 
	Factor
	Key Force
	Risk / Opportunity
	PUSH Response

	Political
	CMA can fine up to 10% of global turnover for greenwashing (Sourceready, 2026). Brexit adds customs friction on EU goods.
	Risk: Regulatory fines; tariff exposure on Portuguese manufacturing.
	Publish verified GOTS audits and carbon data on every product page. Qualify a UK backup CMT partner by Year 2.

	Economic
	UK streetwear market = £8.6bn, growing 4.5–5.2% CAGR (Sourceready, 2026). Organic cotton costs 20–30% more than conventional.
	Opportunity: Market growth outpaces general apparel. Risk: Cost-of-living squeeze on 18–28 demographic.
	Pre-order validation for each drop to lock demand before production. Use DTC margins (60–75% gross) to absorb input volatility.

	Social
	73% of Gen Z weigh sustainability; 46% cite cost as barrier (PwC, 2024; Rawshot, 2026). Skate culture rejects inauthenticity.
	Opportunity: Proven willingness to pay more if trust is verified. Risk: Cultural backlash if perceived as corporate.
	Seed product to UK skate micro-influencers for content (not cash). Publish factory footage and certifications to satisfy the 57% requiring evidence.

	Technological
	29% of Gen Z purchase via social commerce (PwC, 2024). Platform algorithms are volatile.
	Opportunity: Native checkout reduces friction. Risk: API changes disrupt funnels.
	Lean, portable stack (Shopify + Klaviyo + GA4) with quarterly vendor reviews. GDPR-compliant data handling. Evaluate blockchain traceability in Year 3 only if justified.

	Environmental
	Scope-3 shipping emissions; water scarcity in Turkish cotton regions. Compostable packaging costs 40% more than plastic.
	Opportunity: Limited drops (100–150 units/SKU) inherently cut overproduction waste.
	Consolidate shipments; use sea freight for restocks. Launch garment take-back programme by Year 3 to close the loop and generate resale revenue.

	Legal
	GDPR fines up to 4% of turnover. IP disputes and 14-day consumer returns pressure cash flow.
	Opportunity: Early trademark registration protects scaling brand equity.
	Register UK/EU trademarks within 6 months. Display clear return policies. Embed Fair Wear-aligned labour clauses in supplier contracts exceeding baseline UK law.
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Product. Heavyweight organic cotton t-shirts (180–220 gsm), relaxed-fit hoodies, and limited-edition skate decks. All garments use GOTS-certified cotton, recycled polyester thread, and water-based inks. Packaging is plastic-free and compostable. Drops are capped at 100–150 units per SKU to maintain scarcity and reduce overproduction waste (Dragomir and Dumitru, 2022).
Price. Penetration pricing with a "transparency ladder" on every product page: materials, labour, shipping, and margin. T-shirts at £38–£45, hoodies at £75–£85, decks at £55. This positions us 15–20% below comparable sustainable competitors but above fast fashion, justified by durability and ethical provenance.
Place. Exclusively DTC via Shopify, plus Instagram and TikTok native checkout. No wholesale in years one and two. This preserves margin, captures first-party data, and reinforces our community-centric narrative (Kim et al., 2021).
Promotion. Content-led marketing: factory footage, founder skate clips, and cost breakdown explainers. We seed product to UK skate crews (5–20k followers) in exchange for content rather than cash. Email marketing handles drop alerts. Launch budget: £6,000 in year one, scaling to £15,000 in year two (McKee et al., 2023).
[bookmark: _Toc120719604]Management Team and Their Background

Recruitment channels include university careers services, creative job boards (The Dots, YunoJuno), fashion-specific platforms (Fashion United), and direct outreach within UK skate communities via Instagram and Sidewalk forum. The founder conducts all interviews to ensure cultural fit. By Year 3, the team is projected to grow to five full-time equivalents, with transparent profit-sharing discussions beginning in Year 2 to retain talent when market-rate salaries are not yet affordable
Stephen Otema — Founder & Managing Director. A final-year Business and Management student with expertise in entrepreneurship, sustainable supply chains, and DTC strategy. Responsible for overall vision, investor relations, financial planning, and supplier negotiations.
Creative Director (Freelance). A freelance graphic designer and skater with 5+ years in UK streetwear culture. Responsible for garment design, drop curation, brand storytelling, and visual identity.
Operations & Fulfilment Lead (Part-time, from Month 6). Background in e-commerce operations and logistics. Manages inventory, coordinates with the CMT manufacturer, and oversees packing and shipping.
Digital Marketing Coordinator (Part-time, from Month 4). Responsible for social content scheduling, influencer outreach, email campaigns, and performance analytics.
	Role
	Basis
	Hourly Rate (£)
	Hours/Week
	Weeks/Year
	Months Active
	Year 1 Cost (£)

