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Abstract

The project focuses on developing a broad strategy for marketing (GTM) for a proposed store
business that provides men and women's clothing, accessories and jewelry. The specificity of
this company is in combination with trendy, cheap and culturally induced designs, and
emphasizes quality and privatization that distinguishes it from existing participants. Through
the wide market survey and the customer division, the study shows the increasing demand for
cheap store items yet, where women's clothing and accessories show the highest capacity.
The most important findings emphasize that effective online publicity, competitive prices and
customer commitment programs will be the most impressive marketing and development
strategies. Sustainable practice is used to promote environmentally friendly packaging,
support local suppliers and promote long quality products to reduce waste. While the
implementation of economic estimates and roadmaps suggests strong profitability, the project
also accepts as a market competition, and changes fashion trends and financial obstacles that
can affect development. Overall, the project Action rich insights, new strategies and practical
frameworks to help start a store business by creating positive economic, social and

environmental effects.
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Chapter 01

Introduction & Rationale

1.1 Introduction

Entrepreneurship plays an important role in economic development, social development and
innovation. Successful entrepreneurs can identify market needs and make their ideas into
permanent companies that create the value of society. The project focuses on developing a
broad strategy for marketing (GTM) for a retail and wholesale business that sells clothes,
accessories and jewelry. The study integrates theoretical knowledge with the practical
business plan, which aims to provide a roadmap to succeed in launching and expanding the

business in the competing market.

The modern consumer requires diversity, quality and strength and businesses that can fulfill
these expectations, more likely to succeed. Careful analysis of the market, understanding
customer preferences and create a strategic plan, is the purpose of this project to keep the

business in effective position and achieve permanent growth.

1.2 Overview of the Business Idea

The proposed business is a shop and wholesale store that offers a wide range of products for

men and women. The product line includes:
e Men's Clothing: Shirts, pants, Panjabis, suits, and casual wear.
e Women's Clothing: Three-piece suits, dresses, and ethnic wear.
e Accessories: Ladies bags, wallets, and belts.
e Jewelry: Fashion jewelry such as earrings, necklaces, bracelets and rings.

The business currently operates through two showrooms, targets both individual customers
(retail) and wholesale buyers (wholesaler). By expanding the product line to include goods
and jewelry, the purpose of the business is to attract broad target groups and increase income
streams. Including these products helps to meet the customers' needs in search of an-stop

shopping system.
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Jewelry
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Figure 1.1: Distribution of Product Categories in the Store

This figure shows the ratio of the store's different product lines. Men's clothing is the largest
segment, followed by women's clothing, accessories, and jewelry, providing customers with a

variety of choices.

1.3 Motivation and Relevance

The inspiration behind this business company arises from many factors:

1. The demand for the market: There is a growing requirement for high quality
clothing that is affordable and fashionable. Many consumers have trouble finding a

number of products under one roof.

2. Customer facility: By delivering clothes, goods and jewelry in the same store,

provides business facilities and saves time for customers.

3. Financial contribution: The business helps create jobs, generates revenues and

contributes to local economic development.

4. Founder Development: This project offers a platform to improve business theory in

behavior, market analysis, business plan and strategic execution skills.
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The business idea is relevant because it addresses the requirement for an unreliable in the
market: a combination of quality, strength and diversity in clothing, accessories and jewels.
By understanding customer preferences and designing a suitable GTM strategy, the business

can create an important value for both consumers and stakeholders.

1.4 Problem Statement

Despite the growth in retail and wholesale markets, consumers face many challenges. One of
the most important problems is the lack of stores that provide both clothes and accessories
under a roof, forcing customers to go to many places to meet their fashion needs. In addition,
existing stores have a limited selection of fashion jewelry and women's bags, limiting
customers from reaching a wide range of trendy and stylish alternatives. In addition, high
prices of quality products make them inaccessible to an important part of customers seeking
ability without compromising style and durability. These gaps in the market highlight the
need for a business that combines different product lines, ensures quality at reasonable prices
and creates a practical and satisfactory shopping experience. The project focuses on
developing these intervals as targeted strategies, and ensures that the business meets the

market's expectations and forms a loyal customer base.

