
 

 

 

www.thaely.com 

 

BUSINESS PLAN 

THAELY 

 

01.02.20 

 

 

 

 

 

 

 

 

 

 

 



Content  Page No. 

Executive Summary 

 1.1 About The Company 

 1.2 Product and Services 

 1.3 Market 

 1.4 Industry 

 1.5 Strategy 

 1.6 Implementation 

 1.7 Management 

 1.8 Risk Assessment 

1-7 

 1-2 

 2 

 2-4 

 4-5 

 6 

 6 

 6-7 

 7 

2. Company and Product Description 

 2.1 Mission – Vision 

 2.2 Business Opportunity 

 2.3 Legal Entity and Ownership 

 2.4 Location and Facilities 

 2.5 Thaely Branded Footwear 

 2.6 Product Features & Core 

Advantages 

 2.7 Design and Manufacturing Agency 

8-10 

 8 

 8 

 9 

 9 

 9 

 10 

 

 10 

3. Industry and Competitive Review 

 3.1 Industry Research 

 3.2 SWOT Analysis 

11-13 

 11 

 12-13 

4. SIPOC Program  14-15 

5. Management  

 5.1 Management Team 

 5.2 Personnel Plan 

 16-17 

 16-17 

 18 

 



 

6. Quality Assurance Plan and Operations 

Processes 

 19-20 

7. Technology Development Plan  21-26 

8. Marketing and Sales Plan 

 8.1 General Market Analysis 

 8.2 Market Segmentation 

 8.3 General Industry Characteristics 

 8.4 Competitive Edge 

 8.5 Commercial Channel 

 7.6 Online Channel 

 7.7 Network Size 

 7.8 Promotion 

 7.9 Price Strategy 

 7.9.1 Brand Strategy 

 27- 35 

 27-29 

 30 

 31-32 

 32-33 

 33 

 34 

 34 

 34 

 34-35 

 35 

8. Financial Forecast  36-40 

9. Contingency Plan and Exit Strategy  41 

10. References  42-43 

 



1 
 

1. Executive summary 

1.1 About the company 

“Thaely” is a word derived from Hindi which translates to plastic bags. As the name suggests 

Thaely is a brand that makes Vegan sneakers from waste plastic bags. We developed an 

alternative method of upcycling waste plastic bags that creates a strong and flexible fabric that 

resembles leather.    

Thaely‟s inception was to find a solution to the problem of waste. The Oil and gas industry is the 

biggest polluter in the world followed by the fashion industry in second place
1
. Thaely tackles 

waste created by both these industries as it upcycles plastic bags which are a product of the oil 

and gas industry and eliminates the waste and unethical practices needed to produce fabrics such 

as cotton, leather and PVC. 

The waste plastic bags would be sourced from donation campaigns and can be purchased for as 

low as 250 CAD$ per ton from Waste management units in India
2
. The upcyling of the waste 

plastic bags into the Thaely fabric requires no additional chemicals and does not produce any 

toxic waste. The process uses a specially modified machine that controls time, pressure and 

temperature autonomously. The finished Thaely fabric is then ready to be constructed into a 

sneaker by conventional sneaker manufacturing practices that traditionally use leather for the 

construction. 

Thaely intends to market itself as a sustainable and vegan urban streetwear brand to cater the 

growing conscious consumer market that generally consists of consumers from the ages of 15 -

24. The same consumer demographic that is choosing streetwear clothing brands over traditional 

brands. The sneaker would be sold through Thaely‟s online portal and specialty retailers such as 

sneaker boutiques, skate shops. Due to the sneakers wide appeal it could also be sold through 

multi brand online fashion stores. 

The brand also offers a trade-in service which would encourage users to trade in their old worn 

out Thaely sneakers to receive a discounted price on their next Thaely product which allows us 
                                                           
1 McFall-Johnsen, M. (2019). The fashion industry emits more carbon than international flights and maritime shipping combined. Here are the 

biggest ways it impacts the planet.. [online] Business Insider. Available at: https://www.businessinsider.com/fast-fashion-environmental-impact-
pollution-emissions-waste-water-2019-10. 

 
2 indiamart.com. (2019). Polythene Bag Scrap. [online] Available at: https://www.indiamart.com/proddetail/polythene-bag-scrap-
17790682112.html [Accessed 15 Dec. 2019]. 
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to responsibly upcycle Thaely sneakers or to refurbish and donate less worn-out pairs to 

organizations such as charities, orphanages, refugee camps etc. This also enables the brand to 

maximize customer retention along with generating a recurring revenue.  

1.2 Product and Services 

Thaely would initially focus on „Thaely Y2K‟ a sneaker inspired by skate and basketball culture, 

two themes omnipresent in the streetwear culture. The name Y2K is a nod to fashion and trends 

from the early 2000s, which are set to have resurgence in 2019 and 2020. The sneaker would be 

entirely constructed out of upcycled or ethically sourced natural materials. The outer layer would 

be constructed from Thaely‟s upcycled plastic material and would have a leather like feel, the 

inside would be constructed from Eco polyester a breathable material which is created from 

recycled plastic bottles, the sole are made from ethically sourced natural rubber that causes no 

harm to rubber trees and forests and finally the glue used would be Vegan, free of any animal 

products. Thaely‟s Y2K sneaker would be environmentally conscious and ethical but would still 

be trendy and stylish. Initially the sneaker would be available in white but can easily be dyed to 

other shades.  

*One pair of the Y2K would use 15 waste plastic bags and 22 waste plastic bottles for its 

construction. 

Thaely‟s upcycled plastic material‟s thickness and texture can be controlled hence this could be 

used to diversify the brands options. Apparel and accessories such as wallets, card holder and 

jackets can also be constructed using this material to further the brands offerings and diversify. 

All of Thaely‟s products would be designed to be deconstructed and recycled to help create new 

Thaely products as a means to reduce waste and recreate material needed to produce new Thaely 

products. 

1.3 Market 

Ecofriendly and environmentally conscious fashion often come with bit of a stigma. But while it 

was once thought of as uncool or only a concern for hippies, the tables appear to be turning. 

According to a recent study by Unilever, sustainability issues are increasingly affecting shopping 
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decisions, with 21% of people saying they would support brands that clearly convey 

sustainability aspects through their marketing and packaging 
3
. 

Nine in ten Generation Z consumers believe that companies have a responsibility to address 

environmental and social issues. The views of Gen Z and millennial consumers are critical. 

Together, these cohorts represent around $350 billion of spending power in the United States 

alone approximately $150 billion spent by Gen Z and around $200 billion by Millennials; 

additionally, Gen Z will account for 40 percent of global consumers by 2020. But concern over 

environmental and social issues is not restricted to younger consumers. Some two-thirds of 

consumers worldwide say they would switch, avoid, or boycott brands based on their stance on 

controversial issues 
4
. 

A fashion search engine „Lyst.com‟ tracked more than 100 million searches on their shopping 

site in 2018 to analyze the biggest trends and most buzzed about brands. Lyst has reported a 47% 

increase in shoppers looking for items that have ethical and style credentials with terms such as 

“vegan leather” and “organic cotton”. Also several brands with a strong stance on sustainability 

made the „most searched for‟ roundups for the first time 
5
. 

In what has felt like the blink of an eye, "streetwear" a term that itself has become less and less 

tethered to one concrete definition  has gone from a niche, underground category of clothing and 

footwear to a mainstream industry that has shaken up the fashion business as we know it. 

Streetwear companies have genuinely grabbed the attention of Millennials and Gen Z-ers, a 

notoriously hard-to-capture set of consumers and built a whole culture around them. 

Fashion houses have been actively courting Millennials in 2018, inviting social media and 

celebrity influencers to their front rows as part of their communication strategy. But it has taken 

streetwear to catch the interest of Generation Z born after 1995, including sneakers, denim and 

T-shirts.  

