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ABSTRACT 

Abigail Sarai: A Neuroaesthetic Approach to Fashion Brand Development 

Abby Martos, Master of Science, 2026 

Thesis Directed by: Dr. Chajuana Trawick Ferguson, PhD 

 

 

This thesis project presents a comprehensive direct-to-consumer business plan for an 
independent women’s fashion brand, Abigail Sarai, strategically positioned around the 
commercial value of aesthetic design. The project is grounded in an interdisciplinary theoretical 
framework integrating neuroaesthetics and consumer behavior research. Existing literature 
demonstrates that visual principles such as symmetry, harmony, and proportion activate neural 
reward systems associated with pleasure, while consumer research identifies happiness and 
emotional well-being as central drivers of purchasing behavior. Building upon these findings, 
this project proposes that aesthetic beauty can function as a deliberate and measurable value 
proposition within fashion entrepreneurship. By aligning brand design strategy with established 
research on aesthetic emotion and consumer motivation, the business plan positions beauty not as 
a superficial attribute, but as a neurologically and psychologically grounded driver of consumer 
engagement and purchase intent.  
 
Keywords: neuroaesthetics, consumer behavior, aesthetic perception, emotional branding, 
fashion branding  
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Introduction 

This thesis project presents the development of a comprehensive business plan for 

Abigail Sarai, an independent women’s fashion brand positioned at the intersection of intentional 

aesthetic design and entrepreneurial strategy. The project explores the feasibility of launching a 

direct-to-consumer womenswear label grounded in timeless design, refined craftsmanship, and 

intentional aesthetic harmony in the brand narrative. Beyond outlining operational and financial 

logistics, the project examines how aesthetic design, when strategically structured, can serve as 

both a creative foundation and a commercially viable value proposition. 

The significance of this project lies in its interdisciplinary framing. While fashion 

entrepreneurship is often approached through metrics of efficiency, scale, and profitability, 

emerging research in neuroaesthetics and consumer psychology suggests that aesthetic harmony 

and visual coherence play measurable roles in emotional well-being and purchasing behavior. 

Studies indicate that aesthetic stimuli activate neural reward systems, and that emotionally 

resonant experiences influence consumer decision-making. Yet, despite growing academic 

recognition of these principles, limited work has translated aesthetic research into structured 

business strategy within the fashion industry. 

This project responds to that gap. By integrating research on aesthetic experience with 

applied market analysis and financial modeling, this thesis positions aesthetics not as a subjective 

afterthought but as a deliberate organizing principle of brand development. In doing so, it 

reframes aesthetic design as a strategic asset capable of generating differentiation, loyalty, and 

long-term brand equity within a competitive digital marketplace. 

The primary objective of this thesis is to evaluate the feasibility of launching Abigail 

Sarai as a direct-to-consumer fashion brand while constructing a scalable and financially 
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sustainable framework for growth. Specific objectives include defining the target customer and 

market positioning, conducting competitive and industry analysis, developing pricing and 

revenue projections, outlining operational logistics, and designing a cohesive branding and 

distribution strategy. The project also seeks to demonstrate how interdisciplinary research can 

meaningfully inform entrepreneurial decision-making within fashion. 

The deliverable for this thesis is a fully developed, psychologically-informed business 

plan. The plan is produced through qualitative, applied research methods, drawing upon 

secondary data from academic journals, industry reports, retail performance metrics, and publicly 

available financial data. This research informs market positioning, sales forecasts, pricing 

structures, and strategic planning decisions. Financial projections are constructed using 

scenario-based modeling to evaluate risk and scalability, while branding and aesthetic strategy 

are developed in alignment with findings from the literature review. 

The originality of this project lies in its integration of aesthetic theory and business 

strategy within a practical entrepreneurial framework. Rather than prioritizing efficiency alone, 

the project asserts that aesthetic coherence can function as an economically grounded 

differentiator in contemporary fashion retail. By operationalizing aesthetics as both experiential 

value and strategic positioning, this thesis contributes an applied model that bridges creative 

vision and analytical rigor. 

Ultimately, this project seeks to demonstrate that fashion entrepreneurship need not 

separate artistry from strategy. Through the development of Abigail Sarai, this thesis offers a 

structured roadmap for launching a brand that is both emotionally resonant and commercially 

viable, illustrating how aesthetic intention, when supported by research and planning, can serve 

as a meaningful driver of sustainable growth. 
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Literature Review 

The study of beauty has historically belonged to philosophy. However, contemporary 

neuroaesthetics has reframed aesthetic experience as a measurable psychological and 

neurological phenomenon. Classical aesthetic theorists such as Edmund Burke distinguished 

beauty from mere relief or utility, arguing that beautiful objects evoke “positive pleasure,” a 

response distinct from the simple removal of discomfort or danger. This distinction positions 

beauty not as instrumental, but as intrinsically rewarding. Burke further characterized beauty 

through perceptual features such as smoothness, delicacy, gradual variation, proportion, and 

clarity of color, foreshadowing later formalist accounts that locate aesthetic pleasure in structural 

properties of form (Burke, 1998; Robinson, 2020). 

Kant’s formalist interpretation of beauty similarly suggests that aesthetic pleasure arises 

from the harmonious interplay of perceptual elements such as shapes, colors, tones, rhythms, and 

compositional relationships (Kant, 1790; Robinson, 2020). In this view, beauty is not reducible 

to utility or moral goodness, but emerges from relational coherence among parts. Bell extended 

this formalism by arguing that aesthetic emotion is directed at “interrelationships of forms” alone 

(Bell, 1914; Robinson, 2020). While philosophical accounts differ in emphasis, they converge on 

a central premise that beauty is associated with structural harmony and produces a distinct form 

of pleasure. 

While classical philosophical accounts frame beauty as emerging from structural 

harmony and perceptual coherence, contemporary empirical research builds upon these 

foundations by examining how such principles operate within visual perception and aesthetic 

judgment. This shift enables aesthetic experience to be studied not only as a theoretical construct, 

but as a measurable and recurring pattern in human response. 
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Within visual design research, aesthetic principles such as balance, proportion, harmony, 

movement, pattern, emphasis, and variety are consistently identified as foundational components 

of effective visual composition (Kim, 2006; Kumar & Garg, 2010). These principles provide a 

framework for understanding how structured visual organization contributes to aesthetic 

preference. Building on this, contemporary studies of attractiveness further demonstrate that 

symmetry, harmonic proportion, visual balance, contrast, and an optimal relationship between 

complexity and simplicity are repeatedly associated with positive aesthetic evaluations (De 

Bartolo et al., 2021). Dietrich and Knieper (2021) similarly emphasize that aesthetics concerns 

perceptual processing broadly, with shape playing a central role in the perception of beauty. 

Experimental findings further demonstrate that exposure to beautiful stimuli across 

diverse domains such as paintings, architecture, nature, documentary film, museum artifacts, and 

even moral exemplars produces significantly stronger aesthetic emotional responses compared to 

exposure to neutral environments (Diessner et al., 2020). This supports the hypothesis that a 

wide variety of stimuli perceived as beautiful evoke elevated aesthetic emotion relative to plain 

or non-designed contexts.  

While beautiful stimuli generally trigger positive emotional responses, imbalanced or 

unattractive stimuli may demand greater attentional resources (Lin et al., 2024). In this way, 

harmony appears to reduce cognitive friction while simultaneously increasing positive affect. 

Similarly, empirical findings indicate that individuals tend to prefer harmonious over 

disharmonious compositions, even when multiple competing visual elements are present (Kumar 

& Garg, 2010). This suggests that aesthetic judgment is shaped by stable perceptual tendencies 

toward order, coherence, and visual resolution. Complementing these findings, symmetry 
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processing fluency has been associated with hedonic responses and aesthetic evaluations, 

suggesting that perceptual ease itself may contribute to pleasurable appraisal (Lucia et al., 2024).  