Table 1.1: Market Gap Analysis

Existing Stores Proposed Business
Product Category Gap / Opportunity
Availability Offering

Men’s Clothing Medium High v
Women’s Clothing Medium High v
Accessories Low High v
(Bags/Belts)

Jewelry Low Medium v

This table compares the availability of products in existing stores with the proposed business
offers. This reflects the gaps or opportunity in accessories and jewelry, indicating

opportunities to meet the customers' need for the new business.
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1.5 Significance of the Study

This study achieves the importance of many levels, including financial contribution to social

value and insight into entrepreneurship.

Economic Impact:

From an economic point of view, the proposed Boutique business statements contribute
directly to local employment by creating job opportunities for employees, sellers and
operating personnel. It also strengthens the local economy by supporting domestic suppliers
and manufacturers through the purchase of clothing, bags and jewelry. In addition, the
business is expected to generate revenues continuously, which not only ensures the

company's economic stability, but also contributes to extensive economic development.

Social Value:

At a social level, the study emphasizes increasing customers' satisfaction by offering variety,
functions and affordable products under one roof. By integrating clothes, goods and jewelry,
Boutique reduces customer needs to visit more stores, leading to permanent purchasing
practices. This customer -centered approach ensures that the business meets the needs of the

real consumer when you create a more comfortable and effective shopping experience.

Entrepreneurial Insight:

From an entrepreneurial point of view, the study provides practical insight into important
areas such as business plan, market research, product status and financial forecasts. These
elements not only support the success of the proposed enterprise, but also provide an
unfavorable disposition for other ambitious entrepreneurs, who aim to establish retail or

wholesale business in equal industries.

Innovation and future development:

Finally, innovative integration of various product lines within individual stores presents a
unique price offer that separates the business in the local market. The business model also
lays the foundations for future development by enabling expansion in online platforms, which

will expand the range to the market and increase profitability in a long time.
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Chapter 02
Objectives

The purpose of this business plan defines the direction, purpose and expected results of the
company. The plan focuses on a retail and wholesale business that offers clothes, accessories
and jewelry. The clear goals help ensure that all strategies have been adapted to start and
develop business. They also provide an average goal to trace progress and evaluate success

over time.

2.1 Main Objectives

The main objectives of this project are:

1. To develop a Go-to-Market strategy for selling clothing, ladies’ bags, and jewelry,

covering branding, pricing, and marketing.

2. To check market demand through surveys and competitor analysis to ensure

customers want these products.
3. To plan for growth and expansion, including new products and online sales.

4. To create a clear action plan with steps, timelines, and resources for launching the

business.
5. To identify and reduce risks in finance, operations, and market competition.
6. To satisfy customers by offering quality products in one place.

7. To support the local economy by creating jobs and helping local suppliers.

2.2 SMART Objectives

The objectives of this business plan are structured according to the SMART framework
(Specific, Measurable, Achievable, Relevant, Time-bound) to ensure clarity, accountability,
and practical implementation. Each objective clearly shows how I plan to achieve it step by

step as part of my business plan.
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Table 2.1: SMART Objectives and Action Plan
Objective SMART Description

I will research competitors, define my unique value
Develop GTM Strategy - _ _
proposition, select marketing channels, and finalize
pricing. I will document all plans with actionable steps to
implement in the first three months.
] ] I will design a survey, approach customers in showrooms,
Validate Business Idea _ .
and gather feedback online. I will analyze the results to
validate product offerings and adjust plans if needed.
) o I will monitor fashion trends, customer preferences, and
Identify Growth Opportunities _ o ‘
competitor activities. I will prepare a roadmap for
introducing new products and online sales channels over
the first year.
) I will break down tasks by department (inventory,
Prepare Implementation _ _ _ o
marketing, operations), assign responsibilities, and set

Roadmap
deadlines to ensure smooth launch preparation.

‘ L I will create a risk register, analyze potential problems,
Assess Risks & Mitigation o ) )
and plan mitigation actions (e.g., financial backup,
supplier alternatives, safety stock) to ensure the business

is prepared.

