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1 . 1  Introduction
The cultural expectation that mothers must ‘bounce-back’ and 
eradicate all traces of childbirth fuels the disconnection of women 
from their motherhood experiences, often resulting in identity crises 
(Fox, 2020; Mason, 2016). With mothers commonly feeling “shame, 
disappointment and embarrassment” about their postpartum body 
image and sense of self, Willowful aims to encourage and empower 
self-acceptance and body-appreciation amongst mothers, and de-
stigmatise the ‘bounce-back’ pressure (Oldnall, 2022, p.47).
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1 , 2  The Unsolved Need

When navigating matrescence, many mothers 
yearn for their old selves, often retaining pre-
baby clothing. With common hopes of fitting back 
into them, mothers subconsciously succumb to 
‘bounce-back’ pressure which fuels their feelings 
of frustration, confusion, and dissatisfaction. 
There is an evident unsolved need for normalising 
mothering bodies and identities, empowering 
mothers’ new selves, and shifting society’s mass 
narrative; three of Willowful’s ambitions. 

have kept hold of 
a pre-pregnancy 

clothing item

79

%

felt the pressure 
to ‘bounce-back’ 
after pregnancy

67

felt a loss or 
confusion of identity 
when becoming a 

mother 

71
missed the ‘old’ 

them when 
becoming a  

mother 

65

(Primary research 
statistics)

(Primary research quotes)

– Lizzy 

– Denise 

– Karen

I know I’m never 
going to get into my 
old jeans, but I can’t 

throw them away.

You go through 
a phase of 
mourning 

because you 
can’t fit into your 

clothes in the 
same way.

As an expectant mother 
and as an existing mum, 
you’re very conscious of 

losing yourself.
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02 The Big Idea
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2 . 1  Business Overview
Willowful is a direct-to-consumer, e-commerce upcycling service that 
repurposes mothers’ pre-baby/maternity clothing into meaningful, 
sentimental products for their child. Providing mothers with a tangible 
mechanism for the long-lasting intangible value of self-acceptance 
and body-appreciation will positively contribute to improving and 
normalising matrescence experiences.  

15



What is your initial reaction to this commercial concept?

I think it’s super cute. I think a lot of women look for keepsakes, 
mementos, and ways to memorialise certain parts and journeys 

that they go through.

I think it sounds great. It’s meaningful, sentimental,  
tapping into that emotional transition for the whole family, and I 

think that new mums would love it. I think it could  
also be a lovely gift for somebody.

It is lovely, and it is a way of accepting, and it symbolises letting 
go of the old self and embracing the new.

17

2 . 2  Idea Validation
Research, conducted to gauge reactions to the commercial concept, 
confirmed business viability and feasibility. Industry experts, including 
a midwife and a sustainability expert/entrepreneur, expressed 
confidence that this service would provide a commercial solution for 
the identified unsolved need. Interviews with consumers validated 
the target audience and confirmed strong consumer interest for this 
business proposition. 
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03 The Market
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Market diversity provides an opportunity for Willowful, allowing 
them to fulfil a range of consumer wants and needs, and 
adapt their strategies accordingly. Willowful’s primary market 
of home decor is predicted to grow, driven by consumers 
prioritising purchasing household products that “add to 
their knowledge, sense of identity and give meaning and 
significance to their experiences” (Mordor Intelligence, 2022). 
Willowful’s upcycling and personalisation nature confirms its 
operations in the ethical and gifting markets, whose futures 
are propitious that Willowful can exploit. 

3 . 1  Market Overview

H O M E  D E C O R

2019

$616.6 billion

2027

Global Home Decor Market  
(Kadam and Heshmukh, 2020). 

$838.6 billion

E T H I C A L

G I F T I N G

2019

2020

2022

£122 billi

on

24% increase

UK Ethical Market  
(Ethical Consumer, 2020).

2020

2025

$14.6 billion

3.37 % CAGR

Global Gifting Market 
(Technavio, 2021). 
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3 . 2  Micro Trend

Nostalgia dominates motherhood as mothers mourn the loss of their 
pre-baby lives and bodies (Auyda, 2021; Mason, 2016). Turbulent 
experiences including COVID-19 have driven the emergence 
of newstalgia; “a feeling that includes the desire to experience 
something familiar, but also something fresh” (Cochrane, 2022; 
Afprelaxnews, 2022). Willowful’s upcycling business model can 
inspire mothers “to take advantage of [the past] to create something 
new” (Afprelaxnews, 2022). 

