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Abstract 

This thesis presents a comprehensive business plan aimed at promoting the sustainable growth and 

expansion of Bryanna’s Divas Collection Ltd, a reputable Nigerian fashion enterprise. Using a 

case-based methodology, the study integrates theoretical frameworks such as Porter’s Five Forces 

and SWOT analysis to develop actionable strategies tailored to the Nigerian fashion market. 

Emphasizing the importance of digital transformation, the plan proposes the development of a 

responsive e-commerce platform to enhance online sales, customer engagement, and market reach. 

Additionally, the thesis explores sustainable sourcing and production practices to align with global 

and local consumer preferences for environmentally friendly fashion. The strategic initiatives 

outlined aim to achieve a 30% market penetration by 2026, positioning Bryanna’s Divas Collection 

Ltd for long-term, sustainable growth both nationally and internationally. The research underscores 

the critical role of digital innovation and sustainability in navigating Nigeria’s competitive fashion 

landscape, providing valuable insights for fashion entrepreneurs seeking to leverage these trends 

for business expansion 

.  

Keywords: Business Plan for company with sustainable Fashion, Digital Technologies, website, 

ecommerce 

 

Abstrakt 

Tato práce představuje komplexní podnikatelský plán zaměřený na podporu udržitelného růstu a 

expanze společnosti Bryanna’s Divas Collection Ltd, renomovaného nigerijského módního 

podniku. Studie s využitím metodologie založené na případových studiích integruje teoretické 

rámce, jako je Porterův model pěti sil a SWOT analýza, s cílem vyvinout akční strategie 

přizpůsobené nigerijskému módnímu trhu. Plán zdůrazňuje důležitost digitální transformace a 

navrhuje vývoj responzivní platformy pro elektronické obchodování, která by zlepšila online 

prodej, zapojení zákazníků a dosah na trh. Práce dále zkoumá udržitelné postupy získávání a 

výroby, které by odpovídaly globálním a místním preferencím spotřebitelů pro ekologickou módu. 

Nastíněné strategické iniciativy si kladou za cíl dosáhnout 30% penetrace trhu do roku 2026, což 

by společnosti Bryanna’s Divas Collection Ltd zajistilo dlouhodobý a udržitelný růst na národní i 

mezinárodní úrovni. Výzkum zdůrazňuje klíčovou roli digitálních inovací a udržitelnosti při 

orientaci v konkurenčním prostředí nigerijské módy a poskytuje cenné poznatky podnikatelům v 

módním průmyslu, kteří se snaží tyto trendy využít pro expanzi svého podnikání. 

Klíčová slova: Podnikatelský plán pro společnost s udržitelnou módou, digitální technologie, 

webové stránky, elektronické obchodování 
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CHAPTER ONE 

1.0 Introduction  

Strategic planning is key to success in the modern fashion industry. (Da Giau et al., 2019) This is 

particularly relevant for businesses in digital markets, where volatility and competition are more 

intense. Business planning, which entails setting clear objectives, strategies, and actionable steps, 

is essential for navigating complex market dynamics. (Ki, Chong and Ha‐Brookshire, 2020) 

Ramirez, (2024) Developing sound business strategies that anticipate market trends, address 

challenges, and capitalize on opportunities is fundamental to sustaining long-term growth and 

competitiveness. 

This thesis explores the unique challenges and opportunities that fashion businesses encounter in 

Nigeria, one of Africa's largest economies. Despite its significant potential, Nigeria's business 

environment is characterized by various obstacles, including political instability, insufficient 

infrastructure, fluctuating economic conditions, and a lack of consistent business planning 

frameworks.  

The primary motivation behind writing this thesis is to contribute to a more robust understanding 

of scaling up local businesses with business planning in the Nigerian context to expand digitally, 

both locally, and globally efficiently.  

A significant problem faced by companies in Nigeria is the inconsistency and lack of a structured 

approach to business planning. The lack of strategic planning increases concerns in a constantly 

changing and unpredictable industry.  

This thesis will explore the theoretical frameworks behind business planning, applying them to the 

Nigerian context, focusing on strategies that can empower businesses to succeed.  

1.1 Background of the Study 

The Nigerian fashion market is set for substantial growth, with revenue projected to reach 

US$1,194 million by 2024 and an anticipated compound annual growth rate (CAGR) of 9.09% 

between 2024 and 2029, driving the market volume to US$1,845 million by 2029 (Statista, 2024).  
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This growth presents a unique opportunity for businesses like Bryanna's Divas Collection Ltd to 

capitalize on an expanding consumer base and increasing demand for fashion products. However, 

to fully benefit from these market trends, companies must adopt effective business planning 

strategies that align with both market dynamics and digital transformation initiatives. (Figure1) 

Bar chart showing Nigeria Market Projection from 2017 to 2029 

 

(Figure 1: Bar chart Nigeria Market Projection from 2017 to 2029) (Statista 2024) 

Nigeria, being the largest economy in Africa, presents a vast market for the fashion industry. The 

country is known for its diverse cultural heritage, which has greatly influenced fashion styles and 

designs. This has made Nigeria a hub for fashion in West Africa. (Khaliq, 2023) 

Khaliq (2023) also add, according to a report by the Nigerian Bureau of Statistics, the textile, 

apparel, and footwear industry contributed 0.24% to Nigeria’s GDP in Q1 2021, and the sector 

employed over 7 million people in the country. NBS stressed that, the textile, apparel, and footwear 

industry contribute about 10% to Nigeria’s manufacturing GDP and employs over 2 million people.  

1.1.2 Case Study: Bryanna’s Divas Collection Ltd 

Bryanna's Divas Collection Ltd is a fashion enterprise focused on delivering high-quality, stylish 

clothing to a diverse customer base. As the company seeks to expand its market presence and 

achieve sustainable growth, it is essential to develop a comprehensive business plan that leverages 

modern digital tools and sustainable practices. 
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Bryanna’s Divas Collection Ltd is a fashion enterprise that has established itself as a reputable 

brand known for its stylish and high-quality clothing. As the company seeks to expand its market 

presence and achieve sustainable growth, it faces several challenges and opportunities. This study 

aims to develop a comprehensive business plan that leverages modern digital tools and sustainable 

practices to support the company’s growth objectives. 

The case study of Bryanna’s Divas Collection Ltd will also analyse the current market landscape, 

identify target markets, and develop a business plan with a target for digital transformation. By 

integrating these insights into a strategic business plan, the study will provide actionable 

recommendations for scaling the business sustainably. 

1.2 Objectives of the Study 

The main objective of this thesis is to develop a business plan for an existing fashion business in 

Nigeria. The main reason is to develop and upscale the existing business through digital 

technologies for the short and longer-term through Self-study, market analysis and research of 

relevant literature and sources available on the internet, below is the aim of the study. 

• The aim of this thesis is to develop a comprehensive business plan that supports Bryanna's 

Divas Collection Ltd.’s sustainable growth and expansion and design a responsive e-commerce 

platform that effectively promotes the marketing and sales of the company's products. 

1.3 Problem Statement 

The fashion industry is highly competitive, coupled with the present digital transformation there 

has been a rapid and great changes to consumer preferences and technological advancements. 

(Geeky Nigeria, 2024)   

Bryanna's Divas Collection Ltd, a well-known local fashion business, who intend to expand its 

business operation nationally and globally. The rapid digital transformation and evolving 

consumer preferences necessitate a strategic approach to expand the company's market reach 

through e-commerce. To achieve this, Bryanna's Divas Collection Ltd must develop a 

comprehensive business plan and build a user-friendly WordPress site. This initiative aims to 

enhance the company's online presence, maintain its brand identity, and ensure customer 
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satisfaction. The end goal is to leverage digital tools and sustainable practices to achieve growth 

while staying true to the brand's values and meeting the demands of modern consumers. 

1.4 Research Questions 

• What are the critical factors for sustainable growth in the fashion industry? 

• How can Bryanna's Divas Collection Ltd leverage e-commerce for expansion? 

• What are the financial implications of the proposed business plan? 

• How can the company mitigate risks associated with scaling operations 

1.5 Significance of the Study 

According to (Statista, 2024) the market volume for the fashion industry was projected at 

US$236.80bn with this information. The thesis will provide a valuable insight into sustainable 

business practices within the Nigeria fashion industry with a target for global market reach by 

providing blue print for other companies seeking to upscale or expand. This study will also 

contribute to academic literature on business planning and digital transformation for small 

businesses in fashion   

Chart showing the number of users in the industry underscoring the significance of the study 

(Figure 2)  

 

(Figure 2 showing the number of fashion user in Nigeria) (statista 2024) 
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1.6 Scope and Limitations 

The study will focus on Bryanna's Divas Collection Ltd and its potential for growth within the 

fashion industry digitally, first in Nigeria and globally.  

Limitations include the unavailability of data and the rapidly changing market dynamics in the 

fashion space. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

15 
 
 

CHAPTER TWO 

2.0 Theoretical Framework 

The theoretical part covers the fundamental ideas and theories that guide the operational, 

marketing, and strategic planning plans, all of which support the development and upscaling of the 

company. By reviewing pertinent theories regarding the business plan, ecommerce, digital 

transformation, customer, business management and strategy, this section seeks to establish a solid 

academic foundation for the proposed thesis and business plan. 

2.1 Overview of Business Planning 

Only a small fraction of entrepreneurs successfully navigates their way to a stable and viable 

enterprise. The majority of entrepreneur and their financial backers have learned the hard way that 

even with a great original concept, technological ingenuity, and “assured” market and an 

exceptional team, the establishment and sustainment of a successful project is no sure thing. In 

fact, many project possessing all those important qualities have experienced failure shortly after 

their inception or within less than five years. (Figure 3) (Galai, Hillel, and Wiener, 2016) 

       

(Figure 3: Showing Business Plan Template) (corporate finance institute, 2023) 
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Business planning is a very important part of a new business creation. There is a popular saying 

that ‘if you fail to plan, you plan to fail’. This is a truism in entrepreneurship and new business 

development. Every venture requires diligent planning. If you are planning to start your own 

business, the first thing you need to do is to develop an effective business plan. (Ekanem, 2017) 

A business plan helps a company define its objectives and strategic plans in detail. Start-ups and 

established companies both need to plan out a written roadmap for marketing, financial and 

operational points. (Lanzolla and Markides, 2020) Businesses can use their plans as internal guides 

for executive teams to work with short and long-term goals. Business plans can be built by 

traditional plans or innovative lean business plans. In this current thesis, the author would like to 

use a traditional business plan which includes (Hayes, 2022) 

According to Kabeyi (2019), an in-depth knowledge of the company's internal abilities as well as 

the external environment in which it operates is necessary for the complex process of strategic 

planning, implementation, and evaluation. 

2.1.1 Definition of business plan 

What Is Planning? Planning is the systematic process of establishing a need and then working out 

the best way to meet the need, within a strategic framework that enables you to identify priorities 

and determines your operational principles. (Iskandar, 2024)  Planning means thinking about the 

future so that you can do something about it now. This doesn’t necessarily mean that everything 

will go according to plan. It probably won’t. But if you have planned properly, your ability to 

adjust, without compromising your overall purpose, will be that much greater. 

