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Form.
Verb

1. Bring together parts or combine to 
create (something).
(Oxford languages, no date:online)
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Getting Started.
Business Name.
Form.

Owners Names.
Esty
Chloe
Anna
India
Georgia

Business Address And Postcode.
Unit C42
Big Yellow Self Storage Manchester 
1 New Elm Road
Manchester
M3 4JH

Business Email Address.
HQ@FormCo.co.uk
Anna@FormCo.co.uk
Chloe@FormCo.co.uk
Esty@FormCo.co.uk
Georgia@FormCo.co.uk
India@FormCo.co.uk
CustomerService@FormCo.co.uk
NoReply@FormCo.co.uk
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Section one.
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‘Form’ is a female-run creative start-up fashion business. The business is an Artificial 
Intelligent (AI) shopping assistant website, acting as a virtual stylist to aid disabled women, 
18-34, within the UK (Silverman, 2018). Responding to the first of the UK Government’s 
‘Grand Challenges’, which is AI, ‘Form’ is an inclusive service based upon individual fashion 
principles (GOV.UK, no datea:online). The business distributes adaptive and independent 
clothing brands, providing a try-before-you-buy service with optional subscriptions. ‘Form’ 
is innovative, accessible and functional, responding to a misrepresented market gap, 
allowing for first-mover advantage (Kerin et al., 1992). As a limited company, ownership is 
‘split into equal shares’, allowing for individual equity from personal assets; increasing the 
likelihood to receive funding (ClearSky, no date:online).
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Business Summary.

Business Aims.
According to GOV.UK (2021b), 14.1 million people in the UK have a disability, 24% are 
women. As a market ‘under-represented’, ‘Form’s’ immediate goal is to provide a 
personalised service, inclusive to disabled women (Silverman, 2018:online). Short-term, 
‘Form’ wishes to challenge the market positively. Mid-term, the business thrives on 
expanding the target market for increased reach. A long-term aim is to flourish 
internationally for global success.
(See Appendix 1.0)



Financial Summary.
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Within the first year, ‘Form’ hopes to turnover £141,784.24, with £20,119.62 left at 
the end of the first trading year. The start-up cost for the business is £35,008.09. 
‘Form’ will receive the Women in Innovation Funding of £50,000 (GOV.UK, no 
datec). All ‘Form’ directors will contribute £1,000.



Brand Guidelines.
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Colours.
According to Sherin (2012), colour significantly provokes feelings and emotions. The use of colour can determine a 
welcoming environment. As a crucial element of online experiences, colours can navigate positive thinking, 
particularly post-pandemic (Kramer, 2019). An aim is to provide an uplifting space that’s visually easy to follow. 
WGSN (2021a) suggests, calming colours will be a driving trend for the upcoming future. For a joyous visual identity, 
‘Form’s’ palette explores mindful, soft pastels.

Analysing colour trends and psychology, the business selected colours resembling meaning, identifying ‘Form’s’ brand 
values, which consumers can appreciate (Cherry, 2020).

Muted Green:
The use of muted greens symbolises tran-
quillity with a positive impact on thinking.

Pale Pinks:
Creates a creative spirit with mellow 
compassion, creating an inviting space to 
explore.

Purple:
Associated with a soothing calmness and 
comfort.

Off White: 
Neutrals are often relaxing and fresh. 
Creating a contemporary element to de-
sign (WGSN, 2021b)

Dusty Blue:
Blues have a tranquil nature about them. 
Often seen as refreshing and joyous. 

(Disabled World, 2019) 
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The Logo.
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The Logo.
Dooley (2021) suggests that brand 
names should be kept short to 
entice consumers. ‘Form’ can be 
interpreted in various ways. One 
official definition is ‘to bring 
together parts or combine to cre-
ate (something)’ (Oxford Languag-
es, no date:online). In response, 
‘Form’ portrays an evocative
 notion, provoking a sense of unity. 
A solid and robust brand name will 
reflect our community of 
consumers (Warner, 2021).

The choice of a Slab Serif font 
communicates our presence with a 
clean and contemporary approach 
(WGSN, 2021c; Tailor Brands, No 
Date) (See Appendix 2.0-2.5).
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Logo Suite.
‘Form’s’ primary logo spans across 
branded material and social campaigns, 
with the sub mark logo as an alternative.
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Clear Space.
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p r i m a r y  l o g o  s pa c e

Ensuring a clear and consistent logo, a 3mm margin of white space is required. Further enhancing legibility, the minimum width for 
production is 10mm.

s e c o n d a r y  l o g o  s pa c e



The Tagline.
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The Tagline.
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The tagline encourages an independent 
shopping experience, specific to the 
consumer (Haines, 2021).

FIND YOUR FIT



Typeface.

‘Form’s’ fonts are visually clean, 
utilised within the business’ online 
platforms, keeping branding 
consistent (WGSN, 2021c).
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Titles.

Poppins
Aa  Bb  Cc  Dd  Ee  Ff  Gg  Hh  Ii  Jj  Kk  Ll  Mm
Nn  Oo  Pp  Qq  Rr  Ss  Tt  Uu  Vv  Ww  Xx  Yy  Zz

1  2  3  4  5  6  7  8  9  0 

Subtitles.

p o r t e r

Aa  Bb  Cc  Dd  Ee  Ff  Gg  Hh  Ii  Jj  Kk  Ll  Mm
Nn  Oo  Pp  Qq  Rr  Ss  Tt  Uu  Vv  Ww  Xx  Yy  Zz



Typeface.
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Body Copy.

Orpheus Pro
Aa  Bb  Cc  Dd  Ee  Ff  Gg  Hh  Ii  Jj  Kk  Ll  Mm
Nn  Oo  Pp  Qq  Rr  Ss  Tt  Uu  Vv  Ww  Xx  Yy  Zz

1  2  3  4  5  6  7  8  9  0 

Alternative copy.

Poppins
Aa  Bb  Cc  Dd  Ee  Ff  Gg  Hh  Ii  Jj  Kk  Ll  Mm
Nn  Oo  Pp  Qq  Rr  Ss  Tt  Uu  Vv  Ww  Xx  Yy  Zz

1 2 3 4 5 6 7 8 9 0
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Brand Identity Prism.

p h y s i q u e

R e f l e c t i o n

p e r s o n a l i t y

s e l f - i m a g e

r e l a t i o n s h i p c u lt u r e

Utilising Kapferer’s (2008) study of the brand identity prism, ‘Form’ has identified its visual impression:
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Modern, fun, and welcoming.
The physique is built upon accessible clothing and 
small independent brands, inclusive 
to you.

Conversation, trusted, social.
A consistent conversation between 
the consumers and business. 
Building an Inviting space with 
products that can be trusted. 

Young , working adults, bold, experiencers, in need 
of a Reliable, personalised product to form your best 
self.

Self expressive, Inviting, confident, helpful, and 
encouraging.

Female team, indivudual,transparent
UK driven, Innovative, accessible, and 

functional.

I am Confident 
I am comfortable

I am a strong woman involved within a community. 



Elevator Pitch.
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Elevator Pitch.
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Within the 14.1 million people in the UK with a 
disability, an estimated 1.1 million are women, 18-34 
(GOV.UK, no dateb). Aiding this consumer, ‘Form’ 
is an Artificial Intelligent shopping assistant website 
acting as a virtual stylist. Driven to create a unique 
service, ‘Form’ is complimentary in collaboration 
with accessible and independent UK brands 
(Steiner, 2006). ‘Form’ thrives to challenge 
sizing and fit issues in a positive manner, posing an 
opportunity for first-mover advantage as an 
experience beyond a service.  

     

https://stummuac-my.sharepoint.com/:v:/g/personal/19068260_stu_mmu_ac_uk/EdY4zjP-
pkUNCjOgA04ia5qABXe-vhxFQz32U7XeRwCuH2w

Video Pitch.

Link to video:

https://stummuac-my.sharepoint.com/:v:/g/personal/19068260_stu_mmu_ac_uk/EdY4zjPpkUNCjOgA04ia5qABXe-vhxFQz32U7XeRwCuH2w
https://stummuac-my.sharepoint.com/:v:/g/personal/19068260_stu_mmu_ac_uk/EdY4zjPpkUNCjOgA04ia5qABXe-vhxFQz32U7XeRwCuH2w


Elevator Pitch.

Section Two.
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Meet The Team.
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Esther.

‘Form’ originated through passion 
for the disability community, 
discovering a market gap for a prof-
itable opportunity. It’s an 
interesting dichotomy that the 
market has profit potential yet, the 
industry disregards accessibility 
(O’Connor, 2019). Therefore ‘Form’ 
thrives on reinventing discrepancies 
within the fashion industry, 
Collectively, the team boasts 
various skills paramount in driving 
the business to success (See Appen-
dix 3.0-3.4).

Esther is the Managing Director for 
‘Form’. Upon completing the Belbin 
test, she discovered that she is a 
‘completer-finisher’, meaning she 
will ‘constantly strive for perfec-
tion and correct errors’ (Belbin, no 
date:online). Esther has experience 
working within this manner during 
her work placement at Portwest. 
She found she is a ‘co-ordinator’ and 
clarifies goals’, which she has expe-
rienced whilst at university (Belbin, 
no date:online). Esther can develop 
‘strategic plans’, build and maintain 
an ‘effective management team’, 
allowing her to fulfil her role at 
‘Form’ (Total Jobs, no date:online).

Why. Chloe.

Chloe is the Marketing Director for 
‘Form’. Upon completing the Belbin 
test, she discovered that she is a 
‘resource investigator’ who likes to 
explore ‘opportunities and develop 
contacts’ (Belbin, no date:online). 
Chloe demonstrates this through 
research development. Chloe is also 
a ‘co-ordinator’, meaning she is ‘con-
fident’ and can ‘clarify goals’, which 
are essential elements to 
produce a successful marketing 
strategy (Belbin, no date:online). 
Chloe’s experience aligns with this 
role from studying at university 
whilst balancing a part-time job. 
Chloe is proficient in curating
 ‘marketing plans’ and ‘campaigns’, a 
key aspect of her role at ‘Form’ 
(Prospects, no date:online).
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India.

Anna is the Creative Director for 
‘Form’. Upon completing the Belbin 
test, she discovered that she is a 
‘teamworker’, meaning she is 
‘co-operative’ with her team mem-
bers (Belbin, no date:online). An Art 
Foundation course and experience 
in luxury retailer Flannels, provided 
Anna with a firm understanding of 
group work. As a ‘completer-finisher’, 
she ‘polishes and perfects’ all her 
work, which is evident in her 
university work and part-time 
work with the Sporting Lodge as 
a Social Media Executive (Belbin, 
No Date:Online). A character that 
strives in understanding the 
commercial side of the business, her 
outlook expresses a ‘creative 
philosophy’ thus, aiding her as inte-
gral individual at ‘Form’ (Prospects, 
no date:online).

India is the Design Director for 
‘Form’. Upon completing the Belbin 
test, she discovered that she is a 
‘plant’, meaning that she is ‘highly 
creative’, something she has 
experience through university pro-
jects and her part-time role at Zero 
Degree Fashion (Belbin, no date: 
online). This job requires 
understanding of Adobe Suite and 
creative platforms. India is also a 
‘completer-finisher’, she values 
design accuracy which she has 
developed while working at Zero 
Degree Fashion (Belbin, no date:on-
line). India can ‘develop design ideas’ 
and ‘collaborate’ making her a highly 
capable member of of ‘Form’ (Job 
Hero, no date: online).

Anna. Georgia.

Georgia is the Operations and 
Finance Director for ‘Form’. Upon 
completing the Belbin test, she 
discovered that she is a ‘resource 
investigator’, meaning she is a 
‘natural communicator’ and 
‘negotiator’ (Belbin, no date:online). 
These are skills which she 
developed while working at 
Teconnex Ltd. Georgia is also a 
‘co-ordinator’ who can assist others 
to reach their ‘shared goals’ (Belbin, 
no date: online). She is highly 
adaptable in guiding authority and 
dealing with a diverse team. She 
has developed a vast array of skills 
during previous university projects 
and at her previous job. Georgia 
can’ monitor cash flow’, plan 
strategically for the future, assisting 
her in her role of Operations and 
Finance Director at ‘Form’’ (Total 
Jobs, no date:online).
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Business cards.



Section Three.
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Welcome 
to 
Form.



‘Form’ is driven to provide a specialised service for women with a focal point on confidence and quality 
through stylish yet functional clothing (Meinander and Varheenmaa, 2002). Peak (2021) suggests utilising 
Hyper-Personalisation in AI forge’s deeper relationships with consumers. ‘Form’s’ AI feature will be 
developed and coded through a PHD student (Cleave, 2017) (See cash flow, page 135). Clothing options 
will be catered to the customer using an AI virtual assistant derived from a consumer survey, gathering 
individual preferences. 
‘Form’ will distribute selective, accessible UK brands, aiding them in expansion, featuring their products. 
According to McKinsey & Company (2020) Collaboration negotiates a positive business journey. Post- 
pandemic, an engaging E-commerce platform, encouraging dialogue with the consumer could be integral 
(Dreher, 2019). Evaluating a successful e-commerce strategy, ‘Form’ endeavours to develop a distinctive 
platform unique to the market (See appendix 4.0-4.2).

Our Service.
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Journey.
Enter Form
website and access
ai assistant

discover curated
accessible clothing
and independent
brands fit for you

order and have 
products shipped
from our 
distribution centre

beyond the service,
join the form
community

27
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t h E  B R A N D S .

- Chosen due to the fabric 
- Sustainable 
- Allows individuality
(Tala, no date)

- Adaptive
- Made to order - allows for timeless pieces custom to the consumer
- ‘Long - lasting’
(Harriet Eccleston, no date)

- Affordable and ethical (made with organic materials)
- Female founded
- ‘Made to order’ provides individuality
(nude ethics, no date)

- Female founded
- Organc material
(WNU, no date)

- Up to date fashion trends
- Stylish
- Female founded
(mrgnthelable, no date)

- High quality and sustainable
- Afforadble
KITRI, no date)

- Inclusive and adaptive brand 
- Functional
- Made with the disability consumer in mind
(Kintsugu, no date)
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AccessiBe.
‘73% of potential disabled customers 
experience barriers on more than a 
quarter of websites they visit (WeArePurple, 
2021:online). AccessiBe (2021:online) are a 
platform who aim to to make the whole 
internet accessible by 2025 – “AI is the key 
to scalable and affordable website 
remediation”. AccessiBe (2021) purports 
people with disabilities wish to be 
included in the modern, digital era.
‘Form’ will work with AccessiBe, as an 
affordable online accessibility solution that 
reflects the brand values, making the 
website completely accessible. The widget 
used has accessibility adjustments that 
consumers can change to suit their needs.



Consumer Survey.
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Powered by AI, the ‘Form’ consumer 
survey is generated to tailor an outfit to 
the specific needs of the consumer.  

Competitors have not neccessarily 
accounted for the individual requirements, 
disabled people need whilst shopping. 
‘Form’ is developed to gain essential
information to create a deeper 
understanding of the consumer (Suliaman, 
2021).

What is unique?.

31



Your Collection.

32

Following the Form survey, customers will be taken to their collection where a range of clothing 
items are presented. It is important to gather accurate answers, so the AI generator can accommodate 
for individual requirements. Form understands that changes might occur, and if required consumers 
can recomplete the survey, shifting the algorithms revealing a consistent personalised collection. 
Included in the collection page customers will see the option to purchase an e-gift card (See Appen-
dix 5.0). As part of the collection, a pop up will appear to advertise one of the services ‘FormExtra’, 
where the customer can decide if they would like to continue their shop or subscribe and receive a 
four-item mystery box. 



Form Services.
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FormVIP.
‘FormVIP.’ is a service that will allow 
customers to pay £9.99 per year and 
recieve free shipping thoughout the year, as 
well as be entered into a monthly 
competiton to win a gift card.

FormExtra.
‘FormExtra.’ is a service that will allow the 
consumer to receive a mystery box of items 
each month, paying for the items you keep, 
based on their response to the Consumer 
Survey. It will cost £9.99 per month as a 
service, including four items and styling tips 
based on the products selected for you. 
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Form
Community.
Steiner (2006) purports creative collaboration 
strikes an equilibrium amongst individuals and 
a connected community. ‘Form’ aims to unite 
like-minded individuals and ambassadors, 
offering a space to showcase purchases, styles 
and unify thoughts.
The service is driven to engage 
consumer loyalty thus, potentially increasing 
sales (i-SCOOP, no date). 
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Styling
Emails.
Styling tips will arrive in 
the consumers’ email inbox 
once they receive their 
items. As a business that 
wants to encourage sus-
tainability, ‘Form’ 
wishes to inspire new ways 
to style items, 
supporting the consumer 
to reduce single-use wear 
of garments. ‘Fashion 
accounts for around 10% 
of greenhouse gas emis-
sions from human activity’, 
so encouraging our 
consumers to reuse is 
essential at reducing this 
number (Ro, 2020:online).



Packaging.
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Packaging.

38

Personalised packaging enhances brand 
identity, whilst attracting consumers (PixArt 
Packaging, no date:online).

Gendelman (2014) suggests a striking tagline 
makes a business individual. As a reminder 
to the consumer, all orders will be packaged 
with a sticker, stating the tagline
(See Appendix 6.0-6.1).
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Packaging
Inserts.
In all orders, ‘Form’ will add an A6 
packaging insert made using recycled 
materials. This packaging insert will reiter-
ate the services which ‘Form’ offers and a 
QR code to take them to the community 
page of the website. This is a low-cost way 
to increase customer loyalty as they desire 
brand appreciation (Odjick, 2018). 



Section Four.
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Section Four. Consumers.
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‘Form’s’ cohort of consumers are Gen Z and Millennial, disabled women within the UK. Aged 18 to 
34, they’re segmented as ‘The Here and Now’ consumer group (Klarna, 2020).

McCracken (1986) studied how consumers are identity seekers. More recently, an article by Francis 
and Fernanda (2018:online) supports this, labelling ‘consumption as an expression of individual 
identity’. Upon consideration, ‘Form’ strives to correlate with consumers changing individual needs 
and desires. Yet, as a cluster also driven to be connected as a community. Encouraging liberal 
dialogue between the business and consumers could potentially Increase brand loyalty.

Gaffney (2020) suggests brands should engage with consumers in an emotive way. Post-pandemic, 
consumers are battling a sense of unknown belonging and lack of personal connectivity. Uniting a 
like-minded community whilst tackling a re-occurring issue of size and fit through technology, could 
be extraordinary (McKinsey & Company, 2020). 

42
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The Here and 
Now’s.



‘The Here and Now’s’ consumer group are consistent in social connectivity. Defined as ‘Social savvy’ they utilise many apps and websites to navigate their life-
style This consumers disability does not define who they are, it propels their desire for difference and brand reliability (Klarna,2020:online).

Accessibility and navigation of social media is a crucial element of this consumers online experience (Finneman et.al, 2017). Form’s service curates a connection 
of like-minded individuals. It is this peer-to-peer atmosphere many thrive for and enjoy seeing brands getting involved with. As ‘form’ is a first mover service on 
the market, this consumer group has the advantage of a new discovery that is exciting (Haines, 2021).

Pre-pandemic consumers focused on price. Now, an ever-evolving change for consumers means price is a reduced priority. The value a brand can offer, con-
sumers identify with (Toriello, 2021). For disabled people in the UK, ‘life costs £583 more on average a month’. As a result, a priority is providing a service that is 
attainable (Scope, 2021:online).

The Here and 
Now’s.

of Gen Z and 
Millennials want 
better fit technology

66%

social savvy accessability
is key

44
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Demographic Geographic Behavioural Psychographic

- Gender: Female.

- Age: 18 - 34 (GenZ and Millennials).

- Race: All.

- Lifestyle: They don’t take life to 
seriously.

- They enjoy their freedom and like to 
have fun.

- They are in education or working
Socialble.

(Klarna, 2020)

- Social class: Middle - Upper.

- United Kingdom
-Mainly in the North-East of England 

(Gov.uk 2021b:online).

- Yearns for uniqueness (Francis and 
Fernanda,2018).

- Social media orientated and visually 
stimulated. 

- Culturally aware.

- Mainly purchases online.

- Not loyal to brands; Once they find 
their perfect fit, they will be loyal to that 

business.

- Customer satisfaction is quite low; they 
make a lot of returns. As a disheartened 
consumer group, ‘60% of the here and 

now consumers like an easy returns 
process’ (Klarna, 2020:online).

- ‘The here and now’s’ segment are 
heterogeneous, sharing similar meaning in 
common needs (The Chartered Institute of 

Marketing, 2018).

- Utilising the values and lifestyles (VALS, 
2017) to discover further consumer 

behaviour and psychographics, this segment 
adopts characteristics from the VALS type 

‘Experiencers’.

- These consumers like to feel 
independent and prioritise self-expression. 
They appreciate goods that set them apart 

from others.

- They are happy, outgoing and 
enthusiastic about new possibilities. They use 

their voice to stand out from the crowd.

- They love personalisation. The Klarna 
(2020) report suggests that a company 

should ‘get to know their consumers prefer-
ences’; this is what ‘form’ aims to do, posi-

tioning the consumers at the forefront of our 
brand.
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-She is socially aware and finds helping 
others an inspiration. She also encourages 
fashion brands to become more inclusive.
-Her goals and aspirations are to be an advo-
cate and raise awarness for disabled people.
-She uses social media to grow

an audience. Particularly, Instagram and 
tiktok.

(Experian, 2017: Acorn,2014)

-Lauren - 19.
- Generation Z, UK female.

-Lives in Leeds.
- In a relationship.

-Student: Studies Fashion at The University Of Leeds..
-Hobbies include gaming, social media influencing,

spending time with family and friends.
- Purchases items that are on trend but does a lot of returns.

-Likes unique clothing that works
specifically for her needs.
-Very sociable and creative.
-Cares about social agendas,
and voices her opinions.

-Prepared to spend more on
items that are personalised 

(Klarna, 2020)

pen portrait
 

 
FIGURE 1

Consumer A
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-She uses Instagram, Facebook and more 
recently has discovered tiktok.
- She is not fashion forward but likes to be 
trendy and functional.
-She prefers clothing that lasts for longevity, 
so will spend extra on clothes that work 

for her.
(Experian,2017)

-Jane - 31.
-  Millennial, UK female.

-Lives in Manchester.
- Status: Married.

-Wheelchair user
-Career climber in the educational sector (Acorn,2014).

-Shops online through websites, she shops at PrettyLittleThing, 
Zara, George at ASDA, Simply be.
-She makes a lot of returns as she finds it hard to find clothing to 
fit.

-Hobbies and Interests: Spending time 
with her daughter and husband, spending 

time with family, shopping, going out for 
nice drinks with her friends, working with 
charities.
-Goals and Aspirations: To raise aware-

ness for disabilities and to raise 
money for charities who help 

with disabilities.

pen portrait

FIGURE 1

Consumer B
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Section Five.
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Section Five. The Market.
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24%£14.1

People in the UK are
disabled

Million of people in the UK 
with a disability, are 

female.

(Scope, 2021:online) 

(GOV.UK, 2021:online) 

50

1.1
18-34 year old 
women have a 

disability.

 Million

 An estimated

(See page 107)



Desk Research.
Mintel (2018a) purports businesses are reluctant to 
include disabled people within marketing campaigns. 
As a market that has a spending power of ‘£274 billion’, 
the size and potential of this market is vast 
(Wearepurple, 2021:online).

However, it is an interesting dichotomy that certain 
individuals are challenging boundaries. Accessible 
clothing and disabled people have recently featured in 
high fashion events such as London Fashion Week (See 
appendix 7.0). It is this exposure of the market that 
drives a positive impact, revealing the importance of 
these consumers (Stevens, 2021).
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According to Mintel (2021b) post- pandemic sizing and fit has 
resurfaced as a pivotal problem to be investigated further. As 
consumers have increased online shopping habits, finding correct 
sizes can be frustrating. 35% of consumers would be more inclined 
to purchase from a website if correct sizing technology was
integrated before purchase (Gilsenan,2018:online). ‘Form’ can align 
with what consumers currently value for essential change. Aiming 
to solve a problem, that costs the retail industry ‘billions each year’ 
for a specific market (Edited, 2021:online).

Research provided key insights into specific figures however, 
statistics such as the worth of the disabled market had proven 
difficult to source; solidifying the unrepresented thoughts 
surrounding the disability market.

52

Sizing and Fit.
The Industry.



The Industry.
Blog writer and wheelchair user ‘Simply Emma’ reveals it can be a demising, frustrating process 
to discover clothes specifically suited for her. As many wheelchair users are sat, visioning how 
clothes will look in a seated position can prove difficult as most models on fashion platforms are 
typically stood (SimplyEmma, 2020). 

Haines (2021) suggests, brands have the potential to empower and capture the attention of 
people with disabilities. Therefore, it will be imperative for brands to start adapting to those who 
are under-represented.
An example of a US brand that has discovered an accessible niche is, SlickChick. They have 
designed side-fastened underwear working with the consumer whether ‘sitting, standing or laying 
down’ (SlickChick, no date:online). The direction they have taken is a progression of positive 
change for disabled people.

‘A disability can present itself in a range of 
forms’

(Statista, 2021a:online)
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The use of technology and artificial technology is paramount 
for ‘Form’. Although AI is not a newly discovered aspect of 
technology. The way AI could be driven as more 
personalised, is an aspect to consider. Brands utilising this 
personalisation are ASOS. They partnered with Israeli compa-
ny, Zeekit, who showcase a ‘simulated view of a product in 
different sizes and on different body types’ (Wightman-Stone, 
2020:online). Although this is progress of inclusivity, ge-
neric sizes will limit brands to tackle sizing and fit (Drapers, 
2020b).
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As stated in section section one, ‘Form’ is responding to the 
UK Government’s grand challenge of ‘Artificial Intelligence 
and data’(Gov, 2021:online). 
Digital channels are highly prioritised since the pandemic 
(McKinsey & Company, 2020:online). Covid-19 has likely 
had negative impact on disabled people, especially those 
with medical conditions, leaving them more vulnerable 
(Disability rights, 2021). As a result of this, it could suggest 
their online usage has increased. Research suggests some 
organisations are overlooking digital accessibility (WeArePur-
ple, 2021). However,  ‘Form’ strives to adapt to this ‘new 
market environment’, aligning with this digital approach 
(McKinsey & Company, 2020).
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Field Research.



According to Gaffney (2020) to curate a deep 
understanding within a specified market, consumers 
should be a direct source of contact before acting on 
marketing. Research and response to the 
market to date has tended to focus on an insensitive 
representation of those with a disability. An event 
named ‘A day in my wheels’ was created to raise 
awareness for the ‘inaccessibility issues for wheel-
chair users’ (Cat Wells, 2021:online). However, this 
event did not take account of wheelchair users’ 
lifestyles in a realistic way, nor examines a positive 
message. Public figures in the event, posed 
stereotypical connotations surrounding disabled 
people. CatWells (2021) proports representation of 
the market should adapt, therefore Form will 
communicate with consumers firsthand.

‘Wheelchair users should have been 
the face of the campaign and not 
able-bodied people’ 
(Townsend, 2021:online) 
. 
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Field Research.
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Consumer Feedback.
Primary research from potential end users of ‘Form’ has provided key insights 
and opinions of the service. Communication with consumer A and B (See Ap-
pendix 8.0-8.2) enhances Form’s idea of building a brand with the consumer at 
the forefront. Positive change is predominant, a direct dialogue with 
consumers allows them to co-create an experience for themselves (Prahalad and 
Ramaswamy,2004a).



Consumer A’s feedback solidified the importance of an accessible and interesting website, for 
an easy shopping journey. The main theme of perfect fit clothes with stylish suggestions and 
proved important preferences for Consumer A. ‘Form’ is a service this consumer reflected 
would be extremely useful and time efficient for discovering clothes specifically for them.. 

Field Research Consumer Questions.

AA
BB

Similar questions were posed to Consumer B, to gain comparison in feedback on the 
Business.

Consumer B strongly suggested, the fashion industry is ableist and not inclusive to them. 
An important aspect for this consumer was to have a feature that showcased different fabric 

choices, as this is something that effects functionality and comfort of clothing.
This consumer concluded the business idea is innovative, and they would find utilise the 

service against current fast fashion platforms.
Consumer B expressed they would be interested in becoming one of our ‘Form’ 

ambassadors.
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Consumer Feedback.
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Purpose.

Positioning.

Personalised.

Partnerships.

Millennials and Gen Z strive to connect with brands that have similar qualities and values to themselves (Drapers, 2021a). 
The purpose of ‘Form’ is to align with consumers needs and desires, Providing a reason to shop comfortably and 
confidently online.

Consumers can position themselves within a positive environment, enjoying an accessible shopping service. It could be suggest-
ed consumers identify with brands that build a 
consistent narrative. This narrative for ‘Form’ is to bridge the gap for accessibility in a way that is innovative, empowering, and 
confident (Mondalek, 2021).