N E W S T A L G I A

3 . 3  Macro Trend

Body neutrality is a contemporary movement penetrating the 
mainstream, that offers a self-acceptance directive for individuals 
who find self-love difficult (Nicholls, 2019). Mothers are particularly 
susceptible to positivity pressures, often feeling guilt and frustration 
when “fail[ing] to stay in a perpetually positive mindset” (Park, 
2020). Willowful’s brand purpose adopts this trend, promoting self-
acceptance and self-growth amongst mothers. 

B O D Y  N E U T R A L I T Y
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4 . 1  Brand Identity

Willowful = Willow + ful

B R A N D  N A M E

L O G O S

W
Primary Submark

Secondary

WW
29



C O L O U R  P A L E T T E

Primary

FREE  
FOREST

SECRET  
MEADOW 

LYING IN  
LINEN

MUMMY’S  
SHADOW

Secondary

BABY 
STEPS

COTTON 
CUDDLES

SKY’S THE 
LIMIT

DAYDREAM BACK TO 
NATURE

T Y P O G R A P H Y

hellogalleria
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890

Primary (logo and headings)

Secondary (subheadings)

R A L E W AY  M E D I U M *
A B C D E F G H I J K L M N O P Q R S T U V W X Y Z
a b c d e f g h i j k l m n o p q r s t u v w x y z
1 2 3 4 5 6 7 8 9 0
* Tracking space of 200

Body copy

Raleway Light, Light Italic
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890
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4 . 2  Brand DNA
M I S S I O N

Uniting sisterhood in motherhood by connecting the old 
to the new, finding freedom in letting go, and inspiring 

social change.

To empower the rebirth of women when they become a 
mother by encouraging self-acceptance, body-appreciation, 

and de-stigmatising the ‘bounce-back’.

V I S I O N

33



E S S E N C E
Turning nature 

into nurture. 

U S P
Willowful is more than an upcycling 

business. Willowful transforms the way 
mothers view themselves, motherhood, 

and the world. They just happen to do this 
through upcycling clothing. 
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5 . 1  Marketing Strategy

Y E A R  O N E

The first year will focus on launching the business, raising brand 
awareness, and building a customer database. Prudent market 
penetration will ensure the brand’s purpose is assimilated by the public 
and trust is cemented with its customers via trade shows, educational 

blogs, and social media engagement. 
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Y E A R  T W O

The second year will focus on establishing stronger stakeholder 
relationships and continuing to build brand awareness. The likely one-
time purchase impels Willowful to nurture its relationships with previous 
customers through community-building events that reinforce the brand’s 

core purpose, motivating word-of-mouth marketing. 

Y E A R  T H R E E

The third year will focus on growth by expanding the team and establishing 
relationships with mega influencers. Willowful will exhibit at trade shows for 
a third consecutive year and introduce two pop-up shops in John Lewis to 
generate new customers and gain greater presence within the market of 

“brilliantly British” brands (John Lewis, 2022). 
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5 . 2  Communication 
Strategy

Willowful will optimise social media channels to gain 
traction, increase social sharing of engaging and 
educational content, and drive an initial following. 

S O C I A L  M E D I A

4342



K E Y  C A M P A I G N S

Three campaigns will be implemented across the year (#BeWillowful, 
#NurturingMotherNature and #NewYearBetterMe) to ensure awareness of 

Willowful’s story and message, and to differentiate from competition.
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W E B S I T E  A N D  B L O G

Willowful’s website, with its informative blog, is the most 
significant brand touchpoint, providing consumers with a 

seamless brand experience and simple order fulfilment process. 
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I N F L U E N C E R  M A R K E T I N G
Influencer marketing relationships will be developed and 

promoted to coincide with key campaigns, utilising influencers 
with varied demographics to relate to all types of mothers. 

@busybee.carys @sarahconder

@lydiabright @georgiakousoulou
48



Exhibiting at trade shows will enable Willowful to raise brand 
awareness, forge business relationships, and inform prospective 

customers via face-to-face interactions. 