Taken together, this body of research suggests that while beauty is not governed by a 

single universal formula, aesthetic preference demonstrates notable cross-contextual consistency. 

Kumar and Garg (2010) argue that aesthetic principles may reflect universal values shaped 

through human evolution that, when applied effectively, can subconsciously evoke cognitive 

appraisal processes that drive positive emotional responses. Lin et al. (2024) similarly observe 

that beauty may not be absolute, yet it retains a degree of perceptual universality.  

Extending these compositional and perceptual findings, neuroaesthetic research examines 

how aesthetic experience is represented within the brain. Functional magnetic resonance imaging 

(fMRI) studies consistently show that exposure to aesthetically pleasing visual stimuli activates 

neural reward pathways, indicating that aesthetic pleasure is closely tied to reward processing 

systems (Kirk et al., 2009; Lacey et al., 2011; McClure & Siegel, 2015). In this context, aesthetic 

judgment is not only perceptual but also evaluative, engaging neural mechanisms associated with 

value assignment and affective response. 

More specifically, aesthetic preference has been linked to activity in the medial 

orbitofrontal cortex (OFC), a brain region associated with reward valuation. Nadal et al. (2008, 

as cited in An et al., 2022) found that aesthetic evaluation corresponded with increased activation 

in this region, suggesting that visually pleasing stimuli are processed as having higher reward 

value. Similarly, Lin et al. (2024) report that balanced and aesthetically pleasing visual materials 

elicit greater neural activity within relevant processing windows, while the OFC shows 

differential activation when individuals perceive beautiful versus unattractive stimuli. 
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Collectively, these findings position aesthetic experience as a multi-level phenomenon, spanning 

perceptual organization, cognitive preference, and neural reward processing. 

Importantly, aesthetic emotion is primarily experiential rather than cognitive. Experiences 

of beauty are described as “more felt than known” and are considered prototypical forms of 

aesthetic emotional response (Diessner et al., 2020). In this sense, aesthetic experience is 

characterized by an immediate affective engagement with stimuli, rather than a deliberative or 

utilitarian evaluation. Aesthetic emotions are further distinguished by their intrinsic motivational 

quality, in that they involve a desire to engage with and savor the experience for its own sake 

rather than for external utility. They are also marked by consistent affective valence, eliciting 

pleasure or displeasure, and serve as reliable predictors of aesthetic liking or disliking of a 

stimulus (Diessner et al., 2020). 

Collectively, this body of research suggests that beauty is not merely a subjective cultural 

construct nor solely a philosophical abstraction. Rather, aesthetic perception engages identifiable 

neural reward systems, evokes intrinsic emotional motivation, and reflects recurrent structural 

principles such as symmetry, balance, proportion, and harmony. Beautiful stimuli are processed 

as rewarding, elicit positive affect, and predict liking. Neuroaesthetic findings therefore provide 

empirical support for the proposition that aesthetic design is capable of generating measurable 

emotional and neurological impact. 

While neuroaesthetics demonstrates that beauty activates neural reward systems and 

produces intrinsic pleasure, consumer behavior research provides the motivational bridge 

between aesthetic emotion and purchase intent. Contemporary marketing scholarship 

increasingly recognizes that consumers are not passive decision-makers optimizing purely for 
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functional utility. Rather, they actively pursue happiness, meaning, and well-being through their 

consumption choices (An et al., 2022). 

Happiness has been extensively examined as a foundational driver of human behavior. 

Conceptually, happiness is defined as a positive evaluation of one’s quality of life and is closely 

linked to consumer satisfaction, subjective well-being, and hedonic enjoyment. Importantly, 

happiness consists of both an affective component such as the experience of pleasure and a 

cognitive component like the evaluation of goal attainment and desired standards of living 

(Cuesta-Valiño et al., 2025). In a hedonic framework, well-being is directly associated with states 

of pleasure (An et al., 2022). 

This conceptualization aligns with marketing research indicating that consumption is one 

of the most common avenues through which individuals pursue happiness (Jiao et al., 2022). 

Consumers increasingly view purchasing not merely as acquisition of goods, but as a means of 

enhancing well-being in meaningful ways (An et al., 2022). Thus, consumption operates not only 

at the level of utility, but at the level of emotional regulation and identity construction. 

Early experiential marketing theory proposed that the pleasurable, aesthetic, and cultural 

values carried by a product may outweigh its purely functional value (Hirschman & Holbrook, 

1982). Subsequent empirical work supports this proposition. Experiential consumption including 

exhibitions, performances, films, tours, and restaurants has been shown to provide greater and 

more enduring happiness than material acquisition such as houses or appliances (An et al., 2022). 

While material goods can generate satisfaction, experiences often produce stronger emotional 

resonance and longer-lasting well-being (An et al., 2022). 

The relevance of these findings extends directly to aesthetic consumption. Robinson 

(2020) argues that aesthetic emotions, as emotions of appreciation, motivate individuals to 
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continue engaging with works that provide satisfaction and to seek out new works capable of 

producing equal or greater pleasure. In this sense, aesthetic experience does not merely result in 

momentary enjoyment but generates sustained motivational orientation toward similar stimuli. 

Applied to consumer contexts, products that evoke aesthetic pleasure may encourage repeated 

engagement, brand loyalty, and exploratory consumption. 

Empirical research further demonstrates that aesthetic elements significantly enhance the 

emotional value of products and influence purchasing decisions. Aesthetic design contributes not 

only to emotional value, but also to perceived social and practical value, with emotional 

enhancement being particularly pronounced (Lin et al., 2025). In digital retail environments, the 

aesthetics of virtual clothing have been shown to significantly increase consumer satisfaction and 

“flow” experience, thereby strengthening purchase intentions. Aesthetics enhance consumer 

motivation by providing visual enjoyment, reinforcing the proposition that perceptual pleasure 

translates into behavioral intent (Lin et al., 2025). 

The concept of “flow,” introduced by Csikszentmihalyi in the 1970s, describes a state of 

deep immersion characterized by high involvement and a sense of control (Lin et al., 2025). 

When consumers experience enjoyment, immersion, and satisfaction, particularly in interactive 

or visually engaging environments, their creativity and imagination are stimulated, which may 

increase unplanned purchasing behavior (Dwivedi et al., 2023; Lin et al., 2025). Thus, aesthetic 

engagement does not merely enhance perception, it intensifies motivational and behavioral 

outcomes. 

Beyond experiential immersion, physical aesthetics themselves function as a significant 

value orientation in consumer decision-making. Attention to and perception of physical 

appearance profoundly influence consumption-related behaviors (Zhang & Lee, 2025). 
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Moreover, aesthetic appeal carries social meaning. The “beauty is goodness” effect demonstrates 

that individuals attribute moral virtues such as trustworthiness and sociability to physically 

attractive individuals (Zhang & Lee, 2025). Although originally studied in interpersonal 

contexts, this associative bias has implications for brands and products, namely that aesthetic 

attractiveness may enhance perceived integrity, quality, and desirability. 

Recent industry insights further highlight the growing importance of emotional 

engagement, perceived value, and intentional consumption within the contemporary fashion 

market. This shift reflects a broader redefinition of value, where emotional resonance, identity 

alignment, and experiential meaning play a central role in shaping purchasing decisions, 

requiring fashion brands to justify their relevance not only through product offerings, but through 

the emotional and symbolic value they provide to consumers (Fashion by Informa, 2026). 

At the same time, the continued expansion of digital retail has heightened the importance 

of aesthetic presentation and content strategy, especially within e-commerce environments, 

where aesthetic presentation, ease of access, and curated digital experiences directly influence 

consumer perception and engagement (Andryushenkova, 2021). As online spaces become 

increasingly saturated, brands are competing less on visibility alone and more on their ability to 

capture and sustain attention through cohesive and resonant visual storytelling. 