The AI driven website means the journey consumers experience is one that is inclusive and individual with every visit. McCracken 
(1986) suggests consumers are identity seekers and extract meaning from consumer goods. The grooming ritual can be applied to 
this service. This ritual provides consumers with a feeling of confidence and solid power through their best products. These prop-
erties exist in the form of goods. As ‘Form’s’ products stocked are aligned to specific fashion principals of every individual. Every 
consumer will have a different self-image and meaning derived from each product. Therefore, ‘Form’ is a journey of identity and 
discovery of garments that work for you. Every consumer is encouraged to truly Find their fit (See Appendix 9.0).

To encourage expression and create an authentic dialogue, the business will engage with consumers in a sincere way (Francis 
and Fernanda,2018). This aspect of engagement will be delivered through the marketing strategy by integrating co-creation with 
consumers. Consumers will be the face of the campaign, giving them a direct dialogue in the business, projecting their voices 
and individual value (Prahalad and Ramaswamy, 2004b).The website is a personalised service however, beyond that ‘Form’ 
builds a community (See Appendix 10.0). 

The
4P’s.

MacDonald (2021) suggests brands aims should be centred upon creativity and dialogue. Previous studies of the mar-
keting mix 5p’s have not necessarily considered the changing potential of millennials and Gen Z (Mondalek, 2021). As a 
result, the new 4P’s, outlined by MacDonald can be applied to ‘Form’.

Introduction.

Section Six.



Marketing Timeline.

Pre-Launch

Launch

Post-Launch

Pre- Launch preperation will begin on the 31/01/22.
This includes our campaign photoshoots,
and creative production, ready for pre-launch and launch 
deliverables.
Form ambassadors will be gifted during our Pre-Launch 
period. Posting content from the 21/03/2022 to spread the 
word

The website launch is the 1/04/2022.
Social promotions will also fall on this day to engage an 
audience.

Post-Launch begins after launch, integrating ambassadors with 
the launch of the find your fit campaign.

‘Form’ will post on-going momentous marketing and 
community engagement.

A new campaign launches every 3 months to refresh content 
into every new season.

28/02/2022

1/04/2021

From 2/04/2022
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Campaign Strategy.
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Post-Launch
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Campaign Channels.
Instagram and Facebook
- Instagram is one of the main platforms used by Gen Z and Millennials for connections,
 inspiration, and purchase (Drapers, 2021a). Facebook also stems a huge contender in grasping the 
attention and interaction of Gen Z and Millennials (Facebook Business, 2019).

TikTok
-‘69%’ of Gen Z and millennials consider Tiktok to be their most utilised, engaging app (Drapers, 
2021:online). The here and now’s consumer group focuses on what is current (Klarna,2020). As 
Tiktok has seen a recent influx of users, habits to engage consumers are becoming increasingly 
visual, interesting, and stimulating (Mintel, 2020)

Out of home advertising: 
-Consumers digital persona is crucial to engage. However, since lockdown consumers are also ex-
ploring their surroundings (McKinsey & Company, 2020). Captivating an audience where footfall 
is at a large can be difficult. For the business, marketing in universities will allow a vast proportion 
of ‘Form’s’ target audience to see adverts (Drapers, 2020).
-’Form’ could potentilly explore expanding into a pop-up store (See Appendix 11.0)

Owned Media: 
-Form’s service is a website which is a vital element to the consumer purchase journey (Dreher, 
2019). Online shopping is still a space ‘Form’s’ target market visit. Gen Z admire inspiration whilst, 
Millennials crave value and convenience (Koulopoulos and Kelsden, 2014) Combining unique 
elements of preference from the target market, allows for an exciting shopping experience.

COST per year

£6,564

Free of
charge- no paid 

adverts

Free of
charge in unison 

with 
the Owner’s 
University.

£30,922.82



Mishra (2020) suggests, captivating a specific target 
audience, starts with effective digital marketing. Content 
surrounding brands must stimulate authentic engagement 
(McKinsey & Company, 2020). Research to date reveals 
a shift in how content is interpreted by consumers. Once 
driven towards a purpose, now, projected towards 
creating value in a niche way (Toriello, 2021).

‘Form’s’ marketing strategy will follow three stages: Pre-
Launch, Launch and post-launch.

Research demonstrates to captivate the segmented ‘here 
and now’s’ consumer group, a streamlined omni-channel 
is crucial (Klarna, 2020). For this reason, the business will 
utilise social platforms Instagram, Facebook and TikTok as 
a primary source for engagement. 

Paid advertisements on Instagram and Facebook will only 
be promoted every two weeks, preventing the audience 
to be deterred. Therefore, increasing organic interaction 
between that time (Kastenholz, 2021).

(See Appendix 12.0-12.1)

Campaign
Strategy.
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Pre-Launch Launch Post-Launch

-The pre- launch will consist of engaging the 
target audience, spreading recognition 
surrounding the brand. 

-Building anticipation and engagement will 
come from promotions on the proposed 
social channels. Accessing further consumer 
touchpoints for increased visibility.

- As Gen Z and Millennialls are exploring 
surroundings more post-pandemic (McKinsey 
& Comapny, 2020). Out of home advertising 
will be utilised, situated in student areas of 
universities, particularly accessible areas. 

-All content will ultimately encourage early 
sign-up access to the website through QR 
codes.

-The business will liaise with disability forums 
to spread awareness of ‘Form’. For example, 
Scope disability forum (Scope, no date).

-The business will present prepared 
presentations to staff and students, including 
the staff disability forum at Manchester 
Metropolitan university.

-Typically, the consumer purchase journey 
ends at owned media on a website (Finneman 
et al., 2017). 

-Researching competitor Stitch Fix, their 
marketing strategy is focused on Search. 
‘45.65% of traffic’ comes from this 
channel (Similarweb, 2021a). The business 
would expect many consumers to access the 
‘Form’ website organically through search, 
beginning their purchase journey.

-For a streamlined approach with variation 
of content, the businesses launch will also 
consist of a Campaign video on TikTok and 
Instagram reels. 

-This video will provoke an emotive message 
and reaction of positivity (Arnold, 2019).

-‘Form’s’ post launch deliverables will be 
focused around the hashtag find your fit 
campaign. 

-Consumers and brand ambassadors will be 
involved creating their own content. 

-This integration develops a unique narrative 
surrounding the brand (Koulopoulos and 
Kelsden, 2014). 

-Video content and imagery will be posted 
across all social platforms, conveying unique 
personalised messages about the brand 
(Bruijn, 2017).

-Post-Launch momentum and direct 
dialogue between consumers will also stem 
from the community section on the website. 
A place where consumers can connect with 
like-minded individuals and gain style advice 
from others. 

- Promotions will be pushed later in the year 
surrounding Purple Tuesday (Purple Tuesday, 
2021) (See Appendix 13.0).
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Pre- Launch.
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TikTok & Reels.

Link to video:

https://stummuac-my.sharepoint.com/:v:/g/per-
sonal/19068260_stu_mmu_ac_uk/Ea3ukmTu7N-
lFjKSGB7DUMqgBL1vyQUkefkVIxgGfUPj0AQ?e=t-
c4lNe

A primary focus is video content that forms a reaction. Pre-launch is crucial to grasp 
attention and channel interaction (Morrison, 2021). McKinsey & Company (2020) re-
ports shorter videos can gain higher engagement. Therefore, the pre-launch TikTok and 
reel, is kept extremely short to tease the full campaign video. These videos could also 
increase the bounce rate onto other various social channels.
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Song used: (Olly, 2017)

https://stummuac-my.sharepoint.com/:v:/g/personal/19068260_stu_mmu_ac_uk/Ea3ukmTu7NlFjKSGB7DUMqgBL1vyQUkefkVIxgGfUPj0AQ?e=tc4lNe
https://stummuac-my.sharepoint.com/:v:/g/personal/19068260_stu_mmu_ac_uk/Ea3ukmTu7NlFjKSGB7DUMqgBL1vyQUkefkVIxgGfUPj0AQ?e=tc4lNe
https://stummuac-my.sharepoint.com/:v:/g/personal/19068260_stu_mmu_ac_uk/Ea3ukmTu7NlFjKSGB7DUMqgBL1vyQUkefkVIxgGfUPj0AQ?e=tc4lNe
https://stummuac-my.sharepoint.com/:v:/g/personal/19068260_stu_mmu_ac_uk/Ea3ukmTu7NlFjKSGB7DUMqgBL1vyQUkefkVIxgGfUPj0AQ?e=tc4lNe
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Out of home advertising will initially begin in Manchester 
Metropolitan University. As this is the University ‘Form’ 
founders attend, advertisement is free (See Appendix 
14.0). Posters and digital boards with a QR code will take 
users to a sign-up page. These posters would be put up 
in accessible areas around university.

Posters & 
Digital Boards.

Link to video:
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Sign-Up Page
Consumers can be the first to discover the new 
shopping experience by ‘Form’ on the sign up page.
The link to this page will also be provided on teaser 
posts which will be posted social media



Instagram.
Pre-Launch will involve teasers being posted 
on Instagram and coundowns on ‘Form’s’ 
story to create anticipation for the launch.

Using social media is a key way for ‘Form’ 
to connect and stem initial dialogue with 
the consumer (Prahalad and Ramaswamy, 
2004a).
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0.1

Facebook.
Instagram and Facebook are in the 
top 4 apps with the increased reach 
amongst the businesses’ age brackets 
(Statista, 2021c&d). 

Promotions on Facebook will also 
encourage interaction to other 
touchpoints
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Launch.
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Campaign Video.

Link to video:
https://stummuac-my.sharepoint.com/:v:/g/personal/19068260_
stu_mmu_ac_uk/EZx3fGimQqZEshH6BsXg6FsBqoQjt36Tz-
BAChyQOWk8xLg?e=bh6dLe

Morrison (2021) suggests emotive reaction is a key element for tar-
geting consumers. ‘Form’s’ campaign video is a chance to create a 
narrative and begin the journey of who the business is. Rather than 
showcasing the service, an aim was to reveal the value and keep 
the consumer at the forefront (See Appendix 15.0- 15.2) 
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https://stummuac-my.sharepoint.com/:v:/g/personal/19068260_stu_mmu_ac_uk/EZx3fGimQqZEshH6BsXg6FsBqoQjt36TzBAChyQOWk8xLg?e=bh6dLe
https://stummuac-my.sharepoint.com/:v:/g/personal/19068260_stu_mmu_ac_uk/EZx3fGimQqZEshH6BsXg6FsBqoQjt36TzBAChyQOWk8xLg?e=bh6dLe
https://stummuac-my.sharepoint.com/:v:/g/personal/19068260_stu_mmu_ac_uk/EZx3fGimQqZEshH6BsXg6FsBqoQjt36TzBAChyQOWk8xLg?e=bh6dLe
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Instagram.
Captions differ on launch posts, the language 
used encourages consumers to visit the 
website.
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Facebook Posts.
Similar Facebook adverts will go live simultaneously. Some posts 
will be paid advertisements which will run at a cost over a 
specified period. The business can choose a specific target 
market, location and more. These AD’s will be centred in the UK, 
specifically the North East. 



Post- Launch.
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Ambassadors.

@Tess.daly 225k followers @Shelbykinsxo 35k Followers @disabledeliza 40.8k Followers
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Ambassadors are part of ‘Forms’ vision and journey as a business. As well as this, they gain a benefit of gifted products every 
3 months as an incentive to promote styles they desire (See costings on page 101 ) (See Appendix 16.0).



#Findyourfit.

https://stummuac-my.sharepoint.com/:v:/g/person-
al/19068260_stu_mmu_ac_uk/EUHrBJ0tdElIqd-
PlViQfu38BVmamTAENGlsAbMaGrUZwVQ

Link to video:

As part of the post-launch campaign. ‘Form’ will connect with am-
bassadors and consumers of the service, to post a video on their 
thoughts of ‘Form’. This is a casual, fun way to create ‘user generated 
content’ to utilise on ‘Form’s’ social platforms (Morrison, 2021). Any 
content will be driven through the hashtag Findyourfit.
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https://stummuac-my.sharepoint.com/:v:/g/personal/19068260_stu_mmu_ac_uk/EUHrBJ0tdElIqdPlViQfu38BVmamTAENGlsAbMaGrUZwVQ
https://stummuac-my.sharepoint.com/:v:/g/personal/19068260_stu_mmu_ac_uk/EUHrBJ0tdElIqdPlViQfu38BVmamTAENGlsAbMaGrUZwVQ
https://stummuac-my.sharepoint.com/:v:/g/personal/19068260_stu_mmu_ac_uk/EUHrBJ0tdElIqdPlViQfu38BVmamTAENGlsAbMaGrUZwVQ
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‘Form’ will post images of the ‘Form’ Ambassadors which will encour-
age consumers find their fit. 

Form Ambassador 
Instagram Post
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Consumer 
Instagram
Posts.
As consumers begin to receive their 
boxes of their outfits, they will begin to 
post these to social media which ‘Form’ 
can re-post.



Section Seven.
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Competitors.
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Brand 
Postioning 
Map One.

i n - a c c e s s i b l e

s t y l i s h

u n s t y l i s h

a c c e s s i b l e

‘Form’s’ competitors do not necessarily target 
the businesses niche. 
Stitch Fix combines technology with a per-
sonal touch to style their customers; with 2.7 
million users, they have extensive knowledge 
in this field. However, not in the disability 
market (Newman, 2019) (See Appendix 17.0).

Form’s consumer’s desire accessibility, afforda-
bility, and style, moving first within the market 
(Kerin et al., 1992). The brand positioning map 
reveals where Form sits amongst competitors.



An Experience Beyond A
 Service

U
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Brand 
Postioning 
Map One.

i n - a c c e s s i b l e

h i g h  p r i c e

L o w  P r i c e

a c c e s s i b l e



An Experience Beyond A
 Service
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First mover advantage allows 
‘form’ to be ‘first to market’ 
(Tarver and Drury, 2020:online).U

S
p

Analysing the 10 types of inno-
vation framework, ‘Form’ have a 
‘value of offering’ to the disabled 
market (Doblin, 2003:online). 
This aligns with the service sec-
tion of the framework. How the 
business engages with the ‘Form’ 
consumer is an integral element.  

The AI aspect of the service 
combines unique technology,
specific to a niche market.



Location and 
business size

Product/Service Price Strengths Weaknesses

- Established in 2001
(Stitch fix, 2017:online)
- UK and US
- Does not currently ship 
outside these areas (Stitch 
Fix, 2021:online)
- Online business.

- Service
- Stitchfix is a website in 
which it provides a 
perosnal stylist service
(Stich Fix, 2021a:online)

- Clothing varies
between £25 and £500
- £10 Styling fee which 
you can redeem of any of 
the items you choose to 
keep
(Stich Fix, 2021c:online)

- Personilsed service
- Not much 
competition
- Multiple clothing options 
- Inclusive brand
 (caters for women sizes 
6-18 and men sizes s-XXL
- No subscription required
(Stich Fix, 20171:online)

- They only ship to the UK 
and US at the moment
- Does not have any spe-
cific sections for 
disabilities, nor do they 
promote this.

Established in 2000
(McGregor, 2017:online)
- Offers worldwide 
shipping to over 200 
countries 
(ASOS, 2021a:online)
- Gross for 2021: ‘just over 
£1.55 billion’ 
(Chevalier, 2021:online)

- Service: ASOS is a 
platform where you can 
shop multiple brands

- Products: ASOS also has 
its own range 
(ASOS, 2021b:online)

- Prices range 
depending on the items 
you purchase.
- Klarna is an option for 
payment
- Premier delivery: £9,95 
a year
(ASOS, 2021c:online)

- Muliple brands in one 
place
-Fit assistant provides 
recommended 
measurements
- Style Match: You can 
upload an 
image and find 
something similar (AS0S, 
2021d:online

- Does not have any 
options for disability.

- Established in 1875 
(Simply be 2021:onlinea)
- Delivers to the UK or 
channel islands (Simply be, 
2021b:online)
- Online only
(Simply be, 2021c:online)

- Plus size clothing spe-
cialist
- Has over 20 catalogue 
brands 
(Simply be, 2021a:online) 

- Prices differ on items of 
clothing.
- Unlimited delivery for 
the year is £9.95 but is 
currently at the discount-
ed rate of £7.99 (Simply 
be, 2021a:online)

- They are inclusive and 
stock from size 8 to size 
22 so every size is includ-
ed (Simply be. 2021d:on-
line)
- Has different brands 
(wide selection) 

- They dont ship world-
wide
- Doesnt have specific 
clothing for disabilities.

Name

Competitor Analysis.
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1,708,320 likes
1,711,423 followers
(Facebook, 2021a:online)

StitchUK: 85.2k followers
Stitch Fix: 837k followers
(Instagram, 2021a:online)

366.3k followers
(TikTok, 2021a:online)

4.02k subscribers
(YouTube, 2021a:online)

7,206,662 likes
7,215,899 followers
(Facebook, 2021b:online)

12.2 million followers 
(Instagram, 2021b:online)

 592.2k followers
(TikTok, 2021b:online)

90.8k subscribers
(YouTube, 2021b:online)

451,442 likes 
447,995 followers
(Facebook, 2021c:online)

225k followers
(Instagram, 2021c:online)

731 followers
(TikTok, 2021c:online)

5.57k subscribers
(YouTube, 2021c:online)

Most used platform: Facebook
(Similarweb 2021b:online)

Most used platform: YouTube, Facebook
(Similarweb 2021c:online)

Most used platform: Facebook and Youtube 
(Similarweb 2021d:online)

Competitors Social Media.
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Competitor Analysis- Instagram .

90

- Females included in the photography

- Posts encourages consumers to visit 
the websites

- Showcases products

- Empowering and striking poses

- Informal language used in captions

- Both location and studo photography

- Use of hashtags

(See Appendix 17.1-17.3)



B R A N D  P O S I T I O N I N G  TA B L E -  F O R M 

TA RG E T
C O N S U M E R

C U S TO M E R
P RO B L E M

S O L U T I O N

U S P

C O M P E T I T I O N
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‘Form’s’ consumers are aged between 18 – 34. Within the generations of Gen Z and Millennials, 
segmented as ‘here and now’s’ consumers (Klarna,2020).

A market that feels disconnected from the fashion industry, experiencing issues with size and fit 
and inclusivity (Dreher, 2019).

Form aims to create a connected environment, providing a service that combines technology 
with personalisation at scale (Mintel, 2020).

Beyond a shopping service, Consumers unite within a journey and experience a community. The 
first of its kind, accessible, inclusive service for disabled women. 

Competitors of Form are Stitch Fix, ASOS and simply be. Each service responds to similar consumer 
problems.
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B R A N D  P O S I T I O N I N G  TA B L E -  S T I TC H F I X

TA RG E T
C O N S U M E R

C U S TO M E R
P RO B L E M

S O L U T I O N

U S P

C O M P E T I T I O N

Women and men ages 20-40. The typical consumers are working adults, family orientated and 
comfortable communities (Stitch Fix, no date).

A consumer that needs efficiency with fashion. Struggles piecing together styles and drives for 
convenience.

A service that ‘evolves’ with consumers personal desires, style and changing lifestyle (Stitch Fix, no 
date:online).

A one stop service that is unique in personalisation and technology. Guiding the consumer
 towards an efficient shopping experience, ideal for their needs. 

Competitors include but are not limited to; Trunk club, Thread.com and Amazons personal shopper 
by primer wardrobe (SimilarWeb, 2021e)
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SWOT.

Opportunities 

Strengths
Weaknesses

Threats

- Not many competitors

- The business has consumers at the centre.

- Multiple accessible and independent brands 
stocked.

- Uses AI technology.

- Looking at the 10 types of innovation, ‘Form’
enhances the ‘customer engagement’, exploring 
different avenues in order to make shopping 
more meaningful (Doblin, 2003:
  online)

- Some consumers may continue to purchase 
from main stream brands

- Brands we stock may be unfamiliar to some 
consumers.

-Although the target consumer are willing to 
spend more on products they desire, a higher
price point on certain items ‘Form’ stocks
may disengage them (Klarna, 2020)

-‘Form’ to gain a competitive edge as there is 
no brand currently in the market providing this 
service for this specific. 

-We have the opportunity to gain loyal 
consumers with a new experience.

- The business may be easily copied
- Lack of financial security if,
demand did not grow.
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PESTEL Analysis.

PPolitical

- COVID – 19 Pandemic: ‘Forms’ target market could be effected by the pandemic as they might not leave their house as much as usual
- ‘Form’ is responding to the AI in the governments 4 grand challenge (Gov.uk 2021:online)
- Brexit may not affect ‘Form’ as the business only ships in the UK however, Brexit could affect ‘Form’ if the target consumer suffers from 
job loss which could result in less money to spend

EEconomic

- COVID – 19: Prices may increase, a shift in work patterns may cause people to not spend as much money
- ‘Form’ will provide competitive pricing as you pay for what you keep. 

SSocial

- ‘Form’ is online, touchpoints will be website and social media
- Inclusive brand
- Sustainable packaging
- ‘Form’ has peer to peer opportunities due to the community aspect of the website

TTechnology

- Social media: power of influencers being including in the campaign
- COVID-19 has caused brands to have to focus on a digital platform for their consumers (McKinsey & Company, 2020)

EE nvironmental

- Consumerare aware of their market
- The brand focus: providing an inclusive, accessible platform, sustainable packaging

LLegal

- GDPR with consumers fit preferences



Section Eight.
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Pre-Launch.
‘Form’ will launch on April 1st 2022, in line 
with the ‘Women in Innovation Awards’ 
funding, which the business will be receiving 
(GOV.UK, 2021c:online) (see page 123).

Within the five months leading up to launch, 
the stock will be collected. Kintsugi and 
MRGN The Label are accessible by car, to-
talling 83 miles, costing £10.40 (RAC, 2021). 
According to garment weight, the remaining 
five brands will cost approximately £366 
via Parcel2Go (2021) (See Appendix 18.0). 
‘Form’ will stock 10 of each item to process 
orders quickly, totalling 910 products, allow-
ing for customer demand management. The 
premises will act as a distribution centre, en-
abling customers to pay one delivery price.

‘Form’ will hire a PhD student from the 
Manchester Metropolitan University six 
months prior (See Cashflow 125) (See Ap-
pendix 19.0). 
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Item Weight of item (g) Amount stocked of each item Total weight (g)

Leggings

Vest

T-Shirt

Joggers

Sweatshirt

Long Sleeve

PJ Drawstring

Sports bra

Face covering

Beanie

Scrunchie

Socks 

260

80

120

400

500

140

160

60

15

80

15

50

30

30

30

10

10

10

10

10

10

10

10

20

7800

2400

1200

4000

5000

1400

1600

1800

150

800

150

1000

Total 190 27,300 g

Tala London Cost Breakdown ExampleTala London Cost Breakdown Example
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Sales Summary.
According to JT Rimbey (2021), the average commission rate for sales starts at 5%; therefore, the business will follow this advice. As a straight 
‘commission-only model, where earnings are made up entirely of variable pay’, these help to encourage brand engagement (Lucero, K. Charles, 
EW., 2021:online). As popularity increases, the commission rate could be reviewed and renegotiated.

According to The Fashion Law (2021), the average American woman buys 56 garments per year. As a UK statistic is unavailable, figures are esti-
mated based on this, equating to 4.916 garments per month, rounded down, supporting the subscription service of four products per month.

Stock within the first month totals 910; this divided into potential orders of 4 items equals a needed 227.5 sales per month to sell all stock. 
With a postage cost of £3.99, the total maximum amount estimated to send a parcel would equal; £907.73. Within the first month of sales, if 
all products were to sell, this would equate to £64,219.30, leaving the business with a 5% commission worth £3,210.97. A total of £4,118.69, 
including postage, would be paid back into the business. Sales engagement could increase rapidly due to ‘Form’ having first-mover advantage; 
therefore, within the second month, the aim is to double the market reach to 455 customers and double stock. This creates a total stock value 
of £128,438.60 and a 5% commission of £6,421.93, with added postage, £1,815.45, giving a total of £8,237.38. Within the third month ‘Form’ 
aims to triple the first month’s sales. Aware of optimistic targets, the business refers to primary and secondary research where much support is 
shown. 

According to the British Business Bank (no date), a start-up company’s realistic estimate for the target market share is 1-5% of the total market 
size. The number of disabled women in the UK aged between 15-34 is 1.3 million (Stewart, 2021). Using this, the estimated target market share 
is 1,105,000 disabled women in the UK between 18-34. 1% of this is equal to 11,050 people, and 5% is equivalent to 54,736.842 potential 
customers. As 1% of this market share accounts for 11,050 potential customers, the business will target 10,000 customers in the first year. After 
the first three months, and a target of 1,355 customers is met, the aim is to reach another 960 customers per month to reach the 10,000 sales 
for the entire year. To reach this, an extra 3,840 items, worth £64,219.30, would need to be sourced from the brands, increasing 4.22%. Post-
age for an estimated 960 customers would equal £3,830.40, and a 5% commission would equal £13,549.56. This is equivalent to £17,379.96 
returning into the business bank account. These numbers are based on if customers were to buy from the business once per year. The business 
would expect these customers to come back multiple times per year; sales would slowly increase with returning customers. ‘Form’ hopes to 
combat this problem of size and fit through the personal shopping assistant; however, returns are still expected due to dislike of style and fit not 
suiting the customer. It is reported that 48% of shoppers admitted returning an item in 2019 (Callarman, 2019). Apparel wear had the highest 
return rate of 43%.  



Processing an Order.
After a customer leaves a site without purchasing, follow-up emails have a 45% open rate and a 21% click-through, meaning customers respond to these 
reminders (Ouellette, 2021). To assist the issue of shopping cart abandonment, discounts could be offered.

Customer buys product Stock is gathered from 
storage facility and repacked

Parcels sent to courier, 
who delivers to customer

Customer receives package

Item is returned 
with free label

Item comes back to storage facility and is 
checked then re-packed back into stock
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Delivery.
‘Form’ will be using a Royal Mail business account, which offers collections, as well as a delivery office close to 
the premises. Benefits include; shipping calculators, free thermal labels, and royal mail tracked returns. To qualify, 
20 parcels must be processed per week; therefore, this would be progressed to depending on sales (Royal Mail, 
2021). The shopping encounter is essential for consumer and sales growth; 56% of shopping cart abandonment 
is due to unengaging content. 43% of this includes high or unexpected delivery costs. Additionally, the aban-
donment rate of 68% is a potential loss of £3 billion per year on eCommerce sites; a risk ‘Form’ doesn’t want to 
make (Ouellette, 2021).

A standard shipping fee of £3.99 will be implemented on all orders. This is an increase of £0.59 from the price 
estimated (see page 103). ‘Charm Pricing’ suggests that prices with a nine at the end increases ‘customer demand 
for product’ (Campbell, P 2020). Customers who subscribe to the VIP service for £9.99 per year will gain free 
delivery on orders.
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Packaging.
The business chose to use a stamp to add 
branding to the packaging. This felt like 
the most practical idea to brand the items 
fast while experimenting with different 
positioning and staying sustainable. The 
package sizes are estimates of what may 
be needed for future sales. If there was to 
be a larger order requiring the business 
to purchase more oversized packaging, it 
could be easily branded.

Packaging  Cost £ 

Luve Notecards - 
business cards 105mm 
x148mm 600gsm  

100 £101.99 

Small A6 Postcards-
business cards 105mm 
x148mm 600gsm

 
250

 
£79.00 

Paper sticker 84X55mm
 

250 £ 42.00
 

Deep Parcel Royal Mail 
Small Parcel Pip

 

Cardboard Boxes 
304x234x143 - mm 
corrugated paper

 

150
 

£112.10
 

Envelope F/3 -
 

220x340x50(lip)mm 
100 £33.58

 

Envelope D/1 - 
180x265x50(lip)mm 

100 £26.68
 

Personalised Stamp & Ink 1 £76.41 

Label Printing Free
 

Tape

 

6 £9.47 

Total
 

£358.20 

Quantity

SR Mailing (SR Mailing, 2021a)

Sticker Shop (Sticker Shop, 2021)

Moo (Moo, 2021b)

Moo (Moo, 2021a)

Etsy, (Etsy, 2021)

Royal Mail (Royal Mail, no date)

Supplier

SR Mailing (SR Mailing, 2021b)

SR Mailing (SR Mailing, 2021c)

SR Mailing (SR Mailing, 2021d)
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Gifting.
As shown in the Cashflow, 
the business will be gifting 
products to 3 ambassadors 
every three months, costing 
the business £251.62 per 
month; £966.48 per year. Cost Name Cost

Maximum cost of clothing 
ambassador to choose from: 

Maximum postage cost: 

Box

Tape

Packaging slip/postcard

Sticker

Total

£75

£3.99

£0.9228

£0.01

£0.45

£0.168

£80.54

Total: £80.54 x 3 = £241.62 per month every 3 months. 



FormExtra.
‘FormExtra.’ subscriptions will not exceed 1820g; therefore, it can be estimated using the maximum cost to post each 
box.  

The target number of subscriptions is 10 per month; trial and error is expected within the beginning while persuading 
customers to try the service. Within month one, this equates to 22.75% of our estimated customers. Packaging and 
delivery of this service cost £5.22; this is a mark-up of 91% with a profit margin of 48%. The total projected sales would 
equal £99.90 per month, creating a profit of £47.70, plus any commission gained on items kept.   

