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1. Executive Summary
NeoStylist is a modern UK‑based streetwear brand designed to empower self‑expression through bold, minimalist fashion. As stated in your uploaded document, “NeoStylist is a bold and modern streetwear brand that empowers self-expression through fashion” . The brand merges urban culture with clean, contemporary design, appealing to Gen Z and Millennial consumers who value authenticity, creativity, and sustainability.
The business will launch with a digital‑first strategy, leveraging influencer partnerships, social media marketing, and limited‑edition product drops to build brand awareness. Long‑term ambitions include international expansion, seasonal collections, and a flagship London retail space.
2. Business Concept
2.1 Business Description 
NeoStylist is a modern UK‑based streetwear brand built around the core belief that fashion is a powerful tool for self‑expression. The business combines the energy of urban culture with the clarity of minimalist design, creating a unique aesthetic that appeals to Gen Z and Millennial consumers who value authenticity, creativity, and individuality. As highlighted in your supporting documents, the brand’s mission is “to empower self-expression through bold, modern streetwear that blends urban culture with minimalist design.” This mission forms the foundation of NeoStylist’s identity and strategic direction.
The brand positions itself at the intersection of contemporary fashion, youth culture, and ethical production. NeoStylist aims to differentiate itself through clean silhouettes, bold yet minimal graphics, and high‑quality materials sourced from ethical suppliers. This approach reflects the growing consumer demand for sustainable and responsible fashion, particularly among younger audiences who prioritise transparency and values‑driven brands.
NeoStylist will operate as a digital‑first business, launching primarily through an e‑commerce platform supported by strong social media activity. This model allows the brand to minimise overhead costs, scale quickly, and engage directly with its target audience. The business strategy includes limited‑edition product drops, influencer collaborations, and user‑generated content campaigns to build hype, exclusivity, and community engagement. These tactics mirror the successful approaches used by leading streetwear brands such as Supreme, Corteiz, and Palace, while still maintaining NeoStylist’s unique identity.
In addition to its core product offering, NeoStylist aims to cultivate a lifestyle brand that resonates beyond clothing. The long‑term vision includes seasonal collections, international shipping, artist collaborations, and eventually a flagship retail store in London. This physical presence will serve not only as a retail space but also as a cultural hub for events, pop‑ups, and creative showcases.
2.2 Product Description 
NeoStylist’s product range is built around the core principles of bold simplicity, cultural relevance, and long‑lasting quality. Each item is designed to reflect the brand’s identity — modern streetwear with a minimalist edge — while still offering customers the freedom to express their individuality. The collection focuses on essential wardrobe pieces that can be worn daily, styled easily, and integrated into different lifestyles, from street culture and skateboarding to music, nightlife, and creative work.
The initial product line includes:
· Jackets — Statement outerwear pieces that combine clean silhouettes with subtle detailing. These jackets are designed to be versatile, durable, and suitable for year‑round wear, making them a key part of the NeoStylist look.
· Hoodies — A core streetwear staple, produced using high‑quality fabrics for comfort and longevity. The designs balance bold branding with minimalist graphics, appealing to customers who want something stylish but not overly loud.
· T‑Shirts — Everyday essentials featuring modern cuts and soft, breathable materials. These tees act as the foundation of the brand, offering simple yet impactful designs that reflect NeoStylist’s identity.
· Trousers — Functional and fashion‑forward pieces inspired by urban culture. The focus is on comfort, movement, and clean design, making them suitable for both casual wear and more styled outfits.
· Accessories — Items such as caps, bags, and small lifestyle pieces that help build the brand’s visual identity. Accessories also support limited‑edition drops and collaborations, creating opportunities for exclusivity and collectability.
3. SMART Objectives
Short‑Term (0–12 months)
· Launch e‑commerce website and social media channels by April 2026
· Release first limited‑edition drop by June 2026
· Partner with 5 influencers by August 2026
· Reach 1,000 followers on Instagram and TikTok by September 2026
Long‑Term (12–36 months)
· Expand product line into seasonal collections by 2027
· Establish international shipping by late 2027
· Achieve £100,000 annual revenue by Year 2
· Open a flagship London store by 2028
4. Market Analysis
Competitors
· Supreme
· Palace
· Stüssy
· Corteiz
· Represent
Target Customers
· Age 16–30
· Interested in streetwear, skateboarding, music, and urban culture
· UK‑based initially, expanding globally
5. PESTEL Analysis
	Factor
	Key Points