                                                           
3 Gilliland, N. (2018). How ethical fashion brands are marketing to conscious consumers – Econsultancy. [online] Econsultancy. Available at: 

https://econsultancy.com/how-ethical-fashion-brands-are-marketing-to-conscious-consumers/. 
4
 McKinsey & Company. (2019). The influence of „woke‟ consumers on fashion. [online] Available at: 

https://www.mckinsey.com/industries/retail/our-insights/the-influence-of-woke-consumers-on-fashion. 
5 Pinnock, O. (2018). Sustainable Fashion Searches Surged In 2018. Forbes. [online] 20 Nov. Available at: 
https://www.forbes.com/sites/oliviapinnock/2018/11/20/sustainable-fashion-searches-surged-in-2018/. 
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The number of U.S. consumers identifying as vegan grew from 1% to 6% between 2014 and 

2017, a 600% increase, according to Global Data 
6
. The data also revealed a growing interest in 

plant-based foods by consumers who don‟t consider themselves vegetarian or vegan. This year, 

250,000 people signed up for the Veganuary campaign compared to 168,500 in 2018 and just 

3,300 five years ago. Perhaps most surprising of all, estimates suggest 92% of plant-based 

products consumed in the UK in 2018 were purchased by non-vegans 
7
. This shows that the 

vegan movement is not just limited to consumers who identify as strictly vegan. The general 

population is also choosing to purchase vegan dude to the environmental and ethical benefits.  

The market research data agrees: "In most recent years there has been a rise in demand for trend-

led vegan clothing, as many items seemingly animal-product free contain small parts of animals 

such as leather labels, for example on jeans, or angora wool in jumpers, rendering them 

undesirable to the young vegan consumer," according to Retail Insight Network 
8
. This is having 

an impact on designers and retailers, who have pledged to ditch certain animal products from 

their offerings. 

1.4 Industry 

Sales for sneakers has doubled over the past few decades and introduction of different designs 

and styles has helped in the retention of the customers and grabbed attention of the new 

customers as well.  

The growth and demand for the sneakers is caused by the health conscious consumers, product 

development and new product launch adopting innovative technology. The using environmental 

friendly material such as upcycled plastic, synthetic rubber or grounded coffee into 

manufacturing is the new trend of footwear industry. For example, in 2018, luxury brand Hugo 

Boss launched vegan pineapple leather men‟s shoes and raised concerns towards the growing 

demand for cruelty-free footwear range by releasing vegan shoes for men.  

                                                           
6 Forgrieve, J. (2018). The Growing Acceptance Of Veganism. Forbes. [online] 2 Nov. Available at: 

https://www.forbes.com/sites/janetforgrieve/2018/11/02/picturing-a-kindler-gentler-world-vegan-month/#5d4e4d0e2f2b [Accessed 15 Dec. 

2019]. 
7 Hammett, E. (2019). How retailers have responded to the growing appetite for plant-based food. [online] Marketing Week. Available at: 

https://www.marketingweek.com/retailers-vegan-plant-based-food/ [Accessed 15 Dec. 2019]. 
8 GlobalData Retail (2017). How can retailers capitalise on the growing vegan trend? [online] Verdict Retail. Available at: https://www.retail-

insight-network.com/comment/can-retailers-capitalise-growing-vegan-trend/ [Accessed 15 Dec. 2019]. 
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Due to the increasing in global footwear market, the operating conditions for the Shoes and 

Footwear Manufacturing industry in Canada have been positive over the five years to 2019. 

Monthly retail sales of shoe store in Canada have remained steady over the past couple years. In 

2018, sales peaked at around CAD$357.56 million in November. Quarterly retail sales of men‟s 

athletic footwear were around CAD$275 million in the third quarter of 2018 alone. When it 

comes to footwear specifically made for sports, most Canadians purchase a new pair of sports 

shoes every few years, and usually spend between 30 and 149 Canadian dollars. When it comes 

to footwear specifically made for sports, most Canadians purchase a new pair of sports shoes 

every few years, and usually spend between 30 and 149 Canadian dollars
9
. 

 

Graph 2: The Footwear Industry Value in Canada Market from 2014 to 2019 

 

 

 

                                                           
9
 Statista Research Department. “Footwear: Market Value Forecast Canada 2019.” Statista, 9 Aug. 2019, 

https://www.statista.com/statistics/487121/forecasted-market-value-of-the-footwear-industry-canada/. 
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1.5 Strategy 

Strategic objectives include maximizing company revenues by establishing a high-profile, 

unique product, retail presence in Toronto through third party and multi brand stores, Canada; 

promoting premiere offerings, through effective multi-channel marketing; optimizing key 

operating process; and promoting research and development of new products and new markets. 

Thaely‟s strategy would be to mainly focus on online retailing. Through both the brands own 

website with worldwide shipping and third party online retailers. Thaely sneakers would also be 

sold through niche physical retailors that specialize in streetwear and skate apparel.  

Thaely would be using its sustainability combined with streetwear bent to appeal to international 

customers. Green marketing along with unconventional social media marketing would be used to 

target a younger demographic. 

Thaely would also use a unique customer retention strategy, through which consumers would be 

able to trade in their Thaely product yearly to receive discounts and special benefits such as early 

access which is especially coveted in the streetwear market. This trade-in strategy would help the 

Thaely generate a recurring revenue. This would help the brand responsibly upcycle or donate 

returned Thaely merchandise further adding to the brands environmental consciousness and 

completing the cycle of consumption to reduce waste.  

1.6 Implementation 

The operating plan centers on identification and setting up of suitable commercial space in 

Toronto, Canada with proximity to the garment district to launch the company‟s inaugural design 

studio, by September 2020. The marketing plan relies on multi-channel advertising, Guerilla 

marketing and strategic alliancing to generate exposure and sales. 

1.7 Management 

The founders & CEO, Ashay Bhave, possess a wealth of sneaker industry experience and was 

part of the accessory design course at the Fashion Institute of Technology in New York along 

with an education in Entrepreneurship through his bachelor‟s degree in Business Administration 

Entrepreneurship for Amity University Dubai. Additionally, he is supported by the co-founding 

team who have a rich experience in different sectors including: finance, marketing, operation and 
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technology. Moreover, the company will be consulted by professional consultants in both law 

and accounting.  

1.8 Risk Assessment  

Thaely is positioned to revitalize the sneaker industry which is made from the environmental 

friendly materials, by leveraging unsurpassed design capabilities, high technology, artisan 

craftsmanship and worldwide shipping. Key success factors, along with critical risk factors, have 

been evaluated – business success is highly achievable.   
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2. Company and Product Description 

2.1 Mission Statement 

Thaely‟s mission statement is ‘Don’t just do it. Do it right! ’. This suggests that although being 

a fashion brand Thaely would not add to the environmental burden but rather upcycle waste to 

produce trendy and fashionable sneakers.  

The vision of Thaely would be to provide a product that would not limit ones fashion expression 

due to their conscious outlook and at the same time Thaely‟s environmental consciousness would 

not be an afterthought.  

Vision 

The vision of Thaely would be to provide a product that would not limit one‟s fashion expression 

due to their conscious outlook and at the same time Thaely‟s environmental consciousness would 

not be an afterthought. 

2.2 Business Opportunity 

Thaely believes that it has the right product at the right time for the right people. Our business 

philosophy along with our ethical values would ensure attracting a loyal customer base. Thaely‟s 

unique line of products along with a green marketing tactic would encourage clothing retailers 

and consumers to think of Thaely firsts when looking for original, trendy and green products. 

The values that drive us makes Thaely what it is: THAELY 

 T: Thoughtful 

 H: High quality 

 A: Affordable  

 E: Environmentally conscious 

 L: Lasting 

 Y: Youthful 
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2.3 Legal Entity and Ownership 

Thaely will be formed as a Chapter C Corporation, with co-founder team who have relevant 

experiences as followings: 

Ashay: Founder – Chief Executive Officer – Chief Financial Officer 

Alex: Director of Marketing and Sales. 

Connie: Director of Finance. 

Vo Thi Thu Nga: Director of Customer Services.  

2.4 Location and facilities 

The Thaely HQ office would be located in Camden Street which is located near the Garment 

district in Toronto. Thaely would be using a Co-working space such as the “Project Spaces”
10

. 

Thaely would be using a drop shipping method for the supply chain to reduce warehousing costs. 

Thaely would outsource all manufacturing to Alpine Shoes Pvt. Ltd. in Faridabad, India. Alpine 

Shoes also strictly conforms to all necessary industry compliance codes. The management 

adheres to social and ethical practices as stipulated by SMETA and FFC international standards. 

