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Executive
Summary

Founded in 2020 in Richmond, VA by Ebonique Little, Piper

Lynch, and Sydney Soderberg, Re-Up is a online thrift store

and physical community workspace in the practice of 

up-cycling and mutual aid. The mission of the business is

rooted in an authentic commitment to sustainability in the

fashion industry, through creative and personal reutilization

of second-hand garments. We value experimentation,

originality, and an inclusive mindset, and hope to provide an

outlet for this in our community. 
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Business 

Model Canvas

We build and maintain
customer relationships
through a community-
based mindset by
accepting donations and
providing a new
individualized outlook on
old garments. We do this
by offering our
customers hands on and
interactive events where
they learn new skills
through DIY projects for
their own clothing in an
effort to stay sustainable
and reduce waste. We
also interact with
customers via our
ecommere website and
social media where they
can purchase and
browse thorough all of
our unique hand-made
and upcylced goods.

We are a unique sustainable
fashion brand, on a mission
to repurpose and revitalize
the second-hand shopping
community, we accomplish
this through a circular
business model by providing
our customers with
refreshed and stylish
upcycled goods that they can
use long past their intended
life time. 

The most important costs to
our business model is buying 
 second hand goods in which
we will use to repurpose and
sell to the end consumer.
Rent, tools, trimmings and
details needed for alterations
are also crucial. Paying for
artists, designers, or
craftsmen to come in and
teach workshops on occasion
will be needed as well.

Activities:
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Partnerships:

Key Resources:

Customer

Segments &

Channels:

Cost Structure:

Revenue Streams:

Value Proposition:

Here at Re-Up we plan to
partner with local artists,
craftsmen, and other
designers who will use their
specific skills to help
contribute to the rebuilding
and revitalization of old
clothing into something new
and repurposed.

Actively sourcing clothing
within the community and
perform in-house alterations
including cutting, sewing,
printmaking, embroidering,
dyeing. Community
workshop events through
partnerships with local
businesses and freelance
artists. 

 Relationships:

Second hand retailers,
donations from the
community, specialty
vintage stores, estate sales
and auctions.

1. Through online sales via
our website.

 2. Through customer sign
up's for our in-house
workshop events. 

Generation Z,
milliennials, gender-
inclusive, sustainable or
eco-conscious groups,
and those who are
artistically
experimental. Re-Up
will reach them through
word of mouth, social
media, and local
advertising through
community fliers.



Company
Overview

Description:

Re-Up is a second-hand ecommerce

business, as well as a physical

space for donation and community

events. With a background in up-

cycling garments through original

modifications, Re-Up has a passion

for renewable methods of craft and

production. The business's three

greatest strengths include its

circular business model, a hand-

crafted appreciation, and the

collaborative engagement with its

customers and community. 

Maintain profits

Increase community outreach

Invest in quality amenities for

physical space

Create best value product for cost

Establish online presence

Develop brand recognition

Increase percentage of sales

Grow social media following

Increase market share

Revamp business plan

Company Goals:

Within 1 Year:

Long Term:

Mission:

An authentic commitment to

sustainability in the fashion

industry and access in our own

community, through creative and

personal reutilization of second-

hand garments.
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The resale e-commerce or “re-commerce” industry is booming and is
considered a growing market as the rise of recycled or upcycled-based thrift
shops have appeared online, especially during these times with Covid-19.
According to an article from Shogun, “Clothing and secondhand apparel take
the largest market share of re-commerce, set to reach over $51 billion by 2023”
(Genest, 2020). The spectrum of reselling online is wide and includes categories
such as thrift, vintage, luxury, and collectibles, providing many opportunities
and sectors for upcycling businesses to enter. The increase and success in re-
commerce and up-cycling is due to the culture of repurposing and the
sustainability movement within fashion as more and more consumers demand
this type of transparency within the retail industry.

Industry Overview:
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Competition:

 
Within the upcycling and re-commerce industry there are 4 main

competitors who account fo 80% of the current market share,
those competitors are as followed:

 
ThredUp - They position themselves as the largest online thrift
store with thousands of second-hand items that can be
marked down up to 90% off the estimated retail price. Their
price points vary from like-new, high-end designer, to very
inexpensive second-hand. ThredUp dominates its recommerce
market as it is currently ranked the best online thrift store for
2020. Their mission is, “to inspire a new generation of
shoppers to think secondhand first,”. They have even created
the Circular Fashion Fund to support their sustainability.

2. 

The RealReal - They position themselves as an online luxury
consignment brand. Their price points are high end however,
they are lower than the normal retail price of second-hand
products from brands like Chanel, Louis Vuitton, and Gucci.
They pride themselves on the diversity of their team, as well as
the authenticity of their luxury goods. The consignment aspect
differentiates them, creating a relationship with consumers.