	Founder (Stephen Otema)
	Full-time (minimal draw)
	—
	35+
	52
	Months 1–12
	12,000

	Creative Director
	Freelance
	24.00
	10
	52
	Months 1–12
	12,480

	Digital Marketing Coordinator
	Part-time
	14.50
	15
	36
	Months 4–12
	7,830

	Operations & Fulfilment Lead
	Part-time
	14.50
	15
	30
	Months 6–12
	6,525

	Total Employment Costs
	
	
	
	
	
	38,835
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PUSH Mongo Streetwear requires £25,000 in start-up capital to cover sampling, initial inventory, technology setup, marketing, and the first six months of operating costs The total start-up requirement is £25,000, raised without bank debt so the founder retains full control and the brand stays true to its anti-exploitation ethos.



	Source
	Amount (£)
	% of Total
	Nature

	Founder personal savings
	10,000
	40%
	Equity — no repayment

	Gifts from family and friends
	8,000
	32%
	Non-repayable gifts

	Community support (skaters, local networks)
	4,000
	16%
	Pre-orders, event sales, local donations

	Internet crowdfunding
	3,000
	12%
	Reward-based backers

	Total
	25,000
	100%
	





The founder's personal contribution demonstrates skin in the game to future lenders and investors. These savings have been accumulated through part-time work and the previous eBay resale operation. As equity, this capital requires no repayment and incurs no dilution.
This model means PUSH launches with zero debt, zero monthly repayment pressure, and a funding base that reflects the community the brand exists to serve.
[bookmark: _Toc120719609]Cash Flow Forecast  

· Opening balance: £25,000 (founder savings + family gifts + community support + crowdfunding
· Pre-trading inflows (Months 2–6): £5,000 from crowdfunding and community pre-orders
· Drop revenue: Drop 1 (Month 7) = £16,000; Drop 2 (Month 9) = £20,000; Drop 3 (Month 11) = £19,000
· Lowest balance: £1,000 in Month 6 — just before Drop 1 revenue lands
· Closing balance: £20,500 — an 8-month runway to reach Month 20 break-even
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Annual sales summary 
[image: ]
Key metrics
[image: ]

· 1,500 orders → 1,700 units: 320 accessory orders contain multiple items (e.g., grip tape + socks + stickers = 1 order, 3 units).
· AOV = £40.00: £60,000 ÷ 1,500 orders. The checkout total per customer.
· ASP = £35.29: £60,000 ÷ 1,700 units. The revenue per physical unit — used in break-even.
· COGS = £36,209: 1,850 units manufactured × £19.57 variable cost per unit.
· Contribution = £15.72: £35.29 ASP – £19.57 variable cost.
· Break-even = 2,672 units: £42,000 fixed costs ÷ £15.72 contribution — reached in Month 20



[bookmark: _Toc120719611]Cost of Production Forecast

	Item
	Cost per Unit (£)
	Units Manufactured
	Year 1 Total (£)

	Organic cotton fabric & trims
	14.50
	1,100
	15,950

	CMT manufacturing (Portugal)
	8.00
	1,100
	8,800

	Shipping to UK warehouse
	2.20
	1,100
	2,420

	Packaging (compostable)
	1.80
	1,100
	1,980

	Quality control & returns buffer
	0.60
	1,100
	660

	Apparel Subtotal
	27.10
	1,100
	29,810

	Skate deck materials (FSC maple, glue, graphics)
	22.00
	120
	2,640

	Deck packaging
	3.50
	120
	420

	Deck Subtotal
	25.50
	120
	3,060

	Accessories (grip tape, stickers, socks, pins)
	4.50
	630
	2,835

	Accessory packaging
	0.80
	630
	504

	Accessory Subtotal
	5.30
	630
	3,339

	Total COGS
	19.57
	1,850
	36,209





[bookmark: _Toc120719612]Break Even Analysis 
	Component
	Value (£)