Alpine Shoes is registered on both the portals. In addition, the company also has Adidas audit 

approvals with a 3C SEA rating
11

. 

2.5 Thaely Branded Footwear 

The company offers original designs, meticulously handcrafted in India and would be sold in 

some of the finest boutiques across the country and online channels.  

 Website and online channels: the sneakers would be sold through Thaely‟s online portal, 

third-party multibrand online stores such as SSENSE, MatchesFashion and Mr Porter. 

 Retail: In 2020, Thaely would use third party brick and mortar stores such as specialty 

stores that focus on sneakers or ecofriendly/vegan products. 

 

                                                           
10

 “Project Spaces: Camden Street.” Project Spaces: Community-First Coworking in Downtown Toronto, https://www.projectspac.es/camden. 
11

 Alpine Shoes, http://alpineshoes.net/#section-complaince. 
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2.6 Product Features and Core Advantages  

Our product features and core advantages are following: 

 Our products are made from upcycled plastic which contributes to reduce the impacts of 

sneaker industry to environment. Our philosophy of Sustainable, Vegan and Streetwear 

would give it an edge over its competitors.   

 Thaely‟s upcycled plastic fabric has properties very similar to regular leather while 

Thaely‟s fabric requires no additional chemicals and it easy to produce with household 

materials that are scalable to large scale production processes.  

 Thaely‟s product life does not end after it is worn out or no longer used. The shoes can be 

traded in via the brands website in exchange for discounts, reward points and benefits 

such as early access. Thaely gives consumers an incentive to efficiently recycle their old 

products and improves customer retention. With around 13 years of working in customer 

services, Nga has enrich experiences to build and remain strong relationships with 

customers and drive the business to meet the customer‟s needed.  

2.7 Design and Manufacturing Agency 

 Design of sneakers and other potential apparel would be carried out by the CEO Ashay 

Bhave in the Toronto facility.  

 Thaely would use the services of Alpine Shoes Pvt. Ltd. located in Faridabad, India for 

prototyping and the subsequent manufacture of the sneakers. Alpine shoes has also 

agreed to manufacture the waste plastic bag fabric for the sneakers.  
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3. Industry and Competitive Review 

3.1 Industry Research 

Thaely may not have competitors that complete the all 3 checklists of being streetwear, 

sustainable and Vegan. But the brand could face competition from existing brands that have an 

ethical outlook such as the following brands: 

 Adidas Parley is a special edition line of Adidas sneakers that are produced from plastic 

bottle and fishing nets. However recycling plastic bottles is a common practice in most 

countries and is widely practiced. Making the Adidas parley material also requires 

additional chemicals and complex processes. Thus the Adidas Parley collaboration was a 

limited run. 

 Toms is a Californian footwear and apparel brand that was established in 2006. Toms is 

best known for their loafers and its "one for all concept" business model, which is 

referring to the company's promise to deliver a pair of free shoes to a child in need for 

every sale of their retail product. However the brand has had decreasing revenues due to a 

failure to diversify and attract new customers. 

 Allbirds is an American company which uses direct-to-consumer approach and is aimed 

at designing environmentally friendly footwear. Allbirds first shoe was the Wool Runner, 

which is made from New Zealand superfine merino wool. The company claims to keep 

the brand as eco-friendly as possible. However the brand has faced quality issues and has 

failed to attract a younger demographic. Some customers said that the comfortability of 

Allbirds may have jeopardized the shoe‟s look. 
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3.2 SWOT Analysis 

Strengths 

 Thaely‟s recycled plastic fabric is a ground breaking approach to recycling plastic bags as 

it requires no additional chemicals. 

 The newly developed fabric is easy and cost efficient to produce. It has properties very 

similar to leather and hence the same production process as traditional sneaker 

manufacturing can be used. Hence saving costs and time. 

 The low cost of materials and production allows Thaely to not charge a premium price 

like many other eco conscious brands and thus giving potential customers an incentive to 

switch over to a more conscious product.  

 Thaely‟s subscriptions and trade in system offers a closed loop life cycle, an extremely 

sought after goal for eco conscious brands. The traded in sneakers in turn are recycled to 

provide additional fabric needed to produce new sneakers. 

 The subscription system offers higher levels of customer retention and recurring revenue 

s as it encourages consumers to stay with the brand after they have used up their old 

Thaely sneakers. 

 Not only focused on offering eco-conscious products but also products that are 

aesthetically pleasing to the streetwear audience. 

 Weaknesses 

 Lack of access to good retail culture/ distribution channels; with marketers and 

merchandisers involved in the marketing of products 

 Licensing and patenting the newly developed material is extremely important as to avoid 

imitations from competitors. 

 Access to additional operating capital 

 Lack of existing recognition of the brand 

 No physical storefront location in operation, which hinders the visibility of the brand 
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 Opportunities 

 Veganism is going mainstream. Finally recognized for its positive impact on 

sustainability and animal welfare without the need to sacrifice taste or style, vegan living 

is starting to become the norm. 

 The global faux leather market will be worth a staggering $85 billion within the next 

decade, according to a report by business consulting firm Grand View Research. The 

footwear sector is a key factor of the growing trend - paired with the lower cost of 

producing animal-free goods. 

 The Conscious Consumer is a key trend for 2019, with animal welfare being at the 

forefront of many consumers‟ purchasing decisions. The Conscious Consumer is here to 

stay. In the short, medium and long-term, mindful consumption, whether full-time or 

part-time, looks set to rise. Conscious Consumers are influential, and the trend will 

spread to others. 

 Within the past few years, brands have been adopting streetwear trends into their 

collections to create a more urban, youthful vibe. As well as brands incorporating a 

sportier aesthetic into their ranges, there has been an increasing number of collaborations 

between luxury brands and streetwear brands which have generated millions of pounds 

and proven to be extremely popular among Generation Z and Millennial consumers. 

 Gen Z and Millennials that make up the largest percentage of streetwear and conscious 

consumer markets are set to become the largest consumer demographic when it comes to 

age and tastes. These consumers are seriously concerned with social and environmental 

causes, which many regard as being the defining issues of our time. They increasingly 

back their beliefs with their shopping habits, favoring brands that are aligned with their 

values and avoiding those that don‟t. 

Threats 

 Challenges of the seasonality of the business 

 Changing Regulations and licensing terms in UAE 

 Threat of oversaturation in the streetwear market 

 The mentality of „Going green is always expensive.‟ Thaely will have to portray its 

brand image precisely and convince the target market about its affordability.  
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4. SIPOC Program (Suppliers/ Sources – Inputs – Process – Outputs – Customers)  

Thaely uses a "producer-retailer-consumer channel" distribution strategy. Our strategy would be 

to mainly focus on online retailing. Through both the brands own website with worldwide 

shipping and third party online retailers. Thaely sneakers would also be sold through niche 

physical retailors that specialize in streetwear and skate apparel. 

Thaely would be using its sustainability combined with streetwear bent to appeal to international 

customers. Green marketing along with unconventional social media marketing would be used to 

target a younger demographic. Thaely would also use a unique customer retention strategy, 

through which consumers would be able to trade in their Thaely product yearly to receive 

discounts and special benefits such as early access which is especially coveted in the streetwear 

market. This trade-in strategy would help the Thaely generate a recurring revenue. This would 

help the brand responsibly upcycle or donate returned Thaely merchandise further adding to the 

brands environmental consciousness and completing the cycle of consumption to reduce waste. 

In addition, Thaely will use a contractual vertical marketing system to ensure cooperation 

between each distribution partners. This will help our company increase its efficiency and reduce 

costs incurred in various channel activities.  

As Thaely grows, the company will rely more on various partners to produce and distribute 

greater amounts of shoes to meet the higher demand. Although Thaely‟s brand name is totally 

new, it will take time for retailers recognize us and partner with us so in order to cooperate with 

retailers; Thaely will seek feedback through quarter customer satisfaction survey check sheets, 

which evaluate delivery time, testimonials, and relationships. 

Suppliers 

(Sources) 
Inputs Process Outputs Customers 

1. Well-known 

manufacturer, 

R&D product 

testing 

organizations, 

warehousing and 

distributors, etc. 