Product/Service Name FORM Extra

Number of units in calculation 1

Component CostProduct/service components

Postage (maximum)

Packaging Insert

Sticker

Box

Tape ber box

£3.40

£0.45

£0.17

£0.92

£0.28

Total product/service cost

Cost per unit

Price per unit 

Mark up (%)

£5.22

£5.22

£4.77

£9.99

48%

91%

A

B

C

D

E

F

G

H

102



103

Postage.

Parcel Size (cm)

Length Width Depth

Box

Poly/Envelope 1

Poly/Envelope 2

30.4

30.4

22

22

18

18

23.4

23.4

34

34

26.5

26.5

14.3

14.3

4

4

4

4

1820

1240

800

500

400

120

3.4

3.39

3.02

3.02

3.02

3.02

Weight (g)
Postage (£ )

2nd Class RM-  
Standard

1 Of Each Item From Key - Small Parcel
 (large letter cannot weigh more than 750 kg

2 Jumpers And 2 T-Shirts - Small Parcel

Coat - Small Parcel

Jumper - Small Parcel

Jeans - Small Parcel  

T-Shirt - Small Parcel  

Item Weight (g)

Tshirt

Jeans

Jumper

Coat

120

400

500

800

Key

(Royal Mail, no date)  



Payment
Methods.
Voted first place for payment gate-
ways, ‘Form’, will use the merchant 
service provider Worldpay where 
customers can pay using their credit 
and debit card (Darragh, 2021). This 
is a fixed monthly price of £19 and a 
2.75% commission for credit cards 
and 0.75% on debit cards. Paypal 
will also be integrated as a leading 
option within the website; as of 2021, 
PayPal has 392 million users, and 
87.5% of online buyers use PayPal 
(Urosevic, 2021).
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Banking.
The business will use a Starling Bank Business 
current account; benefits include a £0 per 
month fee on the standard business account 
with a free 24/7 UK support line. The account 
is fully regulated with cover up to £85,000 by 
the Financial Services Compensation Scheme. 
Starling Bank was voted most recommended 
via a survey of 1200 customers in August 2021 
(Starling Bank, 2021a). With free access for 
multiple members, all five directors with equal 
shares and responsibility can reach the finances.
The business can upgrade to the ‘Business 
Toolkit’, including an HMRC tax calculation, 
tax reports and automated savings for £7 a 
month. Starling Bank offers both Euro and US 
dollar accounts for UK businesses to exchange 
and hold currency, practical if ‘Form’ goes inter-
national.  

Credit Card.
A business credit card is beneficial for loans. 
Small businesses and start-ups can get turned 
down due to a lack of credit history. A business 
credit card can help build a credit score, help-
ing outsiders understand the financial position 
and risk of the business (Heming, 2021). Ac-
cording to Kastenholz (2021), The Blue Business 
Plus Credit Card from American Express is the 
best credit card for new businesses. It was vot-
ed the best flexible rewards on a no annual fee 
card. The Annual Percentage Rate is 0% interest 
on purchases for 12 months from opening the 
account, then a variable rate between 13.24% 
and 19.24%. ‘Form’ would get a higher APR due 
to limited financial records and credit history as 
a start-up.
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Suppliers.
The business has chosen seven brands that represent ‘Form’ and 
believe they can provide function, fit and style for our consum-
ers. Shown within Section 9 are the brands selected with the 5% 
commission rate.  
Depending on customer purchase behaviour, the business aims 
to add additional high-end and luxury products if feedback and 
demand exhibits this. As the business’ popularity increases, more 
brands will be introduced.
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Premises.

Unit C42,
Big Yellow Self 

Storage, Manchester, 
1 New Elm Road,

Manchester,
M3 4JH

A mock-up space was created when planning potential space and equipment, 
showing that 400 square feet was the most suitable (See Appendix 20-20.5). 
‘Form’ will be running the business from the Manchester Big Yellow storage to 
hold meetings and store and pack customer purchases. This particular storage 
unit is the most cost-effective option for the business.

Rent costs £103.65 per week for the first four weeks and £207.30 per week af-
ter that; £10,365 per year. This unit is approximately 0.5 miles from the Opera-
tions and Finance Director’s house, allowing close proximity if any issues arise. 
In addition, the proximity of the premises to the town centre and train stations 
makes it easy to commute to. Other facilities include 24/7 monitored CCTV 
and staff on-site seven days a week during trading hours. There are extended 
hours of access; therefore, the directors can work at any time that works best.
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Name Location Price p/w incl. 
VAT

Price p/y Benefits

Ready Steady 
Store

400sq

Big Yellow 
Storage 
400sq

The Manches-
ter 

Self Storage, 
140sq

Access Self 
Storage,
 400sq

Manchester Central 
Willerby Rd, Man-

chester 
M8 9YG

1 New Elm Rd, 
Manchester M3 4JH

The MCR Self Stor-
age

Wharfside Way
Trafford Park
Manchester 
M17 1AW

Leestone Road, 
Sharston

 Industrial Estate, 
Manchester M22 

£116 p/w for 
the first 

12 weeks and 
£232 p/w 

£103.65 p/w 
for the first 4 
weeks then 

£207.30 p/w 
after. 

Could only 
offer 140sq 
which is not 

enough space 
for our plan.

£98.65 for
 8 weeks 

£197.31 for the
 rest (44 
weeks).

£10,672.00 

£10,365.00

£9,109.14

- 24 hour access available
- Customer parking

- Individually alarmed units available
-Security

-Wheelchair access

- 24/7 externally monitored CCTV
- Staff on site 7 days p/w, trading hours

- Extended hours access
- Deliveries accepted on your behalf

- Forklifting service
- Close to centre and employee’s address

Could only offer 140s/q which 
is not enough space for our business.

-24 hr CCTV
-Alarmed rooms
-24 h/r access

-Free trolley use

Could only 
offer 140sq 
which is not 

enough 
space for our 

plan.
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Equipment.
At the beginning of trade, only essential 
equipment will be purchased (See Appen-
dix 20.2 and 20.5); there is a plan of the 
necessary equipment and what would be 
bought as sales progress. Pre-launch pur-
chases include counters, packing tables, 
folding stools, and stock shelves; these 
items allow arranging and filling of custom-
ers’ orders. The equipment plan also con-
sists of a fridge, microwave and kettle; these 
are seen as essential purchases as if sales are 
as hoped, long working days are expected. 
According to Kohll (2019), people spend 
almost a third of their lives in the office, and 
to ‘find and retain top talent, it’s essential for 
companies to foster an environment that 
empowers people with the right space to 
work’. Following this, within our secondary 
and final purchase forecast, ‘Form’ plans to 
create a boardroom style meeting area, us-
ing mirrors, room dividers and a neon sign 
of the business logo to create an exciting, 
empowering environment.  

Items Required Already 
Owned?

New or 
second 
hand?

Purchased 
from?

Amount PriceR eference

Pre launch costs

Laptops x5 Yes N/A Apple 5 N/A N/A

Counter x2 No New IKEA 2 £34.00 (IKEA, No 
Date:Online)

Packing tables No New IKEA 4 £156.00 (IKEA, No 
Date:Online)

Folding Stools No New IKEA 2 £30.00 (IKEA, No 
Date:Online)

Stock Shelves No New Macro 21 £643.95 (Macro, No 
Date:Online)

Microwave No New ASDA 1 £58.96 (ASDA, No 
Date:Online0

Kettle No New ASDA 1 £30.00 (IKEA, No 
Date:Online)

Label Printer No New Amazon 1 £262.99 (Amazon,No 
Date:Online0

Epson Printer No New Printerland 1 £199.00 (Printerland,No 
Date:Online)

Fridge No New Currys 1 £99.00 (Curry's, No 
Date:Online)

Bins No New IKEA 2 £18.00 (IKEA, No 
Date:Online)

Total £1,531.90 (Custom Neon, 
No Date:Online!

Final purchases

Book Shelves No NewI KEA2 £30.00 (IKEA, No 
Date:Online)

Clothing Rack No NewI KEA1 £8.00 (IKEA, No 
Date:Online)

Mirror No NewI KEA1 £45.00 (IKEA, No 
Date:Online)

Room Divider No NewB &Q 8£ 400.00 (B&Q, No 
Date:Online)

Neon Sign No NewC ustom Neon1 £162.00

Hangers No NewI KEA2 £2.50 (IKEA, No 
Date:Online)

Desk Organiser No NewI KEA2 £18.00 (IKEA, No 
Date:Online)

Total £665.50

Secondary purchases

Boardroom Table No NewI KEA2 £75.00 (IKEA, No 
Date:Online)

Boardroom Chairs No NewI KEA6 £174.00 (IKEA, No 
Date:Online)

Total £249.00
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Transport.
Transport for each co-founder needed 
to be easy and fast to stick to a busy 
work schedule while cost-effective. 
Eventually, the plan is to be in the office 
five days per week to optimise fast 
distribution if sales are regular enough. 
At the very beginning of trade, sales will 
realistically be slow; therefore, the three 
founders based in Manchester will go 
to the office, and the two who travel 
by train can work from home, focusing 
on the online platforms. Utilising public 
transport and walking as much as pos-
sible is essential as one of our business 
values includes being environmentally 
conscious, public transit produces 
significantly less air pollution. This is also 
reflected in our eco-friendly packaging.

Co-Founder Duration minutes (m) Cost per day £ Cost per month £

Member 1

Member 2

Member 3

Member 4

Member 5

Train - Walk

Train - Walk

Car

Bus - Walk

Walk

T-42m - W-10m

T-57m - W-10m

30m

B -24m - W - 5m

6m

12.00

12.00

1.70

5.00

0.00

240.00

240.00

34.00

100.00

0.00

£641.00Total £30.70
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Legal.

Legal Requirments

Shareholders Agreement 

Trademarking and Intellectual 
Prooperty Rights (IPR)

Licensing

Data Protecting

What this invloves

‘Licensing is one of the most common legal issues small businesses encounter’
(Nevada Small Business, no date:online). ‘Form’ has registered the business according to 

Goverment Guidelines.

T&C’s need to be ‘clear and visable on the wesbite while terms made obvious to 
customers’ (see appendix 21.1-21.2). Terms included would be; payment, delivery, excusing

delay limitations of liability, data protection and cancellation rights.  
Terms and Conditions (T&C’S)

Visability of Registration Details
In accorandance with s82 of the Companies Act, ‘companies are required to display

 information in relation to their registration in specifc locations and communication including a 
company website’ (see appendix 21.1-21.2).
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Insurance.

As an e-commerce business, ‘Form’ needs ‘Public Liability Insurance’. This type of insurance pays any 
legal costs and compensation due to damages and injury on the business’s property. This was the most 
suitable insurance for the business as the website will be working with the disabled market and wanting 
to make a significant impact with campaigns and photoshoots and working with many brands, mean-
ing suppliers and models may be on our premises (Policy Bee, 2021).

Employers’ liability insurance is essential as a PhD student will be employed to integrate the artificial 
intelligence for the website, covering any injuries or illness.  

Stock and property insurance is needed for loss or damage to our facility and products, which we 
need as we are acting as a distribution centre holding stock and our office equipment. This is one of 
the highest. 

As an e-commerce business, the main platform used is a website; therefore, cyber insurance is a prior-
ity, this covers any cyber breaches of data which is an essential injunction with the personal shopping 
experience.

Public Liability

Employers Liability

Stock & Property

Cyber Insurance

Po
lic

yB
ee

 £
90

1.0
4

M
al

tin
gs

 In
su

ra
nc

e 
£6

19
.9

4

Fi
ns

bu
ry

 In
su

ra
nc

e
G

ro
up

 £
62

0
.3

2

Zu
ric

h 
£1

54
4.

11

= Policy Insurance

Type Why this is needed?

Company £ cost per year (£)

(See appendix 22-22.1)
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Management.
‘Form’s’ five directors will be the primary staff; hours worked can be decided on business growth. All 
directors have invested £1000 into the business, therefore all own equal shares; however, there is 
potential to invest more if needed. Pros of an equal shares’ partnership include diversification of ideas 
and talents, operational flexibility and shared responsibility (Cenkus, no date). This creates a balanced, 
happy working environment creating better production overall.  



Women in Innovation Awards.
‘Form’ will be accessing funding from the Women in Innovation Award, which involves a package of 
mentoring, coaching and business support; the grant is for £50,000. The award is accessible to the 
business as all five directors are female entrepreneurs within the UK. The business proposal demon-
strates the critical requirements for this award as it instructs for ‘women with exciting, innovative ideas 
and ambitious plans that will inspire others’ (GOV.UK, 2021:online). The business must also contribute 
to a pressing challenge within the community clearly shown within the business proposal. Three-quar-
ters of disabled people have left a shop or deserted a business because of poor disability awareness 
or understanding; UK companies risk losing £420 million a week in sales (Cage, 2015). This communi-
cates the spending power of the target market and the issues surrounding this within the fashion indus-
try, giving the potential for substantial profit margins and high volumes of support from the public.  

In support of this, research by the disability charity Brawn (2014) estimated that disabled people 
spend, on average, £550 a month on disability-related expenditure and a Personal Independence Pay-
ment (PIP) of £360 a month. This study was conducted in 2014, and with the increase of online sales, 
it can be expected for these numbers to have increased.
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Cost & Pricing Strategy.
Name and location 

of Supplier Items required Price

Kintsugi Clothing -  
Manchester M20 

2JP

DOTTIE' ANIMAL PRINT 
DRESS IN GREEN 

24

- ‘ROSA MAY’ WOOL-MIX 
CAPE WITH KINTSUGI 

PRINTED LINING  

85

- OLYMPIA-STRIKE’ 
WHEELCHAIR JEANS 

WITH POCKETS 
48

‘ABLEISM’ T-SHIRT IN 
LIGHT BLUE   12.99

-‘ SEATED PINUP’ GIRL 

BLACK TEE  
12.99

- FIFTIES CHICK VISUALLY 
IMPAIRED PIN-UP  T-SHIRT  12.99

-‘ETON MESS’ 
SUPERSOFT TEE  

12.99

-‘SOPHIE' WINDBREAKER 

JACKET WITH RING PULL 
ZIP 

35

-‘SAMANTHA’ MAGNET 
FASTENING SLEEVELESS 

BLOUSE 
45

-‘FRANCES’ PORT-
ACCESS TOP WITH SOFT 

SLEEVES 

35

KINTSUGI' - A-LINE SKIRT 
WITH POCKETS AND 

VELCRO FASTENING 
65

-‘DOTTIE' ANIMAL PRINT 
DRESS IN RED

  36

- FRANCES’ SIDE 
FASTENING PENCIL SKIRT 

IN RED 
40

'AWESOME' ENAMEL PIN 
BADGE 7

'K' LASER CUT PLYWOOD 

EARRINGS 10

'ANDIE BLUE' SHOULDER 
BAG IN BLACK 30

‘ANDIE BLUE’ TEAL TOTE 

BAG 40

Extras/accessories

Total cost of items £551.96

£27.605% Commission  

Brand 1.
(Kintsugi, no date)
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Brand 2.
(Harriest Eccelston, no date)

HARRIET ECCELSTON 
DERBYSHIRE

THE COSSETING COAT

COTTON BIB SHIRT

SLEEVELESS SHIRT

£375

£145

£110

Name and location
 of supplier

Items required Price

Total cost of items

5% Commission  

£630

£31.5
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Brand 3.
(Nude Ethics,no date)

Nude Ethics - Cornwall UK

Name and location
 of supplier

Items required Price

Total cost of items

5% Commission  

£279.97

RETRO DAISY’ ORGANIC SAGE
 THICK JUMPER 

DAISY ARCH ORGANIC LIGHT 
SAGE THICK JUMPER 

DREAMING ORGANIC OFF-WHITE
 THICK JUMPER  

SAND NUDE ORGANIC T SHIRT 

DAISY CHAIN ORGANIC 
SAGE CROPPED TSHIRT - 

SWEETER WHEN YOU SMILE
 ORGANIC WHITE T SHIRT  

ORANGE NUDE ORGANIC
 YELLOW TSHIRT 

ORANGE NUDE LINE-DRAWING
 - DIGITAL PRINT BY NUDE ETHICS

LEMON NUDE NO.2 - 
DIGITAL PRINT BY NUDE ETHICS

Extra/accessories

£49.99

£49.99

£49.99

£25

£25

£25

£25

£15

£15

£13.99
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Brand 4.
(Tala London, no date)

Tala - London E2 9DG
United Kingdom

Name and Location
 of Supplier

Items Required Price

ZINNIA LEGGINGS | CHAI 
 FOUR LEAF CLOVER  

SKIN-LUXE HIGH WAISTED 
FLARED LEGGING | SHADOW BLACK 

SKIN-LUXE HIGH WAISTED 
LEGGINGS | BROWN   

REFORM LOGO SEAMLESS 
SHORT SLEEVE CROP TOP - 

| JET BLACK | WHITE 

SKIN-LUXE VEST
 | SHADOW BLACK -  

ASTER FULL LENGTH 
TOP | BLACK -  

ASTER CROP | CHAI
 | BLACK | FOUR LEAF CLOVER 

WELLNESS WIDE LEG JOGGER
 | LEMONADE YELLOW ICE BLUE |

CONDO CROP SWEATSHIRT 
| STORM GREY 

| LEMONADE YELLOW

£42

£56

£54

£35

£32

£37

£37

£40

£40

£35

£30

£34

£32

£32

SONDA LONG SLEEVE 
PYJAMA SHIRT | CREAM | BLUSH

SHIARA DRAWSTRING PYJAMA 
TROUSERS | SAGE | CREAM 

LUXE RACER STRAP 
SPORTS BRA

   SHADOW BLACK| TORNADA GREY

SOLASTA BRA
 | FOUR LEAF CLOVER | BLACK

ZAHARA BRA | SEA |
 FOUR LEAF CLOVER 
| COOL GREY | CHAI

Total cost of items

5% Commission  

£595

£5

£12

£12

£15

£15

£29.75

FACE COVERINGS  

VEI BEANIE | GREY MARL 

SKINLUXE SCRUNCHIES 
MIXED COLOURS 

| LIGHT | DARK - 3 PACK 

REGULAR SOCK WHITE 
WITH BLACK BRANDING 

TRIPLE PACK

ANKLE SOCK WHITE 
WITH BLACK 

BRANDING TRIPLE PACK 

Extra/accessories



Brand 5.
(With Nothing Underneath, 
no date)
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With Nothing Underneath - East Grinstead
WNU RH191XZ

BOYFRIEND : BRUSHED | ALASKA 
BLUE| ARCTIC BLUE 

| FOREST GREEN | RAIN BLUE-

THE TOTE BAG

£115 x 5 colours

£20

£65

£40

Name and location
 of supplier

Items required Price

Total cost of items

5% Commission  

£670

£33.5

THE CABANA TOWEL 
| NAVY SHORTS

BOXER SHORTS : 
WEAVE CELESTE BLUE
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Brand 6.
(KITRI, no date)

KITRI - London N14EN

Name and location
 of supplier

Items required Price

EZRA GREEN 
COLOURBLOCK FAUX 
- LEATHER OVERSHIRT  

DANIELLA GREEN 
FUAX-LEATHER TROUSERS 

LEONA COLOURBLOCK 
LEATHER COAT    

LEONA PINK COLOURBLOCK
 FAUX-LEATHER COAT 

DANIELLA BERRY FAUX
-LEATHER TROUSERS  

EZRA PINK COLOURBLOCK 
LEATHER OVERHSHIRT  

APOLLO RETRO STAR 
PRINT PJ TROUSERS 

JEMMA RETRO STAR PRINT TOP 

MOLLY GREN/BLUE
 CHECK MINI DRESS

£145

£125

£245

£245

£125

£145

£125

£115

£165

£165

£89

£125

£95

MARA RED VELVET DRESS

BLAIR ANIMAL 
INTARSIA KNIT CAMI 

ANAIS ANIMAL INTARSIA CAMI

LORNA BLACK ALPACA 
BLEND ZIP COLLAR SWEATER

Total cost of items

5% Commission  

£3189

£95

£95

£150

£175

£199

£80

£75

£129

£80

£122

£80

£159.45

LORNA PINK STRIPED
 ALPACA BLEND ZIP 
COLLAR SWEATER

LORNA BLYE STRIPED 
ALPACA BLEND ZIP 
COLAR SWEATER   

JUICY YELLOW 
COTTON DRESS

TRACY PINK CHECKER DRESS 

SAM TRENCH COAT

INDIA SPACE-DYED TOP 

LAURYN ORGANIC 
COTTON JOGGERS

JONI DRESS

ELLA TOP

TRACY MIDI DRESS 

PATTI SPACE-DYED TOP



Brand 7.
(MRGN The Label, no date)
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Name and location
 of supplier

Items required Price

“BLAZER 1”  

RIBBED TOP 

CYCLE SHORTS   

WHITE PLATFORM TRAINERS 

WHITE BOW BAG  

FIFI KNIT DRESS  

BLACK KNEE HIGH BOOTS 

FIFI RUCKSACK

£39

£26

£12

£30

£28

£45

£40

£32

Total cost of items

5% Commission  

£506

BLACK BELT
£12

£30

£32

£65

£31

£46

£38

£25.30

CROCHET TANK TOP

OVERSIZED WHITE SHIRT 

GREY COAT

WHITE CHECK PRINT CARDI

BLACK ZIP DRESS

FLOWER CO-ORD  
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Personal 
Survival 
Budget.
The business created a personal surviv-
al budget listing personal expenditure 
and income to work out the revenue 
required from the business. The busi-
ness has £485.03 per month, which is 
a sizable starting point with no require-
ment for any more sufficient funds 
to survive on. As business popularity 
grows, the necessity of attention and 
time will increase; therefore, directors 
could potentially terminate part-time 
work, misusing a total of £2,975 per 
month from the total monthly income. 
This would mean a total of £2,309.97 
per month would be required altogeth-
er as the business’ profitable income as 
a personal survival amount. Following 
this, each director has agreed on a 
fallback income of which family and 
friends would contribute an inter-
est-free loan of £300 per month each 
towards living costs totalling £1,500 
per month income.

123

A

Estimated Costs Monthly cost (£)

Morage/rent

Council tex

Gas, electricity and oil

Water rates

All personal and property insurance

Clothing

Food and housekeeping

Telephone

Hire changes 

Entertainment

Car Tax, insurance, service and maintenance

National Insurance 

Savings

Parking

Petrol

1050

0

85

70

0

240

295

122

0

96.97

190

128

40

1000

143

130

£3589.97Total Costs ( £ )B

C

Estimated Income

Income from family/partner

Part time job

Working tax credit

Monthly costs

230

2795

1050Other

0

Total Income ( £ ) £4,075.00D

E Income Required - £485.03 
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Backup 
Plan.
If ‘Form’s’ popularity were to grow and require more of our 
attention and time, the directors would have to stop part-time 
work, misusing £2,975 per month from our total monthly in-
come. This would mean a total of £2,309.97 per month would 
be required altogether as the business’ profitable income as a 
personal survival amount. In addition, each director has agreed 
a fallback payment of which family and friends would contrib-
ute an interest-free loan of £300 per month each towards our 
living costs totalling £1,500 per month income.
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Cashflow.
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Start-Up 
Costs.

Cost Item Why did we choose this? Price per year (£)

Data Scientist/AI 
Web Developer £30,000

Domain £0.86/year (GoDaddy, 2021) £0.86

£0.00
Paypal -

 Payment Integration

Trade Mark £200

£15.00Cloud Storage

Pre Launch Social media 

£96

Pre Launch Campaign Photoshoot
£870

Pre Launch Equipment 
1531.9

(2021d)

108
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0.00

Application to Register a 
Company (1N01 Form)

£12 for a online application to register a private limited company (GOV.UK ,2021). £12

Government Data Protection Fee £40

Accounting
As a business one of the directors has a close contact of an accountant who 

is willing to work with us for free in the beginning where pay could be reviewed if the business 
succeeds.   

£0.00

Packaging (Beginning ) £481.23

Business Credit Card 21.9% APR, Purchase rate 21.9%, £1200 credit limit (American Express, 2021). 0.00

Bank £0 monthly fee (Sterling bank 2021) (see page 114). £0.00

Travel £34

Total cost

Gathering of stock 
via Parcel Force £405.27

Postage /Delivery £907.23

Rent - 1st Month £414.60

Stock from brands futhur away will be collected and delivered to the premises via Parcel2Go 
(Parcel2Go) (see appendix 18).

£35,008.09

2021e).

,2021f).

104

125

109

page 107
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Running
Costs.

Cost Item Why did we choose this? Price per year (£)

WIX : £17p/m. ‘Form’ choose to use WIX to build it’s website as the
 creative and design directors have previous experience 

using this web developer. As well as being easy to use this plan 
provides us with unlimited bandwidth which we need to keep 
updating our media smoothly as well as having 24/7 Customer

 Care (WIX, 2021). 

Included with broadband deal with Virgin.

‘Form’ will be using social media as a way of marketing. 
Using social media as a form of advertising will allow ‘Form’ to ‘reach the 

maximum number of potential buyers’  (Henderson, 2020:online).

Website

Rent

Merchant Service 
Provider

WIFI

Landline

Promotion 
Social Media 

204

9,950.40

288

228

1,152

0
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(see page 29)

Packaging Running Costs 20,682.27

Money required to cover personal expenditure
(see page 133).

Photoshoots

Running of 
Equipment 

Insurance

AssessiBe 

Travel 

Personal 
Survival Budget

3,480

914.50

489.96

7,368

-5,820.36

Postage 42,842.63

901.04

125

108

109

123

103
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Legal 

Tax

Total (£)

966.48

6,258.96

6,375.40

25,129.79Salaires

£142,961.43

Gathering of Stock
Stock from brands futhur away will be delivered to the premises 

(see appendix 18.0). Brands closer to the premisis will be collected. 15,729.96

123
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Short-Term Plan.
If ‘Form’ were struggling to survive, the first thing to do would be to involve more brands and sell a wider choice of products; this 
provides more choice for the customer, increasing the chances of them finding something they like. The business would focus 
on increased marketing at a lower cost; it would be essential to analyse our marketing strategy and investigate where we are 
‘investing significant money or staff hours that aren’t producing results’ (Paljug, 2020:Online). The business could cut down on 
photoshoots, using fewer models and finding cheaper studios, equipment and photographers. ‘Form’ could also introduce extra 
services available to purchase on the website, such as one-off mystery boxes that could be purchased as a gift and promoted 
more around Christmas and Mother’s Day due to the increase in online shopping (Johnson, 2020; Kuscer, 2021).

Throughout the process of building ‘Form’ the business has presented to various audiences to gain feedback. Therefore, these 
skills can be integrated when presenting to future clients. Organisation to the highest level has been implemented through a firm 
critical path and meeting logs, which can be carried forward for the progression of the business (See Appendix 23.0-23.4 )



Long-Term Plan.
If ‘Form’ were still struggling to survive, it would be essential to find other ways to cut costs. One big way to do this is to cut 
down on travelling costs. For all five team members to make it into the office five days per week, it will cost £614 (Section 8). 
To cut down on this cost, members who live further away can work from home and concentrate on the business’s online ele-
ments, such as website maintenance and emails. Members who live closer to the office can go in to fulfil orders (Laurence, no 
date). The business can also look at cutting down insurance costs as, at the moment, this is costing £901.08 (Laurence, no date). 
‘Form’ could also stop non-essential tasks such as photoshoots and focus on using photo and video content to increase social 
media marketing, engaging more with the customers. The team members can also take up ‘part-time jobs’ and take extra training 
courses to develop knowledge in the areas the business is lacking. Many free business courses can be found on Reed that will be 
beneficial to all members of ‘Form’ (Reed Courses, no date). 
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Plan B.
If the decision were made to declare ‘Form’ bankrupt, there would still be many positives to take from the experience. The
business has taken points of financial literacy, communicating with consumers, leadership and self-awareness, following the 
prince’s trust guide (Prince’s trust, no date). These skills would be attractive to an employer as ‘Form’ has experience in how a 
business runs and what different roles evolve over time.
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0.1

Primary Logo.

Our key partners will include 
the business of clothing we 
are selling, our AI developers, 
and our financial partners.

Key 
Partners.

For ‘Form’ to come to life, it 
is vital to get our website and 
social media accounts set up 
and begin spreading the word 
about our business to attract 
customers.

Key 
Activities.

Key resources for our business 
to succeed include funding 
for our AI personal shopping 
assistant to be made and set 
up onto our website. We 
also need a warehouse/office 
space to be a functional distri-
butional centre.

Key 
Resources.

We are providing a service 
that provides the customer 
with a sense of inclusion and 
peace of mind due to the ease 
of finding the most suitable 
clothing. We are solving the 
issue that many women with 
disabilities have of not being 
able to shop at regular stores 
due to its lack of accessibility 
and their clothing not fitting 
right for them. We fill this gap 
in the market by providing 
an online service that allows 
these users to find clothing 
suited to them.

Value
Proposi-
tions. We are creating value for the 

disability industry. Our most 
important customers are dis-
abled women ages 18-34 who 
have difficulty finding suitable 
clothing for them.

Customer 
Segments.

We aim to build a long term 
relationship with our custom-
ers through social media and 
the community section of our 
website. We are an experience 
beyond a service.

Customer
Relation-
ships.

