





Table of Contents
Executive Summary	2
Objectives	2
Company Description	2
Personnel	2
Product Line	3
Market Analysis	3
The Concept	3
The Market	4
Market Trends	4
Target Market	4
The Sales Strategy	5
Start-up Summary	5
Clothing For Stylish Women	5
Unique & Innovative	5
Getting the Word Out	6
Management	6
Products and Services	6
Sourcing and Fulfillment	7
Competitors	7
Intellectual Property	7
Future Products and Services	7
The Team	8
Funding Request	8
Financial Plan	8
Startup Funding	8
Income Statement	8
Balance Sheet	9
Cash Flows	9
Breakqeven Analysis	9
SWOT Analysis	9
Strengths	9
Termination	10

[bookmark: _Toc500511427]Executive Summary
Mahogany Western Wear is a new apparel store that caters to the African-American cowboy community in Houston, Texas. As our name suggests our focus is to provide western wear apparel and accessories, and position ourselves as the top retail store servicing this particular market.
We are the first and only African-American owned western apparel store in the city of Houston. Our intentions are to obtain 80% market share and become a central hub of shopping activity for the local African-American cowboy population as well others who enjoy wearing western apparel.
Mahogany Western Wear will be located at 13328 1/2 Almeda Rd., Houston, TX in southwest Houston, TX. Mahogany Western Wear has centralized itself directly in position to the residental location and social activities of our target market. We believe that this is critical to our initial success and long-term growth.
Need actual charts? We recommend using LivePlan as the easiest way to create graphs for your own business plan. Create your own business plan
[bookmark: _Toc500511428]Objectives
To create a shopping environment that caters to the apparel needs of the urban African-American cowboy and cowgirl. To earn 80% market share and become the number one ethnic western wear apparel store in southwest Houston, TX and achieve name recognition in the local cowboy community. To receive a 50% profit margin within the first year. To have a customer  base of 1,000 by the end of the first operating year. To achieve a net profit of $75,000 by year two and $100,000 by year three. To be an active and vocal member in the community supporting agricultural events, and equestrian organizations working with children.
[bookmark: _Toc500511429]Company Description
Introduce your clothing boutique with a general business description. List your boutique’s legal business description, such as sole proprietor or partnership, along with the boutique’s list of owners, their contact information and the boutique’s contact information.
[bookmark: _Toc500511430]Personnel 
The current personnel of BOUTIQUE consist of the Principals Giovanni and Grace Marquez, Gloria Ciongoli and several employee and contract employees. They are 3 sales people on the floor, 1 full time employees IT design employee, 2 part time IT (import images , and 3 to 4 other employees on an as needed basis. The plan is to add employee(s  as the revenue grows as well as the growth of our customer base. The type of employees we will employ will be primarily college graduates and interns. The support staff will be the only exception to this norm. Terminations will be based on for cause bases only. Layoffs will be based on changes in the business environment. The sources of our labor will be college and universities and other like organizations that have candidates with the skill set we need
[bookmark: _Toc500511431]Product Line
Provide a list of your clothing boutique’s products. Detail your products’ unique qualities and explain why the products benefit your customers. Explain where you will obtain your boutique’s clothing and include the costs of your vendors and suppliers.
[bookmark: _Toc500511432]Market Analysis
Customer Market Men’s fashion market is not that large as it relates to the overall apparel market. Men typically do not focus on fashion unless it is a special occasion. However when men are introduced to what fashion can do to enhance their career and social life, they will start to pay attention and focus more on fashion. After that positive reinforcement to high fashion, men will start to seek out clothing that will get attention outside of that special occasion. Today’s man has reduced their demand for clothing due to the recession and the reduction in disposable income. This trend is projected to continue over the next several years. With that said there is still an opportunity to encourage men to purchase high quality long lasting apparel. This will give today’s man a bang for the buck and reduce the need for purchasing clothes as much as in the past. The BOUTIQUE customer is a person that desires looking good and feeling good. A man that once they get the compliments desires for them to continue and becomes a customer for life. A customer that is no