In addition, external pressures such as supply chain instability and rising costs are 

contributing to increased price sensitivity, further reinforcing the importance of clear value 

propositions (McKinsey & Company, 2025). As a result, brands that are able to successfully 

integrate strong aesthetic identity with perceived value and a cohesive brand experience are 

better positioned to maintain relevance and competitive advantage within an increasingly 

complex and rapidly evolving market. 
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Collectively, this literature suggests that consumer behavior is deeply intertwined with 

emotional experience. Consumers actively seek happiness through branded goods and services. 

Aesthetic design enhances emotional value. Immersive pleasure increases purchase intention. 

Beauty carries associative signals of virtue and desirability. Consumption, therefore, operates as 

both hedonic pursuit and identity expression. 

When considered alongside neuroaesthetic findings that beautiful stimuli activate reward 

pathways and produce intrinsic pleasure, the consumer behavior literature provides a clear 

motivational mechanism. If aesthetic stimuli generate pleasure and consumers are motivated to 

pursue pleasure and well-being through consumption, then products intentionally designed to 

maximize aesthetic reward may increase engagement, satisfaction, and purchase intent. 

Despite substantial advancements in neuroaesthetics demonstrating that beautiful stimuli 

activate neural reward pathways and extensive consumer behavior research establishing 

happiness and emotional well-being as central drivers of purchasing decisions, these domains 

have largely developed in parallel rather than in integration. Neuroaesthetic studies 

predominantly examine responses to art or controlled visual stimuli in laboratory contexts, while 

consumer research frequently addresses experiential value and satisfaction without grounding 

aesthetic appeal in neurobiological reward mechanisms. Consequently, there remains limited 

scholarship that synthesizes these bodies of research into a cohesive, applied framework capable 

of informing strategic brand development particularly within the fashion industry. 

This research seeks to address that gap by proposing a structured conceptual model that 

connects established aesthetic design principles such as symmetry, harmony, and proportion to 

neural reward activation, emotional valuation, and ultimately consumer purchase intent. Rather 

than treating aesthetics as a secondary stylistic consideration, this framework positions aesthetic 
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beauty as a primary value proposition grounded in measurable psychological and neurological 

processes. While much of fashion branding literature emphasizes trend cycles, identity signaling, 

or market positioning, comparatively little attention has been given to aesthetic beauty itself as a 

deliberate, neurologically informed driver of commercial engagement. By integrating 

neuroaesthetic theory with consumer behavior research, this study advances an applied model for 

understanding how aesthetic design may function as a strategic economic asset within fashion 

entrepreneurship. 

In addition to academic and industry research, the applied development of this project is 

informed by existing business planning frameworks and industry examples. Sample business 

plans from Black Sheep Business Consulting (2021), Sana Ullah (2022), and Lightspeed HQ 

(2025) were used to guide structural organization, financial planning, and strategic components 

of the proposed brand model. Furthermore, marketing strategy development was informed by 

established planning templates and frameworks outlined by Maria Andryushenkova (2021), 

particularly in relation to digital content strategy and brand positioning. These sources supported 

the translation of theoretical insights into a practical and executable business plan, ensuring 

alignment between research-driven concepts and real-world application. 

 

Methodology 

This thesis employs a qualitative, applied research methodology to develop a 

comprehensive and strategically grounded business plan for Abigail Sarai. Rather than testing a 

singular empirical hypothesis, the project synthesizes interdisciplinary academic research and 

industry data into an integrated entrepreneurial framework. The methodology is designed to 
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translate theoretical insights from neuroaesthetics and consumer behavior research into a 

practical model for brand development and market entry. 

The research design is primarily based on secondary data analysis. Peer-reviewed 

academic literature was examined to establish the project’s theoretical foundation, specifically 

research in neuroaesthetics, aesthetic emotion, reward processing, and consumer happiness. This 

body of scholarship informed the conceptual framework positioning aesthetic beauty as a 

strategic value proposition. Rather than conducting primary experimental research on neural 

activation or emotional response, the study applies established findings to the context of fashion 

brand strategy, thereby bridging theoretical knowledge and entrepreneurial practice. 

In addition to academic sources, industry reports and market research publications were 

analyzed to assess the feasibility of launching a direct-to-consumer fashion business within the 

contemporary retail landscape. Sources included global and U.S. fashion market analyses, 

consumer purchasing trend reports, e-commerce growth data, and direct-to-consumer 

performance benchmarks. Publicly available financial data from comparable fashion brands were 

reviewed to contextualize pricing structures, margin expectations, cost considerations, and 

growth trajectories. This secondary research informed the development of the brand’s market 

positioning, competitive landscape analysis, target customer profile, and sales forecasting model. 

The market analysis component of the business plan draws upon descriptive and 

comparative analysis techniques. Industry size, growth rates, and digital commerce trends were 

evaluated to determine market opportunity. Competitive benchmarking was conducted by 

examining brands with similar positioning in terms of price point, aesthetic identity, and 

distribution model. This benchmarking process allowed for strategic differentiation, identifying 

both gaps in the market and areas of saturation. 
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Financial projections within the business plan were constructed using industry-standard 

modeling assumptions derived from secondary data. Cost structures were estimated based on 

apparel production norms, including materials, manufacturing, fulfillment, marketing, and 

overhead expenses. Revenue forecasts were developed using conservative, moderate, and 

optimistic sales scenarios to account for market variability and risk. This scenario-based 

modeling approach enhances the realism and strategic flexibility of the proposed business plan. 

The digital strategy component of the methodology incorporates research on social media 

marketing, brand storytelling, and experiential commerce. Contemporary scholarship on 

consumer engagement and emotional branding informed the decision to prioritize narrative 

cohesion and visual identity as central brand-building mechanisms. This approach aligns with 

findings in consumer behavior literature suggesting that emotional value and experiential 

engagement significantly influence purchasing decisions. 

While this methodology does not include primary data collection such as surveys, 

interviews, or experimental testing, its strength lies in synthesis and applied integration. The 

project does not aim to generate new neuroscientific findings; rather, it operationalizes existing 

research within a commercial framework. By integrating interdisciplinary theory with practical 

market analysis, the methodology supports the development of a strategically informed and 

economically viable business model. 

Several limitations should be acknowledged. Because the research relies on secondary 

data, projections and strategic conclusions are contingent upon the accuracy and timeliness of 

existing reports. Additionally, consumer behavior and fashion trends are subject to rapid change, 

particularly within digital environments. The financial forecasts presented are therefore 

estimations based on available benchmarks rather than guarantees of performance. Future 
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research incorporating primary consumer testing or pilot market studies could further validate the 

proposed framework. 

Overall, this qualitative and applied methodology enables the translation of aesthetic 

theory and consumer psychology into a structured entrepreneurial strategy. By grounding the 

business plan in established research while incorporating industry analysis and financial 

modeling, the methodology supports both conceptual rigor and practical feasibility in the 

development of Abigail Sarai.  

 

Discussion 

The primary finding of this project is that aesthetic beauty, when treated as a deliberate 

and structurally grounded design strategy rather than a superficial stylistic feature, can function 

as a coherent and economically viable brand value proposition within a direct-to-consumer 

fashion model. By integrating neuroaesthetic research on reward activation with consumer 

behavior research on happiness and experiential value, the project demonstrates that aesthetic 

harmony may serve as both an emotional and strategic driver of purchase intent. 

Application of the interdisciplinary framework to the development of Abigail Sarai 

revealed several key insights. First, visual coherence expressed through proportion, balance, 

tonal harmony, and aesthetic beauty creates not only a distinct brand identity but also a 

psychologically resonant one. The literature suggests that balanced and harmonious stimuli 

activate reward pathways and produce positive effects. When operationalized in product design 

and branding, these principles contribute to perceived quality, refinement, and trustworthiness. 

Second, consumer behavior analysis indicates that emotional and experiential value 

increasingly outweigh purely functional attributes in purchasing decisions. The project’s findings 
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suggest that positioning aesthetic beauty as an intrinsic source of pleasure aligns with 

consumers’ pursuit of happiness and well-being through consumption. Within the Abigail Sarai 

model, aesthetic refinement is not positioned as ornamentation, but as emotional utility. 