T R A D E  S H O W S
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E M A I L  M A R K E T I N G

Willowful will use Mailchimp’s email marketing 
services to send monthly newsletters to subscribers, 

promoting blog updates and upcoming events.
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L E A F L E T  D I S T R I B U T I O N

Leaflet distribution within postnatal wards will enable Willowful to 
inform and motivate consumers, whilst promoting calls-to-action to 

encourage website visitors. 
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T H E  L A U N C H

Bristol

Oxford

Leeds

Growing With the Flow, a flower giveaway 
publicity event in three ‘green’ cities, will celebrate 

Willowful’s launch in March. The event will 
encapsulate the brand’s purpose of empowering 
self-acceptance and growth amongst mothers. 
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Y E A R  O N E  T I M E L I N E

Website Set Up

Social Media 
Set Up

Blog Posts

Email 
Marketing

Social Media 
Posts

Trade Shows

Leaflet 
Distribution

SEO

#BeWillowful 
Campaign

#NurturingMother-
Nature Campaign

#NewYearBetter- 
Me Campaign

Influencer 
Marketing

Launch  
Campaign

Activity J F M A M J J A S O N D

Y E A R  T W O  A N D  T H R E E 
O V E R V I E W

Community-building events, podcast 
sponsorships, and pop-up shops will be 

implemented in years two and three, further 
establishing the business. 
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6 . 1  Start-up Costs

Willowful requires modest start-up costs in year 
one of £5,782, funded through bootstrapping. 

6 . 2  Breakeven

Willowful’s profit and loss accounts forecast 
breaking even in month nine (September) of 
year one, and generating £27,414 of net profit 

by the end of year three. 
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7 . 1  Risk Assessment
Willowful has identified and mitigated 

internal and external risks through a risk 
assessment. Key risks include employee 

issues mitigated by home working 
opportunities and rational recruitment 
processes, and market risk including a 

declining birth rate, mitigated by continually 
promoting Willowful’s USP in an ever-

present market. 

7 . 2  Future Growth

Willowful has potential for future growth by 
developing its product portfolio and upcycling 

services, and entering overseas markets, to 
drive incremental business growth. Willowful’s 
highest risk strategy is diversification into the 

self-care market, to be pursued once the core 
business opportunity is maximised. 
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8 . 1  Conclusion
This business plan evidences both commercial and financial viability. 
Willowful effectively and profitably responds to an unsolved consumer 
need experienced by mothers. The brand has potential for future 
growth, provided that its USP and brand promise is not compromised.

71



09 References

7372



74

9 . 1  References
Afprelaxnews, 2022. Meet Newstalgia and Fauxstalgia, the new forms of 
nostalgia. Forbes India [online], 26 February. Available at: https://www.forbesindia.
com/article/lifes/meet-newstalgia-and-fauxstalgia-the-new-forms-of-
nostalgia/74007/1 [Accessed 04 March 2022]. 

Ayuda, T., 2021. Postpartum Snapback Culture Hurt My Mental Health. Here’s 
How I Made Fitness My Own Again. Self [online], 16 October. Available at: https://
www.self.com/story/postpartum-snapback-culture-fitness [Accessed 29 
November 2021]. 

Cochrane, L., 2022. Our obsession with nostalgia is driving a trend revival spiral. 
The Face [online], 23 February. Available at: https://theface.com/culture/the-
revival-spiral-1990s-2000s-noughties-nostalgia-indie-sleaze-y2k-tiktok-fashion-
dark-academia-regencycore-the-sopranos-supreme [Accessed 03 March 2022]. 

Ethical Consumer, 2022. UK Ethical Consumer Markets Report [online]. Available at: 
https://www.ethicalconsumer.org/research-hub/uk-ethical-consumer-markets-
report [Accessed 16 March 2022]. 

Fox, K., 2020. Why you shouldn’t try to get your pre-baby body back. Today’s 
Parent [online], 02 August. Available at: https://www.todaysparent.com/family/
womens-health/why-you-shouldnt-try-to-get-your-pre-baby-body-back/ 
[Accessed 22 March 2022].

John Lewis, 2022. Pop Up The Big Exchange [online]. Available at: https://popup.
thegbexchange.com/wp-content/themes/popup/assets/pdfs/GBP_-_John_
Lewis_-_Brand_Brochure.pdf [Accessed 14 April 2022]. 

Kadam, A. and Deshmukh, R., 2020. Home Decor Market. Allied Market Research 
[online]. Available at: https://www.alliedmarketresearch.com/home-decor-
furnishing-market [Accessed 16 March 2022]. 

