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Emilie Garnes 

Managing Director

As managing director, my role consisted of organising meetings and ensuring tasks 
were completed on time. I was involved in most parts of the business development 
from sourcing and pricing strategy to market research and promotion. 

As identified at the beginning of the project, my key skills and experience 
include public relations, Computer Aided Design (CAD), teamwork, leadership, 
administration and communication, all of which were key attributes to fill the role 
as managing director. I believed my creative interest, ability to understand our 
business segment and create results through the management team would ensure 
our business could run smoothly. These skills, along with new ones, have been 
developed throughout the project and will be discussed later in this portfolio.

My role & skills
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Ella Coleman 

Market Research Director

Elizabeth Jenkinson 

Marketing and Sales Director

Benjamin Reilly 

Financial Director

Harriet Blowers 

Commercial Director

the  team
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Introduction
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 “a fashion accessories brand that draws 
inspiration from the ever changing female 
lifestyle and personality. With aesthetics 

influenced by nature, we hope to replicate its 
tranquility and steadfastness in our products, 
offering an elegant contrast to the concept of 

ever-changing fashion and lifestyles.”

Sola



Figure 0: Picture from photoshoot 
of bag. For more see appendix C
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the  idea

Sola is a fashion accessories company selling coin purses and customisable round bags 

that can be worn as backpacks and side bags. Since its start-up in September 2015, Sola 

has developed from an idea to a company with physical products. Through this process 

certain issues and complications have surfaced and this portfolio will evaluate how these 

issues were handled, and how they could have been tackled differently with better potential 

outcomes. It will also consider the development of specific aspects of the company, such as 

the development of visual features including logo and website creation, and how personal 

skills were developed throughout these. Finally there will be a section providing an overview 

of a future strategy for the brand in which current business trends and customer demands will 

be merged with creative development of the business and its products.

The market research carried out showed a genuine interest among customers in  the idea 

of a multi-use backpack, this was further supported by emerging trends in similar bag styles 

on the runways. During fashion week round bags appears on runways for designers such as 

Aigner, No 21, Mugler and Rebecca Minkoff as shown in appendix A (WGSN, 2016) Following 

the initial concept of a round bag that could be worn as a backpack and a side bag, trend 

forecasts, and the market research, the brand was developed throughout the year. Supporting 

elements such as the company vision, logo, social media accounts, and website, evolved 

along with the business in a natural manner as we slowly moved from our focus from cost to 

differentiation. 

The highlights on the next page follow some of the main events in the development of Sola 

from a concept to a company with products. For the full development timeline and meetings 

minutes, see appendix B
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Highlights

Early November 2015 //

We were unsuccessful in finding a manufacturer, so decided to 

attempt to make the product ourselves. This proved to be too 

time consuming and costly to be profitable. Decided to expand 

product range to include coin purses, sold with letter key-rings 

for customisation. These were sourced from China, see figure 1, 

as a sub-product to focus on while sourcing the bags.

Late November 2015 //

Continued the sourcing process for the bags. We 

decided on the name Sola. Set up social media 

sites including Facebook, Twtter and Instagram, and 

created website via Bigcartel. Underwent market 

research in the existing market and completed 

surveys within target market for  product colours as 

shown in figure 2. 

December 2015 //

Presented our business pitch, discovered the purses 

were too cheap and should be re-priced due to their 

genuine leather and high quality. Developed colour 

palette for A/W, see below.

Autumn /Winter

2%
4%

2%
4%

8%

15%

25%

42%

Black
Grey
Cream
Beige
Green
Burgundy 
Blue
Pink

Figure 2: 

Market research 

on product colours

Figure 1: Coin purse

October 2015 //

Set up the company and chose our product to be 

mulit-purpose backpacks that can be altered to a side 

bag. Started the sourcing process in local wholesalers 

and online.

Figure 3: Sample Bag
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January - March 2016 //

Eventually found a manufacturer through acquaintance that was local and up to our standards. 

Price was higher than we expected, so a slight rebrand was necessary to move Sola from 

affordable to a more differentiation focus strategy. We met with the manufacturer and placed 

an order for a sample. We also started promoting Sola on various social media channels.

April 2016 //

Sample was finished. Placed order for correct colours. 