We will reach our customers 
through social media of our 
own and the brands that we 
work with.

Channels.

Cost Structure.
The highest cost for our business will be the production of our AI shopping 
assistant and marketing.

Revenue Streams.
We will receive a small commission from all products sold and offer a subscrip-
tion service for a surprise box of clothes each month and a VIP service including 
free delivery and entry to competitions.
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(WGSN, 2021a)
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Development.
website

 Appendix 4.0
 Appendix 3.4



Inspiration.
website  Appendix 4.1



 Appendix 4.2

Inspiration.
website  Appendix 4.1



As part of the collection page there will be an option to purchase an e-gift card with value preferences. Demonstrating that Form is inclusive not 
only customers purchasing clothes but customers who are buying on behalf of disabled women, therefore using the gift card option it ensures 
that the receiver can use it to access to the clothes specific for their needs.

gift card  Appendix 5.0



Brand Logo

0.1

Clear branding

consistent colours

Eco-friendly packaging

Packaging.
All ‘Form’ orders will be packaged in either 
honeycomb kraft envelopes or cardboard 
boxes, both recyclable, depending on the 
size of the order. The business has chosen 
to personalise the packaging using a stamp 
customised to our logo. This decision was 
made to not lay our large sums of money 
for multiple packaging sizes. Whereas if an 
extra-large order comes through, the busi-
ness can quickly get the size box we need 
from the supplier, SR Mailing, and quickly 
customise it so that shipping times are not 
compromised. 

 Appendix 6.0gift card  Appendix 5.0



Initial packaging trialed ended up as a big expense due to printing. 
Although this design was favoured, it is a harder design to open against
an eco-mailer bag. This design feature is important to consider.
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Faduma’s Fellowship & Harriet Eccleston.
‘Inspiring postitve change’

(Faduma’s Fellowship, 2021b:online)

‘Fashion in powerful. It empowers each 
of us to express our identity in how 

we present ourselves’
(Faduma’s Fellowship, 2021b:online)

Feduma Farrah confronted the fashion industry’s neglect with the 
laucnh of a £10,000 
design competition after she became a wheelchair user from a 
near-fatal case of meningitis.
This postitively impacts the fashion industry with hopes to en-
courage more designers to rethink their 
approch to adaptive fashion (Dazed, 2021). The spending power 
proves that the UK’s disabled 
community is willing to shop, and this collaboration is a push in 
the right direction. Designer Harriet 
Eccleston, a graduate of Northumbria University won the design 
competition for SS22, producing a 
collection we will stock at Form.

Feduma’s fellowship is an oppportunity for fashion designers
to bring a collection with wheelchair users at heart. The collec-
tion Launched at London Fashion Week (Faduma’s Fellowship, 
2021a).
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Pop-up Store.
Future plans

To push the business further, 
we hope to market the brand 
and the selection of clothing we 
stock. This would potentially 
be in Oxford Street’s ‘Sook’, a 
pop-up store businesses’ can 
hire. Using
Sook will help deliver max-
imum engagment, with in-
creased footfall (Sook, 2021). 
Disability access is available, 
perfect for our
target market visiting. Our 
brand identity and campaign 
video could be advertised 
externally in the shop window. 
The whole event could be 
promoted on social media to 
update our followers.

A recent adaptive pop-up store took place in Spook, including some 
of the brands stocked on ‘Form’. It is this positive marketing for adap-
tive clothing, we can strive for (Unhidden, 2021).

 Appendix 11.0
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Ambassadors.

MoodBoard.
Photography

Bright photography

Colourful backdrop is 
bold

minimal scenery works 
well

Inspiring messaging

embracing expression

statement 
movements
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Photography.
Campaign

The campaign photography was inspired by a positive 
narrative. To resemble an atmosphere and evoke a feeling, 
rather than promoting. 
The forefront of the campaign incorporates form’s consumers.
As advised, the business did not proceed with a photoshoot 
due to GDPR circumstances. The same vision the business had 
initially, was carefully matched through finding stock 
photography to use.

Ambassadors.
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Purple Tuesday.

0.1

Purple Tuesday is a ‘change programme’ taking place on 2nd Novem-
ber 2021, set up for organisations to help improve the customer expe-
rience for disabled people (Purple Tuesday 2021).This is a key day for a 
business in the accessible market to focus on. It is a chance to support 
and get a community involved. 

‘Less than 10% of or-
ganisations have a 

targeted plan to 
access the disabled 

market’ 
(PurpleTuesday, 2021:online)
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Locations.
Scouting marketing

Scouting locations started within Manchester Metropolitan 
University. As business owners who attend the university, we 
can utilise the opportunity to market to our consumer and 
beyond. 
These posters and digital boards can be seen my a range of 
people, spreading the word of the brand.
Speaking to a source at the union, we were told advertise-
ments could be free of charge as long as we were students, 
or alumni. The university have been very supportive of this 
venture including sources from the staff disability forums. 

Printing would also be of no extra cost, printed using the 
groups collective met card balance.

The Business School

posters near the 
lift
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The campaign video stems the same narrative and visuals as 
the photography, keeping the first launch branding consistent. 
A main aim was to keep diversity, emotions and interest 
central. The video was produced to be short, snappy and 
effective in grasping the target markets attention. 

Again due to GDPR reasons, the business was advised against 
shooting footage. Therefore, as a collective it was decided to 
produce a video using found royalty free footage. Grasping a 
similar theme and look to what the business had visioned.
The song picked also linked with the mise en scene desired. It 
reflected the journey of the brand but also the journey of the 
consumer and how every story is different. 

Inspiration came from short TikTok and reel videos discovered
on Pretty Little Thing and Simply Be. These videos were in-
spiring, short and included diversity with a stong, empowering 
message.

Inspiration.
video

https://stummuac-my.sharepoint.com/:v:/g/person-
al/19068260_stu_mmu_ac_uk/EaYLMWhowXRGutZwnzd-
SAZABn2KdiRVmUVhQMyw4ovSqMw?e=zIsr2f

https://stummuac-my.sharepoint.com/:v:/g/personal/19068260_
stu_mmu_ac_uk/ETfXqDH_QRNCgWlejriQINMB9O2D-
w75oHBzvNs3Qx_0FsQ?e=AXzIrn

Link to video.

Link to video.
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Storyboard.
Campaign video

Shot- Mid Shot Shot- Close up Shot-Close up Shot- Mid Shot Shot- Mid Shot Shot- Long Shot Shot- Long Shot

Shot- Mid Shot Shot- Long shot Shot- Close up Shot- Close up Shot- Long shot Shot- Long Shot Shot- Mid shot
Logo fades in and 
voice over starts.

Tagline fades in Website fades in and 
voice over promoting 
the website
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To gain an insight in video costs, a videographer contact was sourced. From this conversation we 
gained useful information surrounding another adaptive clothing brand. As a collective we made a 
desicion to not go ahead with any video costs, as the creative director and marketing director have 
the specific skills and equipment needed to film and edit a professional campaign video.
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Research suggests Influencer marketing is an inte-
gral element for any fashion business (Lopez et al., 
2020). In support of this Gen Z and Millennials de-
sire a community connection with influential figures 
(Drapers, 2021). ‘Form’ ambassadors are individuals 
that unite our brand values. As a group that extend 
the meaning of the business it is a chance for them 
to integrate ‘Form’ into their own engagement on 
social channels. 
Each ambassador has gathered a strong, loyal follow-
ing of like-minded individuals who trust their open 
judgment and opinion.  For this reason, they are a 
crucial element in guiding feedback to the brand 
from potential consumers (Morrison, 2021).
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Stitch Fix.

Online personal styling website Stitch Fix are a direct competitor. A service that, similarly, uses data from consumer style surveys, generates 
their website. 
Although the principal of their service is targeted differently to our market of consumers. Stitch Fix are directly the closest competitor, with a 
service in the same category of technology 
However, as a service that have only recently expanded into the UK market in 2019. Form benefits from an advantage to engage the UK mar-
ket for a specific market Stitch Fix have not yet considered (Newman, 2019).

Benefits of Stitch Fix:
- A vast scale of users, generating personalisation in a unique way.
- Lots of data gained because of active users inputting specific information.
- Brands stocked benefit from this data that is gathered from users.
- They can constantly re-generate the service based upon principals the consumers feedback through data.
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Diverse models

Offers products for a wide 
range of people

Style tips TV Adverts included 
in promotion to reach 
a wider audience

Email marketing 
provides more 
customer reach

Offers a personal touch

Website is easy 
to navigate

Neutral colour 
palette: welcoming 
atmosphere and 
doesn’t just appeal 
to one gender

 Appendix 17.1
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Campaign work

Home-page on website is 
fun and inviting

Diverse and 
inclusive

Facebook 
promotion

TikTok to appeal 
to audience

On the homepage of the 
website: allows easy navi-
gation of the website Colour palette is inviting and 

appeals to younger audience

Email marketing: 
provides discounts to 
entice the consumer to 
the website and provides 
incentives to purchase
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Includes all body 
types- allowing for 
inclusive marketing to 
appeal to the female 
audience

Easy navigation of the 
website

Taglines to appeal to 
the consumer

Video used on 
the website

Empowering quotes on 
the website homepage Colour palette is bold which could 

help with the messages the brand 
conveys
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Parcel2Go Quote.
Parcel2Go quotes based on garment weights. 
The busines plan is based off ‘Parcelforce Worldwide Express 48’
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Location.
0.1

Business address and postcode:
Unit C42

Big Yellow Self Storage 
Manchester 

1 New Elm Road
Manchester

M3 4JH
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Office Space.

0.1
 Appendix 20.1



0.1
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0.1

Final Office 
Space.

 Appendix 20.3 Appendix 20.2



0.1
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0.1
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Shareholders Agreement.
The Shareholders Agreement document, stated in the Legal section of the business plan, shows 
the offical document that states the terms and conditions of the agreement.
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Legal Advice.
Our Finance and 
Operations Director 
had a teams call with 
two Legal Consultant’s. 
Here is the follow up 
emails they sent up 
summarising the 
points they made 
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Legal Advice continued.
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Chosen Insurance Quote.

Insurance Quotes shown within Legal Business plan section. Compa-
nies include 

Policy Bee, Maltings, Finsbury and Zurich. The PolicyBee quote was 
chosen within the business as it included most cover whilst being most 

cost effective. 
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Comparison of Insurance Quotes.

 Appendix 22.1
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To keep track of the work load and ensure 
communication was at a high we recorded all 
our meetings. These 3 show our progression 
thoughout the process.

Meeting
Logs.

 Appendix 23.3



 Appendix 23.4



References.



AccessiBe. (2021) Ready to Become Accessible? accessiBe. [Online] [Accessed on 15th October 2021] https://accessibe.com/pricing
 
Access Self Storage. (2021) Access Self Storage Manchester. [Online] [Accessed on 10th October 2021] https://www.accessstorage.com/greater-manchester/access-self-storage-manchester?in-
finity=ict2~net~gaw~ar~481935752109~kw~%2Bstorage%20%2Bspace%20%2Bmanchester~mt~b~cmp~Self%20Storage%20%7C%20Non%20Branded%20%7C%20Store%20%7C%20
Manchester%20South%20%7C%20Broad~ag~NB%20%7C%20Manchester%20South%20%7C%20Manchester%20%7C%20Storage%20%7C%20Facilities%2FSpace&gclid=CjwKCAjw_
L6LBhBbEiwA4c46ujXLxh285GLBB1JwHavfETwOf8LuOtMTbWatAfRhG76Ra0PRz273OxoC9i4QAvD_BwE
 
Acorn. (2014) The acorn user guide - The consumer classification. Unknown place of publication: Acorn. [Online] [Accessed on 13th October 2021] https://acorn.caci.co.uk/downloads/Acorn-
User-guide.pdf
 
Amazon. (2021) Zebra GK420D Desktop use Label Maker. [Online] [ Accessed on 6th October 2021] https://www.amazon.co.uk/Zebra-GK420d-Thermal-Printer-European/dp/
B0076Z128G/ref=sr_1_3?adgrpid=111383203664&dchild=1&gclid=CjwKCAjwkvWKBhB4EiwA-GHjFs_Wt501frZQMh7zEWr1ItdLiJGUT0Cb72Coly0kmzJHYr43twdZcxoCCh4QA-
vD_BwE&hvadid=449476185328&hvdev=c&hvlocint=9046605&hvlocphy=9046616&hvnetw=g&hvqmt=e&hvrand=17726557778690956579&hvtargid=kwd-13029501678&hydadcr=5-
329_1829713&keywords=zebra+gk420d+printer&qid=1633551868&qsid=260-5204768-1438551&sr=8-3&sres=B0076Z128G%2CB07J21V6GG%2CB00DQR40SM%2CB07NRZ125N%2
CB07KJC59Z9%2CB005N6XATY%2CB007BKV8BM%2CB084G86R7X%2CB00F49RSBG%2CB06Y28QNSQ%2CB0912XDC21%2CB002YNVSN4%2CB07S48NHYS%2CB07YQG-
V1XK%2CB08D9PRYG2%2CB0794VP6VJ&srpt=PRINTER 
 
American Express. (2021) American Express Business Card American Express. [Online] [Accessed on 20th October 2021] https://www.americanexpress.com/uk/credit-cards/all-cards/?source-
code=A0000EV0K9&cpid=100386691&dsparms=dc_pcrid_502214794290_kword_american%20express%20credit%20card_match_e&gclid=CjwKCAjwiY6MBhBqEiwARFSCPgA-M2D-
dYmEYFkazIBlDET6gZLYkG-KWHHosjHb2H1rDnUfVCooMERoCpvUQAvD_BwE&gclsrc=aw.ds

Archer, K. (2019) Fashion – Pricing for your fashion shoot. [Online] [Accessed on 14th October 2021] https://www.kimberleyarcher.co.uk/kimberley/fashion-pricing-for-your-fashion-shoot
 
Argos. (2021) Argos Home Pair of Folding Metal Bar Stools - Black & Silver. [Online] [Accessed on 6th October 2021] https://www.argos.co.uk/product/9223565?istCompa-
nyId=a74d8886-5df9-4baa-b776-166b3bf9111c&istFeedId=30f62ea9-9626-4cac-97c8-9ff3921f8558&istItemId=ixilqaxtw&istBid=t&&cmpid=GS001&_$ja=tsid:59157%-
7Cacid:629-618-1342%7Ccid:9668747913%7Cagid:100947151322%7Ctid:pla-317582081256%7Ccrid:426573055189%7Cnw:g%7Crnd:17841287595387811766%7Cdvc:c%7Cadp:%7C-
mt:%7Cloc:9046455&utm_source=Google&utm_medium=cpc&utm_campaign=9668747913&utm_term=9223565&utm_content=shopping&utm_custom1=100947151322&utm_cus-
tom2=629-618-1342&gclid=CjwKCAjwtfqKBhBoEiwAZuesiMywGZMeGIyPZb014JoT8nRHqHdF5P0ci15EsmCXQOhM5im_xlUffBoCRz0QAvD_BwE&gclsrc=aw.ds
 
Arnold, A. (2019) ‘4 Hacks For Creating Impactful Content For Social Media’. Forbes. [Online] [Accessed on 15th October 2021] https://www.forbes.com/sites/andrewar-
nold/2019/02/12/4-hacks-for-creating-impactful-content-for-social-media/?sh=7183d9fc3f01 

ASDA. (2021a) Breville Manual Microwave Cream. [Online] [Accessed on 6th October 2021] https://direct.asda.com/george/home/microwaves/breville-manual-micro-
wave-cream/050145703,default,pd.html
 
ASDA. (2021b) Breville Bold Vanilla Cream Electric Kettle. [Online] [Accessed on 6th October] https://direct.asda.com/george/home/kettles-toasters/breville-bold-vanilla-cream-electric-ket-
tle-17l-cream-silver-chrome-vkt223/050213955,default,pd.html?cgid=D26M10G10C06&placement_id=item_page.pdpoos&strategy=bab_v2&config_id=item_page.pdpoos&parent_item_
id=050145703&product_id=050213955&slotClicked=2
 
ASOS. (2021a) Which countries do you ship to internationally?. [Online] [Accessed on 17th October 2021]
https://www.asos.com/us/customer-care/delivery/which-countries-do-you-ship-to-internationally/ 

ASOS. (2021b) The ASOS Brands. [Online] [Accessed on 15th October 2021]
https://www.asos.com/about/asos-brands/?ctaref=aboutus|asosbrands

References.

https://accessibe.com/pricing
https://www.accessstorage.com/greater-manchester/access-self-storage-manchester?infinity=ict2~net~gaw~ar~481935752109~kw~%2Bstorage%20%2Bspace%20%2Bmanchester~mt~b~cmp~Self%20Storage%20%7C%20Non%20Branded%20%7C%20Store%20%7C%20Manchester%20South%20%7C%20Broad~ag~NB%20%7C%20Manchester%20South%20%7C%20Manchester%20%7C%20Storage%20%7C%20Facilities%2FSpace&gclid=CjwKCAjw_L6LBhBbEiwA4c46ujXLxh285GLBB1JwHavfETwOf8LuOtMTbWatAfRhG76Ra0PRz273OxoC9i4QAvD_BwE
https://www.accessstorage.com/greater-manchester/access-self-storage-manchester?infinity=ict2~net~gaw~ar~481935752109~kw~%2Bstorage%20%2Bspace%20%2Bmanchester~mt~b~cmp~Self%20Storage%20%7C%20Non%20Branded%20%7C%20Store%20%7C%20Manchester%20South%20%7C%20Broad~ag~NB%20%7C%20Manchester%20South%20%7C%20Manchester%20%7C%20Storage%20%7C%20Facilities%2FSpace&gclid=CjwKCAjw_L6LBhBbEiwA4c46ujXLxh285GLBB1JwHavfETwOf8LuOtMTbWatAfRhG76Ra0PRz273OxoC9i4QAvD_BwE
https://www.accessstorage.com/greater-manchester/access-self-storage-manchester?infinity=ict2~net~gaw~ar~481935752109~kw~%2Bstorage%20%2Bspace%20%2Bmanchester~mt~b~cmp~Self%20Storage%20%7C%20Non%20Branded%20%7C%20Store%20%7C%20Manchester%20South%20%7C%20Broad~ag~NB%20%7C%20Manchester%20South%20%7C%20Manchester%20%7C%20Storage%20%7C%20Facilities%2FSpace&gclid=CjwKCAjw_L6LBhBbEiwA4c46ujXLxh285GLBB1JwHavfETwOf8LuOtMTbWatAfRhG76Ra0PRz273OxoC9i4QAvD_BwE
https://www.accessstorage.com/greater-manchester/access-self-storage-manchester?infinity=ict2~net~gaw~ar~481935752109~kw~%2Bstorage%20%2Bspace%20%2Bmanchester~mt~b~cmp~Self%20Storage%20%7C%20Non%20Branded%20%7C%20Store%20%7C%20Manchester%20South%20%7C%20Broad~ag~NB%20%7C%20Manchester%20South%20%7C%20Manchester%20%7C%20Storage%20%7C%20Facilities%2FSpace&gclid=CjwKCAjw_L6LBhBbEiwA4c46ujXLxh285GLBB1JwHavfETwOf8LuOtMTbWatAfRhG76Ra0PRz273OxoC9i4QAvD_BwE
https://acorn.caci.co.uk/downloads/Acorn-User-guide.pdf
https://acorn.caci.co.uk/downloads/Acorn-User-guide.pdf
https://www.amazon.co.uk/Zebra-GK420d-Thermal-Printer-European/dp/B0076Z128G/ref=sr_1_3?adgrpid=111383203664&dchild=1&gclid=CjwKCAjwkvWKBhB4EiwA-GHjFs_Wt501frZQMh7zEWr1ItdLiJGUT0Cb72Coly0kmzJHYr43twdZcxoCCh4QAvD_BwE&hvadid=449476185328&hvdev=c&hvlocint=9046605&hvlocphy=9046616&hvnetw=g&hvqmt=e&hvrand=17726557778690956579&hvtargid=kwd-13029501678&hydadcr=5329_1829713&keywords=zebra+gk420d+printer&qid=1633551868&qsid=260-5204768-1438551&sr=8-3&sres=B0076Z128G%2CB07J21V6GG%2CB00DQR40SM%2CB07NRZ125N%2CB07KJC59Z9%2CB005N6XATY%2CB007BKV8BM%2CB084G86R7X%2CB00F49RSBG%2CB06Y28QNSQ%2CB0912XDC21%2CB002YNVSN4%2CB07S48NHYS%2CB07YQGV1XK%2CB08D9PRYG2%2CB0794VP6VJ&srpt=PRINTER
https://www.amazon.co.uk/Zebra-GK420d-Thermal-Printer-European/dp/B0076Z128G/ref=sr_1_3?adgrpid=111383203664&dchild=1&gclid=CjwKCAjwkvWKBhB4EiwA-GHjFs_Wt501frZQMh7zEWr1ItdLiJGUT0Cb72Coly0kmzJHYr43twdZcxoCCh4QAvD_BwE&hvadid=449476185328&hvdev=c&hvlocint=9046605&hvlocphy=9046616&hvnetw=g&hvqmt=e&hvrand=17726557778690956579&hvtargid=kwd-13029501678&hydadcr=5329_1829713&keywords=zebra+gk420d+printer&qid=1633551868&qsid=260-5204768-1438551&sr=8-3&sres=B0076Z128G%2CB07J21V6GG%2CB00DQR40SM%2CB07NRZ125N%2CB07KJC59Z9%2CB005N6XATY%2CB007BKV8BM%2CB084G86R7X%2CB00F49RSBG%2CB06Y28QNSQ%2CB0912XDC21%2CB002YNVSN4%2CB07S48NHYS%2CB07YQGV1XK%2CB08D9PRYG2%2CB0794VP6VJ&srpt=PRINTER
https://www.amazon.co.uk/Zebra-GK420d-Thermal-Printer-European/dp/B0076Z128G/ref=sr_1_3?adgrpid=111383203664&dchild=1&gclid=CjwKCAjwkvWKBhB4EiwA-GHjFs_Wt501frZQMh7zEWr1ItdLiJGUT0Cb72Coly0kmzJHYr43twdZcxoCCh4QAvD_BwE&hvadid=449476185328&hvdev=c&hvlocint=9046605&hvlocphy=9046616&hvnetw=g&hvqmt=e&hvrand=17726557778690956579&hvtargid=kwd-13029501678&hydadcr=5329_1829713&keywords=zebra+gk420d+printer&qid=1633551868&qsid=260-5204768-1438551&sr=8-3&sres=B0076Z128G%2CB07J21V6GG%2CB00DQR40SM%2CB07NRZ125N%2CB07KJC59Z9%2CB005N6XATY%2CB007BKV8BM%2CB084G86R7X%2CB00F49RSBG%2CB06Y28QNSQ%2CB0912XDC21%2CB002YNVSN4%2CB07S48NHYS%2CB07YQGV1XK%2CB08D9PRYG2%2CB0794VP6VJ&srpt=PRINTER
https://www.amazon.co.uk/Zebra-GK420d-Thermal-Printer-European/dp/B0076Z128G/ref=sr_1_3?adgrpid=111383203664&dchild=1&gclid=CjwKCAjwkvWKBhB4EiwA-GHjFs_Wt501frZQMh7zEWr1ItdLiJGUT0Cb72Coly0kmzJHYr43twdZcxoCCh4QAvD_BwE&hvadid=449476185328&hvdev=c&hvlocint=9046605&hvlocphy=9046616&hvnetw=g&hvqmt=e&hvrand=17726557778690956579&hvtargid=kwd-13029501678&hydadcr=5329_1829713&keywords=zebra+gk420d+printer&qid=1633551868&qsid=260-5204768-1438551&sr=8-3&sres=B0076Z128G%2CB07J21V6GG%2CB00DQR40SM%2CB07NRZ125N%2CB07KJC59Z9%2CB005N6XATY%2CB007BKV8BM%2CB084G86R7X%2CB00F49RSBG%2CB06Y28QNSQ%2CB0912XDC21%2CB002YNVSN4%2CB07S48NHYS%2CB07YQGV1XK%2CB08D9PRYG2%2CB0794VP6VJ&srpt=PRINTER
https://www.amazon.co.uk/Zebra-GK420d-Thermal-Printer-European/dp/B0076Z128G/ref=sr_1_3?adgrpid=111383203664&dchild=1&gclid=CjwKCAjwkvWKBhB4EiwA-GHjFs_Wt501frZQMh7zEWr1ItdLiJGUT0Cb72Coly0kmzJHYr43twdZcxoCCh4QAvD_BwE&hvadid=449476185328&hvdev=c&hvlocint=9046605&hvlocphy=9046616&hvnetw=g&hvqmt=e&hvrand=17726557778690956579&hvtargid=kwd-13029501678&hydadcr=5329_1829713&keywords=zebra+gk420d+printer&qid=1633551868&qsid=260-5204768-1438551&sr=8-3&sres=B0076Z128G%2CB07J21V6GG%2CB00DQR40SM%2CB07NRZ125N%2CB07KJC59Z9%2CB005N6XATY%2CB007BKV8BM%2CB084G86R7X%2CB00F49RSBG%2CB06Y28QNSQ%2CB0912XDC21%2CB002YNVSN4%2CB07S48NHYS%2CB07YQGV1XK%2CB08D9PRYG2%2CB0794VP6VJ&srpt=PRINTER
https://www.amazon.co.uk/Zebra-GK420d-Thermal-Printer-European/dp/B0076Z128G/ref=sr_1_3?adgrpid=111383203664&dchild=1&gclid=CjwKCAjwkvWKBhB4EiwA-GHjFs_Wt501frZQMh7zEWr1ItdLiJGUT0Cb72Coly0kmzJHYr43twdZcxoCCh4QAvD_BwE&hvadid=449476185328&hvdev=c&hvlocint=9046605&hvlocphy=9046616&hvnetw=g&hvqmt=e&hvrand=17726557778690956579&hvtargid=kwd-13029501678&hydadcr=5329_1829713&keywords=zebra+gk420d+printer&qid=1633551868&qsid=260-5204768-1438551&sr=8-3&sres=B0076Z128G%2CB07J21V6GG%2CB00DQR40SM%2CB07NRZ125N%2CB07KJC59Z9%2CB005N6XATY%2CB007BKV8BM%2CB084G86R7X%2CB00F49RSBG%2CB06Y28QNSQ%2CB0912XDC21%2CB002YNVSN4%2CB07S48NHYS%2CB07YQGV1XK%2CB08D9PRYG2%2CB0794VP6VJ&srpt=PRINTER
https://www.americanexpress.com/uk/credit-cards/all-cards/?sourcecode=A0000EV0K9&cpid=100386691&dsparms=dc_pcrid_502214794290_kword_american%20express%20credit%20card_match_e&gclid=CjwKCAjwiY6MBhBqEiwARFSCPgA-M2DdYmEYFkazIBlDET6gZLYkG-KWHHosjHb2H1rDnUfVCooMERoCpvUQAvD_BwE&gclsrc=aw.ds
https://www.americanexpress.com/uk/credit-cards/all-cards/?sourcecode=A0000EV0K9&cpid=100386691&dsparms=dc_pcrid_502214794290_kword_american%20express%20credit%20card_match_e&gclid=CjwKCAjwiY6MBhBqEiwARFSCPgA-M2DdYmEYFkazIBlDET6gZLYkG-KWHHosjHb2H1rDnUfVCooMERoCpvUQAvD_BwE&gclsrc=aw.ds
https://www.americanexpress.com/uk/credit-cards/all-cards/?sourcecode=A0000EV0K9&cpid=100386691&dsparms=dc_pcrid_502214794290_kword_american%20express%20credit%20card_match_e&gclid=CjwKCAjwiY6MBhBqEiwARFSCPgA-M2DdYmEYFkazIBlDET6gZLYkG-KWHHosjHb2H1rDnUfVCooMERoCpvUQAvD_BwE&gclsrc=aw.ds
https://www.kimberleyarcher.co.uk/kimberley/fashion-pricing-for-your-fashion-shoot
https://www.argos.co.uk/product/9223565?istCompanyId=a74d8886-5df9-4baa-b776-166b3bf9111c&istFeedId=30f62ea9-9626-4cac-97c8-9ff3921f8558&istItemId=ixilqaxtw&istBid=t&&cmpid=GS001&_$ja=tsid
https://www.argos.co.uk/product/9223565?istCompanyId=a74d8886-5df9-4baa-b776-166b3bf9111c&istFeedId=30f62ea9-9626-4cac-97c8-9ff3921f8558&istItemId=ixilqaxtw&istBid=t&&cmpid=GS001&_$ja=tsid
http://aw.ds
https://www.forbes.com/sites/andrewarnold/2019/02/12/4-hacks-for-creating-impactful-content-for-social-media/?sh=7183d9fc3f01
https://www.forbes.com/sites/andrewarnold/2019/02/12/4-hacks-for-creating-impactful-content-for-social-media/?sh=7183d9fc3f01
https://direct.asda.com/george/home/microwaves/breville-manual-microwave-cream/050145703,default,pd.html
https://direct.asda.com/george/home/microwaves/breville-manual-microwave-cream/050145703,default,pd.html
https://direct.asda.com/george/home/kettles-toasters/breville-bold-vanilla-cream-electric-kettle-17l-cream-silver-chrome-vkt223/050213955,default,pd.html?cgid=D26M10G10C06&placement_id=item_page.pdpoos&strategy=bab_v2&config_id=item_page.pdpoos&parent_item_id=050145703&product_id=050213955&slotClicked=2
https://direct.asda.com/george/home/kettles-toasters/breville-bold-vanilla-cream-electric-kettle-17l-cream-silver-chrome-vkt223/050213955,default,pd.html?cgid=D26M10G10C06&placement_id=item_page.pdpoos&strategy=bab_v2&config_id=item_page.pdpoos&parent_item_id=050145703&product_id=050213955&slotClicked=2
https://direct.asda.com/george/home/kettles-toasters/breville-bold-vanilla-cream-electric-kettle-17l-cream-silver-chrome-vkt223/050213955,default,pd.html?cgid=D26M10G10C06&placement_id=item_page.pdpoos&strategy=bab_v2&config_id=item_page.pdpoos&parent_item_id=050145703&product_id=050213955&slotClicked=2
https://www.asos.com/us/customer-care/delivery/which-countries-do-you-ship-to-internationally/
https://www.asos.com/about/asos-brands/?ctaref=aboutus


