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BUSINESS NAME TARGET MARKET The global sustainable fashion market is projected to reach $33

& LOGO The layers of strategic context framework analyse external factors affecting bilion by 2030 {Adegeest, 2024), driven by consumer awareness of

the fashion industry and their impact on businesses, helping ReNu Activewear e(;wwonr;()e;iahand SOC'E?\l/\'.S Stules‘ atloiwgsxje edas,[ng ﬁhglg?al ]E Belfsures
identify opportunities and mitigate risks (Varley et al,, 2024). ( cron, - However, Min CINOLES d SAYdo-gdp: 670 OF :
millennials returned purchases within three months, increasing textile

ReN u waste (Mintel, 2024). Furthermore, while 95% of survey respondents
. (Q5.6) said they'd recycle activewear, only 11.7% (Q4.2) seek sustainable
ACUVewear materials when shopping (Appendix B). ReNu Activewear can bridge this
Fashion Enterprise Project gap, connecting intention with action.

The Business
Environment

The Fashion Key Trends: Sustainable Fashion

Industry

Circular Fashion:
Adopting a circular system could unlock a $560 billion opportu-
nity (Ellen MacArthur Foundation, 2019).

Competitorsin

BUSINESS STATEMENT ReNu Activewear is a sustainable, circular activewear brand designing high-quality, durable garments. The product market seament

range caters to active individuals and athleisure enthusiasts. Prioritising low-impact materials, ReNu minimises waste
across the product lifecycle. In its second year, ReNu plans to introduce a take-back scheme to recycle and repurpose
worn items, reinforcing its commitment to circular fashion.

Innovative Technologies:
Brands like H&M use recycled materials such as Circulose (Chan,
2020: Circulo, n.d.).

Ethical & Transparent Supply Chains:

Consumers and regulators demand traceability; tools like block-
chain and Fashion Revolution’s Index support this (Ceron, 2024;
Fashion Revolution, 2023).

The Fashion

VISION & MISSION Mission Organisation

ReNu creates high-quality, sustainable activewear with circularity at its core, focusing on ethical production, waste
reduction, and innovative design.

Growth Areas:
Vision
To lead the activewear industry toward a circular future, where garments are designed for longevity, reuse, and Figure 2: Layers of Strategic Context
regeneration, minimising waste and redefining the activewear industry. Narleyetal, 2024

Bridging the say-do gap.
Use of sustainable materials.

Circular innovation.

INDUSTRY PROBLEM/ Trends in the industry:
SOLUTION IndUStry Overview: Athleisure: The rise of remote and hybrid work has led MARKETING & Tactics:
: " : . consumers to blend fitness and fashion, making sportswear a ALES STRATEGY Tactics define a business’s tools to promote its strategy and reach
gpoej eggl(t)g da ltf)cgtlr\fxff ; ?8;!: eCt A\Aéi E zﬁlr%iéﬁt;)%%&zéglrlwlc(j)r\]/EsvDRgsig?cia;S;) staple in everyday wardrobes (Fitness or Fashion?, 2024). SALES S G objectives (Chaffey, 2022). Building upon the PESO model, the tactics
Women, particularly Millennials and Gen 7. make up the largest consumer will bring the marketing objectives to life through visual storytelling
’ - : ) ) Sustainability: Key sustainability trends include waste and consumer interaction.

segment (Adekoya, 2024; SCI, 2022). The fashion industry largely follows an SR : \ , ,
climination, circular design, and nature regeneration (Diamond

unsustainable take-make-waste model, leading to excessive textile waste L1 . §
- . ’ 5 o ! .Instagram grid plan Instagram post examples
limited recycling, and low consumer engagement in sustainability (Ellen &Yeung, 2025). 8 shdp 8 b X

MacArthur Foundation, 2019). In Furope alone, over 15 kg of textile waste is Chall i the indust ¢ FeNUACtive A
i o8 0 alienges in the mnaustry:. UACHIV! Al wwe
generated per person annually (McKinsey & Company, 2022), and only 1% of g y @ReNuActive . © @ReNUAGtive

clothing is upcycled (Venuez, 2024).

Cost: Home workouts are replacing gyms, reducing demand 123 456 789
Activewear is reliant on synthetic, non-biodegradable materials further for premium activewear (Husband, 2024). fods  Molowem Folewta
amplifying its environmental impact (Decathlon, 2023). The sustainable
activewear market, valued at 8875 billion USD in 2024, is set to grow as fithess Highly saturated market: The activewear market is highly FrENIAG— . Readv to ReNu
trends rise and consumers become environmentally conscious (Grand View saturated, with many brands competing against giants like Nike e i \Y
Research, 2025). With few responsible options available, there is a gap in the and Adidas (Miller, 2022; Finnamore, 2023). PO

what you already

marlket for a brand to meet this demand.