Shot the product, and put up on website and across 

social media. Created a new logo to better reflect the 

brand asthetics and image. Spring/Summer colour 

pallette was created, see above, and an order was 

placed for bags in those colours.

May 2016 //

Waited for products to be ready while preparing 

for degree show where a small pop up shop would 

appear, allowing us to sell our first products. Several 

customers have already pre-ordered a bag so sales 

are expected to go well.

Spring /Summer

Figure 5: S/S 16 Collection

Figure 4: Logo
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Stratgeies &

Development’

Figure 6: Image source Pinterest, 2016
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With a high focus on quality and well deigned products at affordable prices, we 

underwent a lengthy and thorough process of searching for a manufacturer that could provide 

the standards and price requirements we were after. The initial area of production and sourcing 

explored was wholesalers in Cheetham Hill. However, after visits to the potential accessories 

and handbag wholesalers, it was agreed that other options had to be explored as the standard 

of products was not representing the brand image of Sola.

Following the unsuccessful trip to Cheetham Hill, other outsourcing opportunities were 

explored, particularly online and from international manufacturers. Through this we encountered 

a seller in China with the desired coin purses, with whom an order was placed immediately. 

However, our issue with finding a manufacturer for the bags remained unresolved. We were 

still having problems sourcing someone who could meet our required standards within our 

price range.

As explored by Ambrose et. al. (2010), trust and commitment are essential for building strong 

and dependable relationships with a supplier. For the supplier of the bags, the we were 

particularly concerned about ensuring the relationship with the supplier was dependable but 

also trustworthy. Based on these standards and the idea that complex supply chains can be 

detrimental to business (de Leeuw, 2013), we essentially landed on the decision to attempt 

sourcing a manufacturer locally as it would be the most beneficial considering lead/delivery 

time and cost. 

We eventually found a manufacturer in Cheetham Hill that was up to our standards. Price was 

acceptable, however higher than we had first planned, hence a slight rebrand was necessary 

to move Sola from cost focused to a more differentiation focus strategy. 

Sourcing & 

Pricing



Although the supplier produced good quality items, she was busy and hence less dependable 

than we first anticipated. This resulted in close calls with near-misses of deadlines and 

concerns that the bags would indeed not be ready in time. However, eventually the orders 

were confirmed and promised to be delivered on time. As can be seen on the timeline on 

page 12 and 13, the sourcing process started in early October when wholesale options were 

explored in the local area of Cheetham Hill, yet the production of the first batch of bags was 

only finalised in May. This lengthy process could have been shortened a significant amount 

had we been more thorough during our initial search.

Following the concept of Kolb’s ‘experimental learning model’ (1976), which is based on the 

idea of learning from own experiences through reflection and conceptualisation, we could 

have saved a significant amount of time by being more thorough from the beginning of the 

sourcing process. On the other hand if we discovered the manufacturer we ended up with 

earlier we might have considered the price too high and kept looking regardless. In the end 

we were more concerned with getting the products made right and to our standards than we 

were about rushing production only to start sales as soon as possible. Although we did get 

the coin purses for the purpose of initiating trade while sourcing and producing the bags, we 

thought it better to launch the brand and all the products at the same time. We felt this would 

allow us to make a bigger impact as opposed to releasing a small batch of sub-products 

first. Although this could have been a successful plan, our slow production process led to 

the products being finalised only at the very end of the project, meaning we only had a small 

batch of 6 bags produced. This was to ensure we would be able to sell all the bags and not 

be left with excessive products. Upon reflection we saw that launching the coin purses earlier 

could have had the opposite effect, and actually caused more awareness around the brand 

from an earlier point, ensuring more buzz for the launch of the bags.

Figure 7 (abobe): Image source Pinterest, 2016



18

Personal Skills

Devekopment

Figure 8: ‘Blendscapes’ by Jordà (2012)
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By being the Managing Director I had the responsibility to be partially involved in most 

parts of the business and hence I acquired a multiplicity of new skills. I gained a new and 

deeper understanding and appreciation for cooperation, teamwork, communication, and the 

importance of exploring all options and never excluding ideas, but rather embrace them, 

build on and improve them. 

