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Your work is about helping people see the potential in the spaces
immediately around them.

At your core, you are here to create a greater sense of calm, connection
and possibility through thoughtful garden design. You are not meant to
build a studio focused only on dramatic transformations or immaculate
show gardens. Your approach is more grounded than that: you are here to
help ordinary people create outdoor spaces that feel personal,
manageable and genuinely suited to the way they live.

This is why your early interest in small urban gardens still matters. It was
not simply a practical response to limited space. It was the first
expression of a much bigger idea. At the time, it may have looked like a
niche design interest, but the deeper theme was always accessibility:
showing people that a meaningful outdoor space does not require acres of
land, unlimited money or expert knowledge.

That theme is still relevant, and it has become more valuable with
experience.

You are now in a stronger position to develop the studio because you
understand that good design is not about imposing a particular style. It is
about listening carefully, recognising what a space needs and creating
something its owners can realistically maintain and enjoy. This is less
about designing perfect gardens and more about helping people feel at
home in the space they already have.
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You do not need to position this studio as another interiors brand built
around expensive transformations. Your strength is making thoughtful
design feel realistic, personal and achievable. Show people how
considered choices, clever use of space and a clear plan can transform the
way their home feels without requiring an unlimited budget.

YOUR PERSONAL POSITIONING
SHOULD BE:

stylish, not intimidating
practical, not prescriptive
warm, not overly polished
resourceful, not restrictive

aspirational, but still achievable
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considered, not extravagant

POSITIONING SNAPSHOT

PRIMARY POSITIONING

Sustainable Interior Stylist

BRAND PERSONALITY

Thoughtful, resourceful and quietly
stylish.

CORE PROMIISE

Helping people create beautiful homes
with greater intention.

COMMUNICATION STYLE

Clear, visual and reassuring.

PLATFORM FOCUS

Instagram-led brand supported by
practical guides.

BUSINESS DIRECTION

BRoom plans, virtual consultations,
sourcing guides and digital resources.
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WHAT YOUR AUDIENCE NEEDS

Reassurance that they have not fallen Practical ways to rebuild their
behind confidence

Help recognising the value of their Clear guidance without unnecessary
experience pressure

Examples of realistic routes back into Someone who understands how

work identity can shift after a career break

YOUR STRONGEST AUDIENCE:

<+ women returning to work after a career break

< parents balancing ambition with new priorities

4 professionals whose confidence has taken a knock

< people who feel disconnected from their former career identity
4 women considering a different direction

4 people who want practical support rather than empty motivation

<+ professionals ready to recognise how much they still have to offer

They will connect with you because you make returning to work
feel possible rather than overwhelming. You are not speaking to
people who need to be pushed harder. You are speaking to people
who think:

“I know I’'m capable, but | no longer know where I fit.”

That is where your brand meets them.
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Final
Summary

Launching your first collection is not simply about bringing more products
into the market. It is the beginning of a distinctive brand built around
considered design, useful objects and a slower approach to creating a
home.

Fake Business Name is the foundation. The future is not just one collection.
It is a carefully developed range of textiles, ceramics and everyday pieces
that help people create homes that feel calmer, more personal and made to
last.

You are best placed to build this business through discernment rather than
constant output. Your strongest brand is not built around following every
interiors trend. It is built around a clear point of view, consistent quality
and products that earn their place in people’s homes.

THE RIGHT ORDER IS:

.Finalise the first collection.

.Establish a clear visual identity.

.Introduce the story and values behind the brand.

.Build interest through thoughtful editorial content.

.Launch with a focused range rather than too many products.

.Use customer response to guide the next collection.

N o0 o AWOON e

.Explore selected retail partnerships once direct sales are established.

Your gift is not simply that you can identify beautiful objects. Your gift is
knowing how to bring shape, warmth and meaning into everyday spaces.
That is the heart of Fake Business Name.
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