2.3 Short-term Goals

The short-term goals of the business focus on the first 6 to 12 months of operation. These
include finalizing the product range such as men’s and women’s clothing, ladies’ bags, and
jewelry, conducting market research, and gathering customer feedback. Other key goals are
establishing supplier and vendor partnerships, designing branding and marketing campaigns,
and organizing the store layout and inventory management system. Achieving these goals

ensures a smooth and organized launch of the business.
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2.4 Long-term Goals

The long -term goals for the business are designed to ensure permanent development, brand
recognition and market management until the next 10 years and beyond. These goals include
not only expanding the customer base and increasing the market share in both retail and
wholesale segments, but also establishing a boutible as an important lifestyle brand in
Bangladesh. Over time, the company aims to introduce new product lines inspired by
developing fashion trends and customer preferences, which ensures relevance in the
competition market. An important milestone will launch and scale an online platform to reach
a comprehensive national and potentially international audience, and bring variation to
revenue streams and increase the brand. Associated with frequent revenue growth, innovation
and quality reintroduction will help to strengthen the competitive position of the store. In
addition to financial results, the company also wants to strengthen local craftsmen, support
sustainable fashion practice and create long -term social and economic impact by contributing
to social development. These goals in a long time act as a roadmap for profitability,
scalability and permanent market competition, and guide the store to become a reliable and

recognizable mark on locally and globally.
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Chapter 03

Business Concept Development

A strong business concept is necessary to separate the company in the competition market.
This chapter focuses on the products and services offered, the unique value proposition (UVP)
and greater discrimination from competitors. A clear understanding of these elements helps to

attract customers, create loyalty and achieve permanent growth.

3.1 Product/Service Description

In my business plan, I have carefully chosen many products to meet the needs of both

personal and wholesale customers. The most important products I plan to introduce include:
e Men's Clothing: Shirts, pants, Panjabis, suits, and casual wear.
e Women's Clothing: Three-piece suits, dresses, and ethnic wear.
e Accessories: Ladies bags, wallets, and belts.
e Jewelry: Fashion jewelry such as earrings, necklaces, bracelets and rings.

I have included these products to create a one-stop shopping experience, making it easier for
customers to find clothes, accessories and jewelry in one place. This technique now not only
saves their time, but additionally ensures diversity, quality and affordability, which is the

main focus of my business plan.

Table 3.1: Product Categories and Features

Product Category Key Features Target Customers Price Range
Men'’s Clothing Casual & formal, quality fabrics Men aged 1845 Moderate
Women’s Clothing Trendy & ethnic wear Women aged 1840 Moderate
Accessories Bags, belts, wallets Women & men Low—Moderate
Jewelry Fashion jewelry Women 18-40 Low—Moderate

© Daffodil International University 8



3.2 Unique Value Proposition (UVP)

As part of my project plan, I have defined the Unique Value for my store:

e Wide product range: Customers can all buy clothes, bags and jewelry in one place.

e Affordable Quality quality: My purpose is to offer high quality products at

reasonable prices.

e Customer facilities: Store setup and product organization are designed to make

shopping easier and nice.

e Trend focused: I plan to update the products regularly according to current fashion

trends and customer preferences.

This UVP shows how my business will not only stand by offering quality products, but will

also have a pleasant and skilled shopping experience.

3.3 Key Differentiation from Competitors
In my business plan, I also emphasized how my business is different from competitors:

1. Product Diversity: While some participants only focus on clothes or accessories, my

store will offer clothes, bags and jewelry at the same time.

2. Integrated Shopping Experience: Customers do not need to visit many stores to

meet their needs.

3. Price Strategy: My plan is to maintain competitive and affordable prices and ensure

product quality.

4. Customer Connection: I want to offer personal services, help customers match

outfits and accessories.

5. Showroom Experience: I plan to organize modern, clean and blind appeals -shows to

increase customers' satisfaction.
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Chapter 04
Target Market & Customer Segmentation

For success for any business, it is important to understand the target market. In my
commercial plan, I have clearly identified customers who are targeted to clothing, goods and
jewels. By sharing the market, I can design marketing strategies, product services and price

plans that meet customers' needs and efficiently increase sales.