Mason, K., 2016. Motherhood is an identity crisis. Here are 5 ways to embrace the 
new you being born. Motherly [online], 08 July. Available at: https://www.mother.
ly/parenting/motherhood-is-an-identity-crisis-heres-5-ways-to-embrace-the-
new-you/ [Accessed 03 March 2022].

Mordor Intelligence, 2022. UNITED KINGDOM HOME DECOR MARKET - GROWTH, 
TRENDS, COVID-19 IMPACT, AND FORECAST (2022 - 2027) [online]. Available at: 
https://www.mordorintelligence.com/industry-reports/uk-home-decor-market 
[Accessed 16 March 2022].

75

Nicholls, K., 2019. What is Body Neutrality? Happiful [online], 04 February. 
Available at: https://happiful.com/what-is-body-neutrality/#:~:text=The%20
idea%20behind%20body%20neutrality,or%20negative%20thoughts%20about%20
it. [Accessed 30 November 2021].

Oldnall, 2022. Baby Mama: Perfectly Imperfect. BA (Hons) Dissertation, 
Nottingham Trent University.

Park, M., 2020. Concept: Body Neutrality [online]. Available at: https://www.
onewomanproject. org/bodies/concept-body-neutrality [Accessed 22 October 
2021].

Technavio, 2021. Gifts Retailing Market by Product, Distribution Channel, and 
Geography - Forecast and Analysis 2021-2025 [online]. Available at: https://
www.technavio.com/report/gifts-retailing-market-industry-analysis&nowebp 
[Accessed 16 March 2022].



76

9 .2 Image References

77

Oldnall, J., 2022. Willowful Logo [author’s now image]. 

Everly Collection, n.d. Pregnant Woman Outside [online]. 
Available at: https://i.pinimg.com/750x/f2/33/e9/
f233e91b4c65350fc3fca5bed3de1f5f.jpg [Accessed 20 April 2022].

Wallpaper Safari, 2021. Light Sky and Clouds [online]. Available at: 
https://wallpapersafari.com/w/Fitdkm [Accessed 22 April 2022]. 

Life Story, 2022. Horse Cushion Toy in Natural / Grey 
[online] (edited). Available at: https://www.lifestoryshop.
com/products/horse-cushion-toy-in-grey-by-ferm-
living?variant=31295526240333 [Accessed 02 May 2022]. 

Vector Stock, 2022. People icon group women team symbol vector 
image [online] (edited). Available at: https://www.vectorstock.com/
royalty-free-vector/people-icon-group-women-team-symbol-
vector-20470521 [Accessed 22 April 2022]. 

Raw Pixel, n.d. Wooden Table [online]. Available at: https://img.
rawpixel.com/s3fs-private/rawpixel_images/website_content/
rm441-bm08b-mockup.jpg?w=1200&h=1200&dpr=1&fit=clip&crop=
default&fm=jpg&q=75&vib=3&con=3&usm=15&cs=srgb&bg=F4F4F3
&ixlib=js-2.2.1&s=4c4b5d293699f8ff7abb35c8adf8a727 [Accessed 
04 May 2022].

Oldnall, J., 2022. Willowful Box Mockup [author’s own image]. 

Zara, n.d. Cute Bears in Line [online] (edited). 
Available at: https://i.pinimg.com/564x/00/67/
b1/0067b1957ae0a2b3efca9363aadfd828.jpg [Accessed 27 April 
2022]. 

Oldnall, J., 2022. Willowful Submark Logo [author’s own image]. 

Oldnall, J., 2022. Willowful Secondary Logo 1 [author’s own 
image]. 

Oldnall, J., 2022. Willowful Secondary Logo 2 [author’s own 
image].

Mae & Skye, n.d. Woman with Two Children Outside [online] 
(edited). Available at: https://i.pinimg.com/564x/ae/50/dc/
ae50dc68e13dd0bb2e4cd40e8a402e2c.jpg [Accessed 27 April 
2022].

Messina E., n.d. Bohemian Style Wedding Ideas [online]. 
Available at: https://file.weddingchicks.com/202980_
bohemian-style-wedding-ideas-by.jpg [Accessed 28 April 
2022].

Smirnova, M., n.d. Sewing Machine [online]. Available 
at: https://i.pinimg.com/originals/fb/8f/7d/
fb8f7dcfbdbb3d2349dbe8cdf37447f9.jpg [Accessed 28 April 
2022].

