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How fashion needs  to  be  more  d isab led-fr iendly

FASHIONABILITY The brand that we have come up with is called
FASHIONABILITY. As the name suggests, we
cater to people with disabilities. We chose this
issue to work on because we realised that
usually, brands to not make products, keeping
in mind, the problems that our market go
through to find clothes that are easily wearable
or removable.

After a little research, we found out that there
are certain brands that do manufacture clothes
for people with disabilities but mostly for old
people. No one thinks about the younger
generation with similar issues. 

We have decided to do B2B, couture wear,
where our customers can find an extensive
collection for events like marriages, prom,
dances, social events, and more. And we offer
customisations!






C O N S U M E R  P E R S O N A :
Tamara
Environmental Lawyer

Age: 28
Differently abled- weak joints
Location: Urban City
Minimum Education: University
Annual Income: CA$ 68,000
Family Status: Single

Demographics:

Favourite Social media: Instagram/Tik tok
Favourite Brand: Forever Unique
Favourite Pastime: Binging on Netflix, Read fashion blogs and magazines

Interests:

To raise awareness about disabilities and the environment
To find a brand that is disability friendly and fashionable
To promote green practices for firms

Goals:



C O M P E T I T I O N :
Although, as researched by us, there are no brands that make couture apparels for differently abled
people, there are some other brands that are working towards the idea of adaptive clothing.





COMPETITIVE ANALYSIS:

Seven 7 and Tommy Hilfiger are the two
most reliable 



https://www.instagram.com/rollinfunky/

INFLUENCERS WE WOULD LIKE TO WORK WITH:

https://www.instagram.com/rollinfunky/


https://www.instagram.com/thechronic_explorer/



https://www.instagram.com/thechronic_explorer/


S a l e s

E x p o s u r e

A d v e r t i s i n g

B r a n d  I m a g e

C o m m u n i c a t i o n

L o y a l  C u s t o m e r s

KEY RESOURCES:

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

b e c a u s e  t h e y  a r e  a f f o r d a b l e  l u x u r y  s t o r e s

t h a t  a r e  a l w a y s  u p d a t e d  a b o u t  t r e n d s .  O u r

c o l l e c t i o n  i s  m o s t l y  c o u t u r e  a n d  w e  n e e d

w e l l - r e p u t e d  s p a c e s  a n d  b r a n d s  t o  r e t a i l  t h e

g a r m e n t s .

CHOSEN PARTNERS:

L a  B a i e

M a c y ' s

SUPPL IER:

KEY PARTNERS:



KEY ACTIVITIES:

O u r  m a i n  b u s i n e s s  o b j e c t i v e  i s  t o  s o l v e  a  p r o b l e m  t h a t  w e  n o t i c e d ,  i . e . ,  n o  c o u t u r e  o r

e v e n t  c l o t h i n g  f o r  s p e c i a l l y  a b l e d  p e o p l e  a c r o s s  C a n a d a .  W e  w i l l  s t a r t  s m a l l  f o r  n o w ,  o n l y

i n  M o n t r e a l  a n d  w i l l  s l o w l y  c a p t u r e  t h e  e n t i r e  C a n a d i a n  m a r k e t .  G o o d  q u a l i t y  w i t h

b e a u t i f u l  d e s i g n  a r e  a l l  p e o p l e  l o o k  f o r  i n  t h e i r  p r o d u c t .  O u r  b r a n d ,  a l o n g  w i t h  o u r  s a l e s

t e a m  w o r k  t o w a r d s  t h i s  c a u s e  a n d  e m p a t h i s e  w i t h  t h e  c u s t o m e r s  a n d  p r o m i s e  t o  p r o v i d e

w i t h  e x a c t l y  w h a t  i s  n e e d e d .



R E V E N U E  S T R E A M S  A N D  C H A N N E L  S T A R T E G I E S  

R e t a i l  s t o r e -  F o c u s  o n  h i g h l y  p e r s o n a l i z e d  s e r v i c e  a n d  l e v e r a g e  d a t a  t o  a n t i c i p a t e  b u y e r s ’  n e e d s .  Y o u  c a n

h e l p  b u y e r s  i m p r o v e  t h e i r  f o r e c a s t s ,  i n c r e a s e  s e l l - t h r o u g h ,  a n d  s a v e  t i m e  –  a l l  w h i l e  d e v e l o p i n g  m e a n i n g f u l

p a r t n e r s h i p s .  

T r a i n i n g  s a l e s  a s s o c i a t e s  

C o n s u m e r s  p u r c h a s e s  a r e  m a d e  o n l i n e  

R e t a i n i n g  e m p l o y e e s

B r a n d  c o l l a b o r a t i o n s -  B r a n d  c o l l a b o r a t i o n s  a r e  p o p u l a r  i n  a  v a r i e t y  o f  i n d u s t r i e s ,  i n c l u d i n g  f a s h i o n  a n d

c o s m e t i c s ,  t r a v e l ,  h o s p i t a l i t y ,  a n d  t e c h n o l o g y .  T h i s  i s  n o t  t e m p o r a r y  t r e n d ,  a n d  t h e  l i n k a g e s  g o  m u c h  b e y o n d

t w o  l o g o s .