4.1 Customer Segmentation

I have shared my targeted market into specific customer segments based on age, gender,

preferences and purchasing power:

1. Men’s Clothing Customers:
a. Age: 1845 years
b. Needs: Casual wear, formal wear, ethnic wear
c. Purchasing Power: Medium to high

d. Behavior: Frequently shops for work and social occasions

2. Women’s Clothing Customers:
a. Age: 1840 years
b. Needs: Trendy dresses, three-piece suits, ethnic wear
c. Purchasing Power: Medium to high

d. Behavior: Looks for fashionable and seasonal products

3. Accessories Customers (Bags, Belts, Wallets):
a. Age: 1840 years
b. Needs: Functional and stylish accessories
c. Purchasing Power: Medium

d. Behavior: Prefers affordable but quality products; often influenced by trends

4. Jewelry Customers:
a. Age: 1840 years
b. Needs: Fashionable earrings, necklaces, bangles, rings
c. Purchasing Power: Low to medium

d. Behavior: Looks for affordable, trendy pieces for daily use and occasions

© Daffodil International University 10



Segment

Men’s Clothing
Women’s
Clothing

Accessories

Jewelry

4.2 Customer Personas

Table 4.1: Customer Segmentation Overview

Age
Range
18 —45
18 -40
18 -40
18 -40

Needs

Casual &

formal

Trendy &

ethnic
Bags, belts,
wallets
Fashion

jewelry

Purchasing
Power

Medium—High

Medium—High

Medium

Low—Medium

Behavior
Frequent work/social
shoppers

Fashion conscious, seasonal

buyers

Trend influenced, affordable

seekers

Daily & occasional wear

To better understand my customers, I have created customer personality representing specific

buyers:

e Persona 1 — Nafis: A 28-year-old professional man who carries casual and formal

carries and prefers high quality clothing.

o Persona 2 — Sohana: A 25 year old working woman who prefers trendy dress and

three-piece suits, buy both online and offline.

e Persona 3 — Nabila: A 22-year-old versity student who regularly buys bags, belts and

fashion jewelry is affected by trends and affordability.

These people help me plan the diversity of products, marketing messages and prices to match

customers' expectations.

4.3 Evidence of Demand

To ensure that my business idea is valid, I have collected data:

e Surveys: To understand their preferences and consumption habits, more than 100

potential customers were held.

© Daffodil International University
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e Interviews: One-to-one discussion with shop owners on product needs and shopping

experiences.

e Secondary Data: Market survey report shows a tendency for the sale of clothing,

goods and jewelry.

This evidence confirms the strong demand for products that I plan to offer and support the

market capacity mentioned in my business plan.

Table 4.2: Survey Results Example Table

% Interested
Product Category Notes
Customers
Men’s Clothing 70% High interest in casual and formal wear
Women’s Clothing 80% Trendy and ethnic wear preferred
Accessories 50% Preference for stylish yet affordable items
Jewelry 60% Fashionable and affordable pieces popular

This table presents research results showing customer interest in different product categories.

It emphasizes which products are mostly preferred, which helps to identify requirements and

direct business decisions.

% Interested Customers

80

60

40

20

Men's Clothing Women's Clothing Accessories Jewelry

Figure 4.1: Customer Interest Distribution by Product Category

© Daffodil International University 12



This bar chart shows the percentage of customer interests in each product category. Women's
clothing shows the most interest at 80%, followed by men's clothing at 70%, accessories at
50% and jewelry at 60%. It highlights which products are most in demand and help to lead

decisions on stock and marketing.
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Chapter 05
Market Research & Competitive Analysis

Market surveys and competitive analysis are important tools for understanding the industry
for fashion and boutique clothes. They provide insight into the customer's demand, industry
trends and participants strategies. For a boutique clothing business, such an analysis has
highlighted development, potential challenges and unique methods that the business can
differ in a competitive market. By examining the current fashion industry carefully, this
chapter presents the size of the market, the trends in the industry, opportunities and dangers

associated with the biggest competitors and market entrance.

