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[bookmark: _Toc222785842]Executive Summary

This report is based on the proposal of a business idea for a company named Asian Fashion Online which will offer an assortment of South Asian and Asian-Western fashion clothing as well as apparel. The products will be tailored and deliveries will be fast to gain a competitive advantage. Since online sales constitutes 28.9% (as of January 2026) of overall retail sales in the United Kingdom, the brand will benefit from increasing consumer adoption and preference for e-commerce domains. The brand will stand out through differentiation by getting products directly from designers and small makers from Pakistan, and Bangladesh. It will help in keeping things real, costs lower, and produce in a better way for the environment. A warehouse in the UK will help speed up deliveries and build more trust with customers than warehouses in other countries. The marketing strategy will target Instagram and TikTok to connect with younger, multicultural customers, since reports show that social media plays a big role in how people decide to buy fashion products. The business needs £45,000 at the start to cover things like stock, storage, and online advertising. It will help the brand to grow in the UK's expanding online fashion market overall.
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Overview of the Business Idea:
The name of the company will be Asian Fashion Online which will carry out its operations in the form of an online retail business which specializes in offering South Asian ethnic clothes as well as tailored Asian-western dresses in the market of United Kingdom (UK). The company will offer an assortment of products including saree, salwar suit, lehenga, and other ethic wears. Moreover, it will offer coordinated sets that are specialized for occasions like weddings, culturally organized events, and festivals. Asian Fashion Online will also ensure differentiation with the focus on size-inclusive products of UK sizes 6-26 while also offering tailored designing as well as virtually offered consultancy for fashion style. The products will be directly sourced from designers and small-scale manufacturers based in Pakistan, and Bangladesh. It will make the brand authentic and competitively priced while also providing support to communities of artisans. The idea is aligned Kotler and Keller’s (2022) assertion that consumers are increasingly leaning towards fashion that is inclusive and helps in expressing cultural meanings.
Legal Format and Management Structure:
The brand limits the personal liabilities of the founder of this company and make sure that confidence of investors will be strengthened as well as accessibility to external finances will be enhanced as suggested by Scarborough and Cornwall (2019). Such a structure will help in making the company more credible to suppliers and financial entities within the market. A lean approach will be used to structure the management domain of the company which will focus on functionalities. The Founder will also operate as the Managing Director with the responsibility of overseeing strategic aspects and relationships with suppliers. The Operations Manager of Asian Fashion Online will be responsible for managing warehouses and logistics in the market. Moreover, the Digital Marketing Manager will focus on carrying out campaigns on social media and engaging people online. Such a structure with simplicity echoes the assertion by Mintzberg (1980) that an entrepreneurial organisation should be controlled strategically with a central domain and it will enhance the suitability of the new organisations to be more agile as well as cost-efficient.
[bookmark: _Toc222785844]Market Research
Asian Fashion Online faces a favourable condition within the online retail ecosystem of fashion and e-commerce domains in the UK. Accordingly, a market research has been done to comprehend the specific market factors through a PESTEL analysis as suggested in Table 1 below:
Table 1: PESTEL Analysis – Asian Clothing Business
1️⃣ Political Factors
· Trade regulations & tariffs – Import/export duties on textiles affect pricing and margins.
· Labor laws – Compliance with manufacturing labour standards (especially if outsourcing overseas).
· Tax policies – VAT, sales tax rules for e-commerce (especially cross-border selling) (Government Digital Service, 2022)
· Political stability – Impacts supply chain reliability.
· Government incentives – Support for digital businesses or sustainable fashion

2️⃣ Economic Factors
· Consumer purchasing power – Disposable income levels directly affect clothing sales.
· Inflation & production costs – Rising fabric, shipping, and packaging costs impact profitability.
· Exchange rates – Important when sourcing materials internationally (ONS, 2026).
· Economic cycles – Clothing is partly discretionary; recession reduces demand.
· Unemployment rates – Influence consumer spending behaviour (BBC, 2025)

3️⃣ Social Factors
· Fashion trends – Rapidly changing trends require quick inventory turnover.
· Sustainability awareness – Increasing demand for ethical and eco-friendly clothing.
· Online shopping habits – Growing preference for convenience and mobile shopping.
· Demographics – Target age group, income level, lifestyle, cultural (ONS, 2021)
· Influencer culture & social media – Platforms like Instagram and TikTok heavily influence fashion purchasing decisions.

4️⃣ Technological Factors
· E-commerce platforms – Use of platforms like Shopify or WooCommerce.
· Mobile commerce growth – Increasing purchases via smartphones.
· AI & personalization – Recommendation engines improve customer experience.
· Secure payment systems – Integration with services like PayPal and Stripe.
· Data analytics – Customer behaviour tracking for targeted marketing.
· Automation & inventory software – Improves efficiency and stock management.

5️⃣ Environmental Factors
· Sustainable sourcing – Organic fabrics, recycled materials.
· Carbon footprint – Shipping emissions and packaging waste.
· Consumer demand for eco-packaging.
· Environmental regulations – Waste disposal and textile production rules.
· Climate change impacts – Disruption of raw material supply chains.