ASOS. (2021c) Can you tell me more about your Premier Delivery service?. [Online] [Accessed on 15th October 2021]
https://www.asos.com/customer-care/delivery/can-you-tell-me-more-about-your-premier-delivery-service/

ASOS. (2021d) What is Fit Assistant?. [Online] [Accessed on 15th October 2021]
https://www.asos.com/customer-care/product-stock/what-is-fit-assistant/

B&Q. (2021) GoodHome Alara White Modular Room divider panel (H)1m (W)1m. [Online] [Accessed on 6th October 2021] https://www.diy.com/departments/goodhome-alara-white-modu-
lar-room-divider-panel-h-1m-w-1m/3663602499565_BQ.prd
 
Belbin. (no date) The Nine Belbin Team Roles. [Online] [Accessed on 18th October 2021] https://www.belbin.com/about/belbin-team-roles
 
Big Yellow Storage. (2021) Prices from Big Yellow [Online] [Accessed on 10th October 2021] https://www.bigyellow.co.uk/quote/
 
Brawn E. (2014) Priced out:ending the financial penalty of disability by 2020 SCOPE. [Online][Accessed on 12thOctober 2021] https://lx.iriss.org.uk/content/priced-out-ending-financial-penal-
ty-disability-2020
 
British Business Bank. (no date) How to calculate market size. British Business Bank. [Online] [Accessed on 19th October 2021] https://www.startuploans.co.uk/business-advice/calculate-mar-
ket-size/
 
Bruijn, M. (2017) Experiential marketing: Magnet for millennials. The Future of Commerce. [Online] [Accessed on 26thSeptember 2021] https://www.the-future-of-commerce.
com/2017/05/10/experiential-marketing-magnet-for-millennials/
 
Burn-Callander, R. (2016) How much money does your start-up need to survive the first year? The Telegraph [Online] [Accessed on 17th October 2021] https://www.telegraph.co.uk/business/
sme-home/start-up-costs/
 
Cage, E. (2015) Interim technical report: Extra Costs Commission research. London. SCOPE. [Online] [Accessed on 15thOctober 2021] https://www.scie-socialcareonline.org.uk/interim-tech-
nical-report-extra-costs-commission-research/r/a11G000000AwMR5IAN
 
Callarman, S. (2019) A Guide to Ecommerce Return Policies in 2021. ShipBob. [Online] [ Accessed on 23rd October 2021] https://www.shipbob.com/blog/ecommerce-returns/
 
Campbell, P. (2020) Complete Guide to Psychological Pricing. Recur by ProfitWell. [Online] [Accessed on 18th October 2021]
 
CatWells, K. (2021) Celebrities “Stimulate” Life As Wheelchair Users For 24hrs And Here Is The Result. [Online] [Accessed on 11th October 2021] https://www.forbes.com/sites/keelycat-
wells/2021/10/04/celebrities-simulate-life-as-wheelchair-users-for-24hrs-and-here-is-the-result/?sh=140049893322
 
Cenkus, B. (no date) Are 50/50 Business Partnerships: A Good or Bad Idea?. CenkusLaw [Online] [Accessed on 19thOctober 2021] https://cenkuslaw.com/5050-business-partnerships-good-
bad-idea-2/
  
Cherry, K. (2020). Color Psychology: Does it affect how you feel?. [Online] [Accessed on 24th September 2021] https://www.verywellmind.com/color-psychology-2795824

Chevalier, S. (2021) ASOS gross profit worldwide 2021-2020. Statista. [Online] [Accessed on 17th October 2021]
https://www-statista-com.mmu.idm.oclc.org/statistics/500692/asos-gross-profit-worldwide/
 

https://www.asos.com/customer-care/delivery/can-you-tell-me-more-about-your-premier-delivery-service/
https://www.asos.com/customer-care/product-stock/what-is-fit-assistant/
https://www.diy.com/departments/goodhome-alara-white-modular-room-divider-panel-h-1m-w-1m/3663602499565_BQ.prd
https://www.diy.com/departments/goodhome-alara-white-modular-room-divider-panel-h-1m-w-1m/3663602499565_BQ.prd
https://www.belbin.com/about/belbin-team-roles
https://www.bigyellow.co.uk/quote/
https://lx.iriss.org.uk/content/priced-out-ending-financial-penalty-disability-2020
https://lx.iriss.org.uk/content/priced-out-ending-financial-penalty-disability-2020
https://www.startuploans.co.uk/business-advice/calculate-market-size/
https://www.startuploans.co.uk/business-advice/calculate-market-size/
https://www.the-future-of-commerce.com/2017/05/10/experiential-marketing-magnet-for-millennials/
https://www.the-future-of-commerce.com/2017/05/10/experiential-marketing-magnet-for-millennials/
https://www.telegraph.co.uk/business/sme-home/start-up-costs/
https://www.telegraph.co.uk/business/sme-home/start-up-costs/
https://www.scie-socialcareonline.org.uk/interim-technical-report-extra-costs-commission-research/r/a11G000000AwMR5IAN
https://www.scie-socialcareonline.org.uk/interim-technical-report-extra-costs-commission-research/r/a11G000000AwMR5IAN
https://www.shipbob.com/blog/ecommerce-returns/
https://www.forbes.com/sites/keelycatwells/2021/10/04/celebrities-simulate-life-as-wheelchair-users-for-24hrs-and-here-is-the-result/?sh=140049893322
https://www.forbes.com/sites/keelycatwells/2021/10/04/celebrities-simulate-life-as-wheelchair-users-for-24hrs-and-here-is-the-result/?sh=140049893322
https://cenkuslaw.com/5050-business-partnerships-good-bad-idea-2/
https://cenkuslaw.com/5050-business-partnerships-good-bad-idea-2/
https://www.verywellmind.com/color-psychology-2795824
https://www-statista-com.mmu.idm.oclc.org/statistics/500692/asos-gross-profit-worldwide/


ClearSky. (No Date) Limited Company or Sole Trader. [Online] [ Accessed on 7th October 2021] https://clearskyaccounting.co.uk/help-me-decide/faqs/limited-vs-sole-trader/
 
Cleave, P. (2017) How Online Questionnaires Can Improve Your Business. Smart Survey. [Online] [Accessed on 11 October] https://www.smartsurvey.co.uk/blog/how-online-questionnaires-
can-improve-your-business 
 
CMS. (2019)   The impact of AI on the UK retail industry. Retail Economics. [Online] [Accessed on October 11th] https://www.retaileconomics.co.uk/retail-insights/thought-leadership-reports/
disruption-2.0-here-we-go-again-ai-in-consumer-and-retail

Compare the Market. [no date] Broadband Comparison. [Online] [Accessed on 13th October 2021] https://broadband.comparethemarket.com/?utm_source=landing_api&utm_campaign=land-
ing_api&quote_entrymethod=LandingPagePostcodeSearch&product_detail=Broadband&AFFCLIE=FR62&location=m34jh&product_currentprovider=IDontHaveBroadband
  
Crail, C., Adams, D.. (2021) Blue Business Plus Credit Card 2021 Review. Forbes. [Online] [Accessed on 25th October 2021] https://www.forbes.com/advisor/credit-cards/reviews/american-
express-blue-business-plus-credit-card/
 
Currys. (2021) LOGIK LTT68S20 Mini Fridge - Silver. [Online] [ Accessed on 6th October 2021] https://www.currys.co.uk/gbuk/household-appliances/refrigeration/fridges/logik-ltt68s20-
mini-fridge-silver-10205743-pdt.html
 
Custom Neon. (2021) Create Neon Sign. [Online] [ Accessed on 6th October 2021] https://customneon.co.uk/create-neon-sign/
 
Darragh, R. (2021) The 7 Best Payment Gateways and Online Payment Systems 2021. Startups. [Online] [Accessed on 20thOctober 2021] https://startups.co.uk/payment-processing/best-pay-
ment-gateways/
  
Dazed. (2021) Harriet Eccleston is the adaptive fashion designer making her mark at LFW. [Online] [Accessed on 3rd November] https://www.dazeddigital.com/fashion/article/54225/1/fadu-
mas-fellowship-design-competition-championing-adaptive-fashion-lfw-ss22 
 
Disability Rights. (2021) Disabled people at greater Covid death risk -ONS research. [Online] [Accessed on 28thSeptember 2021]
https://www.disabilityrightsuk.org/news/2021/june/disabled-people-greater-covid-death-risk-ons-research
 
Disabled World. (2019) Mood Colours: Meaning and Associations of Color Psychology. [Online] [Accessed on 24th September 2021] https://www.disabled-world.com/disability/awareness/
mood-colors.php
 
Doblin. (2013) 10 types of innovation. [Online] [Accessed on 17th October 2021] 
https://doblin.com/ten-types
 
Dooley, R. (2021) ‘How Long Should A Brand Name Be?’. [Online] [Accessed on 25th September 2021] https://www.forbes.com/sites/rogerdooley/2021/03/23/how-long-should-a-brand-name-
be/
 
Drapers. (2021a) Gen Z and Millennials 2021 report. May 2021. [Online] [Accessed on 4th October 2021]
https://www.drapersonline.com/insight/drapers-bespoke/gen-z-and-millennials-2021-report

Drapers. (2020b) Sizing technology: a cost/benefit analysis. April 2020 [Online] [Accessed on 12th October 2021]https://www.drapersonline.com/insight/analysis/sizing-technology-a-cost-ben-
efit-analysis
 
Dreher, J. (2019) The need for inclusivity in digital marketing. The Drum. 11th April. [Online] [Accessed on 20th October 2021] https://www.thedrum.com/opinion/2019/04/11/the-need-inclu-

https://clearskyaccounting.co.uk/help-me-decide/faqs/limited-vs-sole-trader/
https://www.smartsurvey.co.uk/blog/how-online-questionnaires-can-improve-your-business
https://www.smartsurvey.co.uk/blog/how-online-questionnaires-can-improve-your-business
https://www.retaileconomics.co.uk/retail-insights/thought-leadership-reports/disruption-2.0-here-we-go-again-ai-in-consumer-and-retail
https://www.retaileconomics.co.uk/retail-insights/thought-leadership-reports/disruption-2.0-here-we-go-again-ai-in-consumer-and-retail
https://broadband.comparethemarket.com/?utm_source=landing_api&utm_campaign=landing_api&quote_entrymethod=LandingPagePostcodeSearch&product_detail=Broadband&AFFCLIE=FR62&location=m34jh&product_currentprovider=IDontHaveBroadband
https://broadband.comparethemarket.com/?utm_source=landing_api&utm_campaign=landing_api&quote_entrymethod=LandingPagePostcodeSearch&product_detail=Broadband&AFFCLIE=FR62&location=m34jh&product_currentprovider=IDontHaveBroadband
https://www.forbes.com/advisor/credit-cards/reviews/american-express-blue-business-plus-credit-card/
https://www.forbes.com/advisor/credit-cards/reviews/american-express-blue-business-plus-credit-card/
https://www.currys.co.uk/gbuk/household-appliances/refrigeration/fridges/logik-ltt68s20-mini-fridge-silver-10205743-pdt.html
https://www.currys.co.uk/gbuk/household-appliances/refrigeration/fridges/logik-ltt68s20-mini-fridge-silver-10205743-pdt.html
https://customneon.co.uk/create-neon-sign/
https://startups.co.uk/payment-processing/best-payment-gateways/
https://startups.co.uk/payment-processing/best-payment-gateways/
https://www.dazeddigital.com/fashion/article/54225/1/fadumas-fellowship-design-competition-championing-adaptive-fashion-lfw-ss22
https://www.dazeddigital.com/fashion/article/54225/1/fadumas-fellowship-design-competition-championing-adaptive-fashion-lfw-ss22
https://www.disabilityrightsuk.org/news/2021/june/disabled-people-greater-covid-death-risk-ons-research
https://www.disabled-world.com/disability/awareness/mood-colors.php
https://www.disabled-world.com/disability/awareness/mood-colors.php
https://doblin.com/ten-types
https://www.forbes.com/sites/rogerdooley/2021/03/23/how-long-should-a-brand-name-be/
https://www.forbes.com/sites/rogerdooley/2021/03/23/how-long-should-a-brand-name-be/
https://www.drapersonline.com/insight/drapers-bespoke/gen-z-and-millennials-2021-report
https://www.drapersonline.com/insight/analysis/sizing-technology-a-cost-benefit-analysis
https://www.drapersonline.com/insight/analysis/sizing-technology-a-cost-benefit-analysis
https://www.thedrum.com/opinion/2019/04/11/the-need-inclusivity-digital-marketing


sivity-digital-marketing
 
Edited. (2021) Minimizing Returns – Why Size Matter. [Online] [Accessed on 12th October 2021] https://app.edited.com/#retail/article/retail-digital-social-sizing-returns-250321
 
Experian. (2017) UK Fashion Segments Handbook: Females. [Online] [Accessed on 19th September 2021] http://www.experian.co.uk/business-strategies/fashionsegments.html
 
Etsy. (2021) Large Custom Stamp. [Online] [Accessed on the 15th October] https://www.etsy.com/uk/listing/1048603404/large-custom-stamp-4-5-6-7-or-8-custom?ga_order=-
most_relevant&ga_search_type=all&ga_view_type=gallery&ga_search_query=custom+rubber+stamp&ref=sc_gallery-1-1&plkey=d363a8976d1b3b9bbb6ad00b015090a3ca-
8fa813%3A1048603404&bes=1&variation0=2152842462&variation1=2177339761 

Facebook Business. (2019) Build better brand connections with Gen Zers and millennials. [Online] [Accessed on 12thOctober 2021] https://en-gb.facebook.com/business/news/insights/build-
better-brand-connections-with-gen-zers-and-millennials?ref=search_new_37
 
Facebook for Business. (2021) Buying ads. Buying Facebook Ads On Any Budget. [Online] [Accessed on 15thOctober 2021] https://www.facebook.com/business/ads/pricing?content_id=eTX-
Y6rv7Wkh8Bcl&ref=sem_smb&utm_source=GOOGLE&utm_medium=fbsmbsem&utm_campaign=PFX_SEM_G_BusinessAds_UK_EN_Brand_Phrase_Desktop&utm_content=Cost_Eval-
uating&kenid=_k_EAIaIQobChMIkay_-MrM8wIVjpntCh1bqg2lEAAYAiAAEgL92_D_BwE_k_&utm_term=facebook%20ad%20pricing&utm_ct=EVG&gclid=EAIaIQobChMIkay_-MrM-
8wIVjpntCh1bqg2lEAAYAiAAEgL92_D_BwE
 
Facebook Stitch Fix. (2021a) Stitch Fix. [Online] [Accessed on 17th October 2021]
https://www.facebook.com/stitchfixuk

Facebook ASOS. (2021b) ASOS Facebook. [Online] [Accessed on 17th October 2021]
https://www.facebook.com/ASOS 

Facebook Simply be. (2021c) Simply be. Facebook [Online] [Accessed on 17th October 2012]
https://www.facebook.com/SimplyBeUK
 
Faduma’s Fellowship. (2021a) Faduma’s Fellowship. [Online] [Accessed on 3rd November] https://www.fadumasfellowship.com 
 
FadumasFellowship. (2021b) London Fashion Week SS22. [Online] [Accessed on 21st October 2021] https://www.fadumasfellowship.com
 
 Feefo. (No Date) PolicyBee Review. [Online] [Accessed September 29th 2021] https://www.feefo.com/en-GB/reviews/policybee

Finneman, B., Ivory, J., Marchessou, S., Schmidt, J., and Sikes, T. (2017) Cracking the code on millennial consumers. McKinsey & Company. [Online] [Accessed on 25th September 2021] 
https://www.mckinsey.com/industries/retail/our-insights/cracking-the-code-on-millennial-consumers
 
Francis, T, Fernanda, H. (2018) ‘True Gen’: Generation Z and its implications for companies. [Online] [Accessed on 20th September 2021] https://www.mckinsey.com/industries/consum-
er-packaged-goods/our-insights/true-gen-generation-z-and-its-implications-for-companies#
 
Francom, S.R. (2020) How fast should my Business Internet Be?. [Online][Accessed on 13th October 2021 https://www.business.org/services/internet/business-internet-speed/
 
Gaffney, A. (2019) The $400 billion adaptive clothing opportunity. [Online] [Accessed on 27th September 2021] https://www.voguebusiness.com/consumers/adaptive-clothing-different-
ly-abled-asos-target-tommy-hilfiger
 

https://www.thedrum.com/opinion/2019/04/11/the-need-inclusivity-digital-marketing
https://app.edited.com/#retail/article/retail-digital-social-sizing-returns-250321
http://www.experian.co.uk/business-strategies/fashionsegments.html
https://www.etsy.com/uk/listing/1048603404/large-custom-stamp-4-5-6-7-or-8-custom?ga_order=most_relevant&ga_search_type=all&ga_view_type=gallery&ga_search_query=custom+rubber+stamp&ref=sc_gallery-1-1&plkey=d363a8976d1b3b9bbb6ad00b015090a3ca8fa813%3A1048603404&bes=1&variation0=2152842462&variation1=2177339761
https://www.etsy.com/uk/listing/1048603404/large-custom-stamp-4-5-6-7-or-8-custom?ga_order=most_relevant&ga_search_type=all&ga_view_type=gallery&ga_search_query=custom+rubber+stamp&ref=sc_gallery-1-1&plkey=d363a8976d1b3b9bbb6ad00b015090a3ca8fa813%3A1048603404&bes=1&variation0=2152842462&variation1=2177339761
https://www.etsy.com/uk/listing/1048603404/large-custom-stamp-4-5-6-7-or-8-custom?ga_order=most_relevant&ga_search_type=all&ga_view_type=gallery&ga_search_query=custom+rubber+stamp&ref=sc_gallery-1-1&plkey=d363a8976d1b3b9bbb6ad00b015090a3ca8fa813%3A1048603404&bes=1&variation0=2152842462&variation1=2177339761
https://en-gb.facebook.com/business/news/insights/build-better-brand-connections-with-gen-zers-and-millennials?ref=search_new_37
https://en-gb.facebook.com/business/news/insights/build-better-brand-connections-with-gen-zers-and-millennials?ref=search_new_37
https://www.facebook.com/business/ads/pricing?content_id=eTXY6rv7Wkh8Bcl&ref=sem_smb&utm_source=GOOGLE&utm_medium=fbsmbsem&utm_campaign=PFX_SEM_G_BusinessAds_UK_EN_Brand_Phrase_Desktop&utm_content=Cost_Evaluating&kenid=_k_EAIaIQobChMIkay_-MrM8wIVjpntCh1bqg2lEAAYAiAAEgL92_D_BwE_k_&utm_term=facebook%20ad%20pricing&utm_ct=EVG&gclid=EAIaIQobChMIkay_-MrM8wIVjpntCh1bqg2lEAAYAiAAEgL92_D_BwE
https://www.facebook.com/business/ads/pricing?content_id=eTXY6rv7Wkh8Bcl&ref=sem_smb&utm_source=GOOGLE&utm_medium=fbsmbsem&utm_campaign=PFX_SEM_G_BusinessAds_UK_EN_Brand_Phrase_Desktop&utm_content=Cost_Evaluating&kenid=_k_EAIaIQobChMIkay_-MrM8wIVjpntCh1bqg2lEAAYAiAAEgL92_D_BwE_k_&utm_term=facebook%20ad%20pricing&utm_ct=EVG&gclid=EAIaIQobChMIkay_-MrM8wIVjpntCh1bqg2lEAAYAiAAEgL92_D_BwE
https://www.facebook.com/business/ads/pricing?content_id=eTXY6rv7Wkh8Bcl&ref=sem_smb&utm_source=GOOGLE&utm_medium=fbsmbsem&utm_campaign=PFX_SEM_G_BusinessAds_UK_EN_Brand_Phrase_Desktop&utm_content=Cost_Evaluating&kenid=_k_EAIaIQobChMIkay_-MrM8wIVjpntCh1bqg2lEAAYAiAAEgL92_D_BwE_k_&utm_term=facebook%20ad%20pricing&utm_ct=EVG&gclid=EAIaIQobChMIkay_-MrM8wIVjpntCh1bqg2lEAAYAiAAEgL92_D_BwE
https://www.facebook.com/business/ads/pricing?content_id=eTXY6rv7Wkh8Bcl&ref=sem_smb&utm_source=GOOGLE&utm_medium=fbsmbsem&utm_campaign=PFX_SEM_G_BusinessAds_UK_EN_Brand_Phrase_Desktop&utm_content=Cost_Evaluating&kenid=_k_EAIaIQobChMIkay_-MrM8wIVjpntCh1bqg2lEAAYAiAAEgL92_D_BwE_k_&utm_term=facebook%20ad%20pricing&utm_ct=EVG&gclid=EAIaIQobChMIkay_-MrM8wIVjpntCh1bqg2lEAAYAiAAEgL92_D_BwE
https://www.facebook.com/stitchfixuk
https://www.facebook.com/ASOS
https://www.facebook.com/SimplyBeUK
https://www.fadumasfellowship.com
https://www.fadumasfellowship.com
https://www.feefo.com/en-GB/reviews/policybee
https://www.mckinsey.com/industries/retail/our-insights/cracking-the-code-on-millennial-consumers
https://www.mckinsey.com/industries/consumer-packaged-goods/our-insights/true-gen-generation-z-and-its-implications-for-companies#
https://www.mckinsey.com/industries/consumer-packaged-goods/our-insights/true-gen-generation-z-and-its-implications-for-companies#
https://www.business.org/services/internet/business-internet-speed/
https://www.voguebusiness.com/consumers/adaptive-clothing-differently-abled-asos-target-tommy-hilfiger
https://www.voguebusiness.com/consumers/adaptive-clothing-differently-abled-asos-target-tommy-hilfiger


Gaffney, A. (2020) What brands need to know about mental health and marketing to Gen z. [Online] [Accessed on 17th September 2021]
https://www.voguebusiness.com/companies/report-data-brands-mental-health-and-marketing-to-gen-z?utm_campaign=likeshopme&utm_medium=instagram&utm_source=dash%20hud-
son&utm_content=www.instagram.com/p/B9y0WPsng5y/
 
Gendelman, V. (2014) Why Your Company Needs A (Good) Tagline. [Online] [Accessed on 29th October 2021] https://www.forbes.com/sites/theyec/2014/11/03/why-your-company-needs-a-
good-tagline/?sh=7fbb8fe76d5b

Gilsenan, K. (2018) Online Shopping Returns: Everything Retailers Need to Know. [Online] [Accessed on 12thOctober 2021] https://blog.gwi.com/chart-of-the-week/online-shopping-returns/
 
GoDaddy. (no date). Domain name search GoDaddy. [Online] [Accessed on 23rd September 2021] https://uk.godaddy.com/domainsearch/find?checkAvail=1&tmskey=1dom_15&domainToC-
heck=formco
  
Google Cloud (2021) Price List Google Cloud [Online] [Accessed on 5th October 2021] https://cloud.google.com/pricing/list

GOV.UK. (no datea) The Grand Challenges. [Online] [Accessed on 29th September 2021] https://www.gov.uk/government/publications/industrial-strategy-the-grand-challenges/industrial-strat-
egy-the-grand-challenges 

GOV.UK. (2021b) National Statistics Family Resources Survey: financial year 2019 to 2020. [Online] [Accessed on 26th September 2021] https://www.gov.uk/government/statistics/family-re-
sources-survey-financial-year-2019-to-2020/family-resources-survey-financial-year-2019-to-2020

GOV.UK. (2021c) Innovation Funding Service: Women in Innovation Awards 2021/222. [Online] [Accessed 10th October 2021] https://apply-for-innovation-funding.service.gov.uk/competi-
tion/974/overview#summary
 
GOV.UK. (2021d) Apply to register a trade mark. [Online] [Accessed on 5th October 2021] https://cloud.google.com/pricing/list
 
GOV.UK. (2021e) Register a private or public company. (1NO1) GOV.UK [Online] [ Accessed on 19th October] https://www.gov.uk/government/publications/register-a-private-or-public-com-
pany-in01
 
GOV.UK. (2021f) Pay the data protection fee. [Online] [Accessed on 19th October 2021] https://www.gov.uk/data-protection-register-notify-ico-personal-data
 
Haines, A. (2021) The Fight For Adaptive Fashion: How People With Disabilities Struggle To Be Seen Forbes. [Online] [Accessed on 12th October 2021] https://www.forbes.com/sites/anna-
haines/2021/06/24/the-fight-for-adaptive-fashion-how-people-with-disabilities-struggle-to-be-seen/?sh=33325d5e694d
 
Harriet Eccleston. (no date) Heritage reimagined. Harriet Eccleston. [Online] [Accessed 14th October] https://www.harrieteccleston.co.uk
 
Harriet Eccleston. (no date) Narrative. [Online] [Accessed on 4th November 2021]
https://www.harrieteccleston.co.uk/copy-of-narrative
 
Helen, H. (2019) What are the legal requirements for starting a small business in the UK?. [Online] [Accessed on 25th October] https://citrushr.com/blog/hr-management/legal-requirements-
for-starting-a-small-business-uk/
 
Hamilton, C. (No Date) Different Retail Commission Structures. CHRON. [Online] [Accessed on 14th October 2021] https://smallbusiness.chron.com/commission-structure-sales-reps-18290.
html
 

https://www.voguebusiness.com/companies/report-data-brands-mental-health-and-marketing-to-gen-z?utm_campaign=likeshopme&utm_medium=instagram&utm_source=dash%20hudson&utm_content=www.instagram.com/p/B9y0WPsng5y/
https://www.voguebusiness.com/companies/report-data-brands-mental-health-and-marketing-to-gen-z?utm_campaign=likeshopme&utm_medium=instagram&utm_source=dash%20hudson&utm_content=www.instagram.com/p/B9y0WPsng5y/
https://www.forbes.com/sites/theyec/2014/11/03/why-your-company-needs-a-good-tagline/?sh=7fbb8fe76d5b
https://www.forbes.com/sites/theyec/2014/11/03/why-your-company-needs-a-good-tagline/?sh=7fbb8fe76d5b
https://blog.gwi.com/chart-of-the-week/online-shopping-returns/
https://uk.godaddy.com/domainsearch/find?checkAvail=1&tmskey=1dom_15&domainToCheck=formco
https://uk.godaddy.com/domainsearch/find?checkAvail=1&tmskey=1dom_15&domainToCheck=formco
https://cloud.google.com/pricing/list
http://GOV.UK
https://www.gov.uk/government/publications/industrial-strategy-the-grand-challenges/industrial-strategy-the-grand-challenges
https://www.gov.uk/government/publications/industrial-strategy-the-grand-challenges/industrial-strategy-the-grand-challenges
http://GOV.UK
https://www.gov.uk/government/statistics/family-resources-survey-financial-year-2019-to-2020/family-resources-survey-financial-year-2019-to-2020
https://www.gov.uk/government/statistics/family-resources-survey-financial-year-2019-to-2020/family-resources-survey-financial-year-2019-to-2020
http://GOV.UK
https://apply-for-innovation-funding.service.gov.uk/competition/974/overview#summary
https://apply-for-innovation-funding.service.gov.uk/competition/974/overview#summary
http://GOV.UK
https://cloud.google.com/pricing/list
http://GOV.UK
http://GOV.UK
https://www.gov.uk/government/publications/register-a-private-or-public-company-in01
https://www.gov.uk/government/publications/register-a-private-or-public-company-in01
http://GOV.UK
https://www.gov.uk/data-protection-register-notify-ico-personal-data
https://www.forbes.com/sites/annahaines/2021/06/24/the-fight-for-adaptive-fashion-how-people-with-disabilities-struggle-to-be-seen/?sh=33325d5e694d
https://www.forbes.com/sites/annahaines/2021/06/24/the-fight-for-adaptive-fashion-how-people-with-disabilities-struggle-to-be-seen/?sh=33325d5e694d
https://www.harrieteccleston.co.uk
https://www.harrieteccleston.co.uk/copy-of-narrative
https://citrushr.com/blog/hr-management/legal-requirements-for-starting-a-small-business-uk/
https://citrushr.com/blog/hr-management/legal-requirements-for-starting-a-small-business-uk/
https://smallbusiness.chron.com/commission-structure-sales-reps-18290.html
https://smallbusiness.chron.com/commission-structure-sales-reps-18290.html