ORGANIZATIONAL 

1. High skilled and 

innovative designer 

2. Dedicated marketing 

& sales team 

3. Experienced 

specialists 

TRANFORMATION 

PROCESS 

1. Added value by 

combining all inputs to 

create a Veganism 

Streetwear as well as 

adding to the brands 

1. Thaely‟s 

philosophy of 

Sustainable, Vegan 

and Streetwear. 

2. Fast and reliable 

delivery to the 

retailers of our 

Direct 

customer: 

1. Thaely‟s 

online portal 

and specialty 

retailers such as 

sneaker 
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2. For materials: 

The waste plastic 

bags would be 

sourced from 

donation 

campaigns and 

can be purchased 

for as low as 250 

CAD$ per ton 

from Waste 

management 

units in India 

4. Captured upcoming 

trends 

5. Friendly and helpful 

customer support 

6. Suitable warranty 

for products 

environmental 

consciousness and 

completing the cycle of 

consumption to reduce 

waste. 

2. Thaely would be using 

its sustainability 

combined with streetwear 

bent to appeal to 

international customers. 

Green marketing along 

with unconventional 

social media marketing 

would be used to target a 

younger demographic. 

products. 

3. All Thaely 

products would also 

be enriched using the 

trade in system. A 

Thaely‟s products life 

does not end after it 

is worn out or no 

longer used. The 

shoes can be traded 

in via the brands 

website in exchange 

for discounts, reward 

points and benefits 

such as early access. 

Which helps Thaely 

reach the holy grail 

of sustainability a 

“closed-loop 

system”. 

boutiques, 

skate shops. 

End users: 

2. Consumers 

from the ages 

of 15 - 24. The 

same consumer 

demographic 

that is choosing 

streetwear 

clothing brands 

over traditional 

brands. 

CUSTOMER 

INPUTS 

1. Desired style 

and product 

quality 

2. Satisfaction 

feedback 

EXTERNAL 

ORGANISATION 

Changing in custom 

policy or import/ 

export regulations 

Trends in footwear 

industry 

Fluctuated logistics/ 

shipping expenses 

Warehousing and 

distributing 3
rd

 party  

Thaely is an ethical and sustainable footwear brand that creates 

products from waste plastic bags as means to convert waste materials 

to a viable and fashionable product. Thaely would not only develop 

its footwear line but also support it with powerful social and 

environmental marketing techniques. 

 

The key message linked with Thaely is ethical, sustainable, vegan but 

at the same time on trend, contemporary and youth oriented clothing. 
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5. Management  

5.1 Management Team 

The founder and co-founders of Thaely possess a concrete expertise of relevant industry 

experiences.  

Ashay Bhave: Ashay Graduated from Amity University in August 2019 with a Bachelor‟s 

Degree in Business Administration specializing in Entrepreneurship. He was also the winner of 

the 2019 Amity University Eureka Startup award that provided the initial incubation for Thaely. 

He also was a part of a short course in Accessory Design at the Fashion Institute of Technology 

in New York. 

Ashay is also a celebrated artist and designer in Dubai with his works being displayed at Burj 

Khalifa, Tashkeel Studio, Al Serkal Avenue and Dubai Design District. From 2017-2019 Ashay 

was working as a freelance graphic designer and has worked with many brands and agencies 

such as Converse, Sephora, ITP Media Group, Collective, Dukkan Media etc.  

Alex Li: Alex graduated from Hong Kong Baptist University with a Bachelor Degree of Science 

majored in Applied Physics in 2001. From 2001 to 2008, he worked in different local and global 

jeweler companies as buyer, quality controller, purchasing manager and marketing manager. 

With a valuable experience in jeweler industry, he decided to establish Camex Jewellery Limited 

in 2009 which is currently launching in different markets such as Europe, North America, 

Middle-East, Asia and Australia. He is experienced in global sales and marketing strategies. 

With his global vision of sales and marketing.  

Alex not only work on jeweler products, but also advises sales and marketing plans and provides 

practical marketing tools and services to customers. Alex‟s expertise in jeweler production and 

global sales experience also enable him to offer extra help to customers with setting up selling 

and returning schemes and professional sales training to frontline sales personnel. 

Tang Man Wah Connie: After obtaining a Bachelor of Business from Monash University, 

Connie has been an associate member of the Hongkong Institute of Certified Public Accountant 

and working in Finance and Account filed for around 10 years. Currently, Connie works as the 

Chief Accountant of HopeWell Holdings Limited, a sizable company which was listed in 
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HongKong till May 2019. Her main responsibilities are leading the accounting team to address 

the issues of accounting management, taxation and compliance. I am going to prepare monthly 

consolidated report, management reporting, budgeting and financial forecast and to provide 

sensible solutions to management. Prior to that, I worked in several audit firms as an external 

auditor to Melbourne Office in Australia.  My experience as a senior-in-charge including leading 

a team of audit staff to handle the whole audit process.  I have participated in audit of different 

industries including bar & restaurant, trading, securities trading, manufacturing, advertising, 

freight forwarding and property development. 

Vo Thi Thu Nga: After graduating from Le Quy Don high school, Nga attended a specialist 

ground services course performing by Saigon Ground Services Company, Southern Airports 

Corporation from 2006 to 2009. This course provided to her a full package of ground service 

skills including communication, negotiation skills, management, handling problems and building 

and maintaining customer‟s relationships as well. Since 2006, Nga started to work as check-in 

agent in Saigon ground Service Company who supported passengers in all the issues of check-in 

services. In the next duration, she has been responsible for several position including ticket sales 

associated, sales and marketing executive, helpdesk and customer support and representative of 

Vietnam office in different travel companies. With her outstanding performance, Nga has taken 

the team leader position in Saigon Last Ticket Counter since 2018. Her key responsibilities are 

training and managing the ticket counter employees, receiving and resolving customer‟s issues 

and collaborating with related department to solve special issues generate from sales and 

marketing.  
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5.2 Personnel Plan 

General & Admin Labor sheet 

Headcount      

  Year 1 Year 2 Year 3 Year 4 Year 5 

Founder - CEO & CFO 1 1 1 1 1 

Co- founder - Director of Marketing & 

Sales  

1 1 1 1 1 

Co-founder - Director of Customer Service 1 1 1 1 1 

Co-founder - Director of Finance 1 1 1 1 1 

Logistics Manager 0 0 1 1 1 

Sales Supervisor 0 0 0 1 1 

Accountant 0 0 0 0 0 

Total 4 4 5 6 6 

      

Annual Wage      

  Year 1 Year 2 Year 3 Year 4 Year 5 

Founder - CEO & CFO 40,000 44,000 48,400 $53,240 $58,564 

Co- founder - Director of Marketing & 

Sales  

     

Co-founder - Director of Customer Service      

Co-founder - Director of Finance      

Logistics Manager   $43,470  $44,991  $46,566  

Sales Supervisor    $25,709  $26,609  

      

Wage to be Paid      

  Year 1 Year 2 Year 3 Year 4 Year 5 

Founder - CEO & CFO      

Co- founder - Director of Marketing & 

Sales  

     

Co-founder - Director of Customer Service      

Co-founder - Director of Finance      

Logistics Manager  $0 $43,470 $44,991 $46,566 

Sales Supervisor  $0 $0 $25,709 $26,609 

      

GRAND TOTAL $40,000 $44,000 $91,870 $123,940 $131739 
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6. Quality Assurance Plan and Operations Processes  

Quality perspective 

Thaely will be aligned with 5 quality perspectives proposed by Garvin: 

 Judgmental view - connected with the idea that quality is a synonymous of excellence. 

 Product based View - As higher the performances of the product, the greater the quality. 

 Value Based Perspective - greatly related with the Price-satisfaction dilemma. 

 User based Perspective - highly connected with the fitness to use. 

 Manufacturing based Perspective - perceived as we developed an alternative method of 

upcycling waste plastic bags that creates a strong and flexible fabric that resembles 

leather. 

To keep quality issues to a minimum, several proactive quality control mechanisms are 

set in place through maintaining a safety stock of 200 pairs of shoes. Our logistic partner will 

monitor the distribution. We also communicate with retailers to make order quantity adjustments 

to ensure enough products are being manufactured. 