A business plan (BP) is a document that outlines the goals, strategies, and resources of a new or 

existing venture. It helps to communicate the vision, mission, and value proposition of the business 

to potential investors, partners, customers, and employees. It also helps to identify the strengths, 

weaknesses, opportunities, and threats of the market and the industry, as well as the competitive 

advantages and challenges of the business. (Iskandar, 2024)  
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 2.2 Business Plan Content 

It is impossible to be prescriptive in the content of a business plan since every business plan will 

be different and will be designed for different requirements. However, there are several standard 

sections that are normally included in a business plan. (Ekanem, 2017) 

Cover Sheet  

The cover sheet should include:  

• The name of the business 

• The names of the directors  

• Addresses and telephone numbers of the business and directors. (Ekanem, 2017) 

Table of Contents  

This section should not be more than one page. The purpose of the table of contents is to help the 

reader to locate the section of interest easily.  

Executive Summary  

The executive summary is the most important section because it is the first section that investors 

and bankers see when they open the business plan. It provides a summary of the entire business 

plan. It should be written last to ensure that you don’t leave any details out. It must be short and to 

the point, and it should capture the reader’s attention. The executive summary should not exceed 

two pages. 

The executive summary should be a concise summary of your marketing, financial, operational 

and management/organizational plans. Ideally, a brief description of your markets and 

products/services will also be included in this section. It is important to bear in mind that some 

people will read only the executive summary. For this reason, the executive summary should 

capture the entire business plan. (Ekanem, 2017) 

Introduction  

This is the first main section of your business plan and should provide information about the 

background of the business, such as a brief history of the business, how the business idea was 

https://corporatefinanceinstitute.com/resources/management/executive-summary/
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conceived, the business name, business activities, the industrial sector, the unique selling point(s), 

the main aims and objectives of the business, and the legal form. (Ekanem, 2017) 

Business Strategy  

This section of the plan should discuss the vision and mission statements of the business. It should 

also discuss the strengths, weaknesses, opportunities and threats of the business. The location of 

the business as well as the names and addresses of the directors should be provided in this section 

of the plan. (Figure 4) Picture Depicting Phases of Business strategy 

 

(Figure 4: Phases of Business strategy) (Hubspot, 2023) 

Marketing Research  

In this section, you will report the results of your market research, both secondary and primary 

research analysis, comprising the market size, your target market, competitors, advertising and 

promotion techniques and selling strategy. 

Finance  

The finance section will cover the start-up costs, pricing strategy, daily cash collection, projected 

financial statements such as the cash flow statement, profit and loss account, the balance sheet and 

notes to the accounts. Financial ratios will also be presented in this section.  
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Operations Management 

The operations section will discuss the business premises and layout, equipment, sources of supply, 

the production process and customer service.  

Human Resources (HRM)  

This section will provide information about the organization structure in the form of a chart, key 

people and functions, directors’ profile, recruitment and training. Details of regulations affecting 

the business and its compliance will also be discussed in this section. 

Risk Analysis, Growth and Exit Planning  

This final section of the plan deals with all the hidden hazards which occupy the business owner’s 

mind on a subconscious level but which should be carefully considered and documented on a 

conscious level in the business plan.  

Conclusions  

The concluding chapter gives a summary of the business plan and reiterates the main purpose of 

the plan. It summarizes the case for the business, why it will be successful, and how that has been 

demonstrated. (Ekanem, 2017) 

2.1.2 Business planning process 

A business plan is just one step of the business planning process. The steps of the business planning 

process below will help you understand it: 

Define the business goals: The first step in business planning is to define the goals that the business 

wants to achieve. These goals should be specific, measurable, achievable, relevant, and time-

bound. 

Conduct market research: The next step is to conduct market research to understand the target 

market, competition, and industry trends. This research can help the business identify opportunities 

and threats, and refine its strategy accordingly. 

Identify resources: The third step is to identify the resources that the business needs to achieve its 

goals. These resources could include finances, personnel, equipment, and facilities. 

https://www.studysmarter.co.uk/explanations/marketing/marketing-information-management/market-research/
https://www.studysmarter.co.uk/explanations/business-studies/strategy/
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Develop strategies: Based on market research and resource assessment, the business can develop 

strategies to achieve its goals. These strategies should be aligned with the business's strengths and 

opportunities, and address any weaknesses or threats. 

Create a business plan: The strategies can then be translated into a formal business plan, which 

outlines the business's core activities, objectives, and roadmap to achieving its goals. The business 

plan should include detailed information about the products or services, market analysis, marketing 

and sales strategy, as well as financial projections. 

Implement the plan: Once the business plan is complete, the next step is to implement it. This 

involves executing the strategies and tactics outlined in the plan, and monitoring progress towards 

the business goals. 

Evaluate and adjust: The final step is to evaluate the progress towards the business goals and adjust 

the plan as needed. This ensures that the business remains on track to achieve its goals and adapts 

to changes in the market or business environment. 

2.3 Sustainable Growth in the Fashion Industry 

The environmental and social cost of the fashion industry forces us to rethink fast fashion, and 

stresses the need for more sustainable business models and practices. Resources hereunder provide 

additional information on the environmental impacts of fashion, and potential pathways for 

change. (UNEP, 2019) 

The fashion industry has been criticized for the poor working conditions and other substandard 

labour practices that can exist throughout its extended supply chains, as well as for the adverse 

impact its production, use, and disposal of raw materials and finished products has on the 

environment. (Biela-Weyenberg, 2023b) 

2.3.1 What Is Sustainability in fashion? 

Sustainability is a broad term that encompasses the effects business and consumer decisions have 

on the environment, economy, and society. (Daukantienė, 2022)  

https://www.studysmarter.co.uk/explanations/business-studies/operational-management/sales-strategy/
https://www.studysmarter.co.uk/explanations/business-studies/international-business/business-environment/
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2.3.2 Why Sustainability in fashion 

The fashion industry is key for economic development: it is valued at some USD 2.4 billion 

globally and directly employees 75 million people throughout its value chain. It is the world’s 

third-largest manufacturing sector after the automobile and technology industries. (World Bank 

Group, 2022) 

This makes it a challenge for clothing makers to grow without being an enemy of the environment, 

to become allies of the climate while also promoting better conditions for workers in the sector. 

(World Bank Group, 2022)  

Key Reasons  

• Today, the average consumer buys more clothing and wears it less often than ever before, 

perpetuating a cycle of overproduction as more brands try to keep up with fashion trends. 

• The fashion industry is responsible for 2-8 % of global carbon emissions. If the fashion sector 

continues on its current trajectory, that share of the carbon budget could jump to 26% by 2050 

(Ellen MacArthur Foundation, 2017) 

• Approximately 60% of all materials used by the fashion industry are made from plastic (UNEP, 

2019)  

• The equivalent of one garbage truck full of clothes is burned or dumped in a landfill every 

second. (Ellen MacArthur Foundation, 2017) 

• 500,000 tons of microfibers are released into the ocean each year from washing clothes — the 

equivalent of 50 billion plastic bottles (Ellen MacArthur Foundation, 2017) 

• Around 20% of industrial wastewater pollution worldwide originates from the fashion industry 

(Word Bank, 2020) 

• An extra $20-30 billion annually is needed to make the textile value chain more sustainable, 

with 60% focused on energy, water, and waste issues alone (Ellen MacArthur Foundation, 

2017) 

• Many synthetic fabrics, such as polyester and nylon, don’t biodegrade and aren’t easy to 

recycle. Some shed microplastics and release greenhouse gases when manufactured and during 

decomposition. (Biela-Weyenberg, 2023b) 

 

https://files.wri.org/d8/s3fs-public/2021-11/roadmap-net-zero-delivering-science-based-targets-apparel-sector.pdf?VersionId=LxrwUSv9dHytM7zybuQgoJ8LUHBZVgM1
https://www.ellenmacarthurfoundation.org/assets/downloads/publications/A-New-Textiles-Economy_Summary-of-Findings_Updated_1-12-17.pdf
https://www.unep.org/news-and-stories/story/fashions-tiny-hidden-secret
https://www.unep.org/news-and-stories/story/fashions-tiny-hidden-secret
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 2.3.3 Sustainability Challenges in Fashion and Solutions  

Picture (Figure 5) of 9 Sustainability challenges in fashion and solution  

 

(Figure 5: 9 Sustainability challenges in fashion and solution) (Oracle, 2024) 

The fashion industry faces numerous sustainability challenges, the 9 challenges as highlighted by 

Biela-Weyenberg (2023b). The cost of raw materials is a significant issue, with sustainable options 

like organic cotton and bamboo linen being more expensive than conventional materials, thus 

raising retail prices. Technological advancements, particularly the introduction of synthetic fabrics 

like nylon, have led to environmental problems such as greenhouse gas emissions and microplastic 

pollution. The industry's carbon footprint is substantial, necessitating a shift towards more 

sustainable practices. Additionally, the sector grapples with other environmental implications, 

including water usage, chemical pollution, and waste management.  

A shortage of skilled labour in sustainable practices further complicates efforts to adopt eco-

friendly methods. Transparency in supply chains is often lacking, making it difficult to ensure 

sustainable practices are followed. Overproduction and unsold inventory contribute to waste and 

environmental degradation, highlighting the need for efficient inventory management. Poor 

working conditions in developing countries raise ethical concerns, emphasizing the need for fair 

labour practices. Finally, complex and opaque supply chains pose challenges in implementing and 

monitoring sustainable practices throughout the production process. These challenges underscore 
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the need for comprehensive strategies to promote sustainability in the fashion industry. (Biela-

Weyenberg, 2023b)  

2.3.4 The Future of Sustainability in Fashion 

According to Biela-Weyenberg (2023c), Giving industry players and consumers the data they need 

to make better decisions is the future of sustainability in fashion. Manufacturers and retailers need 

access to data on the production, employment, shipping, and other practices of farmers, raw 

material makers, and logistics companies. Likewise, consumers need easy access to information 

about the environmental and social impact of apparel manufacturing and distribution on brand 

websites and clothing labels. Supply chain transparency is critical, and brands need a standard way 

to measure it. (Biela-Weyenberg, 2023b) (Figure 6) Chart Showing Key Players in the Fashion 

Market Players in the Fashion Market Source  

  

(Figure 6: Key Players in the Fashion Market) (Statista 2024)   

2.4 E-commerce and Digital Transformation  

In the dynamic landscape of modern commerce, the symbiotic relationship between e-commerce 

and digital transformation has become a cornerstone of business evolution. E-commerce, 

facilitated by the internet, has revolutionized the buying and selling of goods and services, 

transcending geographical boundaries and reshaping traditional business models. (Macdonald, 
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2025) Simultaneously, digital transformation represents a strategic response to the digital age, 

encompassing the integration of digital technologies into all aspects of business operations.  

(Sharma, Srivastva, and Fatima, 2023)  

 

(Figure 7: Introduction to Ecommerce and Digital Transformation) (fastercapital 2023) 

2.4.1 Definition E-commerce and Digital Transformation 

E-commerce, the electronic buying and selling of goods and services over the internet, has become 

a pivotal force in modern commerce. (Qin et al., 2024) It has reshaped consumer behaviour, 

business models, and global markets by offering unprecedented convenience and accessibility. 