Heming, T. (2021) Understanding which credit card is right for your business. [Online][Accessed on 21stOctober 2021] https://www.moneysupermarket.com/credit-cards/business/
 
Henderson, J. (2020) The Importance Of Social Media Marketing. [Online] [Accessed on 15th October 2021] https://www.digitalmarketing.org/blog/the-importance-of-social-media-marketing 

IKEA. (2021a) Linnmon-Adils. [Online] [Accessed on 6th October 2021] https://www.ikea.com/gb/en/p/linnmon-adils-table-white-s29932181/

IKEA. (2021b) SANDSBERG. [Online] [Accessed on 6th October 2021]
https://www.ikea.com/gb/en/p/sandsberg-bar-table-black-s99420403/ 
IKEA. (2021c) Filur. [Online] [Accessed on 6th October 2021] https://www.ikea.com/gb/en/p/filur-bin-with-lid-white-20193899/
 
IKEA. (2021d) Lagkapten. [Online] [Accessed on 6th October 2021] https://www.ikea.com/gb/en/p/lagkapten-adils-desk-white-s29417574/
 
IKEA. (2021e) Eldberget-Malskaer. [Online] [Accessed on 6th October 2021] https://www.ikea.com/gb/en/p/eldberget-malskaer-swivel-chair-beige-black-s69331856/
  
IKEA. (2021f) Baggebo. [Online]  [Accessed on 6th October 2021] https://www.ikea.com/gb/en/p/baggebo-shelving-unit-metal-white-50481172/

IKEA. (2021g) Mulig. [Online] [Accessed on 6th October 2021] https://www.ikea.com/gb/en/p/mulig-clothes-rack-white-60179434/ 

IKEA. (2021h) Nissedal. [Online] [Accessed on 6th October 2021] https://www.ikea.com/gb/en/p/nissedal-mirror-black-70320319/

IKEA. (2021i) Spruttig. [Online] [Accessed on 6th October 2021] https://www.ikea.com/gb/en/p/spruttig-hanger-black-20317079/
 
 IKEA. (2021j) Droenjoens. [Online] [Accessed on 6th October 2021]   https://www.ikea.com/gb/en/p/droenjoens-desk-organiser-white-00428827/ 

Instagram. (2021) Set up your ads. [Online] [Accessed on 15th October 2021] https://www.instagram.com

Instagram stitchfixuk. (2021a) stitchfixuk Instagram. [Online] [Accessed on 15th October 2021]
https://www.instagram.com/stitchfixuk/
 
Instagram ASOS. (2021b) ASOS Instagram. [Online] [Accessed on 15th October 2021]
https://www.instagram.com/asos/

Instagram Simply be.. (2021c) Simply be. Instagram. [Online] [Accessed on 17th October 2021]
https://www.instagram.com/simplybeuk/
 
Intersoft Consulting. (2016) General Data Protection Regulation GDPR. Intersoft Consulting. [Online] [Accessed 25thOctober 2021] https://gdpr-info.eu
 
i-SCOOP. (No Date) Benefits of online and/or social communities for organizations. [Online][Accessed on 28th October 2021] https://www.i-scoop.eu/online-communities-social-communi-
ties-primer/benefits-online-andor-social-communities-organizations/
 
Job Hero. (No Date) Design Director Job Description. [Online] [Accessed on 18th October 2021] https://www.jobhero.com/job-description/examples/graphic-web-design/design-director
 
Johnson, G. (2020) Christmas shopping and spending statistics UK | 2020. [Online] [Accessed on 21st October 2021] https://www.finder.com/uk/christmas-shopping-statistics
 

https://www.moneysupermarket.com/credit-cards/business/
https://www.digitalmarketing.org/blog/the-importance-of-social-media-marketing
https://www.ikea.com/gb/en/p/linnmon-adils-table-white-s29932181/
https://www.ikea.com/gb/en/p/sandsberg-bar-table-black-s99420403/
https://www.ikea.com/gb/en/p/filur-bin-with-lid-white-20193899/
https://www.ikea.com/gb/en/p/lagkapten-adils-desk-white-s29417574/
https://www.ikea.com/gb/en/p/eldberget-malskaer-swivel-chair-beige-black-s69331856/
https://www.ikea.com/gb/en/p/baggebo-shelving-unit-metal-white-50481172/
https://www.ikea.com/gb/en/p/mulig-clothes-rack-white-60179434/
https://www.ikea.com/gb/en/p/nissedal-mirror-black-70320319/
https://www.ikea.com/gb/en/p/spruttig-hanger-black-20317079/
https://www.ikea.com/gb/en/p/droenjoens-desk-organiser-white-00428827/
https://www.instagram.com
https://www.instagram.com/stitchfixuk/
https://www.instagram.com/asos/
https://www.instagram.com/simplybeuk/
https://gdpr-info.eu
https://www.i-scoop.eu/online-communities-social-communities-primer/benefits-online-andor-social-communities-organizations/
https://www.i-scoop.eu/online-communities-social-communities-primer/benefits-online-andor-social-communities-organizations/
https://www.jobhero.com/job-description/examples/graphic-web-design/design-director
https://www.finder.com/uk/christmas-shopping-statistics


Kapferer.J (2008) The new strategic brand management creating and sustaining brand equality long term., 4th ed. London, Philadelphia: Kogan page
 
Kastenholz, C. (2021) Genz And The Rise Of Social Commerce. [Online] [Accessed on 3rd October 2021] https://www.forbes.com/sites/forbesagencycouncil/2021/05/17/gen-z-and-the-rise-of-
social-commerce/?sh=140599ca251d
 
Kerin, R. Varadarajan, P. Peterson, R. (1992) ‘First- Mover Advantage: A Synthesis, conceptual Framework, and Research Propositions’. Journal of Marketing, 56(4) [Online] [Accessed on 
14th October 2021] DOI:https://doi.org/10.1177/002224299205600404
 
Kintsugi. (no date) About us. [Online] [Accessed on 4th November 2021] https://kintsugiclothing.com/pages/about-us
 
Kintsugi (No date) Clothing for everyone. [Online] [Accessed on 14th October] https://kintsugiclothing.com
 
Kitri. (no date) About us. [Online] [Accessed on 4th November 2021] https://kitristudio.com/pages/about-us
 
KITRI. (No date) KITRI.[Online] [Accessed 13rd October 2021] https://kitristudio.com/?gclid=CjwKCAjwiY6MBhBqEiwARFSCPptaNEYNNFT23uAY5Z4UkLFW2Xweha3iJdxgil9WzgN-
qc6fgATzHsBoCNT4QAvD_BwE
 
Klarna. (2020) Clicks and Cliques: Understanding shopper tribes now. Unknown place of publication: Klarna. [Online] [Accessed on 10th September 2021] file:///Users/annacorkill/Down-
loads/Klarna-Shopper-Tribes-Report-2020%20(1).pdf
 
Kohll, A. (2019) How Your Office Space Impacts Employee Well-Being. FORBES. [Online] [Accessed on 18TH October 2021] https://www.forbes.com/sites/alankohll/2019/01/24/how-your-of-
fice-space-impacts-employee-wellbeing/
 
Koulopoulos, T. and  Keldsen, D. (2014) The Gen Z effect: the 6 forces shaping the future of business. Brookline: MA : Bibliomotion.
Kramer, L. (2019). How to use colors in marketing and advertising. [Online] [Accessed on 24 September 2021] https://99designs.co.uk/blog/tips/colors-marketing-advertising/
 
Kuscer, L. (2021) Mother’s Day Spending Statistics, Trends, and Fun Facts (US & UK). [Online] [Accessed on 21st October 2021] https://muchneeded.com/mothers-day-statistics/
 
Lopez, F. Sanchez, R. Giordano, M and Lopez, D. (2020) ‘Behind Influencer Marketing: Key marketing decisions and their effects on followers’ responses’. Journal of Marketing Management, 
36(7-8) pp.579-607 [Online] [Accessed on 20thOctober 2021] `DOI: https://doi.org/10.1080/0267257X.2020.1738525
 
Lucero,K. Charles,EW., (2021) Sales Commission Structures: Everything You Need to Know. Xactly. [Online] [Accessed on 20th October 2021] https://www.xactlycorp.com/blog/sales-com-
mission-structures
 
MacDonald, S. (2021) The 4P’S of marketing that unlock Millennial and Gen Z. [Online] [Accessed on 13th September 2021] https://www.thedrum.com/opinion/2021/01/22/the-4ps-market-
ing-unlock-millennials-and-gen-z
 
Macro. (2021) Industrial Shelving Rack. [Online] [Accessed on 6th October 2021] https://www.macropackaging.co.uk/product/1800-x-900-x-450mm-industrial-shelving-racking-265kg-per-
shelf/
 
Manchester Self Storage. (2021) Business Storage Stock storage. [Online] [Accessed on 10th October 2021] https://www.manchesterselfstorage.co.uk/business-storage/stock-storage/
 
McCracken, G. (1986), “Culture and consumption: A theoretical account of the structure and movement of the cultural meaning of consumer goods”, Journal of 
Consumer Research, vol. 13, no. 1, pp. 71-84.

https://www.forbes.com/sites/forbesagencycouncil/2021/05/17/gen-z-and-the-rise-of-social-commerce/?sh=140599ca251d
https://www.forbes.com/sites/forbesagencycouncil/2021/05/17/gen-z-and-the-rise-of-social-commerce/?sh=140599ca251d
https://doi.org/10.1177/002224299205600404
https://kintsugiclothing.com/pages/about-us
https://kintsugiclothing.com
https://kitristudio.com/pages/about-us
https://kitristudio.com/?gclid=CjwKCAjwiY6MBhBqEiwARFSCPptaNEYNNFT23uAY5Z4UkLFW2Xweha3iJdxgil9WzgNqc6fgATzHsBoCNT4QAvD_BwE
https://kitristudio.com/?gclid=CjwKCAjwiY6MBhBqEiwARFSCPptaNEYNNFT23uAY5Z4UkLFW2Xweha3iJdxgil9WzgNqc6fgATzHsBoCNT4QAvD_BwE
https://www.forbes.com/sites/alankohll/2019/01/24/how-your-office-space-impacts-employee-wellbeing/
https://www.forbes.com/sites/alankohll/2019/01/24/how-your-office-space-impacts-employee-wellbeing/
http://designs.co.uk/blog/tips/colors-marketing-advertising/
https://muchneeded.com/mothers-day-statistics/
https://doi.org/10.1080/0267257X.2020.1738525
https://www.xactlycorp.com/blog/sales-commission-structures
https://www.xactlycorp.com/blog/sales-commission-structures
https://www.thedrum.com/opinion/2021/01/22/the-4ps-marketing-unlock-millennials-and-gen-z
https://www.thedrum.com/opinion/2021/01/22/the-4ps-marketing-unlock-millennials-and-gen-z
https://www.macropackaging.co.uk/product/1800-x-900-x-450mm-industrial-shelving-racking-265kg-per-shelf/
https://www.macropackaging.co.uk/product/1800-x-900-x-450mm-industrial-shelving-racking-265kg-per-shelf/
https://www.manchesterselfstorage.co.uk/business-storage/stock-storage/


McGregor.K. (2017) How Asos founder Nick Robertson built a £1.4bn business. Drapers [Online] [Accessed on 17th October 2021]
https://www.drapersonline.com/archive/how-asos-founder-nick-robertson-built-a-1-4bn-business
 
McKinsey & Company. (2020) The State of Fashion 2020 Coronavirus Update. [Online] [Accessed on 22nd September 2021] https://www.mckinsey.com/~/media/mckinsey/industries/retail/
our%20insights/its%20time%20to%20rewire%20the%20fashion%20system%20state%20of%20fashion%20coronavirus%20update/the-state-of-fashion-2020-coronavirus-update-final.pdf 
 
Meinander, H, Varheenmaa, M. (2002) Clothing and textiles for disabled and elderly people. Finland: JULKAISIJA – UTGIVARE. 
 
Mintel. (2018a) The disabled in advertising. March 2018 [Online] [Accessed on 12th October 2021]
https://reports-mintel-com.mmu.idm.oclc.org/display/889679/?fromSearch=%3Ffreetext%3Ddisabled%2520fashion%2520market
 
Mintel. (2021b) Fashion technology and Innovation – UK. [Online] [Accessed on 6th October 2021] https://reports-mintel-com.mmu.idm.oclc.org/display/1088017/?fromSearch=%3Ffreetex-
t%3Dfashion%2520sizing%2520and%2520fit%2520uk 
 
Mintel. (2020) technology habits of generation Z: Inc impact of COVID-19 – UK. September 2020.[online] [Accessed on 25th September 2021] https://reports-mintel-com.mmu.idm.oclc.org/
display/989528/?fromSearch=%3Ffilters.consumer-segment%3D15%26last_filter%3Dconsumer-segment#
 
Mishra.S. (2020) From Starting Small To Winning Big: The Definitive Digital Marketing Guide for Startup Entrepreneurs. New York: Business Expert Press.
 
Mondalek, A. (2021) The new 4p’s of DTC marketing. Business of Fashion. [Online] [Accessed  on 17th September 2021] https://www.businessoffashion.com/case-studies/marketing-pr/the-
new-four-ps-of-dtc-marketing-download-the-case-study?utm_source=instagram&utm_medium=social&utm_campaign=feed&utm_content=later-15324158
 
MOO.(2021A) Luve Notecards.MOO [Online] [Accessed on the 20th October] https://www.moo.com/uk/notecards
 
MOO.(2021B) Small (A6) Postcards.MOO [Online] [Accessed on 20th October 2021] https://www.moo.com/uk/postcards/a6
 
Morrison, D. (2021) Social media marketing for Gen Z and Millennials. Klarna for business. [Online] [Accessed on 19thOctober 2021] https://www.klarna.com/us/blog/social-media-market-
ing-for-gen-z-and-millennials/
 
Mrgnthelabel.(no date) Homepage [Online] [Accessed on 4th November 2021]
https://www.mrgnthelabel.co.uk
 
Mrgnthelabel. (2021) Instagram Feed.  Instagram [online] [Accessed on 18th October] https://www.instagram.com/mrgnthelabelofficial/?utm_medium=copy_link
 
Nevada Small Business.(No date) Seven Legal Issues Small Businesses Face Nevada Small Business.[Online] [Accessed on 25th October 2021] https://nevadasmallbusiness.com/small-busi-
ness-legal-issues/
 
Newman, D. (2019) ‘Stitch Fix: A Useful Case Study For Retail’s Digital Transformation’. Forbes. [Online] 9thSeptember [Accessed on 15th October 2021] https://www.forbes.com/sites/dan-
ielnewman/2019/09/09/stitch-fix-a-useful-case-study-for-retails-digital-transformation/?sh=6b4bef047d4c
 
Nudeethics.(no date) About us.[Online] [Accessed on 4th November 2021]
https://www.nudeethics.com/about
 
Nude Ethics.(No date) Nude Ethics: Organic, Ethical, Sustainable, Fruity Nude Ethics.[Online][Accessed on 14th October 2021] https://www.nudeethics.com

https://www.drapersonline.com/archive/how-asos-founder-nick-robertson-built-a-1-4bn-business
https://www.mckinsey.com/~/media/mckinsey/industries/retail/our%20insights/its%20time%20to%20rewire%20the%20fashion%20system%20state%20of%20fashion%20coronavirus%20update/the-state-of-fashion-2020-coronavirus-update-final.pdf
https://www.mckinsey.com/~/media/mckinsey/industries/retail/our%20insights/its%20time%20to%20rewire%20the%20fashion%20system%20state%20of%20fashion%20coronavirus%20update/the-state-of-fashion-2020-coronavirus-update-final.pdf
https://reports-mintel-com.mmu.idm.oclc.org/display/889679/?fromSearch=%3Ffreetext%3Ddisabled%2520fashion%2520market
https://reports-mintel-com.mmu.idm.oclc.org/display/1088017/?fromSearch=%3Ffreetext%3Dfashion%2520sizing%2520and%2520fit%2520uk
https://reports-mintel-com.mmu.idm.oclc.org/display/1088017/?fromSearch=%3Ffreetext%3Dfashion%2520sizing%2520and%2520fit%2520uk
https://reports-mintel-com.mmu.idm.oclc.org/display/989528/?fromSearch=%3Ffilters.consumer-segment%3D15%26last_filter%3Dconsumer-segment#
https://reports-mintel-com.mmu.idm.oclc.org/display/989528/?fromSearch=%3Ffilters.consumer-segment%3D15%26last_filter%3Dconsumer-segment#
https://www.businessoffashion.com/case-studies/marketing-pr/the-new-four-ps-of-dtc-marketing-download-the-case-study?utm_source=instagram&utm_medium=social&utm_campaign=feed&utm_content=later-15324158
https://www.businessoffashion.com/case-studies/marketing-pr/the-new-four-ps-of-dtc-marketing-download-the-case-study?utm_source=instagram&utm_medium=social&utm_campaign=feed&utm_content=later-15324158
https://www.moo.com/uk/notecards
https://www.moo.com/uk/postcards/a6
https://www.klarna.com/us/blog/social-media-marketing-for-gen-z-and-millennials/
https://www.klarna.com/us/blog/social-media-marketing-for-gen-z-and-millennials/
https://www.mrgnthelabel.co.uk
https://www.instagram.com/mrgnthelabelofficial/?utm_medium=copy_link
https://nevadasmallbusiness.com/small-business-legal-issues/
https://nevadasmallbusiness.com/small-business-legal-issues/
https://www.forbes.com/sites/danielnewman/2019/09/09/stitch-fix-a-useful-case-study-for-retails-digital-transformation/?sh=6b4bef047d4c
https://www.forbes.com/sites/danielnewman/2019/09/09/stitch-fix-a-useful-case-study-for-retails-digital-transformation/?sh=6b4bef047d4c
https://www.nudeethics.com/about
https://www.nudeethics.com


O’Connor, T. (2019) How Can Fashion Better Address the Needs of Disabled People?. [Online] [Accessed on 27th September 2021] https://www.businessoffashion.com/articles/news-analysis/
how-can-fashion-better-address-the-needs-of-disabled-people
 
Odjick, D. (2018) 5 Ways to Use Packaging Inserts to Increase Customer Loyalty and Revenue. [Online] [Accessed on 28th October 2021]https://www.shopify.co.uk/blog/packaging-inserts
 
Olly, A. (2017) ‘Write my story’. Rebel Chick. [Online] Available through (Spotify). [Accessed on 10th October 2021]
 
Ouelette, C.(2021) Online Shopping Statistics You Need to Know in 2021. Optimonster [Online] [Accessed on 19th October 2021] https://optinmonster.com/online-shopping-statistics/
 
Oxford Languages. (No Date) Form definition. [Online] [Accessed on 25th September 2021] https://languages.oup.com/google-dictionary-en/
 
Paljug, K. (2020) 10 Ways to Drastically Cut Business Costs. [Online] [Accessed on 21st October 2021] https://www.business.com/articles/5-ways-to-drastically-cut-business-costs/
 
Parcels2Go. (2021)The Cheapest Parcel Delivery in the UK. [Online][Accessed 23rd September 2021] https://www.parcel2go.com
 
Peak. (2021) Hyper-Personalization. [Online] [Accessed on 20 October] https://peak.ai/applications/customer-intelligence/hyper-personalization/ 
 
PixArt Packaging. (No Date) Packaging. [Online] [Accessed on 28th October 2021] 
https://www.pixartprinting.co.uk/packaging/
 
Pinson L,. Jinnett, J (2006) Steps to Small Business Start-Up 6th ed. New York: Kaplan Publishing
 
PolicyBee (2021) Here’s your quote Georgia PolicyBee [Online] [Accessed on 14th October 2021] https://www.policybee.co.uk/quote-and-buy/step3
 
Prahalad,C.K, Ramaswamy, V. (2004a), The Future of Competition: Co-creating Unique Value with Customers, Harvard Business School Press.
 
Prahalad, C.K, Ramaswamy, V. (2004b) ‘Co-creation experiences: The next practice in value creation’. Journal of Interactive Marketing, 18(3) 5-14. [Online] [Accessed on 25th September 
2021] 
https://doi.org/10.1002/dir.20015
 
Prince’s Trust. (No Date) The Prince’s Trust Business Plan Pack The Guide. Unknown place of publication: Prince’s Trust. [Online] [Accessed on 22nd September 2021] https://www.princ-
es-trust.org.uk/help-for-young-people/tools-resources/business-tools/business-plans
 
Printerland.co.uk. (2021) Epson WorkForce Pro WF-4820DWF A4 Colour Multifunction Inkjet Wireless Printer. [Online] [ Accessed on 6th October 2021] 
https://www.printerland.co.uk/product/epson-workforce-pro-wf-4820dwf/149137
 
Prospects. (No Date) Creative Director. [Online] [Accessed on 18th October 2021] https://www.prospects.ac.uk/job-profiles/creative-director
 
Prospects. (No Date) Marketing Executive. [Online] [Accessed on 18th October 2021] https://www.prospects.ac.uk/job-profiles/marketing-executive
 
Purple Tuesday (2021) Purple Tuesday 2nd November 2021 Improving the customer experience for disabled people [Online] [Accessed on 26th September 2021]
https://purpletuesday.org.uk
 

https://www.businessoffashion.com/articles/news-analysis/how-can-fashion-better-address-the-needs-of-disabled-people
https://www.businessoffashion.com/articles/news-analysis/how-can-fashion-better-address-the-needs-of-disabled-people
https://www.shopify.co.uk/blog/packaging-inserts
https://optinmonster.com/online-shopping-statistics/
https://languages.oup.com/google-dictionary-en/
https://www.business.com/articles/5-ways-to-drastically-cut-business-costs/
https://www.parcel2go.com
https://peak.ai/applications/customer-intelligence/hyper-personalization/
https://www.pixartprinting.co.uk/packaging/
https://www.policybee.co.uk/quote-and-buy/step3
https://doi.org/10.1002/dir.20015
https://www.princes-trust.org.uk/help-for-young-people/tools-resources/business-tools/business-plans
https://www.princes-trust.org.uk/help-for-young-people/tools-resources/business-tools/business-plans
http://Printerland.co.uk
https://www.printerland.co.uk/product/epson-workforce-pro-wf-4820dwf/149137
https://www.prospects.ac.uk/job-profiles/creative-director
https://www.prospects.ac.uk/job-profiles/marketing-executive
https://purpletuesday.org.uk


RAC (2021) Mileage Calculator RAC [Online] [Accessed on 30th October 2021] https://www.rac.co.uk/route-planner/mileage-calculator/
 
Reed Courses. (No Date) 35 Free Business management courses. [Online] [ Accessed on 21st October 2021] https://www.reed.co.uk/courses/free/business-management
 
Rimbey JT (2021) A Breakdown of Average Sales Rep Commission Rates by Industry. Mapmycustomers [Online] [Accessed on 15th October 2021] https://mapmycustomers.me/blog/aver-
age-sales-rep-compensation-by-industry/
 
Ro, C. (2020) Can fashion ever be sustainable?. [Online][Accessed on 28th Septemeber 2021] https://www.bbc.com/future/article/20200310-sustainable-fashion-how-to-buy-clothes-good-for-
the-climate
 
Rocket Lawyer (No date) Create an a shareholders agreement Rocket Lawyer.[Online][Accessed on 25th October 2021]https://www.rocketlawyer.com/gb/en/interview/85dfe402-a7cf-4e41-
bec7-c5287dbda54d;page=25;document=db8d7c8b-ebed-4c88-a596-7ebb9e712dd2
 
Royal Mail (2021a) Royal Mail parcel Account benefits.[Online] [Accessed on 18th October 2021] 
https://www.royalmail.com/business/parcel-delivery/value

Royal Mail. (No Date) Online Business Account. [Online] [Accessed on 27th October 2021]. https://www.oba.royalmail.com/irj/portal/oba
 
Scope.(no date) We are a community connected by disability. Here, you can make friends, share your experiences, get the advice you need, and discuss the issues that matter to you. [Online] 
[Accessed on 4th November 2021]
 https://forum.scope.org.uk
 
Scope. (2021) Disability in the UK Homepage. [Online] [Accessed on 26th September 2021] https://www.scope.org.uk
 
Shahbandeh, M. (2021) Apparel market in the United Kingdom (UK) – statistics & facts. [Online] [Accessed on 20th October 2021] https://www.statista.com/topics/3348/apparel-market-in-the-
uk/
 
Sherin, A. (2012) Design elements, Colour Fundamentals. United States: Rockport Publishers.
 
Silverman, A. (2018) ‘We Deserve To Feel Part Of Fashion’: How Can Inclusion And Normalisation Of Disability In the Fashion Industry Actually Happen?. Grazia. [Online] [Accessed on 
27th September 2021] https://graziadaily.co.uk/life/real-life/disability-representation-fashion-industry/
 
SimilarWeb. (2021a) stitch Fix, direct search traffic sources. [Online] [Accessed on 23rd October 2021] 
https://www.similarweb.com/website/stitchfix.co.uk/#overview
 
Similarweb.(2021b) Social Media Traffic Stitchfix [Online] [Accessed on 15th October 2021]
https://www.similarweb.com/site/stitchfix.com/#social-media
 
Similarweb. (2021c) Social Media Traffic ASOS [Online] [Accessed on 15th October 2021]
https://www.similarweb.com/site/asos.com/#social-media
 
Similarweb. (2021d) Social Media Traffic Simply be. [Online] [Accessed on 17th October 2021]
https://www.similarweb.com/site/simplybe.co.uk/#social-media
 

https://www.rac.co.uk/route-planner/mileage-calculator/
https://www.reed.co.uk/courses/free/business-management
https://mapmycustomers.me/blog/average-sales-rep-compensation-by-industry/
https://mapmycustomers.me/blog/average-sales-rep-compensation-by-industry/
https://www.bbc.com/future/article/20200310-sustainable-fashion-how-to-buy-clothes-good-for-the-climate
https://www.bbc.com/future/article/20200310-sustainable-fashion-how-to-buy-clothes-good-for-the-climate
https://www.rocketlawyer.com/gb/en/interview/85dfe402-a7cf-4e41-bec7-c5287dbda54d;page=25;document=db8d7c8b-ebed-4c88-a596-7ebb9e712dd2
https://www.rocketlawyer.com/gb/en/interview/85dfe402-a7cf-4e41-bec7-c5287dbda54d;page=25;document=db8d7c8b-ebed-4c88-a596-7ebb9e712dd2
https://www.royalmail.com/business/parcel-delivery/value
https://www.oba.royalmail.com/irj/portal/oba
https://forum.scope.org.uk
https://www.scope.org.uk
https://www.statista.com/topics/3348/apparel-market-in-the-uk/
https://www.statista.com/topics/3348/apparel-market-in-the-uk/
https://graziadaily.co.uk/life/real-life/disability-representation-fashion-industry/
https://www.similarweb.com/website/stitchfix.co.uk/#overview
https://www.similarweb.com/site/stitchfix.com/#social-media
https://www.similarweb.com/site/asos.com/#social-media
https://www.similarweb.com/site/simplybe.co.uk/#social-media


Similar Web. (2021e) Competitors & Similar Sites. [Online] [Accessed on 27th October 2021]
https://www.similarweb.com/website/asos.com/#similarSites
 
Simply be. (2021a) About us. [Online] [Accessed on 17th October 2021]
https://www.simplybe.ie/shop/aboutus/aboutUsView.action
 
Simply be. (2021b) Where do you deliver. [Online] [Accessed on 27th October 2021]
https://support.simplybe.co.uk/hc/en-gb/articles/360002530164-Where-do-you-deliver-
 
Simply be. (2021c) WE HAVE CLOSED Store Locator. [Online] [Accessed on 17th October 2021]
https://www.simplybe.co.uk/shop/page/stores/show.action
 
Simply be. (2021d) Womens Size Chart. [Online] [Accessed on 17th October 2021]
https://support.simplybe.co.uk/hc/en-gb/articles/360019571299-Women-s-Size-Chart
 
SimplyBusiness .(2021) Your Quote Simply Business .[Online] [Accessed on 14th October 2021]
https://quote.simplybusiness.co.uk/q/shop/new_business/agreements/617acc04505385010dfd90d6/yourquote
 
SimplyEmma. (2020) My Fashion Likes And Dislikes As A Wheelchair User. [Online] [Accessed on 12th October 2021] https://www.simplyemma.co.uk/my-fashion-likes-and-dislikes-as-a-
wheelchair-user/
 
SlickChicks. (2021) Our Patented Side-Fasteing Design – See how it works How our undies work. [Online] [Accessed on 12th October 2021] https://slickchicksonline.com/pages/how-it-works
 
Sook. (2021) Your Designs. [Online] [Accessed on 3rd November 2021] https://www.sook.space/designs 
 
SR Mailing.(2021A) Deep Parcel Royal Mail Small Parcel PIP Cardboard boxes. [Online] [Accessed on 20th October 2021] https://www.srmailing.co.uk/products/deep-parcel-royal-mail-
small-parcel-pip-cardboard-boxes
 
SR Mailing (2021B) Brown Kraft Honeycomb Envelope F/3.[Online] [Accessed on 20th October 2021] https://www.srmailing.co.uk/products/brown-kraft-honeycomb-envelope-f-3
 
SR Mailing (2021C) Brown Kraft Honeycomb Envelope D/1 [Online][Accessed on 20th October 2021]
 
SR Mailng.(2021D) 48mmx50m Environmentally Friendly Kraft Tape. [Online] [Accessed on 20thOctober 2021] 
 
Starling Bank.(2021) How to choose a business bank account. [Online] [Accessed on 22nd October 2021] https://www.starlingbank.com/business-account/compare-business-bank-accounts/#/
compare
 
Starling Bank.(2021A) The award-winning business bank account. [Online] [Accessed on 22nd October 2021] https://www.starlingbank.com/business-account/
 
Statista. (2021a) Disability in the United Kingdom – Statistics & Facts. [Online] [Accessed on 26th September 2021] https://www.statista.com/topics/3974/disability-in-the-united-kingdom/
 
Statista. (2021b) Mobile apps in the United Kingdom (UK) – statistics & facts. [Online] [Accessed on 25th September 2021] https://www.statista.com/topics/7344/mobile-apps-in-the-uk/#topic-
Header__wrapper

https://www.similarweb.com/website/asos.com/#similarSites
https://www.simplybe.ie/shop/aboutus/aboutUsView.action
https://support.simplybe.co.uk/hc/en-gb/articles/360002530164-Where-do-you-deliver-
https://www.simplybe.co.uk/shop/page/stores/show.action
https://support.simplybe.co.uk/hc/en-gb/articles/360019571299-Women-s-Size-Chart
https://quote.simplybusiness.co.uk/q/shop/new_business/agreements/617acc04505385010dfd90d6/yourquote
https://www.simplyemma.co.uk/my-fashion-likes-and-dislikes-as-a-wheelchair-user/
https://www.simplyemma.co.uk/my-fashion-likes-and-dislikes-as-a-wheelchair-user/
https://slickchicksonline.com/pages/how-it-works
https://www.sook.space/designs
https://www.srmailing.co.uk/products/deep-parcel-royal-mail-small-parcel-pip-cardboard-boxes
https://www.srmailing.co.uk/products/deep-parcel-royal-mail-small-parcel-pip-cardboard-boxes
https://www.srmailing.co.uk/products/brown-kraft-honeycomb-envelope-f-3
https://www.starlingbank.com/business-account/compare-business-bank-accounts/#/compare
https://www.starlingbank.com/business-account/compare-business-bank-accounts/#/compare
https://www.starlingbank.com/business-account/
https://www.statista.com/topics/3974/disability-in-the-united-kingdom/
https://www.statista.com/topics/7344/mobile-apps-in-the-uk/#topicHeader__wrapper
https://www.statista.com/topics/7344/mobile-apps-in-the-uk/#topicHeader__wrapper


Statista.(2021c) Reach of leading social networking sites used by those aged15 to 25 in the United Kingdom (UK) as of 3rd quarter 2020 [Online Image] [Accessed on 28th September 2021]
https://www-statista-com.mmu.idm.oclc.org/statistics/1059462/social-media-usage-uk-age/

Statista.(2021d) Reach of leading social networking sites used by those aged 26 to 35 in the United Kingdom (UK) as of 3rd quarter 2020 [Online Image] [Accessed on 28th September 2021]
https://www-statista-com.mmu.idm.oclc.org/statistics/1059474/most-popular-social-26-35/
 
Steiner, J. (2006) Creative collaboration. Oxford; New York: Oxford Univeristy Press.
 