For recovery plan: We will offer a warranty for any issues related to the flip mechanism. Claims 

can be filed on Thaely‟s website or by calling customer service. The customer will send the 

broken item to our retailers‟ office. Once we verifiy that the shoe is covered under the warranty, 

we will send a pair of shoes from the safety stock stored at our partner‟s warehouse. Within a 

week, Thaely‟s Customer Representative will contact the consumer to make sure the replacement 

product satisfies the customer. 
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Program/ Task Preparation FY1    FY2    FY3    FY4    FY5    

  Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q4 

Historical 

activities 

                     

Strategic 

Planning 

                     

Financing 

Confirmation 

                     

Pre-launching 

Activities 

                     

Office Opening                      

Sales & 

Marketing 

                     

General 

Administration 

                     

Capital 

Expenditure 

                     

Operation                       

Strategic 

Stakeholders 

                     

Quality 

Improvement 

                     

R&D New 

Services 

                     

R&D New 

Market 

                     

Implementation plan 
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7. Technology Development Plan 

Technology Development Strategy 

No. Stage Time Employee to-be 

in charge 

Main activities Results 

1 Discovery 3 weeks All team members Brainstorm ideas, 

Designer hand sketch 

notes 

Selected products 

go to create 

colorways for 

workshop 

purpose 

2 Scoping 1 week CEO, Director of 

Marketing & Sales 

Review colorways and 

decide which one to 

build business 

implementation upon 

Selected products 

go to business 

implementation 

plan 

3 Build business 

implementation 

plan 

1 week All team members Define products in 

detailed way 

Selected products 

go to create 

technology files 

4 Review tech 

files 

6 weeks CEO Investigate the materials 

availability, cost, 

construction methods, 

etc. 

1. Hand off the 

tech-pack to 

development 

partners 

2. Manufacturer 

order materials 

5 Merchandising 8 weeks All team members Review the prototype 

samples and investigate 

products from 

merchandising opinions 

1. Selected 

products go to line 

confirmation 

samples creation 

process 

2. Factory produce 

line confirmation 

samples 

6 Line 

confirmation 

4 weeks All team members Review the line 

confirmation samples 

and decide which 

products go to salesmen 

samples 

Selected products 

go to salesmen 

samples creation 

process 

7 Product 

launching 

preparation 

2 weeks CEO, Director of 

Marketing & Sales 

Review and confirm 

orders with prospective 

clients, update website 

Products are 

shipped to 

retailers and 

wholesalers. 
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Product Launching Timeline 

START  

3 months 

 Product descriptions and portfolio 

 Product factsheet 

 Targeting and Positioning 

 Usage test 

 Competitor analysis 

 Develop optimal metrics addressing: launch velocity and frequency, 

payload sophistication, investment payback, ROI, share achievement, 

profitability, standardized free cash flow achievement, etc. 

2 months 

 Distribution strategy 

 Pricing 

 Promotion strategy 

 Website/ Mobile App development 

1 month 

 Sample preparation 

 Pitch deck 

 Social media kits 

 E-newsletter design 

 Direct mail design 

 Printing design 

 Promotion/ Advertising plans 

 Manpower allocation of promotion events 

2 weeks 

 Press release 

 Sample deliver to channel buyers and targeted media 

 Sale guide 

 Sale training 

 Promotion and sale kit 

 Product in inventory 

1 week 

 Launch event 

 Email announcement 

 PR events 

 Web and Social media update 

 SEO 

LAUNCH  
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Innovation integration for technology development 

Thaely‟s primary intensive tech growth strategy is product development. Our mission 

statement highlights innovation applied through new designs for sneaker and related products. 

New technologies enhance the products and set us leading the differentiation generic competitive 

strategy via product innovation.  

In addition, a suitable strategic financial objective based on this intensive growth strategy is to 

increase Thaely‟s market share through state-of-the-art technologies integrated in the design of 

main and related Thaely‟s products.  

 VR/ AR technology 

Thaey will take advantage of Virtual Reality and Augmented Reality a cutting edge technology 

to improve customer experiences as well as branding promotion activities through mediums such 

as Instagram and Snapchat AR filters, Virtual reality Headsets at tradeshows for product 

customization or to showcase the brands story through a more interactive and interesting 

medium. 

 Data Collection 

Thaely aims to enlarge and strengthen our online community through social media and tracking 

technologies. Data is one of the most valuable assets for all startups. Data is more important for 

competition than ever before and Thaely will use the power of data to stand apart from our 

competitors. We can use this to understand and predict future trends for new color ways and 

silhouettes. 
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Technology Assets 

Infrastructure 

Item Description 

Laptop computers 3 laptops 

Servers  Wix server 

Internet connection  Wi-Fi provided by the co-working space  

Printers 1 printer and scanner  

Heat press machine  
For the manufacture of the Thaely waste plastic bag fabric. The 

machinery would be located in the Alpine Shoes factory India 

 

Asset 

Category Usage purposes 

Operating System  

Operating System Windows 10 pro 

Office Productivity  

Productivity Suite (Word Processor, 

Spreadsheet, Presentation) 
Microsoft Office and Adobe Creative suite 

Backup & Recovery Files are stored in Google Drive/ Dropbox 

Security Symantec on computers 
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Communication  

Email Outlook corporate email 

Instant Messaging Whatsapp 

Website Published through Wix 

Social Media Facebook, Instagram, Linked In, Twitter 

Newsletter Mail chimp 

Collaboration  

File Sharing Google Drive, Wetransfer 

Document Collaboration Google Drive/ Dropbox 

Data and Relationship 

Management 
 

Data Tracking Google Analytic, Zoho CRM 

Constituent Relationship 

Management (CRM) 
Zoho CRM 

Scheduling & Project 

Management 
 

Scheduling/Calendar Google Calendar 

Project Management Asana 
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Training and Support for Employee 

Training and support for hired employees would be done by the CEO and Director of Customer 

Services with the aid of presentations and training videos. Training in software would be aided 

by Whatfix an interactive training app. 

Training for the production in charge at Alpine Shoes would also be done by the CEO in regards 

to the operation of the custom made Thaely fabric machinery. This would be over a period of 1 

month during his visit to the factory in February 2020. 
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8. Marketing and Sales Plan  

8.1 Market Analysis 

Ecofriendly and environmentally conscious fashion often come with bit of a stigma. But while it 

was once thought of as uncool or only a concern for hippies, the tables appear to be turning. 

According to a recent study by Unilever, sustainability issues are increasingly affecting shopping 

decisions, with 21% of people saying they would support brands that clearly convey 

sustainability aspects through their marketing and packaging 
12

. 

 

Nine in ten Generation Z consumers believe that companies have a responsibility to address 

environmental and social issues. The views of Gen Z and millennial consumers are critical. 

Together, these cohorts represent around $350 billion of spending power in the United States 

alone approximately $150 billion spent by Gen Z and around $200 billion by Millennials; 

additionally, Gen Z will account for 40 percent of global consumers by 2020. But concern over 

environmental and social issues is not restricted to younger consumers. Some two-thirds of 

consumers worldwide say they would switch, avoid, or boycott brands based on their stance on 

controversial issues 
13

. 

 

A fashion search engine „Lyst.com‟ tracked more than 100 million searches on their shopping 

site in 2018 to analyze the biggest trends and most buzzed about brands. Lyst has reported a 47% 

increase in shoppers looking for items that have ethical and style credentials with terms such as 

“vegan leather” and “organic cotton”. Also several brands with a strong stance on sustainability 

made the „most searched for‟ roundups for the first time 
14

. 

In what has felt like the blink of an eye, "streetwear" a term that itself has become less and less 

tethered to one concrete definition  has gone from a niche, underground category of clothing and 

footwear to a mainstream industry that has shaken up the fashion business as we know it. 

Streetwear companies have genuinely grabbed the attention of Millennials and Gen Z-ers, a 

notoriously hard-to-capture set of consumers and built a whole culture around them. 