Third, feasibility analysis indicates that a niche, direct-to-consumer brand centered on 

timeless aesthetic cohesion can occupy a defensible market position. Competitive benchmarking 

revealed saturation in trend-driven fast fashion and logo-centric branding, while identifying 

opportunity within understated, narrative-driven womenswear that prioritizes craftsmanship and 

design integrity. Financial projections demonstrate that with controlled production volumes, 

digital-first marketing, and disciplined cost management, the model presents scalable growth 

potential. 

This project contributes to the field by implementing neuroaesthetic and consumer 

behavior theory within a concrete entrepreneurial framework. While prior research establishes 

that aesthetic beauty activates neural reward systems and that happiness motivates consumption, 

limited scholarship applies these findings directly to strategic fashion brand development. By 

constructing a structured model linking aesthetic principles to emotional valuation and market 

behavior, this thesis advances an applied understanding of aesthetic beauty as an economic asset. 

The final business plan for Abigail Sarai (found in the Appendix) reflects both conceptual 

rigor and practical feasibility. From a theoretical perspective, the project demonstrates that 

aesthetic beauty can be framed not merely as artistic preference but as a psychologically 

grounded and strategically deployable asset. From a commercial standpoint, the analysis 

indicates that a focused, digitally native brand with disciplined cost management and a clearly 

articulated aesthetic identity can establish competitive differentiation in a crowded market. 
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However, several considerations temper these findings. The projections rely on secondary 

data and modeled assumptions rather than live market testing. Consumer preferences, 

particularly within fashion, are subject to cultural shifts and economic fluctuation. Additionally, 

while aesthetic harmony may enhance emotional engagement, long-term brand success also 

depends on operational execution, supply chain reliability, and sustained marketing effectiveness. 

Despite these limitations, the project successfully demonstrates that creative vision and 

entrepreneurial strategy need not operate in isolation. By grounding brand development in 

established research on aesthetic emotion and consumer motivation, the thesis provides a 

structured framework for aligning design philosophy with commercial performance. The 

resulting business plan offers both a viable launch strategy for Abigail Sarai and a broader 

conceptual contribution to the study of aesthetics within fashion entrepreneurship. 

 

Conclusion 

This thesis set out to develop a comprehensive and strategically grounded business plan 

for Abigail Sarai, an independent women’s fashion brand positioned around the commercial 

value of aesthetic beauty. The primary objective was to evaluate the feasibility of launching a 

direct-to-consumer fashion label and to explore whether aesthetic harmony could function as a 

deliberate and defensible value proposition. Based on the applied research, market analysis, and 

financial modeling conducted, these objectives have been met. The resulting business plan 

demonstrates both conceptual coherence and practical viability, offering a structured roadmap for 

brand launch and growth. 

The originality of this project lies in its integration of theoretical research on aesthetic 

reward processing and consumer happiness into an entrepreneurial framework. While existing 
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scholarship establishes that symmetrical and harmonious stimuli activate neural reward systems 

and that emotional well-being influences purchasing behavior, limited work has translated these 

findings into concrete fashion brand strategy. By operationalizing aesthetic principles as strategic 

assets rather than subjective design preferences, this thesis contributes an applied model that 

bridges creative direction and economic rationale. In doing so, it advances the discipline by 

reframing aesthetic beauty as a psychologically grounded driver of consumer engagement and 

purchase intent. 

However, limitations must be acknowledged. The business plan relies on modeled 

assumptions rather than primary consumer testing or pilot market data. Additionally, the dynamic 

nature of fashion trends and digital commerce introduces variables that cannot be fully predicted 

through secondary research alone. Future iterations could incorporate consumer surveys, 

prototype testing, or small-scale product launches to empirically validate the proposed 

framework.  

In summary, this thesis illustrates how creative vision and strategic analysis can intersect 

to produce both a viable business plan and a conceptual contribution to fashion entrepreneurship. 

By grounding brand development in established research on aesthetic experience and consumer 

motivation, the project demonstrates that intentionally structured aesthetic beauty can serve not 

only as artistic expression, but as a measurable and meaningful driver of economic value. 
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Abby Martos   
Founder & CEO, Abigail Sarai   
123 Smith Ave, New York, NY, 10029    
abby.martos@abigailsarai.com 
(917)123-4567   
May 8, 2026   
 
To Whom It May Concern,   
 
It is my pleasure to present the business plan for Abigail Sarai, an independent 
direct-to-consumer womenswear brand developed in response to evolving consumer 
preferences within the contemporary fashion industry. This plan outlines a strategic vision for a 
brand that merges refined design, emotional resonance, and purposeful digital retail practices to 
meet the needs of today’s increasingly intentional and aesthetically driven consumer. 
 
Abigail Sarai was conceived as a contemporary fashion label rooted in the belief that clothing 
can serve as both personal expression and meaningful experience. As consumer purchasing 
behavior continues to shift toward quality, identity alignment, and emotionally engaging brands, 
the opportunity exists for businesses that offer more than product alone. This plan demonstrates 
how Abigail Sarai aims to fill that space through cohesive branding, thoughtfully designed 
collections, and a psychologically grounded e-commerce model. 
 
The following document presents a comprehensive overview of the proposed venture, including 
market analysis, brand strategy, operations planning, financial projections, and long-term growth 
opportunities. Each section has been developed to reflect both creative vision and commercial 
viability, with the goal of establishing a sustainable and differentiated presence within the 
women’s apparel market. 
 
Thank you for your time and consideration. I appreciate the opportunity to share this strategic 
proposal and the vision behind Abigail Sarai.  
 
Sincerely,   
Abby Martos  
Founder & CEO, Abigail Sarai   
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Executive Summary 
 
Overview of Business 
 
Abigail Sarai is a direct-to-consumer women’s fashion brand positioned at the intersection of 
timeless design, aesthetic cohesion, and emotionally driven consumer experience. The brand 
offers products that go beyond trends and honors aesthetic design by creating visually cohesive 
pieces that evoke emotional engagement, reinforce perceived value, and foster a deeper 
connection between the consumer and the brand. Abigail Sarai is the epitome of a sophisticated 
duality: striking a balance between tenderness and strength, tradition and modernity, and 
spontaneity and sophistication. Each piece reflects a balance of precise tailoring, expressive 
femininity, and refined elegance, intentionally designed to create a cohesive and emotionally 
resonant aesthetic experience.    
 
Founded by Abby Martos, Abigail Sarai embodies her love of fantasy and beauty as a 
transforming art form and her belief in the power of aesthetic experience to shape identity, 
emotion, and self-perception. Abby ensures each collection communicates a meaningful 
narrative while retaining its timeless appeal by drawing on her passion for art, architecture, and 
storytelling.  
 
Abigail Sarai is guided by five core principles: aesthetic integrity, emotional resonance, 
intentional design, lasting value, and responsible craftsmanship. The brand prioritizes harmony, 
refinement, and timeless design over trend-driven excess, creating pieces that evoke emotional 
connection and a strong sense of identity. Each garment is developed with careful attention to 
detail, ensuring a cohesive and intentional aesthetic experience. In response to evolving 
consumer values, the brand emphasizes quality, durability, and enduring appeal, while 
maintaining a thoughtful approach to ethical and environmental responsibility. Together, these 
principles position aesthetic beauty as a central driver of both emotional engagement and 
long-term value. 
 
Operating exclusively as an online retail business, Abigail Sarai provides a seamless 
e-commerce experience designed to reach a global audience while minimizing its environmental 
footprint. Based in New York City, the brand’s digital platform allows customers to access its 
thoughtfully curated collections with ease, delivering elegance and reverie directly to their 
doorsteps. Abigail Sarai invites women to explore the intersection of aesthetic expression and 
everyday dress, transforming routine dressing into an intentional experience of beauty, identity, 
and timeless style. 
 