Oldnall, J., 2022. Affirmation Cards in Tray Mockup [author’s own 
image].

Oldnall, J., 2022. International Women’s Day Instagram Story 
iPhone Mockup [author’s own image].

Oldnall, J., 2022. Willowful Leaflet Mockups [author’s own 
image]. 

Oldnall, J., 2022. Willowful John Lewis A-Frame Mockup 
[author’s own image].



7978

Oldnall, J., 2022. Willowful Facebook Community iPhone Mockup 
[author’s own image]. 

Oldnall, J., 2022. Willowful Instagram Feed iPhone Mockup 
[author’s own image].

Oldnall, J., 2022. Willowful #BeWillowful Campaign YouTube 
iPhone Mockup [author’s own image]. 

Oldnall, J., 2022. Willowful #NurturingMotherNature Campaign 
Instagram Post iPhone Mockup [author’s own image]. 

Oldnall, J., 2022. Willowful #NewYearBetterMe Campaign 
Instagram Story iPhone Mockup [author’s own image].

Oldnall, J., 2022. Willowful Website iMac Mockup [author’s own 
image]. 

Oldnall, J., 2022. Willowful Blog iPad Mockup [author’s own 
image].

busybee.carys, 2021. Weekend photo dump [Instagram], 
October. Available at: https://www.instagram.com/p/
CVagwArsM9c/?igshid=YmMyMTA2M2Y= [Accessed 09 May 
2022]. 

sarahconder, 2022. 5 reasons to make me smile [Instagram], 
April. Available at: https://www.instagram.com/p/
CciZ6Pmq3Ka/?igshid=YmMyMTA2M2Y= [Accessed 09 May 
2022]. 

lydiabright, 2022. Mummy & Loretta’s fish cakes [Instagram], 
February. Available at: https://www.instagram.com/p/CZhf_
Ilt9DG/?igshid=YmMyMTA2M2Y= [Accessed 09 May 2022]. 

georgiakouslouou, 2022. These cheeks [Instagram], 
April. Available at: https://www.instagram.com/p/
CcYHYbsKjid/?igshid=YmMyMTA2M2Y= [Accessed 09 May 
2022].

Oldnall, J., 2022. Willowful Trade Show Mockup [author’s own 
image]. 

Oldnall, J., 2022. Willowful Email Marketing iPhone Mockup 
[author’s own image]. 

Oldnall, J., 2022. Willowful Email Marketing iPad Mockup 
[author’s own image]. 

Oldnall, J., 2022. Willowful Open Leaflet Mockup [author’s own 
image].

Dreams Time, 2022. Fresh natural yellow daffodils in ceramic 
pot on white table near empty wall [online] (edited). Available at: 
https://www.dreamstime.com/fresh-natural-yellow-daffodils-
ceramic-pot-white-table-near-empty-wall-copy-space-
image142494777 [Accessed 09 May 2022].

iStock, 2022. United Kingdom outline map [online] (edited). 
Available at: https://www.istockphoto.com/vector/united-
kingdom-map-icon-isolated-on-white-background-uk-
outline-map-simple-line-gm1250060641-364475403 
[Accessed 10 May 2022]. 

Vecteezy, 2022. Geo Location Pin vector icon [online] (edited). 
Available at: https://www.vecteezy.com/vector-art/552683-
geo-location-pin-vector-icon [Accessed 09 May 2022]. 



8180

Media iStock, n.d. Sunrise in the Park [online]. Available at: 
https://media.istockphoto.com/photos/sunrise-in-the-park-
picture-id921341724?k=20&m=921341724&s=612x612&w=0&h
=3HoW2BQvEyHP-KN5RaqtcoQbq2DIwpGwmsLP8WLJhuI= 
[Accessed 09 May 2022]. 

Oldnall, J., 2022. Willowful Marquee Mockup [author’s own 
image].

Little Beacon, 2022. Sheepskin booties [online]. Available at: 
https://www.little-beacon.com/products/binibamba-adult-
sheepskin-booties?variant=42734858797276 [Accessed 10 
May 2022]. 

Anon, n.d. Pink Daisies in Woodland [online]. Available 
at: https://i.pinimg.com/originals/d6/21/31/
d62131effea8dac474351e302c9cc16e.jpg [Accessed 10 May 
2022].



82

W