Stevens, H. (2021) ‘Harriet Eccleston is the adaptive fashion designer making her mark at LFW’. [Online] [Accessed on 25th September 2021] https://www.dazeddigital.com/fashion/arti-
cle/54225/1/fadumas-fellowship-design-competition-championing-adaptive-fashion-lfw-ss22
 
Stephenson’s Solicitors .(No date) Shareholders Agreement Stephenson’s Solicitors. [Online] [Accessed on 20thOctober 2021] https://www.stephensons.co.uk/cms/document/Shareholders_
agreements.pdf
 
Stewart, C.(2021) Share of disability in the United Kingdom (UK) in 2019/20, by age and gender Statista. [Online] [ Accessed on 19th October 2021] https://www.statista.com/statistics/449258/
disability-prevalence-age-gender-united-kingdom-uk/
 
StickerShop. (2021)64mm Round – Premium Paper StickerShop.[Online] [Accessed on 20th October] https://www.stickershop.co.uk/products/64mm-round-premium-paper?_pos=1&_
sid=05d681647&_ss=r
 
Stitch fix.(2017) One Fix At A Time: How Stitch Fix Got Its Start.[Online] [Accessed on 17th October 2021]
https://www.stitchfix.com/women/blog/inside-stitchfix/how-stitch-fix-started/
 
Stitch Fix. (2021a) Stitch Fix. [Online] [Accessed on 29th September 2021]
 https://www.stitchfix.co.uk
 
Stitch Fix.(2021b) Where is Stitch Fix available?.[Online] [Accessed on 15th October 2021]
https://support.stitchfix.co.uk/hc/en-gb/articles/360019869634-Where-is-Stitch-Fix-available-
 
Stitch Fix.(2021c)Stitch Fix Pricing. [Online] [Accessed on 15th October 2021]
https://www.stitchfix.co.uk/pricing
 
Stitch Fix. (no date) Stitch Fix about us page. [Online] [Accessed on 2nd October 2021] https://www.stitchfix.com/about
 
Suliaman, J. (2021) Adaptive Clothing Is the Future, and These 3 Leaders Are Changing the Game. Who what wear. [Online] [Accessed on 20th September 2021] https://www.whowhatwear.
co.uk/adaptive-clothing/slide19
 
Tala. (no date) About us .[Online] [Accessed on 4th November 2021]
https://www.wearetala.com/pages/about-tala
 
TALA. (2021) Tala London TALA. [Online] [Accessed on 14th October] https://www.wearetala.com
 
Tailor brands. (No Date) The Different Types of Fonts, and When to Use Them . [Online] [Accessed on 20th September 2021]https://www.tailorbrands.com/logo-maker/types-of-fonts
 

https://www-statista-com.mmu.idm.oclc.org/statistics/1059462/social-media-usage-uk-age/
https://www-statista-com.mmu.idm.oclc.org/statistics/1059474/most-popular-social-26-35/
https://www.dazeddigital.com/fashion/article/54225/1/fadumas-fellowship-design-competition-championing-adaptive-fashion-lfw-ss22
https://www.dazeddigital.com/fashion/article/54225/1/fadumas-fellowship-design-competition-championing-adaptive-fashion-lfw-ss22
https://www.stephensons.co.uk/cms/document/Shareholders_agreements.pdf
https://www.stephensons.co.uk/cms/document/Shareholders_agreements.pdf
https://www.statista.com/statistics/449258/disability-prevalence-age-gender-united-kingdom-uk/
https://www.statista.com/statistics/449258/disability-prevalence-age-gender-united-kingdom-uk/
https://www.stickershop.co.uk/products/64mm-round-premium-paper?_pos=1&_sid=05d681647&_ss=r
https://www.stickershop.co.uk/products/64mm-round-premium-paper?_pos=1&_sid=05d681647&_ss=r
https://www.stitchfix.com/women/blog/inside-stitchfix/how-stitch-fix-started/
https://www.stitchfix.co.uk
https://support.stitchfix.co.uk/hc/en-gb/articles/360019869634-Where-is-Stitch-Fix-available-
https://www.stitchfix.co.uk/pricing
https://www.stitchfix.com/about
https://www.whowhatwear.co.uk/adaptive-clothing/slide19
https://www.whowhatwear.co.uk/adaptive-clothing/slide19
https://www.wearetala.com/pages/about-tala
https://www.wearetala.com
https://www.tailorbrands.com/logo-maker/types-of-fonts


Tarver, E., Drury, A. (2020) First Mover Definition Investopedia. [Online] [Accessed on 17th October 2021] https://www.investopedia.com/terms/f/firstmover.asp
 
The Chartered Institute of Marketing. (2018) Marketing expert:segmentation. Unknown place of publication: CIM. [Online] [Accessed on 2nd October 2021] file:///Users/annacorkill/Down-
loads/Segmentation%20CIM%20Marketing%20Expert%20.pdf
 
The Fashion Law .(2018) Fashion Revolution Week: Fashion by the Numbers The Fashion Law. [Online][Accessed on 15th October 2021] https://www.thefashionlaw.com/fashion-revolu-
tion-week-fashion-by-the-numbers/
 
Thefreelancerclub. (2020) MAKEUP ARTIST SALARY 2021. [Online] [Accessed on 14th October 2021] https://freelancerclub.net/resources/blog/post/makeup-artist-salary
 
TikTok stitchfix .(2021) stitchfix tikto.k [Online] [Accessed on 15th October 2021]
https://www.tiktok.com/@stitchfix?
 
TikTok ASOS. (2021b) ASOS TikTok [Online] [Accessed on 15th October 2021]
https://www.tiktok.com/@asos?
 
TikTok Simply be. (2021c) Simply be. TikTok [Online] [Accessed on 17th October 2021]
https://www.tiktok.com/@simplybeuk?
 
Toriello, M. (2021) Understanding the ever-evolving always-surprising consumer. McKinsey & Company. [Online audio] [Accessed on 20th October 2021] https://www.mckinsey.com/indus-
tries/consumer-packaged-goods/our-insights/understanding-the-ever-evolving-always-surprising-consumer
 
Total Jobs. (No Date) Finance Director job description. [Online] [ Accessed on 18th October 2021] https://www.totaljobs.com/advice/finance-director-job-description
 
Total Jobs. (No Date) Managing Director (MD) job description. [Online] [ Accessed on 18th October 2021] https://www.totaljobs.com/advice/managing-director-md-job-description
 
Townsend, M. (2021) Lorraine Keane issues apology after wheelchair charity video backlash. [Online] [Accessed on 13th October 2021] https://www.dublinlive.ie/news/celebs/lor-
raine-keane-issues-apology-after-21773547
 
Unhidden. (2021) Adaptive department pop-up store. Instagram [Online] [Accessed on 31st October 2021]
https://unhiddenclothing.com/#3-insta-feed
 
UniQ Studios. (No Date) Photographer/Model/MUA Hire Pricing. [Online] [Accessed on 14th October 2021] https://www.uniqstudios.co.uk/pricing/photographer-model-mua-hire-pricing
 
Urosevic, M.(2021) 29+ Incredible PayPal Statistics to Know in 2021 SPENDMENOT [Online] [Accessed on 14th October 2021] https://spendmenot.com/blog/paypal-statistics
 
VALS. (2017) Characteristic Snapshots Emphasize Important Difference by VALS. [Online] [Accessed on 16th September 2021]http://www.strategicbusinessinsights.com/vals/characteris-
tics_lg2017-05.png
 
 Warner, R. (2021) Branding tips from creative consultant. Presentation at Manchester: Manchester Metropolitan University. 13th October 2021.
 
WeArePurple. (2021) About us: Changing the Conversation. [Online] [Accessed on 26th September 2021] https://wearepurple.org.uk/about-us/
 
WeArePurple. (2021) Facts and Figures The Purple Pound. [Online] [Accessed on 26th September 2021] https://wearepurple.org.uk/the-purple-pound-infographic/

https://www.investopedia.com/terms/f/firstmover.asp
https://www.thefashionlaw.com/fashion-revolution-week-fashion-by-the-numbers/
https://www.thefashionlaw.com/fashion-revolution-week-fashion-by-the-numbers/
https://freelancerclub.net/resources/blog/post/makeup-artist-salary
https://www.tiktok.com/
https://www.tiktok.com/
https://www.tiktok.com/
https://www.mckinsey.com/industries/consumer-packaged-goods/our-insights/understanding-the-ever-evolving-always-surprising-consumer
https://www.mckinsey.com/industries/consumer-packaged-goods/our-insights/understanding-the-ever-evolving-always-surprising-consumer
https://www.totaljobs.com/advice/finance-director-job-description
https://www.totaljobs.com/advice/managing-director-md-job-description
https://www.dublinlive.ie/news/celebs/lorraine-keane-issues-apology-after-21773547
https://www.dublinlive.ie/news/celebs/lorraine-keane-issues-apology-after-21773547
https://unhiddenclothing.com/#3-insta-feed
https://www.uniqstudios.co.uk/pricing/photographer-model-mua-hire-pricing
https://spendmenot.com/blog/paypal-statistics
http://www.strategicbusinessinsights.com/vals/characteristics_lg2017-05.png
http://www.strategicbusinessinsights.com/vals/characteristics_lg2017-05.png
https://wearepurple.org.uk/about-us/
https://wearepurple.org.uk/the-purple-pound-infographic/


 WGSN. (2021a). Advanced Colour 2026. July 2021. [Online] [Accessed on 17th September 2021] https://www.wgsn.com/fashion/article/91576

WGSN. (2021b) Colour Intelligence: Experiential Colour. September 2021. [Online] [Accessed on 17th September 2021] https://www.wgsn.com/fashion/article/91368
 
WGSN. (2021c) Womenswear Forecast S/S 23: Soul Space. August 2021. [Online] [Accessed on 16th September 2021] https://www.wgsn.com/fashion/article/91557
 
Wightman-Stone, D. 2020 Asos trials augmented reality ‘See My Fit’ tool. [Online] [Accessed on 12th October 2021] https://fashionunited.uk/news/fashion/asos-trials-augmented-reality-see-my-
fit-tool/2020011547038
 
Withnothingunderneath. (no date) wnu-story .[Online] [Accessed on 4th November 2021]
https://www.withnothingunderneath.com/pages/wnu-story
 
With Nothing Underneath .(No date) WNU With Nothing Underneath. [Online][Accessed on 13th October 2021]
 
WIX (2021) Wix Premium Plans. WIX  [Online] [Accessed on 1st October 2021] https://www.wix.com/upgrade/website
 
Worldometer. (2021) UK Population liv.e [Online] [Accessed on 28th September 2021] https://www.worldometers.info/world-population/uk-population/
 
 YouTube. (2021a) Stitch Fix. [Online] [Accessed on 17th October 2021]
https://www.youtube.com/stitchfix
 
YouTube .(2021b) ASOS. [Online] [Accessed on 17th October 2021]
https://www.youtube.com/c/ASOS
 
YouTube .(2021c) Simply be. [Online] [Accessed on 17th October 2021
https://www.youtube.com/user/SimplyBeUK

https://www.wgsn.com/fashion/article/91576
https://www.wgsn.com/fashion/article/91368
https://www.wgsn.com/fashion/article/91557
https://fashionunited.uk/news/fashion/asos-trials-augmented-reality-see-my-fit-tool/2020011547038
https://fashionunited.uk/news/fashion/asos-trials-augmented-reality-see-my-fit-tool/2020011547038
https://www.withnothingunderneath.com/pages/wnu-story
https://www.wix.com/upgrade/website
https://www.worldometers.info/world-population/uk-population/
https://www.youtube.com/stitchfix
https://www.youtube.com/c/ASOS
https://www.youtube.com/user/SimplyBeUK


Image
References.



CottonBro. (2021) Woman posing behind swinging hula hoops. Pexels. [Online 
image] [Accessed on 16th September 2021] 
https://www.pexels.com/video/a-woman-posing-behind-swinging-hula-
hoops-8527588/

CottonBro. (2021) Women in wheelchair fixing her hair. Pexels. [Online 
image] [Accessed on 16th September 2021] 
https://www.pexels.com/video/woman-on-a-wheelchair-fixing-her-
hair-8524025/

CottonBro. (2021) Woman in a wheelchair holding a disco ball. Pexels. 
[Online image] [Accessed on 16th September 2021]
https://www.pexels.com/video/a-woman-in-a-wheelchair-holding-a-disco-
ball-8524508/

Mart Production. (2021) Woman holding onto a chair. Pexels. [Online 
image] [Accessed on 16th September 2021] 
https://www.pexels.com/video/beautiful-woman-holding-on-a-
chair-8435079/

CottonBro. (2021) Woman covering half of her face with black hat. Pex-
els. [Online image] [Accessed on 16th September 2021] 
https://www.pexels.com/video/a-woman-covering-half-of-her-face-with-a-
black-hat-8541702/

Mockups Design. (no date) Business card mock-ups. [Online image] [Ac-
cessed on 7th October 2021] 
https://mockups-design.com/free-business-cards-mockup/

Eliza (2021) Disabled women I love my wheelchair [Online Image] [Ac-
cessed on 21st October 2021]
https://www.instagram.com/p/CUmSAl4sQQr/

Kins.S (2021) Shelby in black outfit with her pink hair[Online Image] [Accessed on 21st 
October 2021]
https://www.instagram.com/p/CUIYyRuI8iA/

Daly, T. (2021) Daly in a wheelchair with stylish outfit. Instagram [Online 
image] [Accessed on 28th October 2021]
https://www.instagram.com/p/CVQuLHAFT2W/ 

Eliza. (2021) Ask disabled people what they need. Instagram. [Online image] [Accessed 
on10th October 2021] 
https://www.instagram.com/p/CVIsahJM8G2/

Kintsugi. (2021). ‘Dottie’ Animal Print Dress in Green. [Online] [Ac-
cessed on 12th October] https://kintsugiclothing.com/products/ani-
mal-print-front-fastening-midi-dress-with-adjustable-waist

Kintsugi. (2021) Olympia-strike wheelchair jeans with pockets. [On-
line] [Accessed on 12th October] https://kintsugiclothing.com/products/
olympia-strike-jeans

T/ALA. (2021) Zinnia Legging – Four leaf clover. [Online] [Accessed on 
12th October] https://www.wearetala.com/collections/leggings/products/
the-zinnia-legging-four-leaf-clover?nosto_source=cmp&nosto=61846e-
2541f8a404cda99077

Unhidden. (2021) seated twill trousers. [Online] [Accessed on 12th October] 
https://unhiddenclothing.com/collections/unhidden-womenswear/products/pre-
order-twill-trousers-for-wheelchair-users-womens

Harriet Eccleston. (2021) J x H Blush. [Online] [Accessed on 12th October] 
https://www.harrieteccleston.co.uk/product-page/j-x-h-blush

By Megan Crosby. (2021) Daisy Pistachio Organic Cotton Ruffle Dress. [On-
line] [Accessed on 12th October] https://bymegancrosby.com/collections/all/
products/daisy-dress-in-pistachio

Harriet Eccleston. (2021) The pink ‘Knit’ sweatshirt. [Online] [Accessed on 
12th October] https://www.harrieteccleston.co.uk/product-page/the-stripe-knit-
sweatshirt-2

Nude Ethics. (2021) Orange nude organic T shirt by Nude Ethics. [Online] 
[Accessed on 12th October] https://www.nudeethics.com/product-page/or-
ange-nude-by-nude-ethics

https://www.pexels.com/video/a-woman-posing-behind-swinging-hula-hoops-8527588/
https://www.pexels.com/video/a-woman-posing-behind-swinging-hula-hoops-8527588/
https://www.pexels.com/video/woman-on-a-wheelchair-fixing-her-hair-8524025/
https://www.pexels.com/video/woman-on-a-wheelchair-fixing-her-hair-8524025/
https://www.pexels.com/video/a-woman-in-a-wheelchair-holding-a-disco-ball-8524508/
https://www.pexels.com/video/a-woman-in-a-wheelchair-holding-a-disco-ball-8524508/
https://www.pexels.com/video/beautiful-woman-holding-on-a-chair-8435079/
https://www.pexels.com/video/beautiful-woman-holding-on-a-chair-8435079/
https://www.pexels.com/video/a-woman-covering-half-of-her-face-with-a-black-hat-8541702/
https://www.pexels.com/video/a-woman-covering-half-of-her-face-with-a-black-hat-8541702/
https://mockups-design.com/free-business-cards-mockup/
https://www.instagram.com/p/CUmSAl4sQQr/
https://www.instagram.com/p/CUIYyRuI8iA/ 
https://www.instagram.com/p/CVQuLHAFT2W/ 
https://www.instagram.com/p/CVIsahJM8G2/
https://kintsugiclothing.com/products/animal-print-front-fastening-midi-dress-with-adjustable-waist
https://kintsugiclothing.com/products/animal-print-front-fastening-midi-dress-with-adjustable-waist
https://kintsugiclothing.com/products/olympia-strike-jeans
https://kintsugiclothing.com/products/olympia-strike-jeans
https://www.wearetala.com/collections/leggings/products/the-zinnia-legging-four-leaf-clover?nosto_source=cmp&nosto=61846e2541f8a404cda99077
https://www.wearetala.com/collections/leggings/products/the-zinnia-legging-four-leaf-clover?nosto_source=cmp&nosto=61846e2541f8a404cda99077
https://www.wearetala.com/collections/leggings/products/the-zinnia-legging-four-leaf-clover?nosto_source=cmp&nosto=61846e2541f8a404cda99077
https://unhiddenclothing.com/collections/unhidden-womenswear/products/pre-order-twill-trousers-for-wheelchair-users-womens
https://unhiddenclothing.com/collections/unhidden-womenswear/products/pre-order-twill-trousers-for-wheelchair-users-womens
https://www.harrieteccleston.co.uk/product-page/j-x-h-blush
https://bymegancrosby.com/collections/all/products/daisy-dress-in-pistachio
https://bymegancrosby.com/collections/all/products/daisy-dress-in-pistachio
https://www.harrieteccleston.co.uk/product-page/the-stripe-knit-sweatshirt-2
https://www.harrieteccleston.co.uk/product-page/the-stripe-knit-sweatshirt-2
https://www.nudeethics.com/product-page/orange-nude-by-nude-ethics
https://www.nudeethics.com/product-page/orange-nude-by-nude-ethics


Tulpahn (no date) Population TheNounProject [Online Image] [Accessed on 17th Octo-
ber 2021]
https://thenounproject.com/search/?q=population&i=4324078

Arshad.A (no date) Earth Location TheNounProject [Online Image] [Accessed on 17th 
October 2021]
https://thenounproject.com/search/?q=location&i=4326273

Master.B (no date) Behavioural habits screen Analytical behaviour TheNounProject 
[Online Image] [Accessed on 17th October 2021]
https://thenounproject.com/search/?q=behavioural&i=636224

Iconnut (no date) Brain TheNounProject [Online Image] [Accessed on 17th October 
2021]
https://thenounproject.com/search/?q=brain&i=4322002 

SeekLogo (no date) PrettyLittleThing Logo [Online Image] [Accessed on 14th October 
2021]
https://seeklogo.com/vector-logo/382486/prettylittlething

Parisian (no date) Parisian Logo [Online Image] [Accessed on 14th October 2021]
https://www.parisianfashion.com/

SeekLogo (no date) TikTok Logo [Online Image] [Accessed on 14th October 2021]
https://seeklogo.com/vector-logo/340606/tiktok

SeekLogo (no date) Instagram Logo [Online Image] [Accessed on 14th October 2021]
https://seeklogo.com/vector-logo/282177/instagram-new-2016

Williams.H (no date) Vogue Fashion Illustration [Online Image] [Accessed on 14th 
October 2021]
https://asideofstyle.com/vogue-fashion-illustrations-by-hayden-williams/

University of Leeds. (2021) On Campus photos. Instagram. [Online image] [Accessed on 
10th October 2021]
https://www.instagram.com/p/CSYs3eOAXlq/

Eliza. (2021) Disabled isn’t a bad word Instagram post. Instagram. [Online image] [Ac-
cessed on10th October 2021] 
https://www.instagram.com/p/CVIsahJM8G2/

WNU. (2021) The Cabana: Towel, Navy Shorts. [Online] [Ac-
cessed on 12th October] https://www.withnothingunderneath.com/
products/the-cabana-towelling-navy-shorts

Kurt Geiger. (2021) Mini Kensington. [Online] [Accessed on 29th October] https://www.kurtgeiger.com/
women/accessories/bags/shoulder/mini-kensington-x-bag-red-leather-kurt-geiger-london?istCompanyId=-
166c308a-e1e7-4c46-9232-e2b92f576b07&istFeedId=ea033aae-0609-44ac-b740-b326f1070dfe&istItem-
Id=ixlmpmmqa&istBid=tzxl&gclid=CjwKCAjwiY6MBhBqEiwARFSCPk0aOdXNMNmQAIu_my5_0bLkG-
b24XjzhKj6uOVyXvUm2mYeBwoso0BoCj_UQAvD_BwE&gclsrc=aw.ds

Billy Footwear. (2021) Women’s white billy gore lows. [Online] 
[Accessed on 9th October] https://billyfootwear.com/products/wom-
ens-white-billy-gore-lows?variant=39277655392445

T/ALA. (2021) REGULAR SOCK, WHITE WITH BLACK 
BRANDING, TRIPLE PACK. [Online] [Accessed on 12th Oc-
tober] https://www.wearetala.com/products/regular-sock-triple-
pack-black-grey-burgundy?_pos=3&_sid=95ec42efc&_ss=r

Harriet Eccleston. (2021) J x H Scrunchie. [Online] [Accessed 
on 12th October] https://www.harrieteccleston.co.uk/product-
page/j-x-h-bobble

WNU. (2021) The Tote Bag. [Online] [Accessed on 12th Octo-
ber] https://www.withnothingunderneath.com/products/tote-bag

FreePik. (2021) Ombre business card psd mockup ocean blue 
Free Psd. [Online Image] [Accessed on 25th October 2021] 
https://www.freepik.com/free-psd/ombre-business-card-psd-
mockup-ocean-blue_16330611.htm

https://thenounproject.com/search/?q=population&i=4324078
 https://www.ls.graphics/free/kraft-paper-postal-bag-sticker-mockup?status=accepted&expires=1638714698&p_sid=15046&p_aid=52375&p_link=3457&p_tok=ebe05c18-7e2c-4b0a-bf80-442c063c8fbf 
https://thenounproject.com/search/?q=location&i=4326273 
 https://www.ls.graphics/free/kraft-paper-postal-bag-sticker-mockup?status=accepted&expires=1638714698&p_sid=15046&p_aid=52375&p_link=3457&p_tok=ebe05c18-7e2c-4b0a-bf80-442c063c8fbf 
https://thenounproject.com/search/?q=behavioural&i=636224 
https://thenounproject.com/search/?q=brain&i=4322002 
https://seeklogo.com/vector-logo/382486/prettylittlething
https://www.parisianfashion.com/ 
https://seeklogo.com/vector-logo/340606/tiktok 
https://seeklogo.com/vector-logo/282177/instagram-new-2016
https://asideofstyle.com/vogue-fashion-illustrations-by-hayden-williams/ 
https://www.instagram.com/p/CSYs3eOAXlq/
https://www.instagram.com/p/CVIsahJM8G2/
https://www.withnothingunderneath.com/products/the-cabana-towelling-navy-shorts
https://www.withnothingunderneath.com/products/the-cabana-towelling-navy-shorts
https://www.kurtgeiger.com/women/accessories/bags/shoulder/mini-kensington-x-bag-red-leather-kurt-geiger-london?istCompanyId=166c308a-e1e7-4c46-9232-e2b92f576b07&istFeedId=ea033aae-0609-44ac-b740-b326f1070dfe&istItemId=ixlmpmmqa&istBid=tzxl&gclid=CjwKCAjw
https://www.kurtgeiger.com/women/accessories/bags/shoulder/mini-kensington-x-bag-red-leather-kurt-geiger-london?istCompanyId=166c308a-e1e7-4c46-9232-e2b92f576b07&istFeedId=ea033aae-0609-44ac-b740-b326f1070dfe&istItemId=ixlmpmmqa&istBid=tzxl&gclid=CjwKCAjw
https://www.kurtgeiger.com/women/accessories/bags/shoulder/mini-kensington-x-bag-red-leather-kurt-geiger-london?istCompanyId=166c308a-e1e7-4c46-9232-e2b92f576b07&istFeedId=ea033aae-0609-44ac-b740-b326f1070dfe&istItemId=ixlmpmmqa&istBid=tzxl&gclid=CjwKCAjw
https://www.kurtgeiger.com/women/accessories/bags/shoulder/mini-kensington-x-bag-red-leather-kurt-geiger-london?istCompanyId=166c308a-e1e7-4c46-9232-e2b92f576b07&istFeedId=ea033aae-0609-44ac-b740-b326f1070dfe&istItemId=ixlmpmmqa&istBid=tzxl&gclid=CjwKCAjw
https://www.kurtgeiger.com/women/accessories/bags/shoulder/mini-kensington-x-bag-red-leather-kurt-geiger-london?istCompanyId=166c308a-e1e7-4c46-9232-e2b92f576b07&istFeedId=ea033aae-0609-44ac-b740-b326f1070dfe&istItemId=ixlmpmmqa&istBid=tzxl&gclid=CjwKCAjw
https://billyfootwear.com/products/womens-white-billy-gore-lows?variant=39277655392445
https://billyfootwear.com/products/womens-white-billy-gore-lows?variant=39277655392445
https://www.wearetala.com/products/regular-sock-triple-pack-black-grey-burgundy?_pos=3&_sid=95ec42efc&_ss=r
https://www.wearetala.com/products/regular-sock-triple-pack-black-grey-burgundy?_pos=3&_sid=95ec42efc&_ss=r
https://www.harrieteccleston.co.uk/product-page/j-x-h-bobble
https://www.harrieteccleston.co.uk/product-page/j-x-h-bobble
https://www.withnothingunderneath.com/products/tote-bag
https://www.freepik.com/free-psd/ombre-business-card-psd-mockup-ocean-blue_16330611.htm
https://www.freepik.com/free-psd/ombre-business-card-psd-mockup-ocean-blue_16330611.htm