5.1 Industry Trends and Market Size

The global fashion and clothing market has experienced steady growth with the growing
demand for personal and boutique-style clothing. According to Statista (2024), the size of the
global clothing market is expected to reach the $ 2.4 trillion by 2030, inspired by consumer
interest in fashion university, stability and cultural expression. In Bangladesh, the clothing
market is also expanded rapidly. In 2025, the Bangladesh revenue market is $ 10.87 billion
with an estimated annual growth rate (CAGR) of about 2.77% between 2025 and 2029.
Women's apparel leads this domestic market, with revenue around US $4.92 billion in 2025.
The e-commerce segment of fashion (including apparel, bags, accessories) is predicted to
reach approx. US $1,362.2 million by 2029, growing at a CAGR of ~14.1% from 2025 to
2029 (Statista; ECDB).

In Bangladesh, the boutique industry has grown significantly over the last decade due to the
rising middle-class population and changing lifestyle trends. Studies suggest that local
boutiques are increasingly popular due to their ability to blend cultural heritage with modern
fashion. Seasonal festivals such as Eid, Pahela Baishakh, and weddings create peak demand
for boutique fashion products (Haque & Akter, 2021). The increasing use of online platforms
like Facebook pages, Instagram stores, and e-commerce websites also creates new growth

opportunities for boutique clothing businesses.

Key Highlights of Market Size & Trends:

e Boutique fashion contributes significantly to local SME growth.

© Daffodil International University 14



e Social media and e-commerce platforms (e.g., Facebook, Instagram) have created

low-cost entry points for boutique brands.

e Consumers increasingly prefer customized, limited-edition, and handcrafted items.

e Sustainability and ethical fashion are becoming a selling point for boutiques targeting

conscious buyers.

5.2 Competitor Mapping and Benchmarking

In the Bangladeshi market, some notable competitors in the boutique industry include Aarong,

Kay Kraft, Anjans, Rang, and Deshi Dosh. These brands are recognized for their strong

cultural identity, quality control, and established customer base.

e Aarong: Market leader, strong brand reputation, nationwide outlets, premium pricing.

e Kay Kraft: Affordable and stylish, emphasizes cultural designs with modern trends.

e Anjans: Focuses on middle-income customers with variety and accessibility.

e Local Online Boutiques: Emerging competitors leveraging social media platforms

with flexible pricing and personalized service.

Brand Name

Aarong

Kay Kraft

Anjans

Local Online
Boutiques

Table 5.1: Competitor Mapping and Benchmarking Table

Target
Market

Upper-middle| Strong brand

& elite class

Middle to
upper class

Middle class

Young,

digital-savvy
customers

Strengths Weaknesses

reputation, nationwide| affordable for all
outlets, cultural
identity

Affordable with Limited
trendy + traditional | customization
designs, wide range

Cultural appeal, Limited marketing
accessible pricing, & online presence
variety

Personalized service, | Small-scale

flexible pricing, social| operations, limited
media reach trust

© Daffodil International University
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Fashion and Boutique Industries in Bangladesh are currently dominating the brands such as
Arong, Kya Craft and Anjan, who have gained strong customer confidence and recognition
over the years. At the same time, online stores quickly appear by providing tailor -made
services at less expensive prices using digital marketing strategies. In this competitive
scenario, a new store business has the opportunity to give itself a position between strength
and privatization. By targeting customers looking for unique designs but cannot afford
premium brands, the store can occupy a middle class and a significant part of the young

urban market.

5.3 Identifying Market Entry Opportunities and Threats

Getting into the store clothing market in Bangladesh provides both important opportunities
and potential challenges. In case of careful analysis of the internal and external environment,

a new boutique business can strategically give itself a position to succeed.
Opportunities:

e Increase in online market: With increasing use of social media and e-commerce,

stores can access a comprehensive customer base at low costs.

e Seasonal Demand: Festivals, weddings and cultural programs (Eid, Pahela Bisakh,

etc.) provide great demand for store clothes, goods and jewelry.

e Fashion-conscious Youth: Young people, an increasing number of urban consumers
in search of trendy so far offer reasonable fashion product provides a promising

market segment.

e Customization Trend: Consumers are increasingly seeking personalized and unique

clothing, creating a niche opportunity for small boutique businesses.

e Expatriate Market: Bangladesh who lives abroad often seeks traditional and modern

fusion clothes, and provides an extra market section for sale online.