Throughout my time at university and the business project in particular, I have gained a range 

of skills related to the fashion business industry. Upon setting up Sola, my competences were 

mainly within digital marketing and PR through the use of social media, as well as digital 

multimedia for use in concept development and brand image design. These areas are still 

where my main focus and interest lie, hence it was natural for me to contribute to the digital 

and visual brand image development and design of Sola. 

As such a specific product in mind we wanted to ensure we remained true to our vision and 

not settle for something less. Hence our production process took a lot longer than first 

anticipated, however, we did not see this as a negative as it gave us the product we wanted.

Furthermore, it thought us that it is important to believe in your ideas and stay confident even 

if you meet resistance. The easier route is not always better, and it is important to stay true to 

yourself and your own envisions, creativity and ideas.
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Brand image

& marketing

Through being in charge of the photoshoot (see appendix C), creating the logo and the 

moodboards, I was able to develop my creative skills. I created the moodboard to the right as 

the final visual representation of the brand aesthetics. It combines elements from nature with 

minimalistic, modern graphics, while also incorporating the round feature of the bag. 

Furthermore, I contributed to the social media channels and website together with the 

marketing director. With seven years of experience in blogging and social media, I initiated 

the use of the platforms and was able to apply useful knowledge on areas such as ways to 

maintain a consistent look of an account page through photo editing and colour enhancing. 

I maintained my involvement in these areas of the business throughout the project as I had 

knowledge and experience to contribute. 

When working on the promotion, brand image and visual aspects of Sola I re-discovered the 

importance of truly understanding your brand when designing the visual aspects of branding 

and image. Despite having experience, I developed a new understanding for the importance 

of consistency within and across platforms as well as the importance of accurate brand image 

representation. At the beginning we were not clear on who Sola was, and hence struggled 

to promote the brand visually. However, once the brand identity was developed and we 

had decided on the aesthetics, the visual direction and promotion was far easier and more 

convincing.



Figure 9: Sola Moodboard, 2016



Social media became our main outlet for promotion and marketing as it is accessible, 

quick and popular amongst our target market. As discussed by Adams (2015), consistency 

across social media platforms is important was it will help customers recognise your brand 

regardless of the platform. We ensured there was consistency in the style of images posted 

on Instagram (see appendix C), maintaining a visual representation of the lifestyle and 

identity we want the brand to be associated with. As the Instagram account (figure 10) was 

mainly based of inspirational photos from external sources it was a quick and effortless way 

of commuicating with customers. Regardless, despite being active on Instagram, we should 

have utilised  all the various platforms to a greater extent. For example, by setting up a 

LinkedIn profile for our business we could have attracted potential sponsors and discovered 

likeminded people to work with. Furthermore, Although we did set up a Twitter it was not 

utilised to any extent. Twitter is essential these day for rapid, short term, outreach to potential 

customers and promoters. 

Figure 10: Sola’s Instagram account,



However, most importantly we should have been more regular in our posting in general. Ours 

was irregular meaning our name did not get out on the internet as much as it should to be 

noticed. By implementing an organised posting schedule, where posts could be planned 

ahead, we could have prevented irregularities in our uploads. This would also have helped 

us reach a bigger audience, which would have helped promote the brand and the brand 

awareness. Moreover, Facebook lacked in use as it was only used to share Instagram posts. 

With the benefit of allowing longer posts, it could have been utilised to post more in depth 

information on the brand, product development and launch updates.

Furthermore, with my knowledge and experience in this area I should have taken more initiative 

and been more involved in order to ensure we made the maximum effort to reach as many as 

possible.

Figure 11: Sola’s Facebook page,
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Throughout the start of the project our communication was unreliable and unprofessional. 

This resulted in scattered impressions of the brand and our ideas. After critically assessing 

our roles we discovered that although neither one of the team members was the appointed 

boss or leader, we needed an authoritative voice to follow who could set the demands. As 

managing director I took on this task together with our market research director. Together 

we arranged meetings with the manufacturer and the business, set deadlines and ensured 

everything was organised and done on time. The lack of an appointed leader at the start did 

at times affect our productivity and efficiency, however as we developed the company further, 

we grew and developed with it, experiencing how important clear communication, respect, 

reliability and engagement is for a team and business to work.