Crinklaw.W (2019) Cocktails 10 Delicious Drinks For Girls Night Out [Online Image] 
[Accessed on 17th October 2021]
https://www.society19.com/delicious-drinks-for-girls-night-out/

Ashar.L (2019) Family Put your phones away during family time with kids Image source: 
GettyImages [Online Image] [Accessed on 17th October 2021]
https://indianexpress.com/article/parenting/blog/put-your-phones-away-during-family-
time-with-kids-5559125/

Herkes, H. (2021) Wheelchair user Heidi out for cocktails. Instagram. [Online image] 
[Accessed on 10th October 2021] 
https://www.instagram.com/p/CTz8ZWXoAMh/

Wilkinson.D (2021) Manchester ‘Image: Mark Waugh Manchester Press Photography Ltd [Online 
Image] [Accessed on 17th October 2021]
https://www.manchestereveningnews.co.uk/news/greater-manchester-news/in-20-years-ive-nev-
er-21276740

No Author (2018) Apple on books Would you suit a move to the education sector? [Online Image] 
[Accessed on 17th October 2021]
https://www.cv-library.co.uk/career-advice/latest/move-education-sector/

DisabilityRightsUK (2014) Disability charities DCC priorities for the new Parliament 
Disability Charities Consortium
[Online Image] [Accessed on 17th October 2021]
https://www.disabilityrightsuk.org/news/2014/september/dcc-priorities-new-parliament

Zara (2021) Zara Logo Zara [Online Images] [Accessed on 17th October 2021]
https://www.zara.com/uk/

Peters, G. (2017) User on Computer. Unsplash. [Online image] [Accessed on 19th October 
2021] 
https://unsplash.com/photos/npxXWgQ33ZQ

TikTok (2021) TikTok Homepage [Online Image] [Accessed on 24th October 2021]
https://www.tiktok.com/en/

Instagram (2021) StitchFix Style Post Instagram [Online Image] [Accessed on 28th 
October 2021]
https://www.instagram.com/p/CViPQJfomzn/?utm_medium=copy_link

Facebook (2021) StitchFix Style Post StitchFix[Online Image] [Accessed on 29th Octo-
ber 2021]
https://www.facebook.com/stitchfixuk

Daly, T. (2021) Daly Instagram Feed. Instagram [Online image] [Accessed 28th October 
2021]
https://www.instagram.com/tess.daly/

Kins.S (2021) Instagram feed Instagram [Online Image] [Accessed on 21st October 
2021]
https://www.instagram.com/shelbykinsxo/

Eliza (2021) Instagram feed Instagram [Online Image] [Accessed on 21st October 2021]
https://www.instagram.com/disabled_eliza/

ellellell_brown (2021) EllEllEllBrown Instagram Post [Online Image] [Accessed on 28th 
October 2021]
https://www.instagram.com/p/CVLdGHiMD2X/?utm_medium=copy_link

Eliza. (2021) Ask disabled people what we need Instagram post. Instagram. [Online 
image] [Accessed 10th October 2021]
https://www.instagram.com/p/CUmSAl4sQQr/

Harriet Eccleston. (2021) The navy ‘knit’ sweatshirt. [Online] [Accessed on 12th Octo-
ber] https://www.harrieteccleston.co.uk/product-page/the-stripe-knit-sweatshirt-2

Nude Ethics. (2021) Sweetest smile organic white T shirt by 
Nude Ethics. [Online] [Accessed on 12th October] https://www.
nudeethics.com/product-page/sweetest-smile-organic-white-t-
shirt-by-nude-ethics

https://www.society19.com/delicious-drinks-for-girls-night-out/
https://indianexpress.com/article/parenting/blog/put-your-phones-away-during-family-time-with-kids-5559125/ 
https://indianexpress.com/article/parenting/blog/put-your-phones-away-during-family-time-with-kids-5559125/ 
https://www.instagram.com/p/CTz8ZWXoAMh/ 
https://www.manchestereveningnews.co.uk/news/greater-manchester-news/in-20-years-ive-never-21276740 
https://www.manchestereveningnews.co.uk/news/greater-manchester-news/in-20-years-ive-never-21276740 
https://www.cv-library.co.uk/career-advice/latest/move-education-sector/ 
https://www.disabilityrightsuk.org/news/2014/september/dcc-priorities-new-parliament 
https://www.zara.com/uk/ 
https://unsplash.com/photos/npxXWgQ33ZQ 
https://www.tiktok.com/en/
https://www.instagram.com/p/CViPQJfomzn/?utm_medium=copy_link 
https://www.facebook.com/stitchfixuk 
https://www.instagram.com/tess.daly/ 
https://www.instagram.com/shelbykinsxo/
https://www.instagram.com/disabled_eliza/
https://www.instagram.com/p/CVLdGHiMD2X/?utm_medium=copy_link
https://www.instagram.com/p/CUmSAl4sQQr/ 
https://www.harrieteccleston.co.uk/product-page/the-stripe-knit-sweatshirt-2
https://www.nudeethics.com/product-page/sweetest-smile-organic-white-t-shirt-by-nude-ethics
https://www.nudeethics.com/product-page/sweetest-smile-organic-white-t-shirt-by-nude-ethics
https://www.nudeethics.com/product-page/sweetest-smile-organic-white-t-shirt-by-nude-ethics


Shuttershock. (2020) MacBook Mockup. [Online image] [Accessed on 
3rd October 2021] 
https://www.psdmockups.com/macbook-pro-16-inch-laptop-psd-mockup/

Mockup World. (2021) I Phone mockup. [Online image] [Accessed on 
3rd October 2021
https://www.mockupworld.co/free/iphone-12-pro-front-view-mockup/

ShelbyKinsxo (2021) ShelbyKins Instagram Post [Online Image] [Accessed on 28th 
October 2021] 
https://www.instagram.com/p/CTH0B49o8gK/?utm_medium=copy_link

Daly.T (2021) Tess Daly Instagram Post [Online Image] [Accessed on 28th October 
2021]
https://www.instagram.com/p/CVI-0J0l_e7/?utm_medium=copy_link

SeekLogo (no date) Selfridges & Co Logo Vector [Online Image] [Accessed on 18th 
October 2021]
https://seeklogo.com/vector-logo/124660/selfridges-co

SeekLogo (no date) Stitch Fix Logo Vector StitchFix [Online Image][Accessed on 15th 
October 2021]
https://seeklogo.com/vector-logo/347038/stitch-fix

SeekLogo (no date) ASOS Logo Vector ASOS [Online Image] [Accessed on 15th 
October 2021]
https://seeklogo.com/vector-logo/261353/asos

Simply be (2021) Simply be homepage [Online Image] [Accessed on 15th October 
2021]
https://www.simplybe.co.uk

Able2Wear (2021) Able2Wear Logo Homepage [Online Image] [Accessed on 18th 
October 2021]
https://www.able2wear.co.uk

Instagram (2021) Women sat on step styling the outfit  Instagram [Online Image] [Ac-
cessed on 17th October 2021]
https://www.instagram.com/p/CUaJrGfo1_G/?utm_medium=copy_link    
 

Instagram (2021) Women on steps with hiker boots Instagram [Online Image] [Accessed 
on 17th October 2021]
https://www.instagram.com/p/CVH4KGxgwBR/?utm_medium=copy_link

Instagram (2021) Lady in black Pull on your power Simply be. Instagram [Online 
Image] [Accessed on 17th October 2021]
https://www.instagram.com/p/CUuE4iZNo-t/?utm_medium=copy_link

Kintsugi (no date) About us [Online] [Accessed on 4th November 2021]
https://kintsugiclothing.com/pages/about-us

Tala (no date) About us [Online] [Accessed on 4th November 2021]
https://www.wearetala.com/pages/about-tala

Harriet Eccleston Narrative [Online] [Accessed on 4th November 2021]
https://www.harrieteccleston.co.uk/copy-of-narrative

nudeethics (no date) About us [Online] [Accessed on 4th November 
2021]
https://www.nudeethics.com/about

withnothingunderneath (no date) wnu-story [Online] [Accessed on 4th 
November 2021]
https://www.withnothingunderneath.com/pages/wnu-story

mrgnthelabel (no date) Homepage [Online] [Accessed on 4th November 
2021]
https://www.mrgnthelabel.co.uk

kitri (no date) About us [Online] [Accessed on 4th November 2021]
https://kitristudio.com/pages/about-us 

https://www.psdmockups.com/macbook-pro-16-inch-laptop-psd-mockup/
https://www.mockupworld.co/free/iphone-12-pro-front-view-mockup/ 
https://www.instagram.com/p/CTH0B49o8gK/?utm_medium=copy_link 
https://www.instagram.com/p/CVI-0J0l_e7/?utm_medium=copy_link 
https://seeklogo.com/vector-logo/124660/selfridges-co 
https://seeklogo.com/vector-logo/347038/stitch-fix
https://seeklogo.com/vector-logo/261353/asos
https://www.simplybe.co.uk
https://www.able2wear.co.uk
https://www.instagram.com/p/CUaJrGfo1_G/?utm_medium=copy_link      
https://www.instagram.com/p/CUaJrGfo1_G/?utm_medium=copy_link      
https://www.instagram.com/p/CVH4KGxgwBR/?utm_medium=copy_link
https://www.instagram.com/p/CUuE4iZNo-t/?utm_medium=copy_link 
https://kintsugiclothing.com/pages/about-us 
https://www.wearetala.com/pages/about-tala
https://www.harrieteccleston.co.uk/copy-of-narrative
https://www.nudeethics.com/about
https://www.withnothingunderneath.com/pages/wnu-story
https://www.mrgnthelabel.co.uk 
https://kitristudio.com/pages/about-us  


aPPENDIX REFERENCES.

Filter By Molly Mae. (2021) Filter logo. [Online image] [Accessed on 25th September 
2021] 
https://www.filterbymollymae.com/

Farfetch. (2021) Farfetch logo. [Online image] [Accessed on 25thSeptember 2021] 
https://www.farfetch.com/uk/shopping/women/items.aspx?utm_source=google&utm_me-
dium=cpc&utm_keywordid=58953085&isbrand=yes&pid=google_search&af_channel=-
Search&c=61800696&af_c_id=61800696&af_siteid=&af_keywords=aud-308563156482:k-
wd-533010193&af_adset_id=2867078016&af_ad_id=512286164085&af_sub1=58953085&is_re-
targeting=true&gclid=Cj0KCQjwwY-LBhD6ARIsACvT72PgcJ62fveTof4oc9onTp-v6rh848JVedM-
sHoNafKxIRd10RvPj_v8aAqKOEALw_wcB

Stitch Fix. (2021) Stitch fix logo. [Online image] [Accessed on 25th September 2021] 
https://www.stitchfix.com/

Stitchfix. (2021) Website. [online] [Accessed on 12th October] 
https://www.stitchfix.com 

Unhidden. (2021) no title. [online] [Accessed on 12th October]
https://unhiddenclothing.com

FadumasFellowship (no date) Disabled lady in brown coat [Online Image] [Accessed 
on 21st October 2021]
https://www.fadumasfellowship.com

FadumasFellowship (no date) Lady in dark blue dress [Online Image] [Accessed on 
21st October 2021]
https://www.fadumasfellowship.com

FadumasFellowship (no date) Disabled lady in pink suit [Online Image] [Accessed on 
21st October 2021]
https://www.fadumasfellowship.com

FadumasFellowship (no date) Lady in Pink and Green outfit [Online Image] [Accessed 
on 21st October 2021]
https://www.fadumasfellowship.com

FadumasFellowship (no date) Disabled lady in purple shirt [Online Image] [Accessed 
on 21st October 2021]
https://www.fadumasfellowship.com

Pull on your power. (2021) Directed  by Simply Be. [online] 
Available through Simply Be Instagram. [Accessed 20th 
October 2021]

Them. (2018) Trans model dominating the fashion industry. 
[Online image] [Accessed on 26th October 2021]
https://pin.it/5ycLzlT

Pretty Little Thing. (2021) TikTok screenshot of empowering 
video. TikTok. [online image] [Accessed 17th October 2021]

Sook. (2021). Your Designs. [Online] [Accessed on 3rd 
November 2021] https://www.sook.space/designs

https://www.filterbymollymae.com/ 
https://www.farfetch.com/uk/shopping/women/items.aspx?utm_source=google&utm_medium=cpc&utm_keywordid=58953085&isbrand=yes&pid=google_search&af_channel=Search&c=61800696&af_c_id=61800696&af_siteid=&af_keywords=aud-308563156482:kwd-533010193&af_adset_id=286
https://www.farfetch.com/uk/shopping/women/items.aspx?utm_source=google&utm_medium=cpc&utm_keywordid=58953085&isbrand=yes&pid=google_search&af_channel=Search&c=61800696&af_c_id=61800696&af_siteid=&af_keywords=aud-308563156482:kwd-533010193&af_adset_id=286
https://www.farfetch.com/uk/shopping/women/items.aspx?utm_source=google&utm_medium=cpc&utm_keywordid=58953085&isbrand=yes&pid=google_search&af_channel=Search&c=61800696&af_c_id=61800696&af_siteid=&af_keywords=aud-308563156482:kwd-533010193&af_adset_id=286
https://www.farfetch.com/uk/shopping/women/items.aspx?utm_source=google&utm_medium=cpc&utm_keywordid=58953085&isbrand=yes&pid=google_search&af_channel=Search&c=61800696&af_c_id=61800696&af_siteid=&af_keywords=aud-308563156482:kwd-533010193&af_adset_id=286
https://www.farfetch.com/uk/shopping/women/items.aspx?utm_source=google&utm_medium=cpc&utm_keywordid=58953085&isbrand=yes&pid=google_search&af_channel=Search&c=61800696&af_c_id=61800696&af_siteid=&af_keywords=aud-308563156482:kwd-533010193&af_adset_id=286
https://www.farfetch.com/uk/shopping/women/items.aspx?utm_source=google&utm_medium=cpc&utm_keywordid=58953085&isbrand=yes&pid=google_search&af_channel=Search&c=61800696&af_c_id=61800696&af_siteid=&af_keywords=aud-308563156482:kwd-533010193&af_adset_id=286
https://www.stitchfix.com/ 
https://www.filterbymollymae.com/ 
https://www.stitchfix.com 
https://www.filterbymollymae.com/ 
https://unhiddenclothing.com
https://www.fadumasfellowship.com
https://www.fadumasfellowship.com
https://www.fadumasfellowship.com
https://www.fadumasfellowship.com
https://www.fadumasfellowship.com
https://pin.it/5ycLzlT
https://www.sook.space/designs


Simply Be. (2021) Fit is unstoppable. Instagram. [Online image] 
[Accessed on 26th October 2021] 
https://www.instagram.com/p/CTxPgN4oJ86/

Design Boom. (No date) Woman in streetwear garments with a 
disability. [Online image] [Accessed on 26th October 2021] 
https://pin.it/2epEPDX

Unhidden. (2021) Unhidden clothing photoshoot. [Online image] 
[Accessed on 26th October 2021] 
https://www.instagram.com/p/CQeGkODrdua/

Eliza. (2021) I love my wheelchair. Instagram. [Online image] [Accessed 10th 
October 2021] 
https://www.instagram.com/p/CUmSAl4sQQr/

Stitch Fix. (2021) Homepage. [Online image] [Accessed on 10th October 
2021]
https://www.stitchfix.com/

Mockup World. (2021) Packaging mockup. [Online image] [Accessed on 10th 
October 2021] 
https://www.mockupworld.co/free/square-box-mockup-set/

https://www.instagram.com/p/CTxPgN4oJ86/
https://pin.it/2epEPDX
https://www.instagram.com/p/CQeGkODrdua/
https://www.instagram.com/p/CUmSAl4sQQr/
https://www.stitchfix.com/
https://www.mockupworld.co/free/square-box-mockup-set/


Figure 1 
Stitchfix (2021) Take your style quiz Homepage [Online Image] [Accessed on 17th October 2021]
https://www.stitchfix.com/

Figure 2
Stitchfix (2021) Women Homepage [Online Image] [Accessed on 17th October 2021]
https://www.stitchfix.com/

Figure 3
Stitchfix (2021) Plus Homepage [Online Image] [Accessed on 17th October 2021]
https://www.stitchfix.com/

Figure 4
Stitchfix (2021) Kids Homepage [Online Image] [Accessed on 17th October 2021]
https://www.stitchfix.com/

Figure 5
Stitchfix (2021) Men Homepage [Online Image] [Accessed on 17th October 2021]
https://www.stitchfix.com/

Figure 6
Stitchfix (2021) Maternity Homepage [Online Image] [Accessed on 17th October 2021]
https://www.stitchfix.com/

Figure 7
Stitchfix (2021) Petite Homepage [Online Image] [Accessed on 17th October 2021]
https://www.stitchfix.com/

Figure 8
Stitchfix (2021) Big and Tall Homepage [Online Image] [Accessed on 17th October 2021]
https://www.stitchfix.com/

Figure 9
Stitchfix (2021) Explore, Discover & Be Inspired Outfit ideas [Online Image] [Accessed on 17th October 
2021]
https://www.stitchfix.com/women/blog/inspiration-gallery/#

Figure 10
Mailcharts (2021) Email marketing [Online Image] [Accessed on 17th October 2021]
https://www.mailcharts.com/emails/c6e15e2b-8924-baff-f15c-4de40ed576f5

Figure 11
Arden-Chong.D (2019) Lady in brown coat StichFix celebrates body positivity in new collaboration with 
Katie Sturino Stitch Fix [Online Image] [Accessed on 17th October 2021]
https://fashionunited.uk/news/fashion/stitch-fix-celebrates-body-positivity-in-new-collaboration-with-ka-
tie-sturino/2019111246171

Figure 12
iSpot.tv (no date) Stitch Fix TV Advert Stitch Fix TV Commercial. ‘The Perfect Piece’ StitchFix [Online 
Image] [Accessed on 17th October 2021]
https://www.ispot.tv/ad/Acj_/stitch-fix-the-perfect-piece 

Figure 13
Facebook (2021) Facebook post of a rail Sugar and spice and a rail load of nice Stitch fix [Online Image] 
[Accessed on 17th October 2021]
https://www.facebook.com/stitchfixuk/

Figure 14
Instagram (2021) Instagram post video StitchFix [Online Image] [Accessed on 17th October 2021]
https://www.instagram.com/p/CVBEiNrIgA0/
 
Figure 15
Instagram (2021) Instagram post Weave these jumpers into your autumn/winter wardrobe by saving and 
sharing this post with your stylist 🧶 StitchFix [Online Image] [Accessed on 17th October 2021]
https://www.instagram.com/p/CUxnjGjoa-y/

Figure 16
TikTok (2021) TikTok post these maternity style hacks are everything! #StitchFixStylist StichFix [Online 
Image] [Accessed on 17th October 2021]
https://www.tiktok.com/@stitchfix/video/7009671569546988805?is_copy_url=0&is_from_webap-
p=v1&sender_device=pc&sender_web_id=7019383464852260357

Figure 17
YouTube (2021) FIX TIPS Men’s Styling Essential Stich Fix Tips Stitch Fix [Online Image] [Online Video] 
[Accessed on 17th October 2021]
https://www.youtube.com/watch?v=EbYpvTerO58

https://www.stitchfix.com/ 
https://www.stitchfix.com/ 
https://www.stitchfix.com/ 
https://www.stitchfix.com/ 
https://www.stitchfix.com/
https://www.stitchfix.com/
https://www.stitchfix.com/ 
https://www.stitchfix.com/
https://www.stitchfix.com/women/blog/inspiration-gallery/# 
https://www.mailcharts.com/emails/c6e15e2b-8924-baff-f15c-4de40ed576f5 
https://fashionunited.uk/news/fashion/stitch-fix-celebrates-body-positivity-in-new-collaboration-with-katie-sturino/2019111246171
https://fashionunited.uk/news/fashion/stitch-fix-celebrates-body-positivity-in-new-collaboration-with-katie-sturino/2019111246171
https://www.ispot.tv/ad/Acj_/stitch-fix-the-perfect-piece  
https://www.facebook.com/stitchfixuk/ 
https://www.instagram.com/p/CVBEiNrIgA0/
https://www.instagram.com/p/CUxnjGjoa-y/ 
mailto:https://www.tiktok.com/@stitchfix/video/7009671569546988805?is_copy_url=0&is_from_webapp=v1&sender_device=pc&sender_web_id=7019383464852260357  
mailto:https://www.tiktok.com/@stitchfix/video/7009671569546988805?is_copy_url=0&is_from_webapp=v1&sender_device=pc&sender_web_id=7019383464852260357  
mailto:https://www.tiktok.com/@stitchfix/video/7009671569546988805?is_copy_url=0&is_from_webapp=v1&sender_device=pc&sender_web_id=7019383464852260357  
https://www.youtube.com/watch?v=EbYpvTerO58


Figure 1
Simply be. (2021) FIT IS POWER FIT IS ATTITUDE Simply be. Homepage [Online Image] [Ac-
cessed on 17th October 2021]
https://www.simplybe.co.uk

Figure 2
Simply be. (2021) FEEL UNREAL IN DRESSES Simply be. Homepage [Online Image] [Accessed 
on 17th October 2021]
https://www.simplybe.co.uk

Figure 3
Simply be. (2021) WE ARE NOT ONE SIZE FITS ALL AND WE ARE NOT A FAD About us Simply 
be. [Online Image] [Accessed on 17th October 2021]
https://www.simplybe.co.uk/shop/page/aboutus/show.action?&cm_sp=DAL-Footer-_-AboutSim-
plyBe-_-AboutSimplyBe&decoration=true

Figure 4
Simply be. (2021) CURVE IS NOT A TREND OR A HOT TOPIC About us Simply be. [Online 
Image] [Accessed on 17th October 2021]
https://www.simplybe.co.uk/shop/page/aboutus/show.action?&cm_sp=DAL-Footer-_-AboutSim-
plyBe-_-AboutSimplyBe&decoration=true

Figure 5
Simple be. (2021) FIT IS POWER FOUR IMAGES CAMPAIGN Pull On Your Power Simply be. 
[Online Image] [Accessed on 17th October 2021]
https://www.simplybe.co.uk/shop/c/pull-on-your-power?cm_sp=DALMonetateHPBanner-_-Cam-
paign_new-_-Pull_On_Your_Power

Figure 6
Simply be. (2021) More than OUR Bodies Campaign Simply be. [Online Image] [Accessed on 17th 
October 2021]
https://www.simplybe.co.uk/shop/page/spring-campaign/show.action

Figure 7
Instagram (2021) Instagram post Pull on your attitude with our new lingerie collection. Curve-defin-
ing, confidence-rising styles that look so good, you won’t want to add clothes.
#pullonyourpower Simply be. [Online Image] [Accessed on 17th October 2021]
https://www.instagram.com/p/CUpz86AIgO0/

Figure 8 
Instagram (2021) Instagram post Fit is Freedom Amazing fit that makes you feel unstoppable 🧶 #pull-
onyourpower Simply be. [Online Image] [Accessed on 17th October 2021]
https://www.instagram.com/p/CTxPgN4oJ86/

Figure 9
Facebook (2021) DENIM FOR EVERYBODY Simply be. Facebook [Online Image] [Accessed on 
17th October 2021]
https://fb.watch/8I1Zak8otB/ 

Figure 10
YouTube (2019) Different models in black and white image Simply Beautiful Simply be. [Online 
Image] [Online Video] [Accessed on 17th October 2021]
https://www.youtube.com/watch?v=3IKH5u3rBhU

Figure 11
Simply be. (2021) FASHION + FIT + YOU = WE ARE CURVES About us Simply be. [Online Image] 
[Accessed on 17th October 2021]
https://www.simplybe.co.uk/shop/page/aboutus/show.action?&cm_sp=DAL-Footer-_-AboutSimply-
Be-_-AboutSimplyBe&decoration=true

Figure 12
Instagram (2021) Instagram post EMBRACE YOUR CURVES  PULL ON YOUR POWER: Behind the 
campaign Head behind the scenes of our latest campaign, all about the power of great fit and how it 
can make you look and feel.#pullonyourpower Simply be. [Online Image] [Accessed on 17th October 
2021]
https://www.instagram.com/p/CTzwgJxFnND/

https://www.simplybe.co.uk 
https://www.simplybe.co.uk 
https://www.simplybe.co.uk/shop/page/aboutus/show.action?&cm_sp=DAL-Footer-_-AboutSimplyBe-_-AboutSimplyBe&decoration=true
https://www.simplybe.co.uk/shop/page/aboutus/show.action?&cm_sp=DAL-Footer-_-AboutSimplyBe-_-AboutSimplyBe&decoration=true
https://www.simplybe.co.uk/shop/page/aboutus/show.action?&cm_sp=DAL-Footer-_-AboutSimplyBe-_-AboutSimplyBe&decoration=true 
https://www.simplybe.co.uk/shop/page/aboutus/show.action?&cm_sp=DAL-Footer-_-AboutSimplyBe-_-AboutSimplyBe&decoration=true 
https://www.simplybe.co.uk/shop/c/pull-on-your-power?cm_sp=DALMonetateHPBanner-_-Campaign_new-_-Pull_On_Your_Power 
https://www.simplybe.co.uk/shop/c/pull-on-your-power?cm_sp=DALMonetateHPBanner-_-Campaign_new-_-Pull_On_Your_Power 
https://www.stitchfix.com/ 
https://www.simplybe.co.uk/shop/page/spring-campaign/show.action
https://www.instagram.com/p/CUpz86AIgO0/ 
https://www.instagram.com/p/CTxPgN4oJ86/ 
https://fb.watch/8I1Zak8otB/  
https://www.youtube.com/watch?v=3IKH5u3rBhU
https://www.simplybe.co.uk/shop/page/aboutus/show.action?&cm_sp=DAL-Footer-_-AboutSimplyBe-_-AboutSimplyBe&decoration=true
https://www.simplybe.co.uk/shop/page/aboutus/show.action?&cm_sp=DAL-Footer-_-AboutSimplyBe-_-AboutSimplyBe&decoration=true
https://www.instagram.com/p/CTzwgJxFnND/ 


Figure 1
ASOS (2021) This is ASOS ASOS Homepage [Online Image] [Accessed on 17th October 2021]
https://www.asos.com/

Figure 2
ASOS (2021) Four Images Women ASOS [Online Image] [Accessed on 17th October 2021]
https://www.asos.com/women/

Figure 3
ASOS (2021) Layer Players Women ASOS [Online Image] [Accessed on 17th October 2021]
https://www.asos.com/women/

Figure 4
Campas..T (2021) Exist Loudly Neon sign OUR STORIES, ON OUR TEAMS ASOS Picture: @tanyacompas 
[Online Image] [Accessed on 17th October 2021]
https://www.asos.com/women/fashion-feed/2021_06_19-sat/exist-loudly-tanya-compas-collusion/

Figure 5
Campas..T (2021) Multiple models Collusion campaign ASOS Picture: @elu.sade [Online Image] [Ac-
cessed on 17th October 2021]
https://www.asos.com/women/fashion-feed/2021_06_19-sat/exist-loudly-tanya-compas-collusion/

Figure 6
Mailcharts (2021) Email marketing [Online Image] [Accessed on 17th October 2021]
https://www.mailcharts.com/emails/1cf17416-af97-cb54-92f5-b3c2a18a9c58

Figure 7
Facebook (2021) Facebook post of Nike Air Max ASOS [Online Image] [Accessed on 17th October 2021]
https://www.facebook.com/ASOS/

Figure 8
Facebook (2021) Facebook post of Couple in green Couples that dress together...  
ASOS [Online Image] [Accessed on 17th October 2021]
https://www.facebook.com/ASOS/

Figure 9
YouTube (2020) asos x suede music Kara Marni – Nobody’s Business (Live) ASOS x PUMA ASOS [Online 
Image] [Accessed on 17th October 2021]
https://www.youtube.com/watch?v=OuJ9ShKpJIk

Figure 10
Instagram (2021) Instagram post Who’s ready for party season? 🧶🧶More behind-the-scenes magic from our
London shoot 🧶 + a sneak peek of what’s dropping on ASOS 🧶 
ASOS [Online Image] [Accessed on 17th October 2021]
https://www.instagram.com/p/CVELTxqj5Qv/

https://www.asos.com/
https://www.asos.com/women/
https://www.asos.com/women/
https://www.asos.com/women/fashion-feed/2021_06_19-sat/exist-loudly-tanya-compas-collusion/
https://www.mailcharts.com/emails/1cf17416-af97-cb54-92f5-b3c2a18a9c58
https://www.facebook.com/ASOS/ 
https://www.facebook.com/ASOS/
https://www.youtube.com/watch?v=OuJ9ShKpJIk
https://www.instagram.com/p/CVELTxqj5Qv/ 

