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Executive Summary
Fleurissant Newport is a newly developed online retail business as of July 2021. The company sells handmade accessories including purses, clutches, tote bags, and hats made by women in Uzbekistan and Turkey. The products, once made, are shipped back to the U.S. and sold by Fleurissant Newport. The company’s objectives are to create new products, increase website traffic, improve social media presence and discover whether the business will be most successful as a wholesaler or retailer. 
Fleurissant Newport acts as sole proprietorship, owned by Patricia Coleman. Ms. Coleman will be primarily responsible for running the business overall, including website maintenance and hiring. She currently utilizes a social media intern who is responsible for operating the company’s social media pages and marketing her products. Additional roles may be added in the future as the business grows. The company operates as an online retailer and will be selling portions of its merchandise in two women’s boutiques located in downtown Newport. Inventory will be stored in Ms. Coleman’s apartment.
Fleurissant Newport strives to put the well-being and needs of its employees first through a thorough and detailed code of conduct. They strive to ingrain integrity into everything they do and want to provide all employees with an inclusive, trusting, and ethical work atmosphere where they can bloom.
Equipment needed for operation in year one includes a MacBook Pro laptop as well as Wi-Fi. Additional equipment in future years of the business includes a professional camera, payment options such as Venmo, Square and PayPal. Ms. Coleman will also utilize software such as Microsoft Office, MailChimp, Adobe Illustrator, Canva, Shopify, QuickBooks, shipping labels and a printer for shipping labels.
The current target market for Fleurissant Newport is women ages 36 and older. Based on primary research surveys, the company’s primary target market is women ages 18-35. Media vehicles such as Facebook boost posts, paid Google ads, the company website, Facebook, Instagram, a blog, and postcard ads will be used during the marketing campaign for the company. The use of these media vehicles will vary among each target market. 
Fleurissant Newport as a brand strives to encourage women to feel strong and empowered. The company will use media vehicles to promote its message and brand across all platforms. The campaign will work to encourage women to “bloom” into their full potential by providing them with beautiful, handmade products. The primary goal for the company is to stimulate product awareness and facilitate online sales. Fleurissant Newport also aims to solidify one (or more) target markets for the brand and its products. A third goal of the company is to become more active and engaging on social media. 
Fleurissant Newport’s biggest strengths include having truly unique, one-of-a-kind products made with a specialty fabric. The company recognizes the opportunity to expand its product line and boom as an online retailer. Weaknesses are that there have been no online sales so far and social media platforms are not engaging or active. Threats include a competitive industry and supplies being shipped from overseas creates a complicated process.
The company’s financials will be maintained by the owner. Initial investments to start the business include a portion from the owner’s savings account and loans taken out by the seven consultants of the business. After thorough sales forecasting, Fleurissant Newport estimates net sales of $39,530 after year one.



Company Overview
Fleurissant Newport creates and sells handmade accessories by women in Uzbekistan and Turkey. Fleurissant wants to encourage and empower women to bloom and flourish into their full potential, which will be incorporated into its marketing campaign by implementing various social media posts to rebrand itself. In addition, a card will be found in each accessory purchased by consumers with a biography of the individual women in Uzbekistan and Turkey who made the product. This way, they will be recognized and Fleurissant will be branded as empowering women.
Fleurissant recognizes a demand for in person purchases from customers at previous trade shows and will invest in selling its products in two stores in Newport but will remain mainly focusing on online sales. This focus on online sales is due to the scarcity of the handmade ikat fabric used to make the bags. Selling in several brick-and-mortar boutiques will also give consumers a chance to shop in person and feel the richness of fabrics used. All of Fleurissant’s products are extremely unique and have huge potential to reach a larger audience. The company also recognizes the high competition in the industry and will utilize its strengths as a one-of-kind sole proprietorship to increase revenue and sales. 

Vision Statement
To empower people to bloom into their full potential.

Mission Statement
To take something of beauty and put it into a product that makes people feel great.


Operations Plan
Facilities
Fleurissant Newport does not have a physical location for a store, rather it is solely based online. The online store is a platform where all transactions are completed without a building or physical location. Customers are able to use the website to make purchases right from their computer or smartphone. The only maintenance cost that needs to be paid is to run the website, which is $30/month.