longer looking for fashion that everyone has purchased from the large retailer in the mall. They are looking for a one of a kind look that can be found only in a boutique shop such as BOUTIQUE. The BOUTIQUE target market is the U.S., Canada and South America (Brazil . The total population of men in the United States is around 138 million, 95 million in Brazil and 15.5 million in Canada. The total U.S. market will spend around $8.8 Billion on men’s apparel in 2011. Environment Because of the economic downturn since 2007, men have less disposable income and therefore have reduced their spending on apparel. These trends are projected to continue until 2015. This will make the men’s apparel environment tough over the next few years and require BOUTIQUE to become very innovative in the approach to reach our anticipated growth.
[bookmark: _Toc500511433]The Concept
Recognizing that the market for quality shoes in extended sizes is quite competitive using the larger shoe retailers, One, Two, Step! will minimize the competition by targeting specific niches, generally focusing on other retail stores whose prices are too expensive, lack quality and are not "shoe size efficient".   
One, Two, Step! has three keys to success. The first is establishing a high quality, high value relationship with its vendors and customers. The second key is to ensure reliable and timely delivery of their products. The last key to success is reliable administration of the organization. This boutique business plan is intended to provide the structure to make sure this last key to success is realized.
One, Two, Step! is set up as a home-based business, with plans for expansion into a store/boutique in the near future. This will be the most cost effective arrangement, yet provide the requisite amount of service and support.
[bookmark: _Toc500511434]The Market
One, Two, Step! will grow at 3% and there are many potential customers now, patiently awaiting the start of business. One, Two, Step! will differ from other retail shoe stores because we will always be less expensive than the competition, but we will still maintain the high quality of our shoes.
Also, we will offer a sales promotion on a monthly basis, such as:
· buy one, get one half price
· buy one, get one free
· half off on shoes from the previous season
· "One, Two, Step!" dollars (for every $50 dollar purchase, the consumer receives an additional 20% off of their next purchase 
· In the future, One, Two, Step! will design its own, custom-made shoes for women and men.
[bookmark: _Toc500511435]Market Trends
One major trend over the years in the clothing store (boutique  industry is that, clothing stores (boutiques  have experienced tremendous growth in all cities in the United States of America and in most parts of the world. In response to the ever growing demand for clothes and other fashion accessories, clothing store owners have opened additional stores thereby creating chains of stores across different cities. They are always ready to expanded into new markets and of course adapt to the ever changing trend in fashion and increase sales.
[bookmark: _Toc500511436]Target Market
When it comes to selling items that are found in clothing stores, there is indeed a wide range of available customers. In essence, our target market can’t be restricted to just a group of people, but all those who resides in the locations where we intend opening our clothing store. One thing is certain; we will ensure that we only retail quality and affordable clothes and other fashion accessories in our clothing store.
In view of that, we have positioned our clothing store to service the residence of Los Angeles – California and every other location where our clothing stores will be located all over the United States of America and Canada. We have conducted our market research and we have ideas of what our target market would be expecting from us.
We are in business to retail our clothes and fashion accessories to the following groups of people;
· Households
· Male and Female
· Toddles and Newborn Babies
· Bachelors and Spinsters
· Corporate Executives
· Business People
· About to wed couples
· Expectant Mothers (Maternity Gowns 
· Sports Men and Women
· Students
· Celebrities
[bookmark: _Toc500511437]The Sales Strategy
Our marketing strategy will not exceed 5% of our annual gross sales. We will use a wide range of approaches, including our website with free shipping, postcards, business cards, and word of mouth.
[bookmark: _Toc500511438]Start-up Summary
One, Two, Step! start-up costs are listed below. The company will start with two months of inventory on hand for shoes and accessories, as this is the main revenue generator. The majority of the company's assets will reside in inventory. The opening day's cash on hand balance will be $10,000.
[bookmark: _Toc500511439]Clothing For Stylish Women 

