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Business Plan Fashion Brand (24/7)
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Abstract

This Business Plan was drafted to facilitate decision making prior to start the business.
The target of this plan is to educate and research the nature of interested business and its
limitation. Then, the plan will become a potential guideline to the next step. Those
accumulated data will be critically analyzed. It will start with the overview of such business,
including related work and target. Moreover, the component market will also be critic in order to
indicate strong and weak points, business and financial condition. The plan will cover all parts of
business. Analyzing in each spot helps us to indicate unsatisfied parts, then an appropriated
solution could be created. Besides, consumers' behavior is another factor that help us rule the
plan correctly and smoothly. The plan will demonstrate the possibility of success in this

investment.
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4. Threat of Substitute Product (AuA1naunu)
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