Staffing
Fleurissant Newport is staffed by Patricia Coleman and several interns. Patricia Coleman is the sole owner of Fleurissant Newport and has control over the business, website, and hiring. She also has a social media intern who is in charge of marketing her products on her social media platforms. In the future, when the business becomes more profitable, there is room to grow and include more staff in the business. Other potential staff members in the future include a shipping manager, marketing intern, brand ambassador, and photoshoot stylist. Employees will be sourced from job postings made online and will be hired based on the needs of the business. Full-time employees will be Ms. Coleman herself. A shipping manager, and a photoshoot stylist will both be part-time or per-diem. Part-time employees will include any interns hired for the business and the brand ambassador. Training will be done by Ms. Coleman herself, and any prior employees in a position that is being taken over.

Equipment
To further grow the business, Fleurissant will need to purchase equipment or software for Ms. Coleman and other employees to use. For computers and technology, a MacBook Pro will be needed for $1299 and reliable and high-speed Wi-Fi at a cost of $346.50. She will also need a camera to take pictures for social media at a cost of $1199. Square, Venmo, and PayPal subscriptions will be needed to process payments from customers. For any purchases made online after year three, shipping labels will be printed through a Zebra printer. For job postings, Ms. Coleman will need a subscription to Indeed, and a Canva page to further market her products. Fleurissant is using a Shopify website to operate her online retail store, at a cost of $30 per month. For making print ads, Adobe Creative Cloud software will be necessary for $599.99. At $14.99 per month, Mail Chimp will be used on the MacBook Pro laptop for email templates relating to sales and promotions, and marketing. Lastly, Fleurissant Newport will use QuickBooks for accounting software for managing operations ($12.50/month) and Microsoft Office Suite 365, for $12.99/month.

Supplies
The supplies needed for Fleurissant Newport include the material needed to make the handbags, which are imported over from Uzbekistan and Turkey. Ms. Coleman has connections with a gentleman in Uzbekistan who is responsible for not only providing the fabric but also shipping the finished products to the United States. The fabric coming from overseas is already pre-designed and packaged and made into whatever product is needed. Should there be any shipping delays or supply chain delays, it will impact the business. Ms. Coleman is sourcing her fabrics from an overseas supplier rather than using national suppliers. Inventory is being managed in a garage at Ms. Coleman's home, however, we believe the best way to manage inventory is to move it to a site where it can be more secure, under the control of an inventory manager in the future.


Marketing Plan
The Big Idea:
	Fleurissant Newport strives to encourage women to feel strong and empowered. The company sells handmade bags and accessories from women in Uzbekistan and Turkey which adds a personal touch to the product and makes consumers feel like they have purchased something beautiful and special. Overall, the company will use the media vehicles to promote its message and brand across all platforms. The campaign will work to encourage women to “bloom” into their full potential by providing them with beautiful, handmade products.
Based on the overall marketing strategy of Fleurissant Newport, three main goals for the brand can be established. The primary goal for the company is to stimulate product awareness and facilitate online sales. Second, to that primary goal, Fleurissant Newport aims to solidify one (or more) target markets for the brand and its products. The third and final goal of the company is to become more active and engaging on social media. 

Goals and Objectives:
These three marketing goals can be further broken down into the three main objectives of Fleurissant Newport. Specifically, the first objective is to increase website sales by 100% over the next year since there have been no online sales as of yet. The next objective is to actively engage with the target market and collect 30 emails per month from customers for further product-related marketing. The final marketing objective of Fleurissant Newport is to effectively implement a social media campaign attracting at least 800 viewers to the website and become cohesive in the imaging of the brand across all social media platforms by the summer of 2022.