Threats:

e Strong Competition: Established brands like Aarong and Kay Kraft dominate brand

recognition, product variety, and customer loyalty.
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e Price Competition: Low-cost imported fashion and fast-fashion brands may offer

cheaper alternatives.

e Rapidly Changing Trends: Fashion preferences evolve quickly, which requires

continuous adaptation.

e Supply Chain Challenges: Rising raw material costs, delays, or unavailability of

fabrics can affect operations.

Table 5.2: SWOT Analysis for Boutique Clothing Business

Strengths

Weaknesses

- Customized and unique clothing options.

- Affordable pricing compared to premium
brands.

- Ability to integrate online sales channels.

- Blending traditional and modern fashion.

- Limited initial capital and brand
recognition.

- Small-scale production compared to
established competitors.

- Dependence on seasonal demand.

Opportunities

Threats

- Growing online sales through social media
and e-commerce.

- Rising demand during festivals and
weddings.

- Increasing fashion-conscious young
population.

- Possibility to tap into the expatriate

Bangladeshi community.

- Intense competition from established
players (Aarong, Kay Kraft).

- Price wars with low-cost fast fashion.

- Rapidly changing fashion trends.

- Supply chain disruptions and rising raw

material costs.

This analysis shows that while the boutique clothing market is competitive, new businesses
have a strong chance to succeed by focusing on affordability, personalized services, and
online visibility. Leveraging cultural trends and targeting niche segments can provide a clear
competitive edge, helping the business establish a strong brand identity and loyal customer

base.
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Chapter 06
Go-to-Market Strategy Design
A well-defined go-to-market (GTM) and marketing strategy is critical for the successful
launch and growth of a boutique clothing business. This chapter outlines how the products:

clothing, accessories, and jewelry will be introduced to the market, how the brand will be

positioned, and the approaches to attract and retain customers.

6.1 Positioning and Branding

In my business plan, I want to place the store in position as a modern and culturally inspired
fashion destination that offers personal, high quality and cheap clothing, accessories and
jewelry. The store will focus on creating a unique identity that stands out by participants by
combining traditional designs with modern fashion trends. The identity of the brand

emphasizes:

Quality and Style: I will ensure that all products use high quality clothing and reflect both

modern and traditional fashion styles.

Customization: Customers will have the ability to customize outfits, bags or jewelry

according to their preferences.

Customer-Focused Experience: Shop and online platforms will be designed for

convenience, organized showroom, visual appeal and friendly service.
Branding Elements:

e Logo and color palette reflect elegance and tradition.

e The presence of social media shows new arrival and customer decisions.

o Tagline: “Style that Speaks Your Story”

6.2 Marketing and Sales Channels

To effectively reach my targeted customers, I will use a combination of offline and online

sales channels:

© Daffodil International University 18



Offline Channels:

e Sale of Showroom: A physical store shop in a central urban area for direct interaction

with customers.

e Pop-up Stalls: Temporary stalls in festivals, weddings and local fairs to increase

brand visibility and sales.
Online Channels:

e Social Media Platforms: Facebook, Instagram and TikTok to demonstrate products,

join customers and market sales.

o E-commerce Website: A dedicated online store to allow customers to browse, order

and get delivery easily.

e Online Marketplaces: To collaborate with platforms such as Daraz and attracting

customers who prefer online shopping.

Table 6.1: Marketing Channels and Purpose

Channel Specific Platform /
Purpose / Strategy
Type Location

Offline Boutique Showroom Direct sales and customer engagement

Offline Pop-up Stalls Festival promotions and brand exposure

Online Instagram & Facebook Product showcase, influencer collaborations,
promotions

Online E-commerce Website Direct online sales, convenient shopping
experience

Online Local Marketplaces Wider audience reach and additional sales
channel

6.3 Pricing Strategy

For my store business, I have used a price -based price strategy, which means that the prices

of products will only be determined by the alleged price for customers instead of production
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costs. This approach allows me to offer high quality, fashionable and unique products at the

prices that customers ensure both satisfaction and loyalty.
In particular, the pricing strategy is structured as follows:

1. Men’s & Women’s Clothing:
Prices will be set to a moderate level to appeal to the middle class and young urban
customers, in search of fashionable, comfortable clothing and high quality. This
ensures that the products are available by maintaining a sense of first -class quality
through clothing, design and finishing.