I gained valuable experience in what constitutes leading and managing a group. Before 

Sola, my conception of how to manage a group revolved mainly around setting deadlines 

and essentially telling people what to do. However, as the business project developed, my 

perception of this has changed. I now understand the importance of communicating with the 

group, ensuring everyone is heard, and making decisions together. That managing means 

to keep the group organised, motivated and on track more than it means being the boss or 

executive authority. Furthermore, as argued by Bales (1950) and Belbin (1981), I agree with the 

idea that a team requires a variety in team member personalities. With goal-directed members 

mixed with other members, a team will be more likely to thrive and to work in harmony.

This was also an area in which I was able to explore some of the leadership theories I had 

studies in my Leadership in Action module. Despite the confusion and fine line between 

leading and managing, I found that they do go hand in hand, and regardless of which one 

is in focus, methods from the other can be useful. In particular, I found that elements from 

trait leadership and transformational leadership styles coincided with how I perceived good 

management skills. Both of which focus on co-operation and positive learning outcomes and 

development for both leaders and team members (Northhouse, 2013), which I believe are 

essential components to becoming a good manager or leader, and are traits I will continue to 

develop and utilise.

Managing & 

communication

Figure 12:  Image source Pinterest (2016)



Future 

Devekopment

Figure 12:  Image source Pinterest (2016)
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The future of SOLA bags will depend on how well the products sell upon launch and in 

the following months. If the launch is a success, the development strategy presented in this 

chapter can help provide continued success, however the strategy will require funding from 

high sales figures or investors as it could be a costly, but worthwhile develpment.

As there is a rapidly expanding focus on sustainability and ethics both in business and 

fashion, the future of Sola will move it towards a more sustainability focused brand, whilst also 

developing its customisable factors. The next year will include new product features for the 

existing bag together with the appropriate promotion. With the brand identity and aesthetics 

in mind this direction of development is fitting as the customer base is mainly rooted in 

young and aware customers who are increasingly more concerned about the environment, 

how things are made and where they come from (Keeble, 2013 and Jin Gam, 2011).

The main areas in need of development for this strategy are therefore sourcing and promotion. 

A new local manufacturer might be necessary to ensure production is more reliable, with 

materials from sustainable, organic or recycled materials. Furthermore, the brand would have 

to be promoted with a new focus on sustainability. Social media will be essential for this and 

various methods for ultimate success in this are explored further later in this section.

Our materialistic society, where consumerism dominates, has seen an increase in customers 

interest in being more conscious in their shopping. This is an excellent opportunity for new 

and existing brands to become more responsible and aware. 

the  

sustainable

concept

Figure 13: Image source Pinterest (2016)
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Any company, product or business that wishes to succeed in the future, and have the potential 

for long term development and future innovation, is these days required to think outside 

the box, and aim for sustainable production and conscious business strategies (Clarke and 

Clegg, 2000). Sustainable fashion is often being considered as a contradicting concept (Batch, 

2013 and Martinko, 2015), with Duska (2000) and Egan (2011) calling the fashion industry as 

oxymoronic in relation to ethics and sustainability. They argue that the business will always be 

about making significant profit and to gain success, and that these do not coincide with the 

slower, smaller, more eco-friendly methods of production and business. 

On the other hand, some have argued that you can indeed be a successful company making a 

profit, whilst still advance in the development toward enforcing sustainable business practices. 

Regardless, aiming to be at the forefront of innovation is almost always seen as a positive 

factor, and is appreciated by customers and potential investors or partners. As explored 

by Caniato et.al. (2012), incorporating CSR into business and environmental sustainability 

in supply chains is becoming ever more important. Therefore it is essential that there are 

elements of sustainability incorporated into future strategies for Sola.

Figure 13: Image source Pinterest (2016)
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Product 

development & 

promotion

The main changes to the product features besides the materials is improved and 

developed customisation. These will include a wide choice in a range of features when 

ordering the bag. There will be choice in patterns to be printed on the front of the bag which 

will range from birds, leaves, clouds, sun, moon, naturalistic motives. Two examples of what 

these patterns could look like have been presented below, based off the moodboard to the 

right. The customer will also have the option of choosing various sizes covering from small, 

medium and large, a selection of local and ideally organic fabric types and colours will also be 

available to match the chosen pattern or to be kept on its own for a simplistic and minimalistic 

bag.