Overview of Management Team 
 
The founder and CEO of Abigail Sarai, Abby Martos, is in charge of all company operations and 
is the driving force behind the brand's vision. Abby, who has a deep love for aesthetic design, 
fashion, and storytelling, contributes a wealth of strategic thinking and inventiveness to the 
business along with a sophisticated grasp of visual communication. Having worked in the 
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fashion industry for many years and having a strong sense of classic, sophisticated style, she is 
devoted to creating a brand that honors beauty, intention, and aesthetic living. Abby is in charge 
of the brand's general direction, product development, marketing strategy, and creating a unified 
corporate culture that appeals to the target market in her capacity as CEO. 
 
The company will be supported in its expansion and success by professional advisers in 
addition to Abby's leadership. In order to ensure seamless and legal commercial transactions, 
the team also benefits from outside assistance, such as financial advisors and legal counsel 
who will help with compliance, intellectual property, and company operations. These experts will 
also offer advice on long-term business planning and brand protection. 
 
The combination of Abby's and her team's (internal and external) creativity, business savvy, and 
industry experience will help Abigail Sarai continue to develop and succeed. 
 
Critical Success Factors 
 
Abigail Sarai’s success is fundamentally dependent on its ability to establish and maintain a 
distinct and cohesive aesthetic identity across all brand touchpoints. As a design-led fashion 
brand, consistency in visual language, tone, and product direction is essential to reinforcing its 
core positioning rooted in refinement, emotional resonance, and intentional design. The brand 
must be immediately recognizable not only through its garments, but through its digital 
presence, marketing content, and overall brand world. This cohesion ensures that Abigail Sarai 
operates as a unified aesthetic system rather than a fragmented collection of products. 
 
A second critical success factor lies in the brand’s ability to cultivate deep emotional and 
identity-based connections with its target consumer. In a market increasingly driven by 
intentional consumption, customers are seeking brands that reflect their personal values, 
aesthetic preferences, and sense of self. Abigail Sarai must therefore succeed in translating its 
design philosophy into meaningful consumer experiences that extend beyond functionality and 
trend responsiveness. The emotional resonance of the brand will be a key determinant of 
customer loyalty and long-term engagement. 
 
Finally, the success of Abigail Sarai is closely tied to the effectiveness of its digital brand world. 
As a digitally centered fashion business, the platform must function as more than a retail 
interface. It must communicate atmosphere, narrative, and aesthetic intention. The integration of 
strong visual storytelling, cohesive brand communication, and a seamless user experience will 
be essential in differentiating the brand within a highly saturated online fashion environment. 
Additionally, the ability to maintain perceived value through design quality, craftsmanship, and 
intentionality will further support long-term brand positioning and market relevance. 
 
Overview of Market and Market Strategy  
 
The contemporary fashion industry is entering a new era shaped by shifting consumer priorities, 
rapid technological advancement, and increasing demand for intentional purchasing. 
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Consumers are no longer spending simply for volume or novelty. Instead, they are prioritizing 
quality, durability, and brands that offer clear emotional and aesthetic value. At the same time, 
digital commerce and AI-assisted product discovery are transforming how customers search for, 
evaluate, and connect with fashion brands (Balchandani et al., 2025; Fashion by Informa, 2026). 
These changes have created meaningful opportunity for design-led brands that offer more than 
product alone. 
 
Abigail Sarai was created to meet this evolving demand. Positioned within the U.S. 
contemporary mid-market to elevated womenswear segment, the brand offers thoughtfully 
designed ready-to-wear collections that emphasize aesthetic cohesion, emotional resonance, 
and lasting value. Rather than competing through trend cycles or mass-market volume, Abigail 
Sarai is built on the belief that beauty, intentional design, and immersive brand identity can 
serve as powerful drivers of consumer loyalty. 
 
The brand is designed for women between the ages of 25 and 40 who view fashion as an 
extension of identity, creativity, and lifestyle. These consumers are often professionals, 
creatives, and culturally engaged individuals who seek clothing that feels refined, expressive, 
and timeless. They are drawn to quality over excess and to brands that communicate a distinct 
point of view. 
 
Within an oversaturated competitive landscape that includes many brands with similar product 
offerings, Abigail Sarai differentiates itself through its stronger emphasis on emotionally driven 
design, cohesive aesthetic world-building, and a consistent brand experience across both 
product and digital touchpoints. The brand is intended not only to offer garments, but to cultivate 
a complete visual and emotional universe that deepens consumer connection and encourages 
long-term engagement. 
 
Operating through a direct-to-consumer e-commerce model, Abigail Sarai will grow through a 
digital strategy centered on curated storytelling, elevated online experience, and personalized 
engagement. By aligning product development, branding, and digital commerce with 
contemporary consumer behavior, Abigail Sarai is positioned to capture a growing segment of 
intentional, design-conscious consumers seeking meaningful relationships with the brands they 
choose. 
 
Financial Examination 
 
Abigail Sarai’s financial model reflects a lean, direct-to-consumer structure designed to balance 
strong contribution unit margins with sustainable early-stage growth. The brand requires an 
estimated startup investment of approximately $52,500, allocated toward initial inventory 
production, branding development, digital infrastructure, and launch marketing. This core 
investment supports the creation of a cohesive brand identity and enables a controlled and 
strategic product launch plan. 
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In its first year of operation, Abigail Sarai is projected to earn approximately $173,000 in 
revenue, assuming a gradual monthly growth in order volume and an increasing average order 
value as brand awareness and customer trust are established. The business model promotes 
premium pricing and intentionally managed production costs, resulting in strong gross margins 
around 65%. 
 
Annual operating expenses are estimated at roughly $100,000, including inventory 
replenishment, marketing investment, website maintenence, packaging, shipping costs, and 
administrative costs. This reflects a lean but strategically allocated cost structure, with marketing 
representing a key vehicle for communicating brand identity and cultivating emotional 
engagement. 
 
Based on these projections, Abigail Sarai is expected to break-even within the first four to five 
months of operation by achieving around 16 orders per month. Overall, the brand is forecasted 
to reach positive net profitability in Year 1, with estimated net earnings ranging from $40,000 to 
$70,000, depending on operational efficiency and market response. 
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Management Plan 
 

Abby Martos, the creator and CEO, will own 100% of Abigail Sarai, which will be organized as a 
Limited Liability Corporation (LLC) at first. Abby will take on all significant responsibilities within 
the company as the sole proprietor, including management, operations, and decision-making. 
There are currently no partners or employees. Nevertheless, the business might eventually 
need outside funding, and possible partners or investors will be evaluated in light of the brand's 
expansion. When further partners or financiers are added, the ownership structure will be 
modified as necessary. 
 
Being Abigail Sarai's only proprietor, Abby Martos will be the company's primary manager in the 
beginning. Abby contributes a wealth of knowledge to the brand with her eight years of retail 
fashion experience and her Master of Science in Fashion Business and Entrepreneurship. 
Managing every facet of the company, including purchasing, selling, marketing, and advertising, 
will be the main duties. Abby's experience gives her a solid basis for trend analysis, supplier 
negotiations, and brand strategy development. Managing product selection, price plans, client 
relations, and marketing campaign execution will be among the main responsibilities. Abby will 
also make sure that the vision and values of the brand are constantly represented in all aspects 
of business operations. Roles may increase as the company expands, or additional personnel 
may be brought on board to handle specialized tasks like finance or operations. 
 
Abby will not receive a formal salary at first, as she is the only manager and owner of Abigail 
Sarai; instead, income will be based on the success and expansion of the company. Future pay, 
including bonuses, benefits, and salaries, will be decided by the company's financial 
performance and revenue-generating capacity. Abby will first put any profits back into the 
company to help it expand. Compensation plans for new team members will be developed 
based on their roles and responsibilities as the company grows and new partners or workers are 
added. In order to encourage long-term dedication to the company's success, benefits and 
bonuses may also be implemented at that time, along with stock options or equity offers for 
significant contributors. Abby will continue to own all of the business for the time being, with any 
modifications to ownership or equity distribution taking place if and when outside financiers or 
partners are brought on board. 
 