Vestiaire Collective - They position themselves
as a global consignment resource. Their price points are
moderate (and negotiable), as they sell designer/luxury goods
along with prestige and some masstige brands. Vestiaire has
transformed this market through their modern approach.
Users can follow influencers and set up alerts as well. Vestiaire
strives to inspire their users by selling and buying unique
pieces from one another’s closet.

 1.

3. 

4. Etsy- Etsy positions themselves as a place for small business
owners to curate and sell their own products in return for a small
portion of their profits. They are a platform for sourcing, buying,
and selling items to a network of people around the world. While
this ecommerce site does not position themselves as a primary
source for consignment or thrifted goods, a large portion of their
product offerings and subscribed business owners do offer
thrifted finds that have been repurposed and reinvented. This
site was worth noting as they are highly recognizable and known
for their unique and handmade products



When considering the top four players
in the associated market, they are
more large scale and nationwide for
anyone, anywhere to access and use.
Most seem to focus on the popularity
of the brand, the reduced price, and
condition of the item. Below we have
identified three missed opportunities
within the recommerce industry
including one opportunity in which we
at Re-Up are taking advantage of. 

We at Re-Up, revolve around the idea of updating an old item to make it unique
and on-trend, further inspiring sustainability and reducing waste. Additionally, our
products and classes are more localized and regional-based in order to better
reflect the surrounding community and their wants and needs according to their
individuality and personal style. This is a missed opportunity within the industry as
no business currently takes advantage of offering upcycled clothing or classes local
through an in person or online platform. This encourages community engagement
and a more personal connection to recycled clothing and sustainabilty practices. 

Upcycling 
classes

While many competing companies offer easy-to-use search navigation tools
through their website, allowing the user to look up exactly what they want, no one in
the industry offers a personal customization product for commission. This
opportunity would essentially allow a customer to receive a custom made item
from donated clothing of their choice ,or an all around hand-tailored piece of
clothing or accessory made specifically for them. This business opportunity allows
the company or brand to take commissioned-based requests only, ensuring they
will always make a sale upon a customers request. 

Closely related to refurbishing, upcycling is a form of art that is considered a
specific craft and skill which most people do not know how to do on their own.
Many components of upcycling something involves the knowledge and skill of
sewing, fabric and textiles, basic design principles, and math. Instead of people
doing DIY crafts on their own, businesses can take advantage of this opportunity by
creating classes that teach users how to do these specific crafts to their own
clothing in a fun and egaging environment. 

Industry Opportunities

Local online
community &
engagement

Personal
customer

commissions



As the brand highlights sustainable

practices, natural elements and colors

drive its image. The brand keywords —

authentic, experimental, imaginative,

repurposeful, and collaborative — uplift a

locally-minded Gen Z shopper. In Re-Up's

brand strategy, it is important to equally

communicate community engagement

and support, and promote social acts for

environmental change.

Re-Up's target customer is a female in her

mid-twenties who lives in Richmond's up-

and-coming Church Hill neighborhood

with roommates and lower to middle

income. With progressive ideals, she

values community engagement and social

activism, and enjoys artistic outlets like

crafting projects. Re-Up resonates with

this consumer as the brand emphasizes

environmental justice, repurposing, and

collaborative spaces through fashion.

Re-Up focuses on affordability and

equal accessibility to sustainable

fashions. Store events will cost about

$75, and the clothing will have a

moderate average markup of 40%. To

cover overheard, markdowns will mainly

just be allotted for Holiday promotions.

Re-Up will be priced much lower than

their competitors, but this reflects the

desire to have a wider reach.  

The advertising and promotional tools

will focus on artistic collaborations with

young, local community members.  The

digital marketing strategy will include

consumer-oriented email campaigns

and social media advertising through

the use of Instagram and youthful

platform Tik Tok. Events will also be

promoted through local signage, fliers,

and small, independent magazines. 

Sales &

Marketing
Plan 

Brand Strategy

          Authentic.

                      Experimental.

Imaginative.

                     Repurposeful.

        Collaborative.
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Target Customer

Pricing and Sales Strategies

Advertising and Promotion



Re-Up takes pride in sourcing their products from local thrift stores, goodwill donation sites,
and collecting donations from its surrounding community. Prior to starting the business, the
amount of clothing needed should be sufficient enough to produce any product offerings that
will be listed and sold through the ecommerce website. Approximately two yards of fabric is
needed to create one shirt, blouse, or top for the average woman, so the amount of clothing
needed in relation to useable fabric area will need to be double the average yardage needed
for specific garments. With an anticipation of clothing to be damaged, torn, or stained,
approximately 113lbs of clothing will be needed in order to sufficiently support the opening
inventory needs for the online orders. In regards to the upcycling workshops that will be held in
their brick and mortar location, no garments will be necessary for an opening inventory as the
customers are expected to bring their own garments they wish to upcycle themselves.