However, the evolution of ecommerce is deeply intertwined with the broader phenomenon of 

digital transformation.  (Sharma, Srivastva, and Fatima, 2023) 

Digital transformation signifies the integration of digital technologies into various aspects of 

business operations and strategies, leading to fundamental changes in how organizations operate 

and deliver value. It involves reimagining processes, adopting innovative technologies, and 

fostering. (Sharma, Srivastva, and Fatima, 2023)  

Gazieva and Magomaev (2020), in his article “The Impact of E-Commerce on the Digital 

Economy” discuss the digital economy is directly related to e-commerce and strategies to improve 

online business automatically result in a rapid growth in the digital economy as well. This is a big 

achievement and is the reason that digital economy is the leading branch of economy in terms of 

development. All the factors that affect these fields are digital and related to technology so they 
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require minimum financial input and maintenance, hence, resulting in huge profits and financial 

growth.  

The research by Smith and Johnson (2020) in the Journal of Digital Business explores the 

symbiotic bond between e-commerce and digital transformation. Investigating their interaction, 

the study reveals how e-commerce and digital transformation mutually enhance one another. The 

paper underscores the pivotal role digital transformation plays in driving the success and 

innovation of e-com 

2.4.2 Ecommerce in fashion 

The eCommerce Fashion market is a sector of online retailing that focuses on selling clothing, 

shoes, and accessories through digital channels. The purpose of eCommerce Fashion is to provide 

consumers with a convenient and accessible way to browse and purchase fashion products from a 

wide range of brands, designers, and retailers. (Statista, 2024.) 

• The Accessories market comprises the sale of wearable, fashionable accessories that 

complement a person's outfit, such as watches and jewellery, scarves and shawls, caps and 

gloves, luxury leather goods, belts, eyewear, ties and bow ties, as well as luggage and bags with 

open and closable containers made from any material used by private end consumers to 

transport items (e.g., suitcases, briefcases, handbags). 

• The Apparel market contains the sale of clothing and fashion accessories through digital 

channels which includes products, such as dresses, shirts, pants, shoes, and accessories like 

handbags, jewellery, and hats. 

• The Footwear market comprises the sale of various types of footwear through digital channels 

which includes footwear products, such as shoes, boots, sandals, and sneakers. (Statista, 2024.)   

2.4.3 Role of emerging technologies:  

Emerging technologies such as Artificial Intelligence (AI), blockchain, and the Internet of Things 

(IoT) have become instrumental in propelling digital transformation across industries. (Aldoseri, 

Al-Khalifa and Hamouda, 2024) These technologies redefine business operations, elevate 

customer experiences, and stimulate innovation in unprecedented ways. 
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AI enhances decision-making by extracting insights from large datasets, revolutionizes customer 

service through chatbots and virtual assistants, and optimizes supply chains with predictive 

analytics. Blockchain improves transaction transparency and security, reshapes supply chains with 

end-to-end visibility, and ensures efficiency through smart contracts. (Paramesha, Rane and Rane, 

2024) IoT connects objects to the internet, enabling predictive maintenance in industrial settings, 

enhancing consumer wellness with wearable devices, and optimizing inventory management in 

retail. (Laghari et al., 2021) Together, these technologies foster agility, efficiency, and innovation, 

allowing organizations to explore new growth opportunities, redefine customer engagement, and 

adapt to the evolving demands of the digital age. (Figure 8) picture depicting the benefits of digital 

transformation and e-commerce  

 

(Figure 8: Benefits of Digital Transformation and E-commerce) (Quixy, 2023) 

2.4.4 E-commerce website and Tools  

Vrountas (2020) states that it is estimated that 95% of purchases will be made online by 2040. 

Having an e-commerce website is crucial in today's digital landscape for several reasons.  

Firstly, it expands your reach beyond geographical boundaries, enabling you to tap into a global 

market 24/7. (Infotech, 2024b) 
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(Table 1) Showing Ecommerce Tools and Descriptions 

Tool Category Description 

E-commerce 

Platforms 

Software that allows businesses to create and manage online stores. 

Examples include Shopify, WooCommerce, and BigCommerce2. 

Content Creation 

Tools 

Tools for creating and managing content, such as blogs, product 

descriptions, and multimedia. Examples include WordPress and Canva. 

Communication 

Tools 

Tools for internal communication and customer interaction, such as 

Slack and Zendesk. 

Sales and Logistics 

Tools 

Tools for managing sales processes and logistics, including inventory 

management and order fulfilment. Examples include Ship Station and 

TradeGecko3. 

Marketing Tools Tools for creating, executing, and analysing marketing campaigns. 

Examples include Mailchimp, Hootsuite, and Google Analytics2. 

Analytics Tools Tools for tracking and analysing website performance and customer 

behaviour. Examples include Google Analytics and Hotjar3. 

Customer Service 

Tools 

Tools for providing customer support and improving customer 

experience. Examples include Zendesk and LiveChat3. 

Payment Solutions Tools for handling transactions and ensuring secure payment methods. 

Examples include PayPal, Stripe, and Square. 

Product Sourcing 

Tools 

Tools for finding and sourcing products, including print-on-demand 

services. Examples include Oberlo and AliExpress. 

Finance 

Management Tools 

Tools for managing finances, including accounting and invoicing. 

Examples include QuickBooks and Xero. 

(Table 1: Ecommerce Tools and Descriptions) (own creation) 
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2.5 Porter's Five Forces Market Analysis   

Porter’s Five Forces Market Analysis is a strategic framework developed by Michael E. Porter in 

1979, designed to assess the competitive dynamics within an industry. This model evaluates five 

critical forces that shape the competitive environment and influence strategic decision-making for 

businesses. (Pangarkar and Prabhudesai, 2024) 

1. Threat of New Entrants 

This force examines the barriers to entry for potential competitors in the market. High entry 

barriers can protect existing companies from new competitors, thereby allowing them to maintain 

market share and profitability. Conversely, when barriers are low, new entrants can disrupt 

established businesses, intensifying competition. (Iskandar, 2024). 

2. Bargaining Power of Suppliers 

Suppliers hold significant power when they are few in number, provide unique products or are 

highly consolidated. Strong suppliers may impose higher prices or reduce quality, which can 

impact the profitability of companies in the industry. (Sharma, Srivastva, and Fatima, 2023) 

3. Bargaining Power of Buyers 

Buyers influence market dynamics when they have numerous alternatives or can easily switch 

brands. Increased access to information allows consumers to make informed decisions, thus 

enhancing their bargaining power and pushing prices down. (Hennings, 2023). 

4. Threat of Substitutes 

The availability of alternative products or services that can fulfill the same need poses a significant 

threat to companies. When substitutes are readily accessible and comparable in quality or price, 

customers may easily switch, leading to decreased revenues for the original product providers. 

(Biela-Weyenberg, 2023). 

5. Industry Rivalry 

High competition among existing companies can lead to price wars and decreased profitability. 

Factors such as market growth, differentiation, and exit barriers influence the level of rivalry in 

the industry. (Makan and Asari, 2024). 
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(Figure 9) Picture Showing Porter's Five Forces Market Analysis   

 

 

(Figure 9: Porter's Five Forces Market Analysis) 

2.6 SWOT Analysis in Business Plan 

S.W.O.T. is an acronym that stands for Strengths, Weaknesses, Opportunities, and Threats. A 

SWOT analysis is an organized list of your business’s greatest strengths, weaknesses, 

opportunities, and threats. (Berry, 2023) 

A strengths, weaknesses, opportunities, and threats (SWOT) analysis has become a fundamental 

tool for organizations to evaluate their position in the market and is widely used to analyse the 

internal and external environments of organizations during times of indecision (Rozmi et al., 2018; 

Wu, 2020, as cited in Benzaghta et al., 2021). 

The four components identify either internal or external considerations. Strengths refer to the 

internal elements of an organization that facilitate reaching its goals, while weaknesses are those 

internal elements that interfere with organizational success. (Schooley, 2024) 
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 Opportunities-external aspects that help an organization reach its goals are not only positive 

environmental aspects but also opportunities to address gaps and initiate new activities. Threats, 

on the other hand, are aspects of the organization’s external environment that are barriers or 

potential barriers to reach its goals (Aldehayyat & Anchor, 2008; Fleisher & Bensoussan, 2003; 

Lee & Lin, 2008; Shrestha et al., 2004 as cited in Benzaghta et al., 2021). Examples of a SWOT 

Analysis Strategy Table 2 

 Opportunities 

(external, positive) 

Threats 

(external, Negative) 

Strengths 

(Internal, 

Positive) 

Strength-Opportunity Strategies 

 

Which of the company’s strengths can 

be used to maximize the opportunities 

you identified? 

Strength-Threats Strategies 

 

How can you use the company’s 

strengths to minimize the threats 

you identified? 

Weakness 

(Internal, 

Negative) 

Weakness-Opportunity Strategies 

 

What action(s) can you take to 

minimize the company’s weaknesses 

using the opportunities you 

identified? 

Weakness-Threats Strategies 

 

How can you minimize the 

company’s weaknesses to avoid 

the threats you identified? 

(Table 2: SWOT Analysis Strategy) (own creation) 

2.7 Marketing Strategy  

2.6.1 Strategy 

Strategy is a vital component to achieve certain goal or aim. Basically, it is a document with 

detailed planning, where there is a clear explanation of future actions of the company. Strategy is 

a general direction set for the company and its various components to achieve a desired state in 

the future. Strategy results from the de tailed strategic planning process. (Prachi, 2024) 

2.6.2 Marketing Strategy 

A marketing strategy refers to a business’s overall plan to convince customers to buy its products 

or services. A marketing strategy determines how to reach prospective consumers and turn them 

into customers. It contains the company’s value proposition, key brand messaging, data on target 

customer demographics, and other high-level elements, (Team, 2024) 



 

31 
 
 

These are the key factors that are involved in introducing a product or service to the public. Often 

referred to as a marketing mix, they provide a framework that companies can use to successfully 

market a product or service to consumers (Figure 10) Picture Showing the Four Ps of Marketing 

 

(Figure 10: The Four Ps of Marketing) (Jaro 2024) 
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CHAPTER THREE 

3.0 Methodology   

The methodology chapter outlines the research design and procedures employed to explore the 

development of a business plan for Bryanna’s Divas Collection Ltd. It integrates both qualitative 

and quantitative approaches, utilizing primary and secondary data from survey and reputable 

sources to ensure a comprehensive analysis of market trends, web development and digital 

strategies, and industry dynamics in Nigeria 

3.1 Research Design 

This study employs a mixed-method research design, integrating both qualitative and quantitative 

approaches. This approach allows for a comprehensive understanding of writing a business plan 

and developing an e-commerce presence for Bryanna's Divas Collection Ltd. 

The qualitative aspect is reflected in the exploration of market needs, consumer preferences, and 

the user experience of the newly-developed e-commerce platform. The quantitative aspect includes 

the collection and analysis of numerical data related to use of e-commerce platform, user testing 

conducted and performance metrics such as site traffic, and customer feedback. 

3.1.1 Quantitative Research: 

This quantifies the market potential, financial projections, and operational efficiency of the 

proposed business plan within the Nigerian market. Methods applied are as followed: 

Distributed a google form questionnaires to a larger sample of online customers and potential 

customers in Nigeria to gather data based on the porter's five forces market analysis. This data will 

help in identifying market trends and customer needs specific to Nigeria.    