De Kliek will carry Ready-to-Wear (RTW  designer and casual/contemporary apparel & accessories for women, and will be the exclusive U.S. home of the German line, Herr Frau. In addition to the fabulous Herr Frau line, De Kliek will feature other choice selections by American and European designers such as Hocken, Weekend MaxMini, Tosca and Catherine the Great. The De Kliek customer is a busy professional woman who lives in Los Angeles with a household income over $100K. She enjoys the boutique fashions and wants a place where she can go to get services that meet her busy lifestyle.
[bookmark: _Toc500511440]Unique & Innovative 

De Kliek will provide services such as Style Assessments, alterations, personal shopping, and special ordering to customers during store hours and by personal appointments. Style Concierges who are trained within the image industry will be available to customers on a daily basis. De Kliek's innovative Style Assessments and educational emphasis in helping women develop their personal styles will enhance our reputation as a truly unique boutique.
[bookmark: _Toc500511441]Getting the Word Out 

De Kliek will generate awareness and sales by utilizing PR tactics and the referral networks of personal stylists. Additionally, De Kliek will meet our customers where they are, focusing on how women approach shopping by obtaining mentions and reviews in the top fashion publications, travel guides and local papers.
[bookmark: _Toc500511442]Management 

With over 12 years experience in marketing and retail, owner Vrootje Magen has gathered the expertise to complement and grow the business. Our advisory team holds expertise in retail accounting, retail merchandising, legal contracts, fashion and design. A detailed project plan has been created and all tasks are on schedule. Buying for the Fall/Winter season was completed in April, and store design and marketing elements are currently being finalized.
[bookmark: _Toc500511443][image: Clothing-Retail-Storefront]Products and Services

Style Villain will feature a diverse range of clothing that adhere to a professional, modern style. Included below is a full list of our featured items:
· Armwear
· Belts
· Coats
· Dresses
· Gowns
· Headgear
· Jackets
· Shirts
· T-Shirts
· Collared shirts
· Dress shirts
· Skirts
· Tops
· Trousers and shorts
[bookmark: _Toc500511444]Sourcing and Fulfillment
For manufacturing, Style Villain will be working with Solomon Rose Co., a clothing manufacturer based in South Carolina. Fabrics will be sourced from Carolina Cotton Works. Ms. Dawson has negotiated excellent terms with both companies, using her contacts within the fashion and design industry. Despite the higher base costs, Ms. Dawson insists on using US based manufacturers for three major reasons. First, overseas manufacturers often create poor quality products, and are difficult to communicate with. Secondly, overseas manufacturers are also gaining a bad reputation amongst socially conscientious millennials, Style Villain’s target customers. Thirdly, overseas manufacturers require a large quantity of orders, which a small boutique like Style Villain does not require.
[bookmark: _Toc500511445]Competitors
The clothing retail industry is fiercely competitive, and Style Villain’s location in the Towne Center is a high-competition location itself. However, the Towne Center also brings in a high volume of customers daily, which helps to nullify the adverse effects of a competitive market location.
Within the Towne Center, our main competitors will be Belk, American Eagle, Abercrombie & Fitch, Amelia’s, and Gap. The companies target a similar range of customers, mostly overlapping around millennials, generation X, and teenagers. Style Villain will be aiming for millennial customers looking to wear stylish, high quality clothing that isn’t “brand name” or mass marketed.
[bookmark: _Toc500511446]Intellectual Property
Any and all designs created by Ms. Dawson or others for Style Villain will immediately be under copyright. Style Villain will aggressively pursue copyright infringers within the full extent of the law.
[bookmark: _Toc500511447]Future Products and Services
Ms. Dawson hopes to open a sister shop in Savannah, GA if Style Villain is successful in Mt. Pleasant.