                                                           
12 Gilliland, N. (2018). How ethical fashion brands are marketing to conscious consumers – Econsultancy. [online] Econsultancy. Available at: 

https://econsultancy.com/how-ethical-fashion-brands-are-marketing-to-conscious-consumers/. 
13

 McKinsey & Company. (2019). The influence of „woke‟ consumers on fashion. [online] Available at: 

https://www.mckinsey.com/industries/retail/our-insights/the-influence-of-woke-consumers-on-fashion. 
14 Pinnock, O. (2018). Sustainable Fashion Searches Surged In 2018. Forbes. [online] 20 Nov. Available at: 
https://www.forbes.com/sites/oliviapinnock/2018/11/20/sustainable-fashion-searches-surged-in-2018/. 
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Fashion houses have been actively courting Millennials in 2018, inviting social media and 

celebrity influencers to their front rows as part of their communication strategy. But it has taken 

streetwear to catch the interest of Generation Z born after 1995, including sneakers, denim and 

T-shirts.  

The number of U.S. consumers identifying as vegan grew from 1% to 6% between 2014 and 

2017, a 600% increase, according to Global Data 
15

. The data also revealed a growing interest in 

plant-based foods by consumers who don‟t consider themselves vegetarian or vegan. This year, 

250,000 people signed up for the Veganuary campaign compared to 168,500 in 2018 and just 

3,300 five years ago. Perhaps most surprising of all, estimates suggest 92% of plant-based 

products consumed in the UK in 2018 were purchased by non-vegans 
16

. This shows that the 

vegan movement is not just limited to consumers who identify as strictly vegan. The general 

population is also choosing to purchase vegan dude to the environmental and ethical benefits.  

The market research data agrees: "In most recent years there has been a rise in demand for trend-

led vegan clothing, as many items seemingly animal-product free contain small parts of animals 

such as leather labels, for example on jeans, or angora wool in jumpers, rendering them 

undesirable to the young vegan consumer," according to Retail Insight Network 
17

. This is 

having an impact on designers and retailers, who have pledged to ditch certain animal products 

from their offerings. 

Sustainable living  

As there is a growing trend of sustainable living which is a lifestyle that attempts to reduce an 

individual‟s or society‟s use of the natural resources, the upcycled Thaely will certainly meet the 

need of such growing trend around the world.  

                                                           

15 Forgrieve, J. (2018). The Growing Acceptance Of Veganism. Forbes. [online] 2 Nov. Available at: 

https://www.forbes.com/sites/janetforgrieve/2018/11/02/picturing-a-kindler-gentler-world-vegan-month/#5d4e4d0e2f2b [Accessed 15 Dec. 

2019]. 
16 Hammett, E. (2019). How retailers have responded to the growing appetite for plant-based food. [online] Marketing Week. Available at: 
https://www.marketingweek.com/retailers-vegan-plant-based-food/ [Accessed 15 Dec. 2019]. 

17 GlobalData Retail (2017). How can retailers capitalise on the growing vegan trend? [online] Verdict Retail. Available at: https://www.retail-

insight-network.com/comment/can-retailers-capitalise-growing-vegan-trend/ [Accessed 15 Dec. 2019]. 
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The target market for Thaely is the Conscious consumer which is a consumer who takes into 

account the consequences of his or her private consumption or who attempts to use his or her 

purchasing power to bring about social change. Essentially, conscious consumerism focuses on 

making positive decisions throughout the buying process, with the intention of helping to balance 

some of the negative impacts that consumerism has on the planet. 

Millennials aged 22-35 and Gen Z aged 16-21 make up the biggest percentage of Conscious 

consumers and are more likely than any other generation to say that they would pay extra for 

eco-friendly or sustainable products 
18

. 

Millennials and Gen Z consumers also are the biggest consumers for „Streetwear‟. A movement 

that is said to originate from the skate and surf culture of ‟70s Los Angeles, urban streetwear has 

become a $300 billion international business that is projected to grow annually. 

Thaely also aims at another underexplored niche: „Veganism‟. The vegan consumer avoids all 

animal derived products such as leather, silk, wool and glue created from animal collagen which 

is still widely used by brands such as Nike and Adidas. Vegan fashion is cited as a major trend 

for 2018 in The Future 100 Report by global research firm J. Walter Thompson Intelligence.  

The Economist‟s “The World in 2019” predicts that veganism will be the most popular topic of 

the new year, declaring 2019 “the year veganism goes mainstream”
19

. Most vegan consumers fall 

in the age category of 16-34 with 60% being women and 30% men 
20

 

 

 

 

 

 

 

 

 

 

 

                                                           
18 Curtin, M. (2018). 73 Percent of Millennials are Willing to Spend More Money on This 1 Type of Product. [online] Inc.com. Available at: 

https://www.inc.com/melanie-curtin/73-percent-of-millennials-are-willing-to-spend-more-money-on-this-1-type-of-product.html. 

19 Economist.com. (2019). The World in 2019. [online] Available at: https://worldin2019.economist.com/theyearofthevegan. 
20 Hancox, D. (2018). The unstoppable rise of veganism: how a fringe movement went mainstream. [online] the Guardian. Available at: 
https://www.theguardian.com/lifeandstyle/2018/apr/01/vegans-are-coming-millennials-health-climate-change-animal-welfare. 
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8.2 Market Segmentation 

Figure 2. Segmentation Venn diagram  

 

The above Venn diagram best represents Thaely‟s market segmentation. The consumers would 

be made up of two behavioral segments conscious consumerism and streetwear consumers. The 

main age demographic would be Millennials and Gen Zers aged 15-35. The Vegan fashion 

industry has grown to become a 85 billion dollar industry and the streetwear market has helped 

boost the fashion market by 5% to an estimated 293 billion dollar industry. Thaely expects to be 

a middle ground for both these interests. The brand would focus on both streetwear and 

conscious consumers to cater both the growing industries.  

When it comes to geographic segmentation Thaely would offer worldwide shipping through its 

online portal and aim to cater to the global demand. USA, Canada, Australia, Germany, UK, 

UAE, KSA, Israel, Japan and India would be the main markets Thaely would focus on. The 

website would be available in region specific languages along with prices in local currency to 

cater to the wider geographical segment.  

 

 



 

31 
 

8.3 General Industry Characteristics  

 

3.4% eco-sneakers, 1 pair of every 29 pairs. There is still large capacity for the eco-sneakers. 

25 billion sneakers were produced in 2018 

 

Eco-friendly element – 76% use plastic, 85% in this 76% are plastic bottles. 

 

Thaely may not have competitors that complete the all 3 checklists of being streetwear, 

sustainable and Vegan. But the brand could face competition from existing brands that have an 

ethical outlook such as the following brands: 
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 Adidas Parley is a special edition line of Adidas sneakers that are produced from plastic bottle 

and fishing nets. However recycling plastic bottles is a common practice in most countries and is 

widely practiced. Making the Adidas parley material also requires additional chemicals and 

complex processes. Thus the Adidas Parley collaboration was a limited run. 

 Toms is a Californian footwear and apparel brand that was established in 2006. Toms is best 

known for their loafers and its "one for all concept" business model, which is referring to the 

company's promise to deliver a pair of free shoes to a child in need for every sale of their retail 

product. However the brand has had decreasing revenues due to a failure to diversify and attract 

new customers. 

 Allbirds is an American company which uses direct-to-consumer approach and is aimed at 

designing environmentally friendly footwear. Allbirds first shoe was the Wool Runner, which is 

made from New Zealand superfine merino wool. The company claims to keep the brand as eco-

friendly as possible. However the brand has faced quality issues and has failed to attract a 

younger demographic. Some customers said that the comfortability of Allbirds may have 

jeopardized the shoe‟s look. 

 

8.4 Competitive Edge 

 

Thaely‟s philosophy of Sustainable, Vegan and Streetwear would give it an edge over its 

competitors. This philosophy is one that is becoming to be shared by a growing number of 

consumers especially young consumers that are purchasing environmentally conscious products 

over traditional products. Existing fast fashion brands such as H&M and Nike struggle to 

integrate these ideologies in their business model due to set profit margins and expansion goals. 

This integrated philosophy would allow Thaely to position itself as a Green fashion brand.  