3.1.2 Qualitative Research: 

This use used to gain in-depth insights into the strategic needs, challenges, and opportunities for 

Bryanna’s Divas Collection Ltd within the Nigerian market. Methods applied are as followed: 

Interviews: Conduct semi-structured interviews with key stakeholders, including company 

executives, employees, industry experts, and customers in Nigeria. These interviews explore the 
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perceptions, experiences, and expectations related to the company’s growth and sustainability 

strategies in the Nigerian context. 

Focus Groups: Organize focus group discussions with selected customer segments in Nigeria to 

gather detailed feedback on product offerings, web site development functionality, and potential 

areas for improvement. 

Case Studies: Analysed successful business models and strategies from other fashion companies 

operating in Nigeria that have achieved sustainable growth. This provided comparative insights 

and best practices that can be adopted by Bryanna’s Divas Collection Ltd. 

3.2 Data Collection Methods 

3.2.1 Primary Research 

Primary research was conducted through various methods: 

• Surveys and Questionnaires was Implemented to gather insights from potential customers 

regarding their shopping preferences and experiences with online fashion retail in Nigeria 

based on the porter’s five forces market analysis. Questions were designed to identify key 

factors that influence buying decisions in the fashion industry.    

A sample screenshot and link to the questionnaire is attached to the appendices  

• User Testing: Conducted on the newly developed e-commerce website to evaluate usability, 

navigation ease, and overall customer satisfaction. Feedback was gathered to refine the website 

features further.     

A WhatsApp focus group of ten participant was created and used to test the sampled developed 

website  

3.2.2 Secondary Research 

Secondary data was obtained from reputable sources, which includes: 

Academic Journals: Reviewed literature pertaining to e-commerce strategies and digital 

transformation in the fashion industry. 

Reviewed result 

A review of scholarly articles on e-commerce adoption, strategies and digital transformation 

among Nigerian fashion SMEs indicates that digital literacy and infrastructure are critical barriers. 
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Studies suggest that localized digital strategies and mobile-friendly platforms significantly 

increase customer engagement, especially given Nigeria’s high mobile internet penetration.  

Industry Reports: Analyzed various fashion market analyses and digital economy reports to 

contextualize and benchmark Bryanna’s Divas Collection Ltd.’s position in the market.  

Reviewed result  

Recent industry reports (from Statista and McKinsey) highlight Nigeria’s rising middle class and 

increased online shopping behavior, with fashion ranking among the top online purchase 

categories. Digital economy reports also show a shift toward mobile commerce, suggesting that a 

mobile-optimized e-commerce platform can enhance Bryanna's market reach. 

Competitor Analysis: Investigated best practices from successful e-commerce platforms within 

the fashion sector to inform website design and operational strategy.  

Reviewed Result  

Successful Nigerian online fashion platforms like Jumia and Dressmeoutlet employ competitive 

pricing, wide product variety, and active social media promotions. Their use of influencer 

marketing and regional logistics partnerships serve as best practices for Bryanna's operational and 

promotional strategies. 

Market Mix (4Ps) Analysis for Bryanna's Divas Collection Ltd 

Product 

Offer a diverse range of high-quality, culturally inspired fashion apparel for women, men, and kids, 

emphasizing local fabrics and trendy designs tailored to Nigerian tastes. Incorporate sustainable 

fabrics and exclusive collections to differentiate the brand in a competitive market. 

Price: 

Will Implement competitive pricing strategies aligned with the middle-income Nigerian 

consumers. Using value-based pricing for premium collections and flexible installment payment 

options to attract a broader customer base. 
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Place: 

Will Utilized an online e-commerce platform optimized for mobile devices, integrated with local 

logistics partners for efficient delivery across Nigeria. While engaging  in strategic partnerships 

with local boutiques and pop-up shops to increase brand visibility and accessibility. 

Promotion: 

Leverage social media marketing (Instagram, Facebook), influencer collaborations, and targeted 

digital advertisements to reach Nigeria’s youthful demographic. Organize fashion shows and 

community events to foster brand loyalty and showcase new collections 

Market mix comparison of Jumia, Dressmeoutlet, and Bryanna Divas 

1. Product 

• Bryanna Divas: Offers high-quality, stylish clothing targeting young adults aged 18-45, 

focusing on both fashion and sustainability. Emphasizes local craftsmanship and sustainable 

practices. 

• Jumia: A broad online marketplace offering a wide range of products including fashion, 

electronics, appliances, and more. Operates as a platform for multiple brands and sellers. 

• Dressmeoutlet: Specializes in fashion retail with a focus on trendy apparel, accessories, and 

footwear primarily for Nigerian consumers. Offers both local and international brands. 

2. Price 

• Bryanna Divas: Positioned as a premium local fashion brand with competitive pricing 

considering quality and sustainability; may be slightly higher due to focus on sustainable 

sourcing. 

• Jumia: Cashes in on price variety, offering budget to mid-range options across multiple 

product categories, including fashion. 

• Dressmeoutlet: Offers mid-range to premium pricing, focusing on fashionable and trendy 

apparel, often aligned with international fashion standards. 
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3. Place (Distribution) 

• Bryanna Divas: Primarily online via a dedicated e-commerce website, with plans to expand 

logistics within Nigeria and potentially regionally. 

• Jumia: Extensive online platform with nationwide delivery, partnered logistics, and sometimes 

international shipping. 

• Dressmeoutlet: Operates online with physical stores in Nigeria, serving both online and offline 

customers, with a strong local presence. 

4. Promotion 

• Bryanna Divas: Uses digital marketing, social media, influencer collaborations, and 

sustainability campaigns to reach young and eco-conscious consumers. 

• Jumia: Employs mass advertising, sales campaigns, discounts, and mobile marketing to attract 

a broad customer base. 

• Dressmeoutlet: Uses fashion fairs, social media marketing, promotions, and collaborations 

with fashion influencers to target fashion-forward consumers. 

SWOT Analysis Comparison Jumia, Dressmeoutlet, and Bryanna Divas 

Strengths 

• Focus on high-quality, stylish, and sustainable fashion tailored for local consumers. 

• Strong brand connection with local craftsmanship and sustainable practices. 

• Digital-native with a dedicated e-commerce platform. 

Weaknesses 

• Limited product categories and reach compared to larger marketplaces. 

• Relatively smaller marketing budget and brand awareness outside Nigeria. 

Opportunities 

• Growing trend of sustainable fashion and digital retail in Nigeria. 

• Expansion into regional markets and diversification of product line. 

• Leverage digital marketing to reach a wider audience. 
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Threats 

• Competition from large e-commerce platforms and fashion retailers. 

• Market-specific challenges like logistics and supply chain issues. 

• Rapid technological changes and evolving consumer preferences. 

Jumia 

Strengths 

• Largest e-commerce platform in Nigeria with extensive product range. 

• Strong logistics and delivery network. 

• Well-established brand awareness and customer base. 

Weaknesses 

• Market perception issues related to seller reliability and product quality. 

• High competition from other online platforms and local brands. 

• Less emphasis on sustainable fashion. 

Opportunities 

• Expansion into niche markets such as sustainable fashion. 

• Innovations in logistics and payment systems. 

• Growing e-commerce adoption among Nigerian consumers. 

Threats 

• Market saturation. 

• Economic instability affecting consumer spending. 

• Potential regulatory changes in e-commerce. 

Dressmeoutlet 

Strengths 

• Focus on trendy and fashionable apparel for Nigerian consumers. 

• Brand collaborations and presence in physical stores. 
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• Strong fashion community engagement. 

Weaknesses 

• Limited product diversity compared to large marketplaces. 

• Pricing may be less accessible to lower-income consumers. 

• Dependent on fashion cycles and trends. 

Opportunities 

• Expansion into online markets and regional fashion markets. 

• Collaborations with designers and influencers. 

• Growing demand for trendy and affordable fashion. 

Threats 

• Intense competition from both local and international brands. 

• Economic downturns impacting discretionary spending. 

• Fluctuations in fashion trend popularity 

3.4 Data Result and Analysis  

Data collected from surveys and user testing were analyzed using: 

1. Statistical Analysis: Utilized software tools to interpret quantitative data through descriptive 

statistics, allowing for the identification of trends and patterns within consumer preferences 

using porter five force’s analysis  

Result after porter five force’s analysis    

This result is based on 102 responses collected via a structure google form with different parameter 

covered but for the below illustration, we will focus on the porter five force’s analysis and other 

parameters will be attached to the appendices.  (Figure 11) Picture Showing Porter’s Five Force 

Total Response for the Survey 
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(Figure 11: Survey response Screenshot) (own creation) 

Porter's Five Forces Market Analysis    

1. Threat of New Entrants    

(Figure 12) Pie Chart Showing The result for threat of New Entrant  

 

(Figure 12: Pie Chart Showing The result for threat of New Entrant) (own creation) 

(Figure 13) Bar Chart Showing The result of brands Entering the Market 

(Figure 13: Bar Chart - brands Entering the Market) (own creation) 
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The Nigerian fashion industry exhibits moderate threats from new entrants. The barriers to entry 

are relatively low, allowing new competitors to emerge but the high start-up cost is barriers for 

local brands which stood at 70.3%. However, established brands may have some customer loyalty 

2. Bargaining Power of Suppliers   

Figure 14: Pie Chart Showing The result for the Bargaining Power of Suppliers   

(Figure 14: Pie Chart Showing - Bargaining Power of Suppliers) (own creation) 

(Figure 15) Pie Chart Showing The result for Products, Supplier have control Over 

(Figure 15: Pie Chart type of Products Supplier has control Over) (own creation) 

The bargaining power of suppliers within the fashion sector is assessed as high (39.6%) to 

moderate (29.7%). There is a diverse supply base for textiles and materials in Nigeria which has 

68% for the survey, enabling Bryanna’s to have flexible sourcing options. This minimizes 

dependence on any single supplier. Nevertheless, with the rising demand for sustainable materials, 
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suppliers providing eco-friendly options may exert slightly higher bargaining power, emphasizing 

the importance of diversifying the supplier base. 

3. Bargaining Power of Buyers   

(Figure 16) Pie Chart Showing The result for the Bargaining Power of Buyers   

 

(Figure 16: Pie Chart - Bargaining Power of Buyers) (own creation) 

(Figure 17) Bar Chart Showing The result, Factors Influencing Buyers Decision 

 

(Figure 17: Bar Chart - Factors Influencing Buyers Decision) (own creation) 
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With a 56.4% for the chart consumers possess high bargaining power due to the increasing number 

of alternatives available, both from local and international brands and price with a 88.15 is the 

leading factor to influence this decision.  