To make sure that Abigail Sarai's expectations and beliefs are understood by internal and 
external stakeholders, effective communication will be essential. Internal brochures and training 
sessions will be used to spread the brand's values of aesthetic integrity, emotional resonance, 
and intentional design. This will guarantee that all possible partners and future staff members 
are well aware of the brand's goals and objectives, from the premium ready-to-wear products to 
the assurance of quality, consistency, and a refined aesthetic standard that offers both beauty 
and meaningful connection. Visual guides, mood boards, and brand narrative will also be used 
to strengthen clear communication and foster a common understanding of the brand's 
philosophy. 
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Externally, Abigail Sarai will continue transparent communication through direct-to-consumer 
channels, including social media, email marketing, and the brand website. The storyline of the 
brand, celebrating beauty, adventure, and creativity, will be effortlessly interwoven into all 
external communications. Customers will be encouraged to embrace a world enhanced by art, 
fantasy, and imagination as a result of Abigail Sarai's positioning as both a fashion brand and an 
aspirational lifestyle. Through tailored digital engagement, customer relationships will be 
fostered, guaranteeing that every encounter embodies the brand's dedication to exquisite 
craftsmanship, sophisticated design, and a carefully considered wardrobe philosophy. 
 
All internal and external communications will follow a consistent brand voice and visual identity 
to guarantee clarity and alignment. The team will use a combination of communication platforms 
and project management systems to provide smooth information exchange and feedback loops, 
guaranteeing that everyone is on the same page regarding goals and expectations. Abigail 
Sarai hopes to create a unified and enthusiastic brand community by emphasizing constant and 
transparent communication with stakeholders and customers as well as with any staff members. 
 
Obtaining a business license from the appropriate local government authority to operate as an 
LLC will be the first step in order to legally operate Abigail Sarai. This will guarantee that the 
company is recognized as a legal entity and can carry out operations, such as entering into 
contracts, managing finances, and paying taxes. In addition, the brand must apply for an 
Employer Identification Number through the Internal Revenue Service for tax purposes, as this 
number will be necessary for business taxation, opening business bank accounts, and hiring 
employees, should that situation arise in the future. 
 
To safeguard its intellectual property and guarantee exclusive rights to the brand's visual identity 
and creative content, Abigail Sarai will register trademarks for its brand name, logo, and any 
distinctive designs. Additionally, the company will collect and remit sales tax on all taxable 
goods sold to customers in accordance with applicable state and local sales tax laws.  
 
Lastly, as the business grows, compliance with online retail regulations, consumer protection 
legislation, and data privacy regulations (such as GDPR for overseas clients) will be important to 
guarantee the business runs within legal boundaries.  
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Merchandising Plan 
 

Product Description 

The Abigail Sarai product offering consists of women’s ready-to-wear clothing designed to 
balance aesthetic refinement with everyday wearability. The collection emphasizes timeless 
silhouettes, soft structure, and thoughtful detailing, creating pieces that feel both elevated and 
effortless. Design decisions are guided by principles of harmony, proportion, and refinement, 
resulting in garments that are visually cohesive and inherently flattering. The aesthetic direction 
reflects a balance between Parisian-inspired romanticism and understated bohemian ease, 
interpreted through a lens of structure and refinement. Each piece is developed with a focus on 
quality materials and careful construction to ensure longevity and sustained value. The product 
range will include dresses, blouses, skirts, and tailored separates that can be styled 
interchangeably to create a cohesive wardrobe. Subtle elements of softness and movement are 
incorporated through fabric selection and color palette, contributing to the brand’s distinct visual 
identity. Overall, the product is positioned as both a functional wardrobe staple and an aesthetic 
experience, offering clothing that is meant to be worn, appreciated, and revisited over time. A 
visual illustration of Abigail Sarai’s product offerings can be found in Appendix A on page 37.  

Product Mix Breakdown 

The Abigail Sarai product mix is structured to offer a cohesive and versatile ready-to-wear 
wardrobe, centered around four primary categories: tops and blouses, bottoms (skirts, pants 
and shorts), dresses, and outerwear. Each category is developed to function both independently 
and as part of a unified collection, allowing for seamless styling and layering across pieces. 
Rather than centering seasonal dressing or occasion-based garments, the collection 
emphasizes interchangeable pieces that allow for layered styling and long-term wearability 
across categories. This approach reinforces the brand’s focus on aesthetic continuity and 
emotional resonance through everyday dressing. 

Tops and blouses represent the largest category within the assortment (35-40%), forming the 
foundation of the brand’s wardrobe system through refined silhouettes, soft structure, and 
elevated detailing. Skirts, pants, and shorts serve as complementary anchors (25-30%), 
balancing structure with ease and enabling versatility across looks. Jackets and outerwear 
(20-25%)function as key investment pieces that reinforce proportion, refinement, and layering 
potential across the collection. Dresses are offered in selective capacity (10-15%), designed as 
key statement pieces within a broader separates-focused assortment. 

Across all categories, each piece is developed to contribute to a cohesive aesthetic language 
grounded in harmony, refinement, and emotional design, ensuring that the collection operates 
as an integrated system rather than isolated product groups. 

The brand is positioned within the contemporary premium ready-to-wear segment, with pricing 
structured to reflect its emphasis on quality materials, intentional design, and aesthetic value. 
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The assortment is designed to sit within an accessible luxury framework, balancing 
investment-level outerwear with more approachable foundational pieces. 

Unique Characteristics 

Abigail Sarai’s merchandise is distinguished by its integration of structural elegance, expressive 
romantic sensibility, and intentional aesthetic design, positioning it uniquely within the 
contemporary fashion landscape. The brand offers high-quality, timeless pieces crafted from 
premium materials, ensuring durability and long-term wearability. Intricate lace detailing, 
structured tailoring, and dreamlike, ethereal designs define the aesthetic, blending 
Parisian-inspired sophistication with a free-spirited edge. Below is a breakdown of Abigail 
Sarai’s unique key elements: 

Modular Wardrobe Philosophy – The Abigail Sarai assortment is designed as a modular 
wardrobe system in which each piece is created to function across multiple styling contexts. 
Rather than being dictated by trend cycles or occasion-based dressing, garments are developed 
to support layered, interchangeable use. This approach encourages intentional consumption 
and long-term engagement with each item, reinforcing the idea of clothing as a curated system 
rather than isolated products. 

Aesthetic Cohesion as a Design Principle – Rather than treating product categories as 
independent silos, the assortment is unified through a consistent aesthetic framework grounded 
in harmony, proportion, and refinement. Each piece is designed to visually relate to the others, 
ensuring that the collection reads as a cohesive system rather than fragmented seasonal drops. 
This reinforces the brand’s emphasis on aesthetic integrity, where beauty is structurally 
embedded into every design decision. 

Emotionally Driven Design Language – Each garment is developed with an emphasis on 
emotional resonance, positioning clothing as an experiential medium rather than purely 
functional attire. Silhouettes, fabric choices, and detailing are intentionally curated to evoke 
softness, confidence, and romanticism. This aligns with the brand’s broader thesis that aesthetic 
design directly influences emotional response, creating garments that are meant to be felt as 
much as they are worn. 

Investment-Oriented Construction and Longevity – The assortment is designed with 
durability and longevity in mind, emphasizing quality materials, refined construction, and 
enduring silhouettes. Each piece is intended to transcend seasonal cycles, supporting a shift 
toward value-driven consumption where durability, wearability, and emotional attachment 
outweigh trend-based purchasing. This positions the brand within a premium ready-to-wear 
framework focused on lasting value rather than rapid turnover. 