 

Thaely‟s upcycled plastic fabric has properties very similar to regular leather and does not 

compromise on style and feel unlike direct competitors such as Allbirds and Toms that many 

young consumers believe to be unfashionable and more geared towards comfort. Thaely would 

also be able to tick both checklists of vegan and recyclable as the material marketed as vegan or 

faux leather is made from PVC, a material that is not easily recyclable and produces toxins 

during the production process. Unlike Faux leather Thaely‟s fabric requires no additional 
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chemicals and is easy to produce with household materials that are scalable to large scale 

production processes. The material needed plastic bags for the fabric, waste plastic bags are 

abundant and sold for as low as 250 US$ per tonne. The process of upcyling is extremely cost 

efficient and does not produce any toxins.  

 

Many brands such as Adidas Parley and Veja only focus on Eco-polyester a fabric made from 

recycled plastic bottles. Though the fabric is relatively good for the environment than traditional 

fabrics, Recycling waste plastic bottles is a common practice around the world and does not 

impact marine and wild life as much as plastic bags. No viable method of recycling plastic bags 

exists other than the Thaely fabric. Also plastic bags that claim to be degradable or recyclable 

often disintegrate into micro plastics that are arguably worse for the environment and the natural 

food chain 
21

. 

 

All Thaely products would also be enriched using the trade in system. A Thaely‟s products life 

does not end after it is worn out or no longer used. The shoes can be traded in via the brands 

website in exchange for discounts, reward points and benefits such as early access. Which helps 

Thaely reach the holy grail of sustainability a “closed-loop system 

8.5 Commercial Channel 

 Partner with some streetwear stores, provide product trainings, display packages, 

promotion packages and consignment scheme for them. 

 Trade shows in the footwear industry and eco-friendly exhibitions 

 Online and offline advertisements 

 

 

 

 

 

                                                           
21 Biologicaldiversity.org. (2005). 10 Facts About Single-use Plastic Bags. [online] Available at: 
https://www.biologicaldiversity.org/programs/population_and_sustainability/sustainability/plastic_bag_facts.html 
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8.6 Online Channel 

 The Thaely online portal provided with excellent customer services, after-sell services 

and logistics systems. 

 Third party websites such as SSENSE, MR PORTER, Barneys etc. 

 Advertisements on other related web sites, provide discount or gifts for those web sites‟ 

customers. 

 Social media, e.g. Instagram, Facebook, LinkedIn and Twitter 

7.7 Network Size 

 Online – Global to everywhere 

 Offline – first focus on the country where support sustainable development, such as 

United States, Canada, United Kingdom, Germany, Italy, Switzerland, France, UAE, 

KSA and India.  

7.8 Promotion 

 Our mission and vision – the value behind the brand 

 Social media influencers and traditional celebrities 

 Sponsorships with local skate and BMX teams 

 Upcycle process and trade back policy of the used sneakers that would allow customers 

to secure discounts on their next Thaely purchases 

 Donation and charity programs with organizations such as orphanages, refugee camps 

and schools in impoverished areas. 

 

7.9 Price Strategy 

Thaely‟s upcycled plastic fabric would be cost efficient to manufacture and the cost of raw 

material (waste plastic bags) are extremely low, also the machinery needed for the process is 

minimal and easy to operate. The finished fabric behaves similarly to leather in the sneaker 

fabrication process and traditional process and machinery would not have to be specially 

adapted. This would keep the production costs and time low and similar to the production 

process of traditional sneakers.  

Thaely‟s pricing would be similar to sneakers from brands such as Vans and Nike. The sneakers 

expected price is set to be around 150 US$ or 198 CAD$. The pricing would enable the Thaely‟s 
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products to be accessible and affordable to young customers free of the premium price that many 

other Eco conscious brads demand. This would help Thaely truly be an alternative to fast fashion 

and have low switching costs for consumers to switch to a more conscious lifestyle. 

 

7.9.1 Brand Strategy 

 

Thaely‟s strategy would be to mainly focus on online retailing. Through both the brands own 

website with worldwide shipping and third party online retailers. Thaely sneakers would also be 

sold through niche physical retailors that specialize in streetwear and skate apparel.  

 

Thaely would be using its sustainability combined with streetwear bent to appeal to international 

customers. Green marketing along with unconventional social media marketing would be used to 

target a younger demographic. 

 

Thaely would also use a unique customer retention strategy, through which consumers would be 

able to trade in their Thaely product yearly to receive discounts and special benefits such as early 

access which is especially coveted in the streetwear market. This trade-in strategy would help the 

Thaely generate recurring revenue. This would help the brand responsibly upcycle or donate 

returned Thaely merchandise further adding to the brands environmental consciousness and 

completing the cycle of consumption to reduce waste.  

Thaely will apply some of the global recognized certificates to prove our reputation, such as, 

FSC-certified Tencel, member of 1% for the planet, partner with Ecosphere to offset the carbon 

emission, Social and ethical practices as stipulated by SMETA and FFC international standards 

and cruelty free and Vegan certifications from PETA. 
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8. Financial Forecast  

8.1 Project Income statement  

  FY1 FY2 FY3 FY4 FY5 

Sales $298,410  $358,092  $429,710  $515,652  $618,703  

COGS ($68,535) ($82,242) ($98,690) ($118,428) ($142,096) 

Production Labor ($4,444) ($4,888) ($5,377) ($5,915) ($6,506) 

Production Facilities ($3,600) ($3,780) ($3,969) ($4,167) ($4,376) 

Wastage  ($3,427) ($4,112) ($4,935) ($5,922) ($7,106) 

Total Cost of Sales ($80,006) ($95,023) ($112,971) ($134,433) ($160,084) 

Gross Margin $218,404  $263,069  $316,739  $381,220  $458,619  

Gross Margin/ Sales (%) 73.19% 73.46% 73.71% 73.93% 74.13% 

            

Operating expenses:           

Sales & Marketing Labor $0  $0  $0  ($25,709) ($26,609) 

Advertising & Promotion (1) ($10,000) ($12,000) ($14,400) ($17,280) ($20,736) 

Sales & Marketing Expenses ($10,000) ($12,000) ($14,400) ($42,989) ($47,345) 

Sales & Marketing/ Sales (%) 3.35% 3.35% 3.35% 8.34% 7.65% 

            

General & Admin Labor $0  $0  ($43,470) ($44,991) ($46,566) 

Initial start-up costs ($40,000)         

CIAI Monitoring Fee ($5,000) ($5,000) ($5,000) ($5,000) ($5,000) 

Angle Fund Membership Fee ($2,000) ($2,000) ($2,000) ($2,000) ($2,000) 

Founder‟s salaries ($40,000) ($44,000) ($48,400) ($53,240) ($58,564) 

Staff Payroll Burden (2) $0  $0  ($10,868) ($17,675) ($18,294) 

Rent & Utilities ($5,000) ($5,250) ($5,513) ($5,788) ($6,078) 

Insurance $0          

Leased Vehicles & Equipment $0          
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Office Expense $0          

Communications $0          

Professional Services (3) ($6,000) ($6,300) ($6,615) ($6,946) ($7,293) 

Travel & Entertainment (4) ($10,000) ($10,000) ($10,000) ($10,000) ($10,000) 

Depreciation & Amort. (5) $0    ($333) ($667) ($999) 

Others           

General & Administrative ($108,000) ($72,550) ($132,198) ($146,307) ($154,794) 

General & Administrative/ Sales (%) 36.19% 20.26% 30.76% 28.37% 25.02% 

            

Total Operating Expenses ($118,000) ($84,550) ($146,598) ($189,296) ($202,139) 

Net Income Before Interest/ Taxes $100,404  $178,519  $170,141  $191,923  $256,480  

Interest Expense            

Tax Expense (6) – Provincial ($3,514) ($6,248) ($5,955) ($22,071) ($29,495) 

Tax Expense (6) – Federal ($9,036) ($16,067) ($15,313) ($28,789) ($38,472) 

Net Income   $87,854  156,204 148,873 141,064 188,513 

Net Income/ Sales (%) 29.44% 43.62% 34.64% 27.36% 30.47% 

 

Notes and assumptions: 

 Include multi-channel marketing campaign, such as print and web-based advertising, tradeshow, etc.     