	Political
	Brexit, import tariffs, UK trade regulations

	Economic
	Inflation, cost‑of‑living pressures, currency fluctuations

	Social
	Demand for ethical fashion, streetwear culture growth

	Technological
	E‑commerce growth, social media marketing

	Environmental
	Sustainable materials, carbon footprint concerns

	Legal
	Labour laws, IP protection


6. SWOT Analysis
	Strengths
	Weaknesses

	Unique brand identity
	Limited recognition

	Strong social media potential
	Limited capital



	Opportunities
	Threats

	Growing streetwear demand
	High competition

	Influencer collaborations
	Fast‑changing trends


7. Marketing Mix (4Ps)
Product
High‑quality streetwear: jackets, hoodies, tees, trousers, accessories.
Price
Mid‑range pricing with exclusive drops.
Place
Online store, social media, pop‑ups.
Promotion
Influencer marketing, TikTok/Instagram campaigns, user‑generated content.
8. Management Team
Founder
Cristopher — Creative Director with strong understanding of streetwear culture.
Organisational Structure
Founder → Creative Team → Marketing Team → Operations Team
Key Milestones
· Q1: Brand development
· Q2: Website launch
· Q3: Influencer partnerships
· Q4: Performance review

9. Financial Plan
9.1 Sources of Finance
· Personal savings
· Small business loan
· Crowdfunding
9.2 Cash Flow Forecast (April–September)
	Month
	Sales (£)
	Production (£)
	Marketing (£)
	Net Cash Flow (£)
	Closing Balance (£)

	April
	9,000
	3,750
	500
	4,450
	7,450

	May
	10,320
	4,300
	600
	5,120
	12,570

	June
	11,820
	4,925
	700
	5,895
	18,465

	July
	13,560
	5,650
	800
	6,810
	25,275

	August
	15,540
	6,475
	900
	7,865
	33,140

	September
	17,820
	7,425
	1,000
	9,095
	42,235





9.3 Sales Forecast
	Month
	Units Sold
	Revenue (£)

	April
	150
	9,000

	May
	172
	10,320

	June
	197
	11,820

	July
	226
	13,560

	August
	259
	15,540

	September
	297
	17,820





9.4 Production Cost Forecast
	Month
	Units
	Production Cost (£)

	April
	150
	3,750

	May
	172
	4,300

	June
	197
	4,925

	July
	226
	5,650

	August
	259
	6,475

	September
	297
	7,425


9.5 Break‑Even Analysis
· Break‑even units: 22
· Break‑even revenue: £1,320
10. Operations & Management Plan
Production
Ethical manufacturers, sustainable materials, quality control.
Technology
Shopify, Canva, TikTok, Instagram.
Human Resources
Founder + freelancers + part‑time marketing assistant.
11. Expansion Plan
· Seasonal collections
· EU & US shipping
· London flagship store
· Artist collaborations
· Larger influencer partnerships
12. Reference List
Business & Streetwear Industry Sources
Jackson, T. & Shaw, D. (2022) The Fashion Industry: Issues, Influences and Trends. 3rd edn. London: Bloomsbury Publishing.
Statista (2024) Streetwear Market – Global Revenue and Consumer Trends. Available at: https://www.statista.com (Accessed: 8 April 2026).
Mintel (2023) UK Streetwear and Youth Fashion Report. Available at: https://www.mintel.com (Accessed: 8 April 2026).
Marketing, Branding & Consumer Behaviour
Kotler, P. & Armstrong, G. (2021) Principles of Marketing. 18th edn. Harlow: Pearson Education.
Solomon, M. (2022) Consumer Behaviour: Buying, Having and Being. 14th edn. Harlow: Pearson.
E‑commerce, social media & Influencer Marketing
Shopify (2024) E‑commerce Growth and Digital Retail Trends. Available at: https://www.shopify.com (Accessed: 8 April 2026).
Influencer Marketing Hub (2024) Influencer Marketing Benchmark Report. Available at: https://influencermarketinghub.com (Accessed: 8 April 2026).

13. Appendices
Appendix A — Photoshoot Concept
Appendix B — Influencer Strategy
Appendix C — Chart Data
Appendix D — Cost Breakdown
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