4. Threat of Substitute Products 

(Figure 18) Pie Chart Showing The result for Threat of Substitute Products 

 

(Figure 18: Pie Chart - Threat of Substitute Products) (own creation) 

(Figure 19) Bar Chart Showing The result for Shopping Preference) 

 

(Figure 19: Bar Chart -Shopping Preference) (own creation) 
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The threat of substitute products is considerable at 34.7% as consumers have various alternative 

fashion sources available with thrift store as the leading alternative at 48.5% This includes local 

tailors and fast-fashion retailers who can quickly respond to changing trends 

5. Industry Rivalry   

(Figure 20) Pie Chart Showing The result for Industry Rivalry 

(Figure 20: Pie Chart - Industry Rivalry) (own creation) 

(Figure 21) Pie Chart Showing The result for Market Differentia Analysis 

(Figure 21: Pie Chart Market Differentia Analysis) (own creation) 

With a percentage of 44.6% the level of rivalry within the Nigerian fashion industry is high due to 

numerous competitors, both established brands and emerging designers. To thrive, Bryanna’s 



 

44 
 
 

Divas Collection Ltd must differentiate itself by investing in innovation, quality, and sustainable 

fashion practices through the offering unique product and establishing online presence with a 

percentage of 74.3% and 55.35 respectively from the chart  

2. Thematic Analysis: Employed for qualitative data from customer feedback, highlighting key 

themes related to user experience and areas for improvement on the e-commerce platform. 

User Testing Results Report for Bryanna’s Divas Collection Ltd E-commerce Website 

Participants: 10 users (ages 18-45) 

Overview 

The purpose of the user testing was to evaluate the usability, functionality, and overall user 

experience of the e-commerce website for Bryanna’s Divas Collection Ltd. The testing aimed to 

identify pain points, gather user feedback, and recommend improvements to enhance the 

website's performance and user satisfaction. 

Testing Methodology: 

Participants: 10 users, a mix of current offline customers and potential customers. 

Tasks: Participants were asked to complete specific tasks on the website, including: 

• Registering an account 

• Browsing products 

• Website loading speed  

• Completing a purchase 

• Test for navigation and intuitiveness  

Findings 

Navigation and Intuitiveness  

Finding: 70% of users found the navigation menu easy to use and intuitive, particularly with 

locating the categories (e.g., for men, for baby etc.). 
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Recommendation: Simplify the navigation structure by consolidating categories and adding a 

search bar with auto-suggestions. 

Registration Process and product browsing:  

Finding: 50% of users found the registration process friendly and which they were more product 

to browser through. 

Recommendation: Streamline the registration process by allowing social logins (Google, 

Facebook) and add more Product and categories. 

Product Browsing: 

Finding: Users appreciated the high-quality images but wanted to see more images from different 

angles and the product displayed where few  

Checkout Process: 

Finding: 60% of users encountered difficulties during the checkout process, primarily related to 

payment options. 

Recommendation: Integrate multiple payment options, including popular local methods, to 

facilitate smoother transactions. 

User Feedback 

Positive Feedback: 

Users found the overall aesthetic and branding appealing.  

Some participants commented on the fast-loading time of the website. 

Constructive Feedback: 

Users suggested adding customer reviews on product pages to assist in decision-making. 

The lack of a size guide caused confusion for clothing items. 

3.3 Website Development Process 

This methodology focuses on a systematic approach to design and develop an e-commerce 

platform that aligns with the company’s objectives of sustainable growth and market expansion. 
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The methodological framework utilized in the development of the responsive e-commerce website 

for Bryanna's Divas Collection Ltd are outline  

1. Needs Assessment A thorough needs assessment was conducted through surveys and 

interviews with potential customers to identify their preferences and requirements for an online 

shopping experience. Additionally, competitor analysis was performed to evaluate existing 

fashion e-commerce platforms.  

2. Technical Development 

• Platform Choice: WordPress with the WooCommerce plugin was selected due to its flexibility, 

user-friendly design, and extensive support for e-commerce functionalities. This choice aligns 

with the company’s needs for scalability and customization. 

• Coding and Development: Key customizations involved the integration of various plugins for 

enhanced functionality such as payment gateways (PayPal, Stripe), SEO optimization tools, 

and social media integration. 

3. Content Development The development of high-quality content was crucial. This involved 

creating engaging product descriptions, high-resolution images, and multimedia, ensuring that 

users had access to all necessary information to make informed purchasing decisions. 

4. User Testing After the initial development phase, user testing was carried out. A focus groups 

were employed to gather feedback on the usability of the platform. Tools like Google Analytics 

were used to track this user’s behavior and gather data on website performance, informing 

subsequent iterations of design and functionality 

3.4 Tools and Technologies: A variety of tools and technologies were utilized throughout the e-

commerce website's development, including: 

• CMS: WordPress as the content management system, facilitating easy updates and content 

management. 

• E-commerce Platform: WooCommerce for managing product listings, payments, and 

inventory. 

• Design Tools: Adobe Photoshop and Canva for creating visual content and graphics. 
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• Programming Languages: HTML, CSS, and PHP for implementing custom features and user 

interactivity 

• Content Delivery Network (CDN): Technologies are used to distribute content across different 

geographic locations, reducing latency and improving website performance. 

• Google Analytics: Web analytics service used to understand and analyze website traffic, 

behavior, and conversion rates.  

3.5 Ethical Considerations 

This research adhered to ethical guidelines by ensuring the confidentiality and anonymity of all 

survey respondents. Participants were informed about the purpose of the research, and their 

participation was voluntary Adhere to ethical guidelines for data collection, analysis, and 

reporting, considering the cultural and legal context of Nigeria. 

This mixed-methods research design provides a comprehensive and in depth understanding of the 

strategic requirements for scaling Bryanna’s Divas Collection Ltd in Nigeria, ensuring that the 

business plan is grounded in both qualitative insights and quantitative evidence specific to the 

Nigerian market 

3.6 Limitations of the Method Adopted   

While this study aims to provide a comprehensive analysis of Bryanna's Divas Collection Ltd.’s 

e-commerce strategy, certain limitations should be acknowledged: 

• The survey may have limited reach, potentially impacting the generalizability of the findings 

based on sample size 

• The fast-paced nature of e-commerce developments may lead to findings becoming quickly 

outdated due to rapid changes in digital trends  

• The development of the woo commerce website is limited to four main categories (for men, 

for women, for baby and Africa ready to wear) with at least two product captured par categories 

for the purpose of the thesis sampled parameters. 
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CHAPTER FOUR   

This chapter presents the development of the business plan, serving as a practical sample that 

outlines the objectives of this thesis and details the strategic, essential for launching and sustaining 

the proposed business, demonstrating the application of theoretical concepts discussed earlier 

4.1 Company Overview  

Founded in 2019, Bryanna’s Divas Collection Ltd is a limited liability company with a registered 

CAC number RC 1629001, Federal Republic of Nigeria. The company has established a strong 

reputation for offering stylish and high-quality clothing. Initially serving the local market, the 

brand has gained a loyal customer base through its commitment to quality and unique designs. As 

the fashion industry continues to evolve rapidly, the company recognizes an opportunity to expand 

its reach both nationally and globally by leveraging digital platforms and sustainable practices. 

(figure 21) CAC certification 

 

(Figure 22 corporate affairs commission certificate) 
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Sales Activities and Product Sample (brick-and-mortar) for Bryanna Divas  

This section showcases with images Bryanna dives sales activities (Product) using her social media 

from the offline store 

 



 

50 
 
 

 

 

 



 

51 
 
 

Online website and Product Samples  

This shows the image of the website under development  

Home Page 

 

Category Section of the Home Page 
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Shop Catalog Page 
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Single Product Display with Description 
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Blog Page  

 

 



 

57 
 
 

4.2 Business Plan  

4.2.1 Cover page  

 

Click on the logo image or URL to redirect you to the Bryanna’s sampled website 

The Logo  

 

The sampled website URL – https://dbryanna.com/ 

https://dbryanna.com/
https://dbryanna.com/
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4.2.2 Executive Summary  

This business plan outlines a strategic approach for Bryanna's Divas Collection Ltd, a reputable 

fashion brand founded in 2019, aiming to expand its market presence through digital 

transformation and sustainable practices in the competitive fashion industry. 

Bryanna's Divas Collection Ltd specializes in providing high-quality, stylish clothing, primarily 

targeting young adults aged 18- 45 in urban settings. As consumer preferences shift towards e-

commerce and sustainability, the company recognizes the need to adapt its operations and 

marketing strategies to align with these trends. 

The primary objectives of this business plan are to: 

• Develop a comprehensive e-commerce platform to facilitate online sales and enhance customer 

experience. 

• Achieve a sustainable growth target of 30% market penetration nationwide by 2026. 

• Implement sustainable sourcing and production practices, appealing to environmentally 

conscious consumers. 

The global fashion market is expected to reach a value of approximately $236.80 billion. With a 

strong focus on sustainability and digital innovation, Bryanna's Divas Collection Ltd is poised to 

capitalize on these market trends. The company will conduct a detailed competitive analysis, 

positioning itself favorably against both local and international brands while appealing to the 

growing demand for sustainable fashion options. 

Key strategies for achieving growth include: 

• Launching a responsive and user-friendly e-commerce platform by Q4 2025. 

• Enhancing brand visibility through targeted digital marketing campaigns utilizing social media 

and SEO techniques. 

• Diversifying product lines to include more sustainable and ethically produced items, thereby 

attracting a broader consumer base focusing on low price. 

The business plan outlines a financial forecast demonstrating positive revenue projections, aiming 

for ₦75,000,000 in Year 1, growing to ₦350,000,000 by Year 3. Startup costs are estimated at ₦50 

million with funding required for website development, inventory acquisition, and marketing 
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efforts. A break-even analysis indicates that the company is expected to achieve operational 

sustainability within 18 months. 

A detailed timeline will guide the rollout of the e-commerce platform, marketing initiatives, and 

operational enhancements over a three-year horizon. Continuous monitoring and evaluation will 

be integral to ensuring that objectives are met and necessary adjustments are made in response to 

market dynamics. 

the plan presents a roadmap for Bryanna’s Divas Collection Ltd to harness the potential of e-

commerce and sustainability, positioning the brand for scalable growth in the evolving fashion 

industry. Through strategic implementation and a customer-centric approach, the company is set 

to expand its reach and strengthen its brand presence both nationally and globally. 

4.2.3 Mission and Vision 

Mission: To deliver high-quality and fashionable clothing that empowers individuals while 

embracing sustainability and ethical practices in fashion. 

Vision: To be a leading brand in the fashion industry, renowned for innovative designs and a 

commitment to sustainable practices, reaching customers around the globe. 

4.2.4 Core Values  

 

4.2.5 Organizational Structure  

The organizational structure will consist of Elizabeth Adegbe as the CEO. The human resource 

manager will Mr. Chappy Michael and a general manager for followed by the underlisted  

Quality: 

Commitment to high-quality materials and craftsmanship

Sustainability

Focus on environmentally-friendly production processes

Innovation

Embracing digital tools and modern practices for continuous improvement

Customer Service 
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• CEO: Overall strategic leadership. 

• Marketing Manager: Responsible for marketing strategies and e-commerce presence. 

• Product Development Team: Designs and sources new clothing collections. 

• Customer Service Representatives: Handle customer inquiries and support. 

• IT Support: Manages the e-commerce platform and digital tools. 

 

4.2.6 Market Analysis 

The global fashion industry is projected to be valued at approximately $236.80 billion, with 

significant growth potential in emerging markets such as Nigeria. The fashion landscape is rapidly 

evolving with digital transformation.  

Recent studies and industry reports highlight the exponential growth of e-commerce in Nigeria, 

driven by increasing internet penetration, smartphone usage, and changing consumer preferences. 