Accessibility of sustainable fashion: Folomng Weseege Ened &
High price points limit access to sustainable fashion. As
demand grows, prices are expected to fall (Chan, 2020).

own?

Our very first Pilates community event was a We’ve been working on something that gives
s ; success — and we loved connecting with all of ReNu a second life...» € Stay tuned for our
',i”'} bl Thm"'jﬁr' you! Don’t forget to tag us in your photos using upcoming take-back scheme — a step toward a
| / #ReNuYourself more circular future with ReNu. #ReNuYourself
Use for a lpng “Time. #RepairReUSEReNu
Creates anticipation for the take-back scheme, builds emotional connection, and
encourages user-generated content to boost organic reach and trust.
FINANCIAL OVERVIEW Cash flow:
Month Pre start 1 2 3 4 5 6 7 8 9 10 11 12 Total
A Month name | [ Juy [ A [ serr [ ocT [ nNov [ DEC [ JuaN_ [ FEB [ wmARcH [ APRL | wmAay | June | |
Money in (£)
Funding from The Prince's Trust 5,000.00 5,000.00
Start up loan 20,000 20,000
B Funding from other sources n/a 0.00
Own funds 1,500.00 1,500.00
Income from sales 2,500.00 3,500.00 5,000.00 5,000.00 6,000.00 7,500.00 9,000.00 10,000.00 12,5600.00 15,000.00 17,5600.00 20,000.00 113,500.00
0.00
0.00
C 0.00
Total money in (£) 140,000.00
Money out (£)
Repayments - The Prince's Trust n/a 2,000.00 2,000.00 2,000.00 2,000.00 2,000.00 2,000.00 2,000.00 2,000.00 2,000.00 2,000.00 2,000.00] 22,000.00
Survival Budget -355.00 -355.00 -355.00 -355.00 -355.00 -355.00 -355.00 -355.00 -355.00 -355.00 -355.00 -355.00 -4,260.00
0.00
START UP COSTS £3,809.48 3,809.48
0.00
ReNu Acti ffi inabl i d li 0.00
eNu Activewear offers sustainable activewear and recycling no2
SCFViCCS tO promOtC CirCUlarity in thC iﬂdUStry, ThC prOdUCt DIRECT COSTS £2,492.50 4,985.00 4,985.00 6,231.25 8,723.75 8,723.75 6,231.25 7,477.50 8,723.45 11,216.25 13,708.75 13,708.75 97,207.20
lifecycle begins with consumers purchasing garments made D 50
from eco-friendly materials like organic cotton and ROICA™. .00
Activewear garments are typically made from materials such 0.00
as polyester, polyamide, and elastane, all of which are harmful o
for the environment (Allende, 2021). While recycled polyester Beyond material composition, ReNu will focus on a sustainable 0.00
. . . . 9 . . . 0.00
and polyamide are available, plastic-derived polyester cannot be supply chain, implementing small-scale production to reduce 000
recycled again after its initial use (Tonti, 2021). overproduction and waste. ReNu also prioritises ethical practices, 0.00
ensuring close collaboration with suppliers to ensure ethical E] 0.00
=~_ o o : . TSR, Total money out (£) 3,809.48 2,137.50 6,630.00 6,630.00 7,876.25 10,368.75 | 10,368.75 7,876.25 9,122.50 10,368.45 | 12,861.25 | 15,353.75 | 15,353.75 | 118,756.68
C»Ott()n offers breathablllty, absorbency, and recyclablllty, but W()I’|<Iﬂg conditions. [l Balance (£) 22,690.52 362.50 -3,130.00 | -1,630.00 | -2,876.25 | -4,368.75 | -2,868.75 1,123.75 877.50 2,131.55 2,138.75 2,146.25 4,646.25 | 21,243.32
. [ He . . . . Opening balance 0.00 22,690.52 23,053.02 19,923.02 18,293.02 15,416.77 11,048.02 8,179.27 9,303.02 10,180.52 12,312.07 14,450.82 16,597.07
requires Slgﬂlﬁcaﬂt water and chemlpal INputs. Organlc CO’FtQﬂ IS ReNu will introduce a take-back scheme to extend product Closing balance 22,690.52 | 23,053.02 | 19,923.02 | 18,293.02 | 15416.77 | 11,048.02 | 8.,179.27 9,303.02 10,180.52 | 12,312.07 | 14,450.82 | 16,597.07 | 21,243.32
a more sustainable alternative, needing less water and avoiding focvcles. allowt : . . . ) pt dit Figure 13: Cash flow
: ifecycles, allowing customers to return worn/unwanted items. : : . © T
harmful chemicals and GMOSs (Lamar, 2021). The%ye will be collgc ted sorted, and processed using third-party ReNu will apply for two types of funding from The King’s Trust: a £5000 non-repayable grant and a £20000 Start-Up Loan,
recybling technologies to be répurposed into fibres/materials a manageable figure despite the £25,000 available (King's Trust, 2024). While ‘Funding from other sources’is currently
Elastane though commonly used, is difficult to recycle and for ncw&products Elosinq ReNu's loop. With increasing industry empty, ReNu plans to apply to the BFTT R&D Programme, which supports sustainable innovation through funding,
separate from blended fabrics (Textile Exchange, no date). ROICA™ demand for sustainable innovation (UKFT, 2024), ReNur's initiative mentorship, and resources (Creative Industries Clusters, no date), aiding the launch of the take-back scheme. The direct
IS 3SUS1(::IaIﬂab|e altemat;ye stretch ﬁbrle, providing flexibility with positions the brand at the forefront of circular activewear. The costs assume all monthly stock is sold and considering waste reduction and responsible growth, ReNu will launch with
reduced environmental impact (Musyl, 2023). take-back scheme will be introduced after the first year of limited stock.
operations, allowing time to understand ReNu'’s customer base
@ESSI®RN - premium cco-stretch fabric made from a blend better and ensure the initiative is tailored for maximum impact The cash flow predicts ReNu will close Year Twith a £21,000 balance, placing ReNuis a strong position to scale. This will
of cotton, ROICA™, and TENCEL™ Modal, is an ideal material and success. fund additional stock, innovation, and marketing, while providing a financial cushion for unexpected costs or opportunities.
choice for ReNu Activewear (STSC, 2025). Additionally, ReNu
Activewear will incorporate Resortecs’ innovative heat-dissolvable
thread, a sustainable alternative to polyester threads. This
technology enhances the efficiency and cost-effectiveness of
garment recycling (Ellen MacArthur Foundation, 2021), supporting
the brand’s commitment to circular fashion. IMAGES/
BUSINESS Objectives play a crucial role in all areas of a business by providing direction, motivation,
OBJECTIVES and a clear sense of focus (CFI, 2022). )
The following SMART objectives are as follows: 2: Expand Product Portfolio:

Recycle

N7 Initial Product Release:

. i Release colourways based on data and R N
circular activewear: demand, and sustainable production, laying Wh at vou
I: the foundation for future product portfolio y ReNU
expansion. ok (A aI ready
Brand establishment: t Al hel’e
Introduce ReNu's first sustainable line, building awareness and .
trust through transparent operations. Success measured by launch Product Portfolio Growth: Take-Back scheme
engagement and customer retention. New products will be launched based on

Year consumerinsights and demand, following a
slow-fashion model. The aim is to broaden

Market Expansion: 3: ReNu’s sustainable offering while staying

Expand product range and recycling capabilities via partnerships and aligned with market needs.

loyalty programmes. Monitor growth by customer base and market

share.

Example of take-back box:

Portfolio Development & Strategy:

ReNu will offer a well-established range of
Year sustainable activewear. Further expansion
Market Leadership: will be driven by customer engagement and
Become the leading circular activewear brand with a fully operational SI demand for new variations, with a focus on Fvent 1 moodboard:
closed-loop system. Key metrics: scheme adoption, profitability, and technology and innovation.
sustainability influence.

4: Expand take-back scheme nationally (UK) | T " A \J RE -WEARING IS

3: Expand/Own recycling facilities:

Initial Launch & Awareness:

Research & Partnership development: Introduce a UK-wide return scheme via online platform,
(After launch of take-back scheme) supported by targeted campaigns. Aim for 25%
Strengthen external recycling relationships, begin exploring participation.

in-house facility feasibility and funding options.

Integration & Accessibility:

The scheme will expand into physical locations such as
gyms and aligned retail stores to improve accessibility.
Marketing and data insights will drive participation

and optimisation, aiming to establish strong national
engagement.

Planning & Securing Resources:
With the take-back scheme fully operational, conduct own
pilot testing and secure strategic resources or investors.

Finalising Strategy & Facility Acquisition:
Finalise funding and begin operating ReNu's own recycling
facility to close the loop internally.

Nationwide adoption:

Make take-back the norm across UK consumers with
seamless access and high return rates, solidifying ReNu's
role in the sustainable activewear market.

Image 25