[bookmark: _Toc500511448]The Team	

Elena Horowitz is an award-winning fashion designer who graduated from the Rhode Island School of Design and worked at top retail brands like J Crew, the GAP, and Levi’s for the past 15 years. Fed up with the lack of speed with which most retail brands were moving towards embracing eco-friendly means of production, she decided to quit her job and start I’ll Be Denim. She serves as Chief Design Officer (CDO) and works with partner manufacturers to ensure quality of product.
James Foster dropped out of the University of Berkeley after finding success with his first online store selling fertilizer and garden equipment with his college roommate. After successfully exiting the company, he went on to hold operational positions in management for a slew of ecommerce companies before meeting Elena at a party and hitting it off. The two discussed their guilt over buying from traditional fashion brands and decided to combine forces to launch their own label. He serves as the Chief Executive Officer (CEO) and oversees all supplier relationships, business logistics and strategic partnerships.
[bookmark: _Toc500511449]Funding Request
Create your clothing boutique’s financial statements. Include a personal financial statement, balance sheet, cash flow analysis and income statement. Provide reasonable assumptions and projections about future sales, if your business has yet to open its doors.
[bookmark: _Toc500511450]Financial Plan
[bookmark: _Toc500511451]Startup Funding 
Startup expenses for Flourish have been estimated at $39,993.00. Startup assets 
including initial cash required, startup inventory, and longQterm assets have been 
estimated at $41,500.00. This brings the total funding required to $81,493.00. A portion of 
the planned investment will be covered through a 10Qyear, $50,000 Small Business 
Association Loan, with interest at 8%. Total starting capital at the beginning of Year 1 will 
be Q$8,500.00.
[bookmark: _Toc500511452]Income Statement 
Based on the assumption that Flourish will achieve the forecasted sales of 
$360,000.00 by the end of Year 1, Net Income will reach $29,860.00 at that time. Growth 
rates of 15% in Year 2 and 5% in Year 3 will result in respective sales of $414,000.000 and 
$434,700.000 and in respective Net Incomes of $43,830.00 and $48,237.00. The complete 
Pro Forma Income Statement may be found in Appendix B.
[bookmark: _Toc500511453]Balance Sheet 
Over the first three years, Flourish’s total assets increase from $45,305.00 to 
$90,754.00 because of increases in inventory levels and cash balances. Over that same 
period, total liabilities decrease from $42,720.00 to $28,160.00 because of a deduction in 
notes payable.
[bookmark: _Toc500511454]Cash Flows 
  Over the course of the first business year, cash flows will increase from Q$8,500 from 
startup costs to an ending cash balance of around $2,400.00. While this amount is certainly 
not a large sum of cash to have on hand, the ending cash balance for Year 3 is expected to 
grow to over $49,000.00. 
[bookmark: _Toc500511455]Breakqeven Analysis 
The chart below depicts monthly profits and losses for the first year of operations; 
however, it does not take into account the starting negative balance incurred from startup 
costs. The chart shows that Flourish will break even after January. If one takes into account 
the negative balance from startup of $8,500, then the business will actually break even 
after May.  This period would show a gain of $365.66.
[bookmark: _Toc500511456]SWOT Analysis 
There are three significant issues which arise from the SWOT analysis: 
· The need to acquire sufficient operating capital and resources to bridge the business from current online presence to the projected online business 
· The need to focus on regional consumers initially to generate sales quickly and provide a market baseline from which to build the company's product lines and brand equity. 
· The need to leverage and flawlessly execute the company's low overhead cost structure and variable cost operating outsourcing (sales  and intern strategy. 
[bookmark: _Toc500511457]Strengths 
BOUTIQUE is highly experienced in the Men’s Clothing Industry 
BOUTIQUE has a low overhead cost and leverages it’s current operating structure Product differentiation due value added features of fashion consulting approach Agility due to BOUTIQUE size relative to its competition Low penetration high growth markets for BOUTIQUE products lines BOUTIQUE has made its products and services easily accessible to the consumer The BOUTIQUE trademark name + Giovanni Marquez
[bookmark: _Toc500511458]Termination
The Company shall terminate when all of the assets of the Company have been distributed in the manner provided for in this document and the Articles of Termination filed with the Secretary of State of Ullcaland.
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