As of 2024, Nigeria’s e-commerce market is valued at approximately USD 7 billion and is 

projected to grow at a compound annual growth rate (CAGR) of around 20% over the next five 

years. (kemp, 2023) The proliferation of mobile devices has led to most online transactions being 

conducted via smartphones, with mobile commerce accounting for nearly 60% of all e-commerce 

sales in Nigeria. (Vrountas, 2020) 

 Additionally, Nigerian consumers are increasingly prioritizing sustainability and ethical sourcing, 

with a survey indicating that over 81% of consumers are willing to pay more for sustainably 

produced clothing. (Statista, 2024). 

CEO

Marketing Manager

Product 
Development Team

Customer Service 
Representative

IT Support

HR

General Manager
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Social media platforms like Instagram and Facebook are critical channels for consumer 

engagement, with over 75 million active users in Nigeria engaging with brands online, which 

underscores the importance of digital marketing in the Nigerian fashion industry. These trends 

demonstrate significant opportunities for fashion brands leveraging e-commerce and digital 

channels to reach a growing, sustainability-conscious consumer base. (Mintel, 2023).  

4.2.7 Target Market Identification 

The target market is segmented into demographics, psychographics, and purchasing behavior. 

The primary target market includes 

Demographics: The brand primarily targets women, men and children covering this age bracket 

children and women aged (18 - 44), including young adults (18 - 35) who are fashion-conscious 

and young professionals (25 - 34) seeking stylish options. Focusing on urban centers such as 

Lagos, Abuja, and Port Harcourt, Kano with potential expansion into rural areas as the digital space 

and infrastructure keep expending  

Psychographics: Individuals who value quality, style, and sustainable practices. They are active on 

social media and engage with brands online 

Purchasing Behavior 

• Buying Frequency: Segments include occasional shoppers purchasing for events and regular 

shoppers seeking work and casual wear. 

• Brand Loyalty: The market comprises brand seekers loyal to specific names for quality, 

alongside price-sensitive shoppers attracted by deals and promotions. 

4.2.6 Competitive Analysis 

The competition consists of both local and international brands that operate within the same market 

segments. Key competitors include other online fashion retailers and brick-and-mortar stores that 

have recently expanded into e-commerce. 

4.2.9 Market Trends and Opportunities  

• The Nigerian e-commerce market has seen significant growth, generating approximately 

13billion in revenue in 2022, with projections to reach 30 billion by 2025 (Statista, 2024). The 

increase in internet penetration, currently at about 50%, and the burgeoning smartphone usage 
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among Nigerians have driven the reliance on online shopping, revealing a strong trend towards 

digital purchasing behavior. 

• According to a survey by Mintel (2023), 81% of Nigerian consumers are willing to pay more 

for sustainably produced clothing. The sustainable fashion market in Nigeria is poised for 

growth, with an anticipated CAGR of 9% from 2023 to 2028. As awareness of ethical fashion 

increases, local brands are positioning themselves to meet this rising demand for 

environmentally responsible apparel. 

• The adoption of social media in Nigeria is soaring, with over 33 million active social media 

users as of 2023 (Kemp, 2023). Approximately 78% of these users engage with brands on 

platforms like Instagram and Facebook. This trend presents a prime opportunity for businesses, 

as digital marketing strategies harnessing these platforms can lead to enhanced brand 

promotion and customer engagement, potentially driving sales growth by up to 25% for brands 

that effectively leverage social media 

4.2.9 SWOT Analysis 

Strengths  

• Focus on high-quality, stylish fashion products tailored to diverse customer preferences. 

• Growing interest in sustainable fashion within Nigeria.  

• Potential leverage of local craftsmanship and cultural heritage to appeal to domestic and 

international markets.  

• Use of digital tools and e-commerce platforms to reach wider audiences.  

Weaknesses  

• Limited current market share and brand recognition in a competitive industry.  

• Supply chain challenges, especially dependence on imported materials which can increase 

costs.  

• Low barriers for new entrants, increasing competition.  

• Potential gaps in market intelligence and customer segmentation data.  

Opportunities 

• Increasing consumer demand for sustainable and culturally inspired fashion products.  
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• Expansion of digital channels and e-commerce adoption in Nigeria 

• Growing Nigerian middle class and affluent population seeking fashionable apparel 

• Ability to capitalize on the country's large and expanding fashion market 

• Opportunities to collaborate with local artisans and expand local craftsmanship 

Threats 

• Moderate threat from new entrants due to low barriers to entry.  

• Strong bargaining power of suppliers, especially if reliant on imported textiles and 

accessories.  

• Intense industry rivalry among local and international brands leading to price wars and 

reduced margins.  

• Rapidly changing consumer preferences influenced by social media and digital trends.  

• Supply chain disruptions impacting production and delivery schedules. 

4.2.10 Porter Five Forces Market Analysis   

Threat of New Entrants 

The Nigerian fashion industry exhibits a moderate threat from new entrants. The industry has 

relatively low barriers to entry, allowing new brands to enter the market easily. However, high 

startup costs act as a barrier for local brands, with 70.3% of respondents indicating that startup 

costs impede new entries. Established brands benefit from customer loyalty, which can hinder new 

competitors from gaining market share. 

Bargaining Power of Suppliers 

Suppliers hold significant power within the industry due to supply chain constraints and low 

switching costs. The analysis indicates that suppliers can influence pricing and availability, 

especially for key inputs like fabrics, textiles, and accessories. The reliance on imported materials 

further amplifies supplier bargaining power. 

Bargaining Power of Buyers 

Consumers have high bargaining power, given the numerous options available and high price 

sensitivity. The industry features many competitors offering similar products, which enables 
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buyers to switch brands easily based on price and quality differences. This high buyer power exerts 

downward pressure on prices and margins. 

Threat of Substitutes 

There is a high threat from substitutes due to the availability of many alternative products and 

rapidly changing trends. Consumers can easily switch to alternative fashion items or brands if their 

preferences shift or prices increase. Such dynamic trend changes and the presence of numerous 

alternatives make the industry susceptible to substitution risks. 

Industry Rivalry 

Competitive rivalry among existing fashion brands in Nigeria is intense. Factors contributing to 

high competition include the fast-changing nature of fashion, product differentiation, and the 

presence of numerous brands competing for market share. This rivalry can lead to price wars, 

reduced profitability, and increased marketing efforts. 
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Threat of New Entrants 

- Low barriers to entry

- Brand Loyalty

Bargaining Power of Buyers

-Many options 

- Price Sensitivity

Threat of Substitude

- Many Alternative product

- changing Trends

Bargaining Power of Suppliers

- supplier constration 

- Low Switching Cost

Industry Rivalry 

- High Competition

- Product differentiation

- Fast changing 
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4.3 Business Strategy 

The business strategy focuses on sustainable growth through: 

• Digital Transformation: Developing a comprehensive e-commerce platform. 

• Brand Expansion: Leveraging social media for marketing and outreach. 

• Product Diversification: Introducing new product lines focused on sustainability. 

4.3.1 Strategic Goals and Objectives 

• To launch a fully functional e-commerce website by Q4 2025. 

• To achieve a 30% increase in market penetration nationwide by 2026. 

• To implement sustainable sourcing practices within the next 3 years (2026 – 2027) 

4.3.2 Marketing Strategy 

• Digital marketing utilizing through social media, influencer partnerships, and content 

marketing to increase brand visibility. 

• Enhancing online presence to drive traffic through search engine optimization via google and 

exploiting order available search engine 

• Promotional Campaigns: Offering seasonal discounts and loyalty programs to encourage 

repeat purchases via the lunched dbryanna website 

• While enhancing my offline presence with referral’s and one to one advertising  

4.3.3 Sales Strategy 

Creating a sales strategy that focuses on customer acquisition, retention, and satisfaction. 

• Focus on the e-commerce channel for increased accessibility and convenience. 

• Implementing systems to manage customer interactions and improve retention through 

excellent customer relationship management and feedback policy’s  

4.3.4 Operational Plan 

An operational plan that outlines the processes, resources, and technologies needed to support the 

business strategy. 
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• E-commerce Platform Design: Developing a user-friendly woo commerce website on 

WordPress with integrated secured payment solutions that will be easy to navigate, intuitive 

and fast in operations  

• Logistics Management: Establishing partnerships with reliable courier services for shipping 

and internal distributions  

4.5 Financial Plan 

4.5.1 Start-up Costs 

Priority 

 

Category 

 

Allocation 

 

Amount (₦) 

1 Inventory Acquisition 50% 25 million 

2 Marketing and Advertising 25% 12.5 million 

3 Operational Expenses 15% 7.5 million 

4 Website Development 10% 5 million 

 Total 100% 50 million 

 

Financial Plan Breakdown  

1. Inventory Acquisition - ₦25 million 

₦20 million - Core Product Line: 

• Invest in best-selling categories first (e.g., dresses, casualwear, formalwear, accessories) 

• Focus on quality fabrics, excellent tailoring, signature designs that define your brand. 

₦3 million - Limited Edition/Seasonal Collections: 

• Create something special - capsules, collaborations, limited drops - to drive exclusivity 

and excitement. 

₦2 million - Sampling, Packaging, and Quality Control: 

• Pay for prototype samples, fitting sessions, custom packaging (branded bags, tags, 

boxes). 

2. Marketing and Advertising - ₦12.5 million 

₦5 million - Social Media Advertising: 

• Instagram, TikTok, Facebook ads to drive brand awareness. 
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• Targeted campaigns to your ideal audience (age, gender, location, style interest). 

₦2 million - Influencer Collaborations: 

• Partner with micro and mid-level influencers who match your brand image. 

• Arrange gifted PR packages and sponsored posts. 

₦2 million - Brand Launch Event: 

• Organize a stylish launch party/pop-up event for press, influencers, and VIPs. 

• Good content opportunity and creates buzz. 

₦1.5 million - Content Creation: 

• Professional photoshoots, videos, lookbooks, behind-the-scenes content. 

• High-quality visuals for social media and website. 

₦2 million - Email Marketing & PR Campaigns: 

• Build an email list early, Push regular newsletters, style tips, and exclusive offers. 

• Hire a PR consultant to get fashion blogs, lifestyle pages, and magazines to feature you. 

3. Operational Expenses - ₦8 million 

₦3.5 million - Staff Salaries (6 months upfront) 

Hire key early roles: 

• Customer service/Community manager 

• Operations/logistics coordinator 

• Social media manager 

₦2 million - Office/Small Showroom Rent (6 months upfront): 

• A small stylish studio/showroom for fittings, meetings, photoshoots. 

₦1 million - Logistics and Delivery Partnerships: 

• Partner with reliable courier services for fast shipping. 

₦1 million - Business Setup Costs: 

• Legal registration, trademarking, accounting fees, initial software subscriptions (e.g., 

inventory management, Shopify, Canva Pro). 

₦0.5 million - Miscellaneous Expenses: 

• Electricity, internet, packaging restocks, small emergencies. 

4. Website Development - ₦4.5 million 



 

68 
 
 

₦2.5 million - E-commerce Store Setup: 

• WooCommerce website. 

• Mobile-first design (super important for fashion shoppers). 

• Smooth payment gateway integration. 

₦1 million - Branding and Design: 

• Hire a graphic designer to create your logo, color palette, typography, and brand guide. 