Figure 14 and 15: Examples of possible pattern design  in future product development
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Figure 16: Visual moodboard for future product development for Sola
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A design collaboration with an artist who produce beautiful prints and designs, or fight 

for the environment and nature conservation, would improve reputation and be beneficial 

for both parts. If combined with a commitment to give back to communities and nature, this 

would implement strong corporate social responsibility, by going beyond what is expected 

for a fashion brand. The moodboard to the right represents some of the resin art of Australian 

artist Mitch Gobel. He is an innovative artist who has combined his art with fashion through 

his swimwear brand MGRA, of which all profits go towards the MGRA Wildlife and Habitat 

Conservation (MGRA, 2016). A collaboration with an engaged artist and environmentalist such 

as Gobel, although, would introduce Sola to a new market whilst developing well designed 

printed products. Examples of what an artist collaboration could look like has been presented 

in the images below.

Finally, as e- and m-commerce is becoming more and more dominant in customers shopping 

habits (Mercer, 2014), exploring the option of creating a mobile shopping outlet as well as a 

more advanced, independent website - that is not hosted on Bigcartel, could be worthwhile 

for the brand.  Furthermore, by ensuring there are well developed online shopping methods 

available, Sola will not require physical stores which will feed into their sustainability strategy. 

Without a physical store, the brand will not only save on expenses of rent, maintenance and 

staff, but also maintain related emissions at a minimum. Of course there are negatives to an 

online - only shop, including the risk of loosing potential customers who prefer the ability to 

touch, see and try on the product in person before making a decision. However, this can be 

partially prevented through affordable or free delivery and free delivery, and as the products 

are customisable, the ones on display in a shop would not necessarily have the product 

features that the customer would want.

Figure 17 and 18: Examples of possible pattern design  in future product design collaboration



Figure 19: Visual moodboard for future product design collaboration with Mirch Gobel Resin Art
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 A
Image showing round bags appearing on catwalks during A/W 16 Fashion Week. 

From left to right: Aigner, No 21 and Mugler. Below from left to right: Rebecca Minkoff and Vionett
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IX B
Full minutes covering every meeting and the development of the brand, presented on the 

following pages.

Business Project Minutes for SOLA Bags 

Meeting 1 - 28th September 2015

 • Team roles have been assigned 

 - Managing Director - Emilie Garnes 

 - Market Research Director - Ella Coleman 

 - Marketing Director - Elizabeth Jenkinson 

 - Financial Director - Ben Reilly 

 - Commercial Director - Unassigned 

 • We have started discussing ideas for our business however have not reached any 

conclusions yet, we are all bringing ideas and research to our next meeting.

Meeting 2 - 30th September 2015 

 • Hattie Blowers has joined the group as the commercial director, all of our group 

roles are now filled. 

 • We have decided to try selling mini-backpacks, we want the bags to have a 

personalised aspect to differentiate it from competitors. 

 • We have discussed having removable fabric on the front of the bag which would 

be available in different colours and patterns so our customers can customise the bags to 

their own requirements. 

 • We are going to research customisable bags and explore different options before 

our next meeting.

 • We’ve also arranged to go to Cheetham Hill on the 6th October to see if we can 

find bags that we would want to sell or a potential supplier.



Meeting 3 - 6th October 2015 

• We have discussed the idea of the bags being adjustable so they can be worn as both a sidebag 
and a backpack.  

• We were unable to find a supplier at Cheetham Hill and are going to begin looking for potential 
suppliers online.  

• We are also going to contact a designer at River Island to see if they have any information on 
how we could manufacture the bag or find and contact suppliers.  

• We are also going to email www.rocketbags.com to see if they would be able to make the prod-
uct and how long lead times would be as well as their minimum order quantity.  

Meeting 4 - 12th October 2015 

• We have identified our target market as young, fashionable women between the ages of 16-24.  
• The Market Research Director is creating a market research survey to determine whether this age 

group will be interested in our product idea as well as their preferences towards bag styles and 
colours.  

• Once the surveys are completed we will hand them out to our selected target market and make 
electronic versions of the survey to upload to social media platforms such as Facebook.  

• Uploading the survey to an online platform will enable us to reach as wide an audience as possi-
ble.  

Meeting 5 - 21st October 2015  

• After unsuccessfully contacting www.rocketbags.com and being un-
able to find a supplier at Cheetham Hill, our Managing Director spoke 
to our mentor for advice on sourcing and manufacturing our planned 
product.  