2. Accessories & Jewelry:
There will be a price of accessories and jewelry for repeated purchases and gifts. By
focusing on the perceived value - such as uniqueness, design and fashion appeal
customers will feel satisfied with the purchase, even at a low price point.

3. Seasonal Promotions:
During festivals, weddings and cultural programs I will offer special discounts and
prices for advertising to attract more customers. These offers with limited time will
increase the alleged price, motivate buying and increase foot traffic to the store.

4. Bundle Offers:
The accompanying products, such as matching outfits with accessories or jewelry,
will be introduced at slightly reduced prices. This not only increases the amount of
sales, but also increases customers' satisfaction by giving a sense of getting more

value for money.

By implementing this value -based pricing strategy, stores ensure that customers are
considering products worth the price, leading to a competitive increase in the market. This
approach balances the ability and quality to help and maintain customers by keeping business

profitable.

6.4 Customer Acquisition Strategy

To increase your boutique business, I want to focus on creating a strong relationship with
customers and ensuring that they like each conversation with my brand. My perspectives

include several major stages:
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1. Social Media Marketing: [ want to share attractive posts, photos and short videos on
Facebook, Instagram and Tikok. This will help people see our products, understand

our style and get excited to go to shops.

2. Working with Local Influencers: I plan to work with fashion affected in the area.
When facilitating our products, it helps more to search for stores and rely on our

brand.

3. Reference Program: [ want to reward customers who bring friends and family into

our stores. Even small discounts or special offers can encourage them to spread words.

4. Lawy Program: For customers who often trade with us, I will offer points, discounts

or exclusive appointments. In this way, they feel valued and more likely to come back.

S. Listening to Customers: I want to regularly ask for an answer to understand what

people like, what can be improved and how to shop in our stores.

By combining these steps, my purpose is to attract new customers, keep existing people

happy and create a store that people like and believe.

[ Awareness ]
[ Interest ]

[ Consideration

[ Purchase

[ Loyalty J

Figure 6.1: Customer Acquisition Funnel

© Daffodil International University 21



This figure shows the customers' procurement costume for my store business. This shows the
step-by-step process that potential customers become loyal buyers. First of all, customers
become aware of stores through social media, online ads or Word-Mouth. Then they show
interest by searching for online products or visiting showrooms. In the idea phase they
compare products, prices and offers before shopping. Once they have purchased a product, I
will focus on creating loyalty through personal service, referral programs and special
publicity. This funnel helps me understand how I can attract new customers and maintain

relationships effectively.
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Chapter 07

Business Model & Revenue Streams

A clear business model and income strategy are necessary to succeed and stability of any
business. For my store clothing business, I have designed a business model that combines
physical and online sales, several revenue streams and scalability capacity. This ensures that

the store can generate continuous income while growing in the long term.

7.1 Business model

I have chosen a hybrid business model, which integrates the sale of offline showrooms with
online sales platforms. This approach allows me to serve both local and digital customers

effectively.
Key Elements of My Business Model:

e Customer Segments: Medium class and young urban customers are looking for

clothing, accessories and shop style.

e Value Proposition: Unique, individual and cheap fashion products that mix

traditional and modern designs.
e Channels:
=> Offline: Showroom and pop-up stalls

=> Online: Social Media Platforms, E-commerce websites and local online

marketplace.

e Customer Relationships: Personal service, loyalty programs and referral incentives

to maintain customers.

e Key Activities: Designing products, sourcing quality materials, marketing, sales, and

customer service.

e Key Resources: Skilled tailors, designers, marketing team, online platform, and

showroom space.
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e Partners: Fabric suppliers, packaging suppliers, online marketplace platforms, and

local influencers.

Cost Structure:
To run my boutique successfully, I have identified key costs and estimated their monthly

impact based on the projected revenue of BDT 1,73,000 to 3,15,000.

e Fixed Costs: Fixed costs include showroom rent, salaries for designers, tailors, and

staff, utilities, and website maintenance, which are expected to total approximately

BDT 60,000 to 75,000 per month.

e Variable Costs: Variable costs, which fluctuate according to sales volume, consist of
fabric and raw materials, packaging, marketing campaigns, seasonal promotions, and
shipping and delivery charges. These costs are estimated at BDT 55,000