₦0.5 million - Copywriting: 

• Professional product descriptions, About Us page, FAQ, and return policy. 

₦0.5 million - Website Hosting, Domain, SSL: 

• Essential technical backend costs for a secure, fast-loading website. 

• website = digital storefront. Make it feel luxurious or cool depending on your brand vibe. 

4.5.2 Revenue Projections 

Monthly breakdown 

Month Cash Inflows (₦ Cash Outflows (₦) Net Cash Flow (₦) Cumulative Cash 

Balance (₦ 

1 0 15,000,000 -15,000,000 35,000,000 

2 0 10,000,000 -10,000,000 25,000,000 

3 5,000,000 5,000,000 0 25,000,000 

4 7,000,000 6,000,000 1,000,000 26,000,000 

5 9,000,000 6,500,000 2,500,000 28,000,000 

6 11,000,000 7,000,000 4,000,000 32,000,000 

7 13,000,000 7,500,000 5,500,000 38,000,000 

8 15,000,000 8,000,000 7,000,000 45,000,000 

9 17,000,000 8,500,000 8,500,000 53,500,000 

10 19,000,000 9,000,000 10,000,000 63,500,000 

11 21,000,000 9,500,000 11,500,000 75,000,000 

12 23,000,000 10,000,000 13,000,000 88,000,000 
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Ratio Analysis  

1 Ratio Name                      Formula                                         Value Benchmark/Reference 

2 Gross Cash Flow Margin Net Cash Flow 

/ Total Inflows                   

₦60.5M / ₦160M 

= 37.8% 

30–50% (healthy)   

3 Operating Efficiency Ratio Cash Outflows 

/ Cash Inflows                    

₦99.5M / ₦160M 

= 62.2% 

<70% is efficient    

4 Net Cash Flow Margin Net Cash Flow 

/ Total 

Outflows 

₦60.5M / 

₦99.5M = 60.8% 

Higher is better     

5 Cash Burn Rate (early) Monthly avg. 

cash loss 

(Month 1-2)              

(₦15M + 

₦10M)/2 = 

₦12.5M 

Normal for startup   

6 Monthly Cash Inflow 

Growth 

(Month 12 – 

Month 3) / 

Month 3 

(₦23M - 

₦5M)/₦5M = 

360% 

Strong growth 

7 Cash Flow Breakeven 

Month 

First month Net 

Cash Flow ≥ 0 

Month 3 Good signal 

8 ROI (Cash-based) Net Cash Flow 

/ Initial Capital 

(₦50M 

assumed) 

₦60.5M / ₦50M 

= 121%   

Exceptional 

9 Cash Flow Coverage Ratio Cumulative 

Cash / Avg. 

Monthly 

Outflow 

(₦8.3M) 

₦88M / ₦8.3M = 

10.6 

6 -12 is safe zone 
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Statistical Insight 

Revenue growth is exponential from Month 3 to 12 (from ₦5M to ₦23M). This reflects a strong 

compound monthly growth rate (CMGR): 

CMGR =(23𝑀/5𝑀)1/9 – 1 = ≈ 17.4 % 

Cash Reserve Efficiency: Ending cash balance is 2.93× the initial reserve — indicates excellent 

capital utilization and liquidity planning.   

Key Points 

• Months 1-2: Focus on setting up the business infrastructure, including inventory procurement, 

website development, and initial marketing campaigns. No revenue is expected during this 

period. 

• Months 3-4: Begin generating revenue as marketing efforts start to yield results. Operational 

expenses continue, but the business starts moving towards a break-even point. 

• Months 5-12: Steady growth in revenue with controlled operational expenses leads to 

increasing net cash flow and a healthy cumulative cash balance, 

Revenue Projection 

Year 1: Setup and Launch Year 

Revenue Focus: Awareness, first-time buyers, brand building. 

Order Volume: Starts small (200 orders/month by mid-year). 

Average Order Value (AOV): ₦25,000 per order. 

Projected Year 1 Revenue: Inception stage 

₦75 million – ₦85 million 

(based on building gradually from ₦5m - ₦12m monthly sales after launch) 

Year 2: Growth and Expansion Year 

Revenue Focus: Scaling up marketing, growing returning customers. 

Order Volume: Grows 30% + from Year 1 (550 –700 orders/month). 

AOV increases: ₦27,500 (more can be charge after building brand credibility). 

Projected Year 2 Revenue: 
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₦180 million – ₦220 million 

(consistently hitting ₦15m - ₦20m + per month, especially during sale seasons) 

Year 3: Scaling and Market Domination Year 

Revenue Focus: Maximize loyalty, enter new markets, possibly export. 

Order Volume: Another 30 - 40% growth (800 - 1000 orders/month). 

AOV: ₦30,000 (higher-end products, limited editions, collaborations). 

Projected Year 3 Revenue: 

₦280 million - ₦350 million 

(₦25m - ₦35m monthly sales common once brand is well-known) 

Year    Revenue Projection Range (₦) Key Focus 

Year 1    ₦75M – ₦85M                                Build brand + audience, prove concept 

Year 2    ₦180M – ₦220M Scale product lines, loyalty growth 

Year 3    ₦280M – ₦350M                            Dominate + international scaling 

 

4.5.3 Expense Projections 

Monthly Sales Target Breakdown 

YEAR 1 - Startup Year (Target: ₦75M – ₦85M) 

Month Target Revenue (₦) Notes 

Jan  ₦0 Setup: No sales yet (brand building, website, inventory in 

progress) 

Feb ₦0 Setup continues (maybe soft pre-orders) 

Mar ₦5,000,000 Launch month – start selling 

Apr ₦15,000,000 Early adopters, light marketing 

May ₦6,000,000              Small growth, influencer push 

Jun ₦6,500,000             Mid-year promo, build traffic 

July ₦7,000,000              Steady organic growth 

Aug ₦7,500,000              Run promotions, collect reviews 

Sep ₦8,000,000 New collection drops to boost sales 

Oct ₦9,000,000 Pre-Black Friday promotions 

Nov ₦10,000,000 Black Friday major sale! Huge month 

Dec ₦11,000,000 Christmas sales peak 
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YEAR 2 - Growth Year (Target: ₦180M – ₦220M) 

Month Target Revenue (₦) 

Jan ₦12,000,000 

Feb ₦13,000,000 

Mar ₦14,000,000 

Apr ₦15,000,000 

May ₦16,000,000 

Jun ₦17,000,000 

July ₦18,000,000 

Aug ₦18,500,000 

Sep ₦19,000,000 

Oct ₦20,000,000 

Nov ₦23,000,000 

Dec ₦24,500,000 

Total Year 2 Revenue Target: ₦210,000,000 

YEAR 3 - Scaling Year (Target: ₦280M – ₦350M) 

Expanding into new cities, possible export, strong loyalty sales. 

Month   Target Revenue (₦) 

Jan  ₦20,000,000 

Feb ₦21,000,000 

Mar  ₦22,000,000 

Apr   ₦24,000,000 

Mar  ₦26,000,000 

Jun   ₦27,000,000 

Jul   ₦28,000,000 

Aug   ₦28,500,000 

Sep   ₦30,000,000 

Oct   ₦32,000,000 

Nov   ₦36,000,000 

Dec ₦38,000,000 

Total Year 3 Revenue Target: ₦332,500,000 

TAX, Commission and Shipping Fees 

1.  Value Added Tax (VAT): 

• All goods and services are subject to VAT, which is currently 7.5% in Nigeria. 
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• This VAT is charged on the total sale price, including the product price and shipping fees. 

2. Commission 

• Bryanna charges a commission on each sale, which is a percentage of the net product 

price (before VAT).  

• The commission rate will varies depending on the product category and cost value  

3. Shipping Fees 

• Bryanna charges shipping cost contribution, which is an additional fee added to the 

product price. 

• This fee covers the cost of delivering the product to the customer at 10% of the total 

purchase item  

4. Other Potential Fees: 

• Bryanna may also charge for things like marketing or advertising services if a seller 

chooses to use them.  

• Where a seller provides incorrect payment information, bryanna may deduct bank 

charges from their commission.  

4.5.4 Break-even Analysis 

The break-even point is projected to be reached within the first 18 months of operation, accounting 

for steady sales growth and controlled costs. 

4.5.5 Funding Requirements 

Bryanna's Divas Collection Ltd seeks to raise ₦60 million naira through a combination of personal 

investment, loans, and potential angel investors to support the business plan's objectives. 

4.6 Timeline 

Timeline outlining the key phases and milestones of the up- scaling plan. 

4.6.1 Milestones 

Setting specific milestones to track progress and ensure timely execution.   

Implementation Plan Timeline for Bryanna’s Divas Collection Ltd (2025-2027) 

This timeline outlines key initiatives for rolling out the e-commerce platform, marketing strategies, 

and operational improvements over a three-year period. Continuous monitoring and evaluation 

will be conducted to adapt to market changes and ensure the achievement of strategic objectives. 
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Q1 (January - March) 

• Market Research and Analysis: Complete a thorough analysis of target market preferences, 

competitor benchmarks, and emerging fashion trends. 

• Business Plan Finalization: Refine business plan with updated market insights and 

strategies. 

Q2 (April - June) 

• E-commerce Platform Development: Begin the design and development of the e-commerce 

platform focusing on user experience, responsive design, and integration of payment 

systems. 

• Supplier Partnerships: Establish partnerships with suppliers for sustainable materials, 

ensuring quality and ethical sourcing. 

Q3 (July - September) 

• Testing of E-commerce Platform: Conduct beta testing of the e-commerce platform to 

gather user feedback and make necessary adjustments. 

• Marketing Strategy Development: Develop a comprehensive marketing strategy focusing 

on digital marketing channels, social media, influencer partnerships, and content creation. 

Q4 (October - December) 

• Launch E-commerce Platform: Officially launch the e-commerce platform to the public 

with a promotional campaign. 

• Initial Marketing Campaign: Execute the first phase of the marketing campaign to drive 

traffic to the new site, utilizing social media, email marketing, and influencer partnerships. 

2025Year 1
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Q1 (January - March) 

• Monitor and Evaluate E-commerce Performance: Analyze platform performance metrics, 

customer feedback, and sales data to identify areas for improvement. 

• Enhancement of Marketing Tactics: Adjust marketing strategies based on performance 

analytics; introduce new promotions to attract more customers. 

Q2 (April - June) 

• Expansion of Product Line: Introduce new collections based on customer feedback and 

emerging fashion trends. 

• Customer Loyalty Program Development: Create and implement a customer loyalty 

program to incentivize repeat purchases. 

Q3 (July - September) 

• Increase Digital Advertising Spend: Invest more in pay-per-click (PPC) and social media 

advertising targeted at specific demographics to boost brand awareness. 

• Perform SWOT Analysis: Reassess the internal and external environment through a SWOT 

analysis to realign business strategies. 

Q4 (October - December) 

• Evaluate Year-End Performance: Conduct a comprehensive review of sales performance, 

marketing effectiveness, and operational efficiencies. 

• Strategic Planning for Year 3: Begin planning for the next phase of growth, focusing on 

potential national and international expansion. 

 

2026Year 2
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Q1 (January - March) 

• National Expansion Strategy: Research and develop strategies for expanding market reach 

beyond local areas, targeting key cities across Nigeria. 