	Fixed Costs
	42,000

	Average Selling Price (ASP)
	35.29

	Variable Cost per Unit
	19.57

	Contribution per Unit
	15.72

	Break-Even Units
	2,672

	Break-Even Revenue
	94,295

	Year 1 Units Sold
	1,700

	Year 1 Revenue
	60,000

	Year 1 Shortfall
	972 units

	Projected Break-Even Month
	Month 20




We run a lean, asset-light model. No physical retail or owned manufacturing in the first three years. We operate a "virtual vertical": design, marketing, and customer experience are in-house; production and logistics are outsourced to vetted partners (Ostermann, Nascimento and Zen, 2021). Inventory sits in a small UK fulfilment centre—or founder premises initially—with weekly stock checks. Orders go out in compostable mailers via Royal Mail 48-hour tracked. Customer service is handled directly by the founder to keep it personal. Quality control means pre-shipment inspections at the CMT facility plus random sampling on arrival.
[bookmark: _Toc120719614]Production of Good and Service
Garment production goes to a GOTS-certified CMT partner in northern Portugal, chosen for proximity to the UK, ethical labour standards, and small-batch expertise. We negotiated MOQs at 50 units per SKU to match our limited-drop model and reduce deadstock risk (Mishra, Jain and Malhotra, 2021). Fabric comes from a GOTS-certified mill in Turkey; recycled polyester thread and water-based inks from UK distributors. Skate decks are made by a UK supplier using FSC-certified Canadian maple. All suppliers sign a code of conduct aligned with Fair Wear Foundation principles—living wages, safe conditions, no subcontracting—directly backing our anti-exploitation mission (Ellen MacArthur Foundation, 2017).

[bookmark: _Toc120719615]Technology Plan
Our stack is built for scalability without bloat:
· E-commerce: Shopify Basic (£29/month) for native DTC features.
· Inventory: Shopify Inventory plus a lightweight spreadsheet; upgrade at 50+ SKUs in Year 3.
· Marketing: Meta Business Suite, TikTok Ads Manager, and Klaviyo for email automation (£30/month). Google Analytics 4 for tracking.
· Design: Adobe Creative Cloud (freelance license).
· Communication: Slack (free tier) and Google Workspace (£6/user/month).
· Future: Evaluate blockchain traceability in Year 3 to verify circular claims at scale (Huynh, 2022).



[bookmark: _Toc120719616]Human Resource Plan
Year one is minimal: the founder works full-time, supported by one freelance creative director and two part-time hires (marketing at month four, operations at month six). Everyone is paid at or above the London Living Wage, because our anti-exploitation ethos applies internally too. We recruit from skate and creative communities to preserve cultural authenticity. A flat hierarchy and transparent profit-sharing discussions from Year 2 are designed to retain talent when we cannot yet match market salaries. By Year 3, the team grows to five full-time equivalents. Training focuses on sustainable fashion literacy, DTC analytics, and community management

[bookmark: _Toc120719617]Expansion Plan
Phase one (Years 1–2) is UK-only DTC, refining product-market fit and unit economics. Phase two (Year 3) adds product extension (cargo trousers, beanies, collaborative decks) and geographic expansion via an EU fulfilment partner. Phase three (Years 4–5) tests selective wholesale in independent UK and EU skate shops, capped at 20% of revenue to prevent margin erosion. The long-term dream is a hybrid retail and community space in London—a skate café and showroom—but only once the DTC base clears £250,000 annually and our cultural credibility is unshakeable (Ostermann, Nascimento and Zen, 2021; Todeschini, Cortimiglia and de Medeiros, 2017)
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PUSH Mongo Streetwear — Organisational Structure (Year 1)
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Key Milestones — PUSH Mongo Streetwear (36 Months)

M1 M4 M9 M15 M24
Finalise suppliers Hire Marketing Official launch: Skate accessories Take-back pilot;
& tech packs Coordinator 12 SKUs live category 25% repeat rate
3 6 MlL2 M20 M36
Sample garments Soft launch: 500 orders; Monthly Evaluate wholesale

& wear testing Founders' drop plan Year 2 break-even & EU expansion





image3.png
SWOT Analysis — PUSH Mongo Streetwear

STRENGTHS WEAKNESSES

« Zero brand awareness at launch
« £25k capital constrains inventory depth
* Founder reliance on outsourced QC
« Limited marketing budget vs. incumbents

OPPORTUNITIES

« Attitude-behaviour gap in sustainable fashion « Fast-fashion greenwashing dilutes trust
« social commerce lowers acquisition costs « supply chain disruption (energy, shipping)
« Micro-influencer partnerships for reach « skate culture resistance to commercialisation
« Higher-margin accessories (decks, bags) « Platform algorithm dependency
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