6️⃣ Legal Factors
· Consumer protection laws – Return policies, refund rights.
· Data protection regulations – Compliance with GDPR (if operating in Europe).
· Intellectual property rights – Protecting original designs and avoiding copyright issues.
· E-commerce regulations – Transparent pricing, terms & conditions.
· Product labelling laws – Fabric composition and country-of-origin labelling requirements.
This table suggests that the company has several viable opportunities, especially from social and technological aspects. The multiculturally viable demographic in the UK presents supportability for clothing and apparel that expresses cultural viability especially when religious festivals or weddings are held. Additionally, ONS (2026) suggested that consumers are increasingly adopting digital retail and the trend is expanding as suggested by the fact that 28.9% of the overall retail sales in the UK are from online domains. From the competitive perspective, Asian Fashion Online will experience extensive competition from companies or brands like Lashkaraa and Pernia’s Pop-Up Shop. These companies ship n ethnic wear to a global consumer base and they have Asian boutique stores that have constrained presence on digital platforms. In this context, Asian Fashion Online will focus on gaining competitive advantage which can be accomplished through differentiation strategy or the cost leadership approach as per Porter (1985). This differentiation will be achieved by the brand through artisan storytelling, inclusive sizes, and fast delivery of products so that the fragmented services by the existing competitors are addressed. 
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As suggested by Kotler and Keller (2022), Asian Fashion Online will focus on a segmentation, targeting, and positioning (STP) approach for defining how it will operate in the UK market. The users will be segmented on the basis of demographic and psychographic features. These aspects will include age range of 18-40 years, enthusiasts having interest in multicultural fashion, and the users who represent second-generation diaspora while also looking for fashion products that can offer cultural expression as well as contemporary trends. The brand will primarily target Generation Z (Gen Z) and Millennials who are extensively active of digital platforms and who often purchases fashion products from online channels. The brand will be positioned in a specific way where Asian Fashion Online will be represented as a company which offers size inclusivity and premium-accessibility at the same time. Additionally, the positioning will be strengthened by conveying that the brand sources products in a sustainable manner and delivers the products quickly to the consumers in the UK. Thus, the brand will be potentially perceived as authentic and reliable. It will help to address the regular concerns associated with delayed overseas deliveries and inconsistencies in sizes of products. Furthermore, McCarthy’s (1960) 4Ps marketing mix strategy will be utilised by the brand for an integrated marketing approach as demonstrated in Table 2 below:
Table 2: 4Ps Marketing Mix for Asian Fashion Online
	Product
	The products will be tailored n and South Asian ethnic as well as Asian-Western dresses and apparels. The brand will offer size-inclusive products of UK sizes 6-26. Offer of tailored customisation and premium packaging which bolsters artisan storytelling to a great degree.

	Price
	Premium pricing at the mid-level will be followed to reflect the fact that the brand is affordable, sustainable, and quality-focussed while maintaining a competitive upper hand in the market where competitors import alternative products. 

	Place
	Products will be distributed through an online channel or platform focussing on Shopify-based website. The distribution efficacy will be enhanced by warehouses in the UK for quick deliveries of products.

	Promotion
	Asian Fashion Online will focus on social media marketing especially through the platforms of TikTok and Instagram. Furthermore, the brand with collaborate with South Asian influencers and promote through paid advertisements. Meanwhile, campaigns concentrating on user-generated content or UGC will also enhance engagement. This strategy is in line with Deloitte’s (2025) report that marketing through social media has a significant influence on final decisions of consumers regarding purchasing fashion products and it is especially viable among younger consumer clusters. Therefore, the brand will achieve these benefits for better growth through digitally engaging users.
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The brand will need an upfront investment of £45,000 for supporting its entry into the market and making the operations stable. Scarborough and Cornwall (2019) asserted that start-ups need to have access to adequate capital or funding so that initial uncertainties are managed appropriately and the needs for working capital are properly addressed. The finances will focus on aspects like procuring inventories, strengthening the digital infrastructure or ecosystem, managing the warehouses, and proper management of marketing when the company will be launched. The estimation of the costs in different aspects for this start-up is demonstrated in Table 3 below:
Table 3: Estimating Start-Up Costs
	Expense Category
	Estimated Cost (£)

	Initial Inventory
	20,000

	Website Development
	4,000

	Warehouse Deposit & Rent
	6,000

	Marketing (3 months)
	8,000

	Packaging & Branding
	2,500

	Legal & Insurance
	1,500

	Working Capital Buffer
	3,000

	Total Required
	45,000



A combination of different sources will be used and accessed for funding. The founder will contribute £15,000 to the initial funding while £20,000 will be acquired from an angel investor and a small business loan of £10,000 will be taken to afford the initial funding adequately. This strategy matches British Business Bank’s (2026) suggestion that sources of funding should be diversified to reduce potential financial risks while also gaining more control over ownership. Additionally, the organised structure as a startup company will help in protecting personal assets of the founder and strengthening confidence by investors. Furthermore, the company’s cashflow for the first month of operations is forecasted as presented in Figure 1 below:
[image: ]
Figure 1: Forecasted First-month Cashflow for Asian Fashion Online
The figure above has presented the cash flow for the first month of operations for the company and the new cash flow is forecasted to be positive (11,100 GBP). It is expected that this trend will continue in operations of later months and the firm will remain profitable.
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CASH FLOW

Loan- start up capital £10,000
Sales (total sales of product andlor services) £12,000
Other £35,000
Total cash in-flows (A) £57,000

MONTH
Cash out-expenses

[Rent or premises costs

[Business rates for your business premises
[Utities (gas, electricity, water)

lInsurance

[Telephone and internet

[Marketing and advertising expenses
[Vehicle running costs

[Equipment purchase or leasing

[Postage, printing, stationery

[Transport and delivery
[Professional fees (legal, accounting etc.) 2800
[Cost of sales (Cost of product) £20,000
[Wages your own £2,000
Staff wages £2,500

[Any other

Total cash out-flows (B]

£45,900

Your net cash flow [ enoo