• He has suggested that we explore other options and also look into 
manufacturing the bags ourselves.  

• We are going to contact Lisa Taylor to see if she would be willing to 
help us manufacture a sample bag ourselves.   

• Update - 23rd October - Lisa Taylor has replied and is unable to help 
us however Fiona Colton is going to advise us on how to manufacture 
a sample bag (see image 1). The Marker Research Director and Com-
mercial Director are going to buy a bag to model our bag off, buckles 
and d-rings so we are able to manufacture the bag. 

• Our main priority is to have a finished sample bag as soon as possible 
so we can begin marketing and selling. 

• We are also considering the name ‘mini’.  
Image 1 

http://www.rocketbags.com
http://www.rocketbags.com


Meeting 6 - 10th November 2015  

• The sample bag has been manufactured, we have discovered the bag needs to be smaller and 
we are also planning on adding two d-rings to the bottom of the bag so that it can be altered 
from a side-bag to a backpack.  

• However the manufacturing process took longer than we were expecting and we have arranged 
another meeting with our mentor to explore our options.  

• We are also going to begin looking for other products that we would be able to sell whilst we try 
to manufacture the bag so that we can begin trading sooner.  

 

Meeting 7 - 12th November 2015  

•  After talking to our mentor we have decided to try and find purses that we would be able to sell 
whilst we are manufacturing our backpack.  

• We are currently looking online for purses, preferably coin purses and are planning another trip 
to Cheetham Hill to see if we can source suitable purses.  

• We have taken inspiration from the Mulberry coin purses and want to find something a similar 
shape.  
- http://www.mulberry.com/shop/women/small-leather-goods/pouches 
- http://www.ebay.co.uk/itm/LADIES-WOMENS-SMALL-REAL-SOFT-LEATHER-BLACK-ZIP-

ROUND-COIN-PURSE-1466-/380855996965?hash=item58acc95225:m:muYRU_6IaoPeTx-
G9ImD2T3Q 

Meeting 8 - 17th November 2015 

• We were unable to find purses at Cheetham Hill however we have ordered six purses from Ebay ( 
see image 4).  

• www.ebay.co.uk%2Fitm%2F252033452986%3F_trksid%3Dp2057872.m2749.l2649%26var
%3D550892971528%26ssPageName%3DSTRK%253AMEBIDX%253AIT&h=bAQHgHi45 

http://www.ebay.co.uk/itm/LADIES-WOMENS-SMALL-REAL-SOFT-LEATHER-BLACK-ZIP-ROUND-COIN-PURSE-1466-/380855996965?hash=item58acc95225:m:muYRU_6IaoPeTxG9ImD2T3Q


• The purses are real leather and we have two black, two blue and two red to fit with our autumnal 
colours.  

• We are also discussing the idea of etching our logo onto the purses to customise them.  

Meeting 9 - 20th November 2015 

• We have decided to try and add a more customisable aspect to the purses so we have a stronger 
USP and they fit with our brand image. We are considering adding a silver keyring to the purses 
with our logo on once we have created it or etching our logo onto the purses.  

• We are also thinking about adding charms or giving the customer the option to add a person-
alised letter keyring.  

Meeting 10 - 23rd November 2015 

• We have received feedback from our mock presentation and our going to focus on improving 
before the final presentation before week 12.  

• The main points for improvement are:  
- Standing position and ensuring we are not covering the screen  
- Improving the amount of information on the slides, ensuring all information is relevant.  
- Bringing samples of the products with us.  
- Ensuring all secondary research is referenced correctly and factual.  

Meeting 11 - 28th November 2015 

• We have decided that our brand name is SOLA and have created a logo.  
• We have also set up an Instagram account as well as Facebook and Twitter accounts so that we 

can begin marketing our brand. 
• We have a set up a website and online store via big cartel where we will be able to begin trading 

once our products are ready, this will be our main sales platform.  
• We are also planning on contacting bloggers to promote out products once the bags are ready.  



Meeting 12 - 4th December 2015  

• We have found charms to match our logo that we would be able to attach to the purses as well 
as letter alphabet keyring that would allow us to customise the purses.  