These product offerings align directly to Re-Up's target
customer as these are essential components to the female
wardrobe. However, what makes these garments special to
the target customer is their meaning behind the clothing
and their purpose of being created. Every product
produced is mindful of the waste that is attributed to
buying new clothing, and with knowing our target customer
values sustainability, these products provide them with a
new, sustainable, and stylish upgrade to an old garment.  

Operations:

Specific product categories in which Re-Up plans to offer through
their online website are listed below but not limited to: shoes, tops,
pants, vests, jeans, earrings, hats, sweaters, outwear, headbands, and
dresses Likewise, the products that can be expected from Re-Up's
community workshop at their brick and mortar location are just as
equally similar, but will have extra trimmings such as embroidery,
fringe, or beading, but is only to be added on to garments during the
interactive workshop.
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Product & Service Offerings



The physical brick and mortar store for
Re-Up is located at 1003 N 25 St.
Richmond, Virginia 23220. This location
primarily serves as a community work
space where customers can participate
in our unique workshop classes held
twice every Saturday. This space also
serves as our storage facility for holding
any necessary inventory needed to
create our upcycled products, and as an
office from Monday-Friday for our team
members. In order to provide another
stream of revenue outside of our e-
commerce sales, having an interactive
work shop allows guests to get that
hands on experience in a physical retail
store understanding the process behind
how clothes are upcycled. This allows
the customer to feel personally
connected to our brand and the
garments we sell, ultimately making
them repeating clients. 

 
 
 
 

Following the information in the staffing
section is a financial breakdown of the
company including information on
employee pay and owners pay. As first
time business owners of a small online
and partial retail store, the owners,
Ebonique, Sydney, and Piper have
decided to not pay themselves for the
first year of operation. Instead of taking a
portion of the pay cut, the entrepreneurs
have decided to invest their money back
into the business where they see fit come
the years to follow. As the business is
only run by the three owners there is no
need for additionally staffing to assist
with the business at this time. However,
there is a set budget of $12,000 annually
in order to compensate the time and
effort of the workshop teachers they
bring in for their upcycling classes each
Saturday.

 
 
 

Operations Cont.

StaffingLocation
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Two Year 1 sales plans were completed

to reflect the separate revenue streams

from the main e-commerce channel and

supplemental retail community events.
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Financial
Plan 



Financial 
Plan Cont. 
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Sales / Gross Profit

& Break Even
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Monthly Sales Plan
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For the first year, the team will not be collecting a salary. This money will be
invested to curate a creative marketing campaign, enlisting the help of several

artisans and designers who will host workshop classes at the physical store. The
other expenses are relatively modest, and we've found a store location with
affordable rent in an up-and-coming area of Richmond. Fostering a sense of

community will enable us to have a profitable first year plan.

Profit & Loss Statement 
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For our pre-opening capital
we have devised a plan
equivalent to 1 month of
expenses needed to begin
our business plan. Since we
are planning to launch our
business in the new year the
monetary number are
reflected for the month of
January. We have allocated
that we will need $3,024 for
for our total opening expense
items such as advertising,
insurance, rent, and
beginning inventory. 

Financial 
Plan Cont. 
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Additionally we have
allocated other capital costs
such as furniture and
fixtures to serve as the cost
needed to supply our in
store guests tables and
proper seating for our
weekend events, along with
other machinery such as
sewing machine,
embroidery needles, or
other devices used by us or
the teachers of the
workshops.  



The team will begin this venture with a total of $35,000 on hand, which
can be used for extra pre-opening expenses. We plan to have the credit
card completely paid off toward the end of the year when we foresee a
boost in sales and make loan repayments every month. Because we are
not taking a salary the entire year, the team will allow themselves a draw

during the prosperous months November and December. 

Cash Flow
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Appendix A Maketing Plan

Pre-Opening Marketing Calendar

-

Pre-Opening marketing begins 3 months 
prior to our opening date in January, as 
Re-Up is a small business with hopes to
establish the brand's familiarity in the
community and online. This will be done
mostly inexpensively during this time period
to save opening costs, through investing in
local fliers to influence word of mouth, as well
as social media ads to found a substantial
following.  
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Maketing Plan

Cont.