 Assumes 25% payroll burden rate such as federal and provincial statutory burdens, employee vacation and medical benefits on 

external staffs            

 Professional services such as legal, accounting and IT, third party outsourcing of warehouse function as    

 Customer services, supplier and manufacturer arrangements          

 Assume the useful life for computer is 3 years            
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 Assume federal tax rate of 9% for small business and 15% for other business, provincial income tax of 3.5% for small business 

and 11.5% for other business            

8.2 Cash Flow statement 

  FY1 FY2 FY3 FY4 FY5 

Net (Loss) Income $87,854  $156,204  $148,873  $141,064  $188,513  

Plus:           

            

Depreciation & Amort. $0  $0  $333  $667  $999  

            

Increase (Decrease) In:           

Accounts Payable $6,488  ($3,061) $685  $822  $986  

Other Current Liab. - Tax $8,507  $1,535  ($262) $7,398  $4,277  

Short-term Notes $0          

Long-term Notes $0          

Paid-In Capital $365,000          

Source of Cash $379,995  ($1,526) $757  $8,887  $6,262  

            

Less:           

            

Increase (Decrease) In:           

Accounts Receivable ($28,249) $13,329  ($2,984) ($3,581) ($4,294) 

Inventory           

Other Current Assets           

Office Equipment     ($1,000) ($1,000) ($1,000) 

Dividend Paid     ($196,466) ($168,765) ($178,639) 

Use of Cash ($28,249) $13,329  ($200,450) ($173,346) ($183,933) 
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Net Cash Flow $439,599  $168,008  ($50,820) ($23,395) $10,843  

Cash Balance - Beginning $0  $439,599  $607,607  $556,787  $533,393  

Cash Balance - Ending $439,599  $607,607  $556,787  $533,393  $544,235  

 

8.3 Balance Sheet 

  Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec FY1 FY2 FY3 FY4 FY5 

ASSETS                                   

                                    

Cash Balance - Ending 
$316,

685  

$320

,886  

$326

,161  

$332

,661  

$340

,388  

$349

,493  

$360

,132  

$372

,455  

$386

,618  

$398

,730  

$417

,184  

$439

,599  

$439

,599  

$607

,607  

$556

,787  

$533

,393  

$544

,235  

Accounts Receivable 

(1) 

$6,56

5  

$7,1

62  

$7,9

58  

$8,7

53  

$9,5

49  

$10,

544  

$11,

539  

$12,

732  

$13,

926  

$15,

318  

$16,

910  

$28,

249  

$28,

249  

$14,

921  

$17,

905  

$21,

486  

$25,

779  

Inventory                                   

Taxation Prepaid 
$5,40

7  

$4,8

25  

$4,0

89  

$3,1

99  

$2,1

57  
$923                        

Current Assets 
$328,

657  

$332

,873  

$338

,207  

$344

,614  

$352

,094  

$360

,960  

$371

,670  

$385

,188  

$400

,544  

$414

,049  

$434

,094  

$467

,849  

$467

,849  

$622

,528  

$574

,692  

$554

,878  

$570

,014  

                                    

Computer Equipment                             
$1,0

00  

$2,0

00  

$3,0

00  

Deferred Charges                                   

Less: Depreciation & 

Amort. 
                        $0  $0  

($33

3) 

($1,0

00) 

($1,9

99) 

Long-term Assets $0  $0  $0  $0  $0  $0  $0  $0  $0  $0  $0  $0  $0  $0  $667  
$1,0

00  

$1,0

01  

TOTAL ASSETS 
$328,

657  

$332

,873  

$338

,207  

$344

,614  

$352

,094  

$360

,960  

$371

,670  

$385

,188  

$400

,544  

$414

,049  

$434

,094  

$467

,849  

$467

,849  

$622

,528  

$575

,359  

$555

,878  

$571

,015  

                                    

LIABILITIES                                   

                                    

Accounts Payable (2) 
$1,50

8  

$1,6

45  

$1,8

28  

$2,0

10  

$2,1

93  

$2,4

22  

$2,6

50  

$2,9

24  

$3,1

98  

$3,5

18  

$3,8

84  

$6,4

88  

$6,4

88  

$3,4

27  

$4,1

12  

$4,9

35  

$5,9

21  
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Provision for taxation             $503  
$2,1

58  

$4,0

43  

$2,1

53  

$4,6

13  

$8,5

07  

$8,5

07  

$10,

043  

$9,7

81  

$17,

179  

$21,

456  

Short-term Notes 

Payable 
                                  

Current Liabilities 
$1,50

8  

$1,6

45  

$1,8

28  

$2,0

10  

$2,1

93  

$2,4

22  

$3,1

53  

$5,0

82  

$7,2

42  

$5,6

72  

$8,4

97  

$14,

995  

$14,

995  

$13,

470  

$13,

893  

$22,

113  

$27,

377  

Long-term Notes 

Payable 
                                  

Long-term Liabilities                                   

TOTAL 

LIABILITIES 

$1,50

8  

$1,6

45  

$1,8

28  

$2,0

10  

$2,1

93  

$2,4

22  

$3,1

53  

$5,0

82  

$7,2

42  

$5,6

72  

$8,4

97  

$14,

995  

$14,

995  

$13,

470  

$13,

893  

$22,

113  

$27,

377  

                                    

EQUITY                                   

Pain-In Capital 
$365,

000  

$365

,000  

$365

,000  

$365

,000  

$365

,000  

$365

,000  

$365

,000  

$365

,000  

$365

,000  

$365

,000  

$365

,000  

$365

,000  

$365

,000  

$365

,000  

$365

,000  

$365

,000  

$365

,000  

Retained Earnings 
($37,

851) 

($33,

772) 

($28,

621) 

($22,

396) 

($15,

099) 

($6,4

61) 

$3,5

18  

$15,

106  

$28,

303  

$43,

377  

$60,

597  

$87,

854  

$87,

854  

$244

,058  

$196

,466  

$168

,765  

$178

,639  

Total Equity 
$327,

149  

$331

,228  

$336

,379  

$342

,604  

$349

,901  

$358

,539  

$368

,518  

$380

,106  

$393

,303  

$408

,377  

$425

,597  

$452

,854  

$452

,854  

$609

,058  

$561

,466  

$533

,765  

$543

,639  

TOTAL 

LIABILITIES AND 

EQUITY 

$328,

657  

$332

,873  

$338

,207  

$344

,614  

$352

,094  

$360

,960  

$371

,670  

$385

,188  

$400

,544  

$414

,049  

$434

,094  

$467

,849  

$467

,849  

$622

,528  

$575

,359  

$555

,878  

$571

,015  
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9. Contingency Plan and Exit Strategy  

Contingent Event Likely Consequences Management Solution 

Funding cannot be obtained 

as expected 

Deferral of large, cash-

intensive initiatives, slower 

revenue growth 

Fine tune business plan, 

pitching with various 

investors or funding 

organizations 

Delays or operational issues 

retard schedule launching 

activities 

Lower than projected FY1 

results; decreased sales, 

income and cash 

Cash surplus exits to cover 

contingencies, adopt recovery 

plan 

New competition or recession 

weaken overall market 

demands 

Decreased market share; 

lower revenue and income 

growth 

Focus on market distinctions, 

cut process and ready for exit 

strategy  

Issue with custom regulations 

or inclement weather occurs 

Delayed service/ product 

delivery 

Use the safety stock to satisfy 

demand 

 

Other contingency strategies such as: 

Thaely could license the use and manufacturing of the Thaely waste plastic bag fabric to third 

parties. This could help reduce costs for Thaely or help generate additional revenue. The fabric is 

currently under process of being patented and can be licensed to external brands in the future.  

Thaely could also expand the use of the fabric for other purposes such as the manufacture of 

bags, wallets etc.  

Thaely will rely as the alternate third party logistics supplier, who offer innovative and flexible 

supply chain management solutions and temporarily redirect the focus of the sales team from 

maintaining the previously established relationship to finding new potential retailers. 

Exit Strategy 

Thaely plans to continue operations after year 5 due to a large growth potential in terms of 

market share. We intend to grow by 20% each year after year 5 which makes the terminal value 

at CAD 544,235 

Thaely will continue to pay out dividends that are greater or equal to the percentage in year 5. 
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