Lifestyle-Based Styling Versatility – The collection is designed to reflect a lifestyle rather than 
a singular aesthetic moment. Pieces transition across professional, creative, and social 
contexts, aligning with the target consumer’s multifaceted identity. This adaptability strengthens 
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the brand’s relevance in a market increasingly defined by intentional consumption and 
experiential dressing, where clothing is expected to perform across diverse aspects of daily life. 

Customers benefit from Abigail Sarai’s timeless, high-quality fashion that feels both exclusive 
and deeply personal, allowing them to express their individuality with effortless sophistication. 

Sourcing Strategy 
 
The sourcing strategy for Abigail Sarai is designed to support the brand’s commitment to 
aesthetic integrity, intentional design, and long-term product value. Rather than prioritizing scale 
or mass production, the brand will operate through a carefully structured network of small-scale 
manufacturing partners capable of executing refined construction, elevated tailoring, and 
precise attention to detail. This approach ensures that each garment reflects the brand’s 
emphasis on craftsmanship, material quality, and cohesive design execution. 
 
Supplier selection will be guided by a set of core criteria centered on construction capability, 
fabric expertise, consistency, and alignment with the brand’s aesthetic and ethical standards. 
Particular emphasis will be placed on sourcing partners who can work with premium textiles and 
execute garments that require both structural precision and softness of finish. This allows the 
brand’s design language, defined by harmony, proportion, and expressive restraint, to be fully 
realized in physical form. 
 
Production will be intentionally limited in scale to maintain quality control, reduce excess 
inventory risk, and reinforce the brand’s positioning within the premium ready-to-wear segment. 
Rather than adhering to traditional high-volume seasonal cycles, Abigail Sarai will adopt a more 
curated production model that aligns with demand forecasting, collection-based releases, and 
controlled inventory flow. This structure supports both financial efficiency and the preservation of 
aesthetic consistency across collections. 
 
Proprietary Aspects 
 
To build strong brand awareness and deter copying, Abigail Sarai intends to trademark its logo 
and brand name.  
 
Twelve-Month Collection Framework 

The Abigail Sarai merchandising strategy follows a curated three-chapter launch model 
designed to build brand awareness, encourage intentional purchasing behavior, and establish 
long-term customer loyalty. Rather than relying on high-volume seasonal turnover, the brand 
introduces product categories progressively, allowing consumers to engage with the brand 
through wardrobe building, emotional connection, and aesthetic continuity. 
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Month Collection 
Phase 

Key 
Categories 

Approx. 
SKU 

Count 

Avg. 
Price 

Range 

Strategic Objective 

Month 
1-4 

Phase I: 
Signature 
Foundations 

Tops / 
Blouses 

5–6 SKUs $98– 
$198 

Introduce brand identity 
through accessible hero 
category and drive first 
purchases 

Month 
5-8 

Phase II: The 
Wardrobe 
Build 

Bottoms / 
Dresses / 
Tops 

8–10 
SKUs 

$128– 
$348 

Encourage interchangeable 
dressing and wardrobe 
development 

Month 
9-12 

Phase III: 
Elevated 
Expression 

Outerwear / 
Statement 
Tops, 
Dresses / 
Accent 
Bottoms 

10–12 
SKUs 

$298–
$698 

Introduce aspirational 
pieces and strengthen 
premium positioning 

 

Phase I: Signature Foundations 

The launch phase centers on tops and blouses as the hero category. These pieces offer a lower 
barrier to entry than dresses or outerwear while effectively communicating the brand’s romantic, 
refined, and emotionally resonant design identity. Because tops integrate easily into existing 
wardrobes, they are well positioned to generate first-time purchases and repeat engagement. 

Phase II: The Wardrobe Build 

Once brand familiarity is established, the assortment expands into bottoms and dresses 
designed to pair seamlessly with earlier purchases. This phase supports intentional 
consumption by encouraging consumers to build cohesive wardrobes rather than make isolated 
impulse purchases. It also raises basket size through multi-item styling potential. 

Phase III: Elevated Expression 

The final phase introduces outerwear and statement pieces, including the possibility of a 
signature jacket that becomes an iconic product for the brand. These higher-priced categories 
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elevate perception, increase average order value, and provide aspirational content for marketing 
and social media storytelling. 

 
Markup/Markdown Policies 

Abigail Sarai’s markup and markdown policies are designed to balance profitability with brand 
positioning. The markup reflects the high-quality, sustainable, and limited-edition nature of the 
brand's products, while the markdown policy ensures that excess inventory is managed 
efficiently without undermining the brand's value or market perception. The careful 
implementation of markdowns will help maintain exclusivity and allow the brand to stay 
competitive in the marketplace. 

Markup Policy 

Abigail Sarai will apply a standard markup of 2.5 to 3 times the cost of goods sold (COGS) for its 
ready-to-wear garments and accessories. This markup is based on the need to cover fixed 
costs, including overhead, labor, and marketing, while also ensuring competitive pricing within 
the premium and luxury market segment. The markup is designed to provide a healthy profit 
margin while staying in line with the brand’s positioning as a high-quality, sustainable fashion 
label. For accessories, the markup may be adjusted slightly based on material costs and 
production complexity. 

Markdown Policy 

Markdowns will be applied selectively to clear out seasonal or end-of-life products and to 
maintain inventory flow. The markdown strategy will be based on an ongoing assessment of 
stock levels, sales velocity, and market demand. Products that do not meet sales targets or are 
near the end of a season will be discounted by up to 40-50% during key sales events or through 
private sales. However, the markdown percentage will be kept in check to preserve the brand’s 
exclusivity and high-end image. Discounting will be done sparingly to ensure the brand remains 
perceived as premium and desirable. 
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Web Plan Summary 

 
Overview   
 
The core of Abigail Sarai's online business opportunity is offering an immersive digital shopping 
experience that reflects the brand’s vision of beauty, imagination, and emotionally meaningful 
fashion. The website will be the primary shopping platform, offering users a smooth and 
engaging experience as they peruse the carefully chosen collections, each of which is intended 
to exude refinement, romance, and aesthetic distinction. The brand will establish a stronger 
connection with its customers through social media, offering them inspiration, storytelling, and 
an aspirational sense of community in addition to merchandise. Simple navigation, a speedy 
checkout procedure, and mobile optimization will all be features of the user-friendly website that 
make it easy for clients to browse and buy products from any device.  
 
Internet Strategy 
 
Abigail Sarai will operate through a Direct-to-Consumer (DTC) e-commerce model, with all sales 
conducted through the brand’s proprietary online platform. This structure supports a cohesive 
and highly curated customer experience while allowing the company to maintain strategic 
control over brand presentation, consumer insights, and profit margins. The website will function 
not only as a digital boutique, but as an immersive extension of the brand identity, inviting 
customers into a world shaped by refinement, imagination, and emotionally resonant design.  
 
Web Development and Hosting   
 
The Abigail Sarai website will be developed on a scalable e-commerce platform designed to 
support direct-to-consumer growth, secure transactions, and seamless integration with key 
social commerce channels such as Instagram and TikTok. The platform will allow the brand to 
create a visually cohesive digital storefront that reflects its identity while delivering an intuitive 
and elevated customer experience. Integrated payment processing and fulfillment tools will 
support efficient transactions and reliable order delivery. 
 
To support long-term growth, the website will also utilize robust back-end systems including 
inventory management, order processing, analytics, and customer relationship management 
(CRM) capabilities. Reliable hosting, strong cybersecurity protections, and fast site performance 
will help ensure operational stability and a seamless user experience during both routine traffic 
and high-demand periods.  
 
Costs   
 
Initial web-related costs will include platform setup, custom design, branded content creation, 
domain registration, and third-party integrations. Ongoing expenses are expected to include 
platform subscription fees, payment processing charges, maintenance, and digital marketing 
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software. These investments are considered essential to creating a premium direct-to-consumer 
experience and supporting scalable online growth.   
  