1-YR Marketing Calendar

This 1YR Marketing Calendar highlights a year's plan of Re-Up's
marketing events, dates, and expenses. It follows monthly holidays
and promotional periods, featuring planned collaborations with
local magazines and radio station, campaigns and social media, to
ultimately boost our reach and recognition in the community, with
the largest monthly expense prioritizing our DIY class guests. 
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Uses reusable shopping bags 
Preferred method of
transportation is a bicycle
Goes to every new installation
at the ICA
Like original, antique pieces
Does not own cable 

Gender: All Inclusive

Age: 18-30

Household Income: $25K-$40K

Marital Status: Single 

Family Situation: The younger
Gen Z consumer lives at home with
a part- time job. The Millennial lives
alone or with roommates and has a
few pets.

Geographic location: City, urban
environment. Might live within a 20
mile radius of Richmond city.

Possible occupation: Entry-level
jobs, server, freelance designer,
writer, painter, retail manager 

Other interesting facts:

Psychographic Traits:
1. They like natural products, shop
organically
2. Enjoy spending time outside
3. Try new restaurants frequently
4. Watches Bon Appetit YouTube videos
5. Into DIY crafts and projects
6. A homebody
7. Likes to take day trips
8. Adventurous, curious, free-spirited
personality
9. Likes homemade meals and other
products
10. Vegan
11. Into health and wellness activities,
yoga, retreats
12. Minimalistic, mid-century modern
home decor
13. Go to local concerts and museums
14. Liberal, progressive minded
15. Supports community, grassroot
efforts

Customer Profile &

Psychographic Data 
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Quick Facts:
• Population: 220,892
• Growth: 1.9%
• Poverty rate: 25.2%
• Median age: 33.5
• Median household    
 income: $42,356
• Number of
households: 109,362
• Median property
value: $209,200

Demographic Data

Age:

The economy of Richmond, VA
employs 109k people.

• The largest industries in Richmond,
VA are Health Care & Social
Assistance (16,573 people),
Educational Services (12,678
people), and
Retail Trade (11,755 people), and
the highest paying industries are
Mining,
Quarrying, & Oil & Gas Extraction
($69,583).
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9/22/20

What the heck even happened today?? I had such a long day at work, and

my boss made it worse by ranting to me on the phone for three hours after I

had clocked out.. I always try consoling people, and seeing the good in things,

but this girl was a mess. II’m so glad I’m taking this rose bath right now

with my favorite vanilla pumpkin candle. Might do some retail therapy, but rent

is due and I’m broke. While we’re on the topic, I really think it’s time for me

to move because Naomi’s boyfriend is a problematic dick. He’s always over and

makes sexist remarks, and expects me to do stuff for him. When this pandemic

is over, I just want to go to Ipanema and sing karaoke with my friends. Oh

shoot, I spilled my wine on this page. On a different note, I found this new

thrift/upcycling store that’s right up my alley. Can’t wait to check out the

vibes. Even though my day was shit, I’m excited that we’re donating food to

my neighborhood’s mutual aid organization at the community garden tomorrow.

Until we meet again, notebook.

Xoxo, Hazelnut

Ideal Customer

Avatar Journal Entry 

Name: Hazel
Age: 24
Income: $32,000
Residence:
Renovated home
in Church Hill with
two roommates
Job: Company
talent recruiter
Family situation:
Single, has two
cats
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Customer

Outreach Survey &

Key Takeaways 

As the business owners of Re-Up, we reached out
to small survey of people living in the Richmond
area to determine what their thoughts were on
some of our basic business concepts and
principles. Our results led us to this information
and help us in the process of our business plan
development:
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Re-Up brick and mortar
location: 1003 N 25th St.
Richmond, VA 23200
1100 SQF 
900 SQF of selling space
200 SQF of non selling
space
Store shape: Rectangle
Location of entrances/
exits: Front and back of the
store
Location of windows:
Storefront
Terms of Lease: 12 months
Monthly Rent: $1,295
Annual Rent: $15,540
Rent/ Square Foot:
$1.18/sqf
**No common area fees
**No realtor fees
**No security deposit
listed; assumed to be equal
to one months rent
($1,295)
** Tenant responsible for
water, electric, and
internet. No set rate.
** Renovations allowed
upon approval of City of
Richmond.
**Landlord will provide
$200 off first month of rent

Appendix B
Location and Floor plan

Link to 3D  floor plan: 
https://www.roomle.com/t/planner?mode=3D&id=tjr13f4h17q3r2y8yqh554sgzek5gdff&shared=1

Front door

Back Door

WindowWindow

Storage closet

Bathroom
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Appendix B

Cont.

In addition to the brick and mortar retail store, Re-Up has an ecommerce
site where it is expected that most of the sales will be generated from. This
site is constantly updated with new merchandise and gives the user the
ability to pick up their orders in person at their retail location or be shipped
to their home. This is the home page to the website.
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Appendix C
Personnel and Management

Documents 
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Personnel and Management
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