• Investment Opportunities: Explore potential partnerships or investment opportunities to 

support growth initiatives. 

Q2 (April - June) 

• Launch National Marketing Campaign: Initiate a nationwide marketing campaign that 

highlights Bryanna’s unique value propositions and sustainable practices. 

• Platform Upgrade: Evaluate and upgrade the e-commerce platform based on technological 

advancements and user experience improvements identified in previous years. 

Q3 (July - September) 

• Evaluate Customer Feedback: Gather insights from customers regarding new initiatives 

and products; adjust offerings based on feedback. 

• Explore Global Market Opportunities: Research potential entry into international markets, 

assessing logistical, regulatory, and operational requirements. 

Q4 (October - December) 

• Final Evaluation and Reporting: Conduct a complete evaluation of the overall business 

performance over the three years, documenting successes and areas for improvement. 

• Strategic Review Meeting: Hold a meeting with stakeholders to discuss findings, celebrate 

successes, and outline the strategic direction for the next phase of growth. 

4.7 Potential Risks and Mitigation Strategies    

The business plan for Bryanna’s Divas Collection Ltd.’s digital transformation and expansion 

into e-commerce presents several potential risks, along with corresponding mitigation strategies: 

2027Year 3
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4.7.1 Potential Risks 

Technical Risks 

• Website development delays or technical glitches, affecting customer experience and 

sales. 

• Cybersecurity threats, such as data breaches or payment fraud. 

Market Risks 

• Low customer adoption of online shopping platforms due to digital literacy or trust 

issues. 

• Rapid changes in fashion trends leading to inventory obsolescence. 

Operational Risks 

• Supply chain disruptions, especially for imported materials and sustainable sourcing. 

• Challenges in order fulfillment and logistics, affecting delivery times and customer 

satisfaction. 

Financial Risks 

• High initial investment costs with delayed break-even point, impacting cash flow. 

• Fluctuations in exchange rates or inflation affecting costs of imported materials. 

Regulatory and Legal Risks 

• Non-compliance with Nigeria’s evolving e-commerce regulations and data protection 

laws. 

• Potential legal disputes over intellectual property or customer data security. 

Competitive Risks 

• Intense industry rivalry leading to price wars and reduced margins. 

• Entry of new competitors or global brands entering the Nigerian market. 

Technological Adoption Risks 

• Resistance from staff or suppliers in adopting new digital tools. 

• Limited digital infrastructure in some areas affecting logistics and payment systems. 

4.7.2 Mitigation Strategies 

Technical Risks 

• Engage experienced developers and conduct thorough testing before launch. 
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• Implement robust cybersecurity measures, including SSL certificates, firewalls, and 

regular security audits. 

Market Risks 

• Conduct extensive customer education campaigns on online shopping benefits. 

• Incorporate trend forecasting and flexible inventory management to adapt to fashion 

changes. 

Operational Risks 

• Develop diversified supply chain partnerships, including local artisans and suppliers, to 

reduce dependency on imports. 

• Partner with reliable logistics providers and implement tracking systems to ensure timely 

deliveries. 

Financial Risks 

• Prepare detailed financial forecasts and secure adequate funding to cushion potential 

delays. 

• Use hedging or forward contracts to manage currency fluctuation risks. 

Regulatory and Legal Risks 

• Stay updated on Nigeria’s e-commerce and data protection laws; work with legal experts 

to ensure compliance. 

• Establish clear customer data policies and secure customer consent for data collection and 

processing. 

Competitive Risks 

• Differentiate through unique product offerings, sustainable practices, and superior 

customer service. 

• Monitor competitors regularly and adapt marketing and pricing strategies accordingly. 

Technological Adoption Risks 

• Provide training and support for staff and suppliers on new digital tools. 

• Invest in improving digital infrastructure, possibly leveraging mobile-based solutions 

popular in Nigeria. 
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4.7 Continuous Monitoring and Evaluation 

Throughout the three years, Bryanna’s Divas Collection Ltd will engage in continuous monitoring 

feedback, and market trends. Regular team reviews will be conducted to ensure alignment with 

business objectives and adaptability in response to market dynamics.  

4.8 Summary, Conclusion and Future Research Directions 

Summary 

This thesis has developed a comprehensive business plan aimed at facilitating the sustainable 

growth and expansion of Bryanna’s Divas Collection Ltd, a reputable Nigerian fashion enterprise. 

The study emphasizes the significance of integrating digital transformation, particularly through 

the establishment of a user-friendly e-commerce platform, with sustainable sourcing and 

production practices to meet modern consumer demands. 

The research identified key market opportunities within Nigeria and globally, acknowledging the 

increasing preference for online shopping and environmentally conscious fashion. Through 

strategic analysis frameworks such as Porter's Five Forces and SWOT analysis, the study outlined 

actionable strategies for market penetration, brand positioning, and risk mitigation. 

The proposed business plan includes phased implementation of digital tools, marketing strategies, 

and sustainable supply chains, targeting a 30% market share growth by 2026. The plan also 

considers potential challenges, proposing solutions to ensure resilience and adaptability in a 

competitive environment 

Conclusion  

This research undertaken will contributes valuable insights into the development of a 

comprehensive business plan that supports the scaling and sustainable growth of Bryanna's Divas 

Collection Ltd. The result and findings will provide a business plan blueprint for the company to 

navigate the complexities of the fashion industry in Nigeria, capitalizing on emerging digital 

trends, Ecommerce technologies, and ultimately achieve its growth objectives. Future research 

could further explore the impact of evolving consumer behaviours and technological 

advancements on the fashion industry in Nigeria, providing ongoing guidance for businesses 

seeking to thrive in this dynamic environment 
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Future Research Directions 

Limited studies specifically addressing the Nigerian fashion market's unique challenges and 

opportunities. There is a lack of research specifically addressing the unique challenges faced by 

the Nigerian fashion market, such as supply chain issues and competition. Additionally, 

opportunities for growth, like leveraging local craftsmanship and sustainable fashion trends, 

remain underexplored. Understanding these factors is essential for local businesses like Bryanna's 

Divas Collection Ltd and other fashion brands in Nigeria to develop effective market strategies. A 

need for more empirical research on the effectiveness of e-commerce strategies for SMEs in 

Nigeria Empirical studies evaluating the effectiveness of e-commerce strategies for SMEs in 

Nigeria are limited. Research is needed to understand how various online platforms and marketing 

techniques impact sales and customer loyalty in the fashion sector. This knowledge is crucial for 

Bryanna's Divas Collection Ltd to optimize its online presence and enhance market reach. 
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Survey Question  

 

Survey Design for Porter's Five Forces Market Analysis in the Nigerian Fashion Industry 

Introduction 

This survey aims to gather insights regarding the competitive dynamics in the Nigerian fashion 

industry, based on Porter's Five Forces framework. Your responses will help in understanding the 

market environment and developing effective business strategies for Bryanna's Divas Collection 

Ltd, which seeks sustainable growth and expansion. All responses are anonymous, and your 

participation is greatly appreciated. 

 

Section 1: Respondent Demographics 

1. What is your age? 

• Under 18 

• 18-24 

• 25-34 

• 35-44 

• 45-54 

• 55 and above 

2. What is your gender? 

• Male 

• Female 

• Other/Prefer not to say 

3. What is your highest level of education? 

• High school diploma 

• Bachelor's degree 

• Master's degree 

• Doctorate 

• Other (please specify): __________ 

4. What is your occupation? 

• Student 

• Employed 

• Self-employed 

• Unemployed 

• Retired 

• Other (please specify): __________ 

 

Section 2: Industry Awareness and Participation 

1. How often do you purchase fashion products (clothing, accessories, etc.)? 

• Weekly 

• Monthly 

• Quarterly 

• Rarely 

• Never 

2. What type of fashion products do you primarily purchase? (Select all that apply) 

• Clothing 
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• Footwear 

• Accessories 

• Custom designs 

• Other (please specify): __________ 

3. Where do you typically buy your fashion products? (Select all that apply) 

• Online (e-commerce sites) 

• Physical stores 

• Local markets 

• Fashion shows/events 

• Other (please specify): __________ 

 

Section 3: Porter's Five Forces 

3.1 Threat of New Entrants 

1. How easy do you think it is for new fashion brands to enter the Nigerian market? 

• Very easy 

• Somewhat easy 

• Neutral 

• Somewhat difficult 

• Very difficult 

2. What factors do you think could prevent new brands from entering the market? (Select all that 

apply) 

• High startup costs 

• Strong brand loyalty among consumers 

• Limited access to suppliers 

• Regulatory barriers 

• Other (please specify): __________ 

3.2 Bargaining Power of Suppliers 

1. How would you rate the power of suppliers in the fashion industry? 

• Very high 

• High 

• Moderate 

• Low 

• Very low 

2. What type of products do you believe suppliers have significant control over? 

• Fabrics and textiles 

• Accessories 

• Manufacturing processes 

• Other (please specify): __________ 

3.3 Bargaining Power of Buyers 

1. How likely are you to switch brands based on pricing and quality? 

• Very likely 

• Somewhat likely 

• Neutral 

• Somewhat unlikely 

• Very unlikely 
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2. What factors most influence your decision when purchasing fashion products? (Select top 3) 

• Price 

• Quality 

• Brand reputation 

• Customer service 

• Fashion trends 

• Other (please specify): __________ 

3.4 Threat of Substitute Products 

1. How inclined are you to purchase alternatives (e.g., used clothing, DIY fashion) instead of new 

fashion items? 

• Very inclined 

• Somewhat inclined 

• Neutral 

• Somewhat disinclined 

• Very disinclined 

2. What substitutes do you commonly consider when shopping for fashion products? (Select all 

that apply) 

• Thrift stores 

• Rental services 

• DIY/custom designs 

• Not applicable 

• Other (please specify): __________ 

3.5 Industry Rivalry 

1. How competitive do you perceive the Nigerian fashion industry to be? 

• Extremely competitive 

• Very competitive 

• Moderately competitive 

• Slightly competitive 

• Not competitive at all 

2. What strategies do you find most effective for companies to differentiate themselves in the 

market? (Select all that apply) 

• Unique product offerings 

• Strong online presence 

• Celebrity endorsements 

• Sustainable practices 

• Other (please specify): __________ 

 

Section 4: Additional Comments 

1. What challenges do you think fashion businesses in Nigeria should address to be successful? 

• Open-ended response: ________________________ 

2. Any additional comments regarding your shopping experiences or opinions on the Nigerian 

fashion industry? 

• Open-ended response: ________________________ 

 

Conclusion 
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Thank you for participating in this survey! Your responses will play a vital role in understanding 

the competitive landscape of the Nigerian fashion industry and help in developing sustainable 

growth strategies for Bryanna's Divas Collection Ltd 
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Survey Result  

 

Respondent Demographics   

 

What is your age? 

 

 
 

What is your role in the Nigerian fashion industry? 

 

 
 

What is your gender 
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What is your highest level of education? 

 
 

 

What is your occupation? 

 

 
 

 

 

 

 

 

 

 

 

 

 

 



 

95 
 
 

 

 

Industry Awareness and Participation 

 

How often do you purchase fashion products (clothing, accessories, etc.)? 

 
 

What type of fashion products do you primarily purchase? 
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Where do you typically buy your fashion products? 

 

d 

 