Media vehicles 
There are seven media vehicles that would benefit Fleurissant Newport the most and help the company to reach its marketing goals. The majority of these vehicles are electronic or social media-based since the company is an online exclusive retailer and wants to focus on their online interactions with customers. These vehicles are Facebook Boost posts, paid Google ads, the company website, Facebook, Instagram, a blog for the brand, and creating postcard ads for the brand to put in physical stores and with its products. Based on research derived from Qualtrics, most people listed Facebook and Instagram as their number one used social media platform. Therefore, most of the company’s advertising will be implemented here. See Appendix E for more details. 
It is important for Fleurissant Newport to recognize peak seasons for the various media vehicles based on the target demographic they are marketing to. This means promoting and using platforms like Instagram during Summer months for the younger target market, and Facebook during the winter months for the older target market. Blogging is popular during the beginning of the year no matter the age demographics, and online shopping via brand websites is popular during back-to-school season for all ages as well. 
Instagram boost posts will be done at least once per season assuming Fleurissant Newport will be promoting seasonal products. Boosting posts during this time help reach a higher audience to check out the website to purchase seasonal products. The goal for this will be to increase online sales. Seasonally doing this will work to keep sales consistent.
Google ads are important to be used all times during the year. Consistency is important with Google ads as the goal of Fleurissant Newport is to build their customer base. Website traffic is an ongoing goal so Google ads will be used regularly and the budget for pay-per-click will be evaluated as needed.
Postcards will be used about 4 to 5 times a year to put in the two boutiques to promote the products and advertise sales when they occur. For example, there will be a sale around Christmas time with a percentage off when a code is used. The QR code on the postcard advertisement will bring consumers to the code to use either in store or online. This will be a great way to generate sales both online and in store especially during the holidays.

Situational Analysis
Internal Environment:
Fleurissant Newport does not currently have a physical store but has recently launched its website in July of 2021. Since then, no online sales have been made. Current social media platforms include Instagram, which has also recently been launched. The account holds a little over 1,000 followers, however, the account was merged from a company that is no longer in business and is now in the process of being rebranded.
Current company objectives include new product development, improved social media platforms, increased website traffic and the decision to launch as wholesale or continue as a retailer. New product developments included a new style of purse as well as new designs and colors for the fall season. New styles and fabrics are intended to be created on a per season basis. 
The majority of customers tend to be older and middle-aged women. The company would like to expand its audience by targeting groups of younger women which will involve creating entirely new products such as wallets and keychains.
Customer Environment:
Current and potential customers of Fleurissant Newport are primarily older women. However, there has been a market shift that has taken place within the last several months of business. Ms. Coleman, Fleurissant Newport’s owner, noted that there are more younger people that are interested in buying her products at her trade shows and online. 
Fleurissant Newport uses two channels for customers to purchase products. The company has a website to sell products as well as a tradeshow setup that is used to sell products in person at different shows across the Northeast region. Most sales for Fleurissant Newport come in person, from trade shows. It appears that many customers are still willing to shop in person for these products, but it also shows that Fleurissant Newport will need to renovate its website with colorful graphics highlighting their products in order to attract more sales. Trade shows do provide Fleurissant Newport with a significant boost in terms of revenue figures. However, the ability to operate a website that attracts more customers will provide the company with improved streams of revenue. Fleurissant Newport will also need help to boost its website to the top of Google searches so it can easily be located by those wishing to buy its products or looking for something similar.
External Environment:
With its unique fabrics and designs, Fleurissant Newport is one of very few companies selling its products. There are very few similar businesses, the only product competition is located in Texas and internationally. When conducting a Google search for ikat bags, only one other website was similar enough to be considered a competitor. Malia Designs sells ikat bags at affordable prices with a similar story that is handcrafted by Cambodian women.
The COVID-19 pandemic has caused many people to move their shopping online. Many retailers are moving towards e-commerce sales as well as selling directly on social media platforms. By doing this, retailers are cutting out the middleman and are able to maintain a leg up on their competition (Hoover’s Inc., 2021). This can be the perfect model for Fleurissant Newport to follow. Revenue for apparel accessories in the US is expected “to grow at an annual compounded rate of 3% between 2020 and 2025” (Hoover’s Inc., 2021). In addition, “annual global revenue from e-commerce is about $3.5 trillion… [and] global online sales are expected to approach $5 trillion by 2021” (Hoover’s Inc., 2021). Knowing this, it is crucial that Fleurissant Newport works with the trends and betters its online retail space, including the website and social media presence.