- http://www.ebay.co.uk/itm/Wholesale-50pcs-Sun-Tibetan-Silver-jewelry-accessories-DIY-
Pendant-P681-/301706336761?var=600545689608&hash=item463f1959f9:m:mbsekUSp1T-
PvVRl1fVTG-uQ 

- m130710801869?var=&hash=item1e6ef88dcd:m:miMCoWL414XtLU37OiNvpSA 
• We are focusing on creating our business plan and still researching suppliers who would be able 

to manufacture our bags.  
• We have met to discuss the final aspects of our business plan before submission. Whilst we have 

all written our individual parts we have gone through everything to ensure the style is consistent 
throughout the business plan.  

Meeting 13 - 8th December 2015  

• We have all met as a group to create the slides for our final presentation and add our cvs and 
executive summaries to the business plan.  

Meeting 14 - 1st March 2016 

• First meeting after Christmas, tasks have been delegated to all members  
- Hattie and Ella - sourcing and contacting possible manufacturers  
- Libby - post on the social media accounts, specifically Instagram and order keyring for the purs-

es.  
- Emilie - Take pictures of the bags and purses when they are ready and work on the website  
- Ben - set up a bank account and stay up to date on all business expenses and purchases  

Meeting 15 - 14th March 2016 

• We have met to discuss possible manufacturers for the bag, Ella and Hattie have spoken to a 
woman in Cheetham Hill however the production costs are more than expected - £50 for the 
sample and then £10 TCM, however we could lower the price by buying our own materials.  

• We are also discussing arrangements for the grad show  

Meeting 16 - 16th March 2016 

• Emilie and Ella have met with out tutor to discuss plans for the grad show. 
• Ideas so far   
- Very visual boards showing the development of the bag from an idea to the physical product, 

where we want the brand to be and how we want the brand to be perceived.  
- Initial sketches of the bag and idea to show how the business idea started out, could show 

the change in size of the bag?  
- Fairy lights to hang above the stands and a rail to hang the finished bags from as well as other 

decorative bits like a plant.  
- We are also considering having a mini pop-up shop demonstrating what we would like our 

potential shop to look like  

http://www.ebay.co.uk/itm/Wholesale-50pcs-Sun-Tibetan-Silver-jewelry-accessories-DIY-Pendant-P681-/301706336761?var=600545689608&hash=item463f1959f9:m:mbsekUSp1TPvVRl1fVTG-uQ


- Moodboard and visual representation of the brand aesthetic to put behind the rail  
- Focus on trying to make it a retail space rather than a presentation of the development of the 

brand  

Meeting 17 - 13th April 2016 

• The sample bag is finished however it has cost more than quoted, £84 including vat however 
every bag following will be £14 

• We are going to contact her to ask why it was so much more than the quote. 

Meeting 18 - 14th April 2016 

• Sample bag has been collected 
• Met with Gianpaolo to discuss plans for the grad show.  
• Contacting the manufacturer to order more bags in black, pastel blue and lilac to fit with the 

spring/ summer colour palette.  

Meeting 19 - 22nd April 2016 

• Photos of the sample bag have been taken  
• Photos of the bags have been uploaded to all social media accounts and the pictures are be-

ing edited to match the colours of the new bags.  

Meeting 20 - 26th April 2016 

• Meeting to plan for the grad show  
• We have rewritten the mission statement and changed the logo for the brand.  
• We have also edited the colours of the bags and uploaded them to the website.  
• We have uploaded the bags to the website for £30 and given all the bags names 
       blue = Pluto,  
       grey = Luna,  
       black = Eclipse 
       cream = Venus  
• We have made a mood board for the brand ass well as new colour palettes.  
• The brand strategy has also been changed from a cost-focus strategy to a differentiation-focus 

strategy due to the higher price of the bags. 

 



 

 

website at sola.bigcartel.com 

 Meeting 21 - 4th May 2016 

• We have met to go over plans for the degree show  
• New brand description is ‘Sola is a fashion accessories brand that draws inspiration from the 

ever changing female lifestyle and personality. With aesthetics influenced by nature, we 
hope to replicate its tranquility and steadfastness in our products, offering a juxtaposing 
synergy to the concept of ever-changing fashion and lifestyles.’  
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IX C
Selection of pictures from the photoshoot I arranged and did for the brand. All images taken 

and edited by me.

44