N e g a t i v e  p u b l i c i t y  i n  a s s o c i a t i o n  w i t h  t h e  c o l l a b o r a t o r  

R i s k  o f  b r e a c h i n g  c o n t r a c t u a l  c o m m i t m e n t s  t o  c o l l a b o r a t o r s  a s  w e l l  a s  m a n u f a c t u r e s



R E V E N U E  S T R E A M S  A N D  C H A N N E L  S T A R T E G I E S  
O n l i n e  s t o r e f r o n t  -  s i n c e  r e t a i l e r s  h a v e  b e e n  s t r u g g l i n g  w i t h  t h e  p a n d e m i c  f o r  t h e  p a s t  c o u p l e  o f

y e a r s  a s  c o n s u m e r s  s h i f t e d  f r o m  i n - s t o r e  s h o p p i n g  t o  o n l i n e ,  s t o r e s  w e r e  s h u t  d o w n ,  l a b o u r  w a s

d r a s t i c a l l y  r e d u c e d ,  a n d  s u p p l y  c h a i n s  i s s u e s  e m e r g e d  f r o m  f a c t o r y  s h u t d o w n s  a n d  s h i p p i n g

b o t t l e n e c k s .

L o w  S E O  r a n k i n g

I d e n t i t y  t h e f t

O n l i n e  f r a u d  r i s k s

H i g h  v o l u m e  t r a n s a c t i o n s

S t y l i n g  s e r v i c e s -  D e t e r m i n e  t h e  b u d g e t ,  s t y l e ,  a n d  s i z e ,  a n d  o u r  b r a n d  w i l l  c u r a t e  e n s e m b l e s  f o r  t h e

c l i e n t s  t o  t r y  o n  a t  h o m e .  T h e y  p u r c h a s e  w h a t  t h e y  w a n t  a n d  r e t u r n  t h e  r e s t .

C o m p e t i t i v e  p r i c e s  ( l o w e r  p r i c e s  b y  c o m p e t i t o r s )

R e t a i n i n g  c u s t o m e r s  

S t o r e s  l i k e  M a c y ’ s  a r e  t r y i n g  t o  p o s i t i o n  i t s e l f  a s  a  b i g g e r  r i v a l  t o  a  c o m p a n y  l i k e  S t i t c h F i x  w h i c h

c u r a t e s  b o x e s  b a s e d  o n  a  c u s t o m e r ’ s  t a s t e  a n d  b r a n d  p r e f e r e n c e s .



O P E R A T I N G  E X P E N S E S  A N D  B R E A K E V E N  P O I N T
S e l l i n g  e x p e n s e s

L o g i s t i c s  –  1 5 0 0 $

S h i p p i n g -  5 0 0 $

I n s u r a n c e -  2 0 0 $

A d v e r t i s i n g -  1 2 0 $

W e b s i t e  h o s t i n g ,  d e s i g n ,  a n d  d e v e l o p m e n t  –  1 5 0 0 $

G e n e r a l  e x p e n s e s  

R e n t  –  2 5 0 0 $  m o n t h l y  

L i a b i l i t y  I n s u r a n c e -  1 8 5 $

U t i l i t i e s -  3 0 0 $

O f f i c e  s u p p l i e s -  1 0 0 0 $

C o m p u t e r  e q u i p m e n t  –  8 0 0 $

A d m i n i s t r a t i v e  e x p e n s e s

S a l a r i e s  –  5 , 0 0 0 $

M a n a g e m e n t  s a l a r i e s -  2 0 0 0 $

F e e  p a i d  t o  l a w y e r s ,  a c c o u n t a n t  a n d

o t h e r  p r o f e s s i o n a l s  –  2 0 0 0 $

T o t a l  o p e r a t i n g  e x p e n s e s  =  1 7 , 6 0 5 $

B r e a k  e v e n  =  1 3 9  u n i t s  

B r e a k  e v e n  i n  d o l l a r s =  2 3 , 6 4 0 $  



C O S T  P E R  U N I T
Dresses Bottoms

Outerwear



S A L E S  R E V E N U E  O B J E C T I V E  

E s t i m a t e d  s a l e s  o r  u n i t s  s o l d  p e r  m o n t h  -  2 4 0  u n i t s  p e r  m o n t h   

C o s t  -  $ 1 0 , 1 1 0

E s t i m a t e d  r e v e n u e  b a s e d  o n  p r o d u c t  c o s t  a n d  e s t i m a t e d  s a l e s  -  $ 3 5 , 3 8 9  

 



REVENUE GOALS FOR 2023

WEEKLY MONTHLY PRICE RANGE

Per day unit sold =
8.57

Weekly unit sold =        
8.57 * 7 = 60

Weekly unit sold = 
60

Monthly unit sold =
60 * 4 = 240

Outerwear = $250 
Avg price : 

1.
2. Bottomwer = $140
3. Dresses and Tops =

$200



Total Avg price: $170



Our main goal is
to be the leading
adaptive clothing

brand in the
Canadian market 

Our target focus will
be middle-class and
upper-class women,
age group between
18 yrs to 45 yrs and
have an interest in
traveling, fashion,

and socializing with
an annual income of
$50,000 and above.

Our strategies will
provide special offers

like birthday
discounts to our

customers. 
We will also give our
customers a warm
feeling once they
enter our family .  

We will be going ahead with a
retail store in Montreal. 

Knowing the main objective of
our brand, our tactics will be that

we will provide one on one
service to our customers to make

them feel comfortable.
The message to our customers

will be that no one is less. 

We will be
organizing and
taking part in

various fashion
events, social

activities and etc
During special

holidays we will be
giving out our

customers various
offers. . We will also

engage our
customers in

various activities to
provide them with
special giveaways
like a destination

holiday.

To track each and
every activity like
sales, customers

and etc, we will be
going ahe with
advanced CRM

software.  
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https://dataintelo.com/report/adaptive-clothing-market/
https://www.cognitivemarketresearch.com/adaptive-clothing-market-report
https://www.digitaljournal.com/pr/adaptive-clothing-market-future-business-opportunities-2022-2028-
silverts-adaptive-clothing-footwear-izzy-camilleri-nbz-apparel-international-able2wear-adaptions-by-adrian