SWOT Analysis:

Strengths (Internal)
· Fleurissant Newport’s products are unique and one of a kind. They stand out and have an opportunity for strong brand positioning and appeal to consumers.
· Using an online business approach, with a sole proprietor. This aids in keeping business costs, such as wages and utilities, lower than competitors.
· Fleurissant Newport’s products are well designed with fabric that will hold up over time through wear and tear.
· The use of specialty labor in support of working women in other countries shows good company ethics/character and a desire to help others which could aid brand image.
Weaknesses (Internal)
· No current online sales and minimal website traffic.
·  Social media platforms are not active or engaging with consumers. They lack more content.
· The current website does not allow for customers to add their email in order to create email marketing or offer store promotions.
· The importation of products is through channels as a singular person rather than as a business -could result in legal problems in the future.
Opportunities (External)
· Boston and New York trade shows provide the company with a huge opportunity for marketing and gaining more sales and overall recognition.
· By rebranding social media and improving the current website, the company has potential to become more well-known throughout Newport and online.
· Expanding the line of products into products including fragrance bags, or wallets may aid in boosting revenue in the long term.
· E-commerce sales are expected to continue increasing over the next 5 years.
Threats (External)
· The fashion industry is extremely competitive. Local competitors that are also small businesses include Salty Babe, Pink Pineapple and Rochelle’s of Newport.
· Use of supplies in Uzbekistan and Turkey creates a complicated production process. Many economic and political-legal factors may arise in the future and could heavily impact the importing and exporting of materials and products.


Human Resources Plan
Social media/marketing interns will be hired each year in order to keep up with brand awareness. Brand ambassadors should be implemented in year 2 as the brand continues to grow.  Retail assistants will be hired in year 2 or as is seen necessary with increasing sales. A photoshoot stylist will be hired as photoshoots are scheduled for new products. Shipping manager will be hired in year 2 or 3 as sales figures increase. See Appendix H for more details. 
Code of Ethics:
At Fleurissant Newport, our mission is to take something of beauty and put it into a product that makes people feel great. This means that as a company, we put the well-being and needs of our employees first. We strive to ingrain integrity into everything we do and want to provide all employees with an inclusive, trusting, and ethical work atmosphere where they can bloom. The way we provide this type of atmosphere to our employees is through the company code of conduct and ethics explained below. 

Information Technology Plan
The technology needed by Fleurissant Newport to be able to operate can be broken down into four general categories. These categories are physical technologies, payment software and devices, printing and photography software, and subscriptions. The physical technologies that Fleurissant Newport will purchase are an Apple MacBook Pro and a Wi-Fi setup. Both of these technologies will be purchased in year one of business to get the company on its feet. Also in year one of business, Fleurissant Newport will purchase or enroll in several payment software/devices. These software/devices are Square, Venmo, and PayPal. In year two, Fleurissant Newport will purchase a digital camera (under the printing software and photography category). Also from the printing software and photography category, in year three, Fleurissant Newport will purchase a Zebra printer to be able to easily and more cost effectively fulfill their online orders. The technology Fleurissant Newport will purchase under the subscription’s category throughout the first three years of operation include a subscription to Indeed, Canva, Shopify, Adobe Creative Cloud, Mail Chimp, QuickBooks, and Microsoft Suites. More information about the costs and the timelines of purchases for these various technologies can be found in appendix J.
Financial Statement Information
As Fleurissant Newport begins in its first year, they are expected to have fixed costs of $5,169 and variable costs of $23,476. With sales of $39,530 and 331 units sold, Fleurissant Newport requires 107 units to be sold in order to breakeven and cover fixed costs. 
Based on its income statement, Fleurissant Newport is expected to record sales of $39,530 in year one with a gross profit of $28,157 after cost of goods sold has been deducted. Upon deducting the expenses, the company is left with a net income of $288 in year one. These figures increase in years 2 and 3 with net income figures of $3,410 and $4,233 respectively. 
On the Statement of Cash Flows, Fleurissant Newport shows start-up cash on hand of $12,000 including a $7,000 loan taken out by business consultants. The cash position at the end of each month shows a subtle month to month decrease until it begins to rise in February of 2022 and continues through year end. Year 2 begins with cash on hand of $11,158 and fluctuates through the first half of the year but again sees a steady increase in the second half. Year 3 begins with cash of $23,349 and rises in the second half of the year to conclude year 3 with a cash position of $21,408. 
Fleurissant Newport’s balance sheet shows an increase across the board as the company grows in its first 3 years of business. Current assets rise from $20,870 in year one to $36,920 in year 3. Similarly, current liabilities grow each year with $4,534.50 in the first year and $5,762 in the third year. Total assets and total liabilities and owner’s equity balance year with $21,376 in year one, $26,638.33 in year two, and $38,119 in year three.
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