Visual Design   
 
The visual design of the Abigail Sarai website will function as an extension of the brand identity, 
combining refined aesthetics with intuitive functionality. Clean layouts, elegant typography, soft 
tonal palettes, and editorial-style imagery will create a digital environment that feels elevated, 
romantic, and visually cohesive. Product pages will emphasize both craftsmanship and 
emotional appeal through thoughtful styling, narrative descriptions, and immersive photography. 
While visually expressive, the site will remain highly functional through clear navigation, mobile 
optimization, and a streamlined checkout experience. In this way, the website will serve not only 
as a retail platform, but as a branded experience that reinforces desirability, trust, and customer 
connection.   
 
Buying and Shipping Methods   
 
Abigail Sarai will prioritize a seamless and customer-centered purchasing experience by offering 
flexible fulfillment and secure payment options. Customers will be able to choose from standard 
and expedited shipping services, with complimentary shipping available above a designated 
order threshold to encourage higher basket values and enhance perceived value. Real-time 
order tracking and automated delivery updates will provide transparency throughout the 
fulfillment process. 
 
To accommodate modern consumer preferences, the website will support multiple payment 
methods, including major credit and debit cards, Apple Pay, and other widely trusted digital 
payment solutions. A streamlined checkout process will minimize friction and support higher 
conversion rates across desktop and mobile devices. 
 
Clear shipping, return, and exchange policies will be prominently displayed to build trust and 
reduce purchase hesitation. All transactions will be protected through SSL encryption and 
secure payment processing systems, ensuring customer data is handled safely and responsibly. 
Collectively, these features will reinforce Abigail Sarai’s commitment to premium service, 
convenience, and a dependable direct-to-consumer shopping experience. 
 
Security 
   
The Abigail Sarai website will adhere to industry-leading digital security standards, reflecting the 
brand’s commitment to safeguarding customer trust and personal data. All transactions will be 
protected through SSL encryption and secure payment processing protocols, ensuring that 
sensitive information is transmitted safely and reliably. Payment gateways integrated through 
trusted providers such as PayPal and Shopify Payments will comply with PCI-DSS (Payment 
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Card Industry Data Security Standard) requirements, further reinforcing transactional security 
and regulatory compliance. 
 
To enhance consumer confidence, the website will incorporate clearly visible trust indicators 
throughout the purchasing journey, signaling secure checkout processes and verified payment 
environments. In addition, accessible and transparent privacy policies will outline how customer 
data is collected, stored, and protected, ensuring clarity and accountability. Collectively, these 
measures establish a secure and transparent digital environment that supports both user 
confidence and the brand’s premium direct-to-consumer experience.  

Site Layout Overview 

The Abigail Sarai website will be designed as a streamlined, editorially driven digital 
environment that reflects the brand’s emphasis on aesthetic cohesion, emotional storytelling, 
and intuitive navigation. Rather than prioritizing dense product categorization, the site will be 
structured to guide the user through a visually immersive experience that reflects the brand’s 
identity as a curated fashion world (Appendix B). 

The homepage will function as an editorial entry point, introducing seasonal collections through 
full-bleed imagery, minimal text, and narrative-driven visuals. Navigation will remain intentionally 
simplified, allowing users to move seamlessly between collection pages, product detail pages, 
and the brand story section without visual or cognitive overload. 

Product pages will balance functionality with storytelling, presenting garments through 
high-quality imagery, refined descriptions, and styling context that emphasizes mood, silhouette, 
and materiality. The overall structure will encourage exploration while maintaining a clear 
conversion pathway through strategically placed purchase prompts and a streamlined checkout 
process. 

Supporting pages such as “About” and “Journal” will extend the brand narrative, offering deeper 
insight into inspiration, aesthetic philosophy, and collection development. Collectively, the site 
architecture will function as a cohesive digital ecosystem, where commerce and storytelling are 
integrated to reinforce both emotional engagement and purchase intent.  
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Brick and Mortar Location Plan 
 

At present, Abigail Sarai operates as a direct-to-consumer e-commerce brand with no 
immediate plans for a permanent brick-and-mortar retail presence. This digital-first structure 
supports operational efficiency, reduced overhead costs, and direct engagement with a global 
customer base, aligning with the brand’s initial growth strategy and scalability objectives. 
Administrative operations, creative development, and strategic planning will be managed 
through a small studio, home-office environment designed to support lean operational efficiency 
while maintaining flexibility during early-stage growth.  
 
A limited inventory storage system will be maintained to support quality control, packaging 
oversight, and order fulfillment consistency, ensuring that the customer experience aligns with 
the brand’s emphasis on refinement, aesthetic cohesion, and emotional engagement. 
Production will be supported through external manufacturing partners, and fulfillment operations 
may gradually integrate third-party support as order volume increases. This hybrid operational 
structure allows Abigail Sarai to minimize overhead costs while retaining greater control over 
product quality, packaging standards, and customer interaction. 
 
As the brand scales, future physical expansion opportunities such as showroom spaces, 
creative studios, pop-up activations, or retail partnerships may be evaluated based on consumer 
demand, operational capacity, and long-term strategic growth objectives.  
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Marketing Plan 
 

Market and Competitor Analysis 
 
The contemporary fashion industry is operating within a period of rapid transformation, driven by 
accelerated technological advancement, shifting consumer behavior, and ongoing global supply 
chain disruption. As artificial intelligence becomes increasingly embedded in the retail 
experience, consumers are now engaging with digital tools such as large language models to 
search, evaluate, and personalize product discovery (Balchandani et al., 2025). This shift 
reflects a broader evolution in how fashion is experienced and consumed, where constant 
change has become the defining condition of the market rather than an exception. 
 
At the same time, the structure of consumer spending is undergoing a noticeable reorientation. 
Rather than reducing spending altogether, consumers are reallocating their financial priorities 
toward more intentional, value-driven purchases (Fashion by Informa, 2026). Value is no longer 
defined primarily by price sensitivity, but instead by durability, quality, and brand desirability. As a 
result, impulse-driven consumption is steadily being replaced by more deliberate purchasing 
behavior, particularly among younger consumers who are now prioritizing meaningful and 
considered wardrobe investments. Additionally, fashion has emerged as the leading 
discretionary spending category for consumers aged 18–34, surpassing beauty and other 
lifestyle sectors (Fashion by Informa, 2026). 
 
Within this evolving landscape, the competitive focus of the industry is shifting toward emotional 
engagement and long-term customer loyalty, therefore fashion brands are required to articulate 
stronger emotional and symbolic value in order to remain relevant (Fashion by Informa, 2026). 
This includes not only product quality, but also the ability to communicate identity, lifestyle, and 
aspiration through brand storytelling and aesthetic experience. In response, mid-market and 
design-led brands are emerging as key drivers of growth, as they increasingly occupy the space 
between luxury positioning and accessible pricing while offering elevated design and 
experience-led value (Balchandani et al., 2025). 
 
Abigail Sarai is positioned within the contemporary mid-market to elevated contemporary 
fashion segment, operating at the intersection of design-led womenswear and emotionally 
driven brand storytelling. In a market increasingly shaped by intentional consumption, 
AI-supported shopping behavior, and a growing demand for perceived value beyond price 
alone, the brand occupies a space that prioritizes aesthetic identity, emotional resonance, and 
refined design clarity over trend responsiveness or mass-market accessibility. This positioning 
aligns with the broader industry shift toward brands that offer not only products, but cohesive 
aesthetic worlds that reflect the consumer’s identity and values. 
 
Unlike traditional fashion labels that prioritize either high-volume trend cycles or exclusively 
luxury positioning, Abigail Sarai sits within a growing category of brands that emphasize curated 
design, emotional engagement, and lifestyle alignment. Its point of differentiation lies in its focus 
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Appendix A 

Product Line Visuals 
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Appendix B 

Visual Branding System 

 

B.1 – Logo Design 
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B.2 – Logo Color System 
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B.7 – Website Framework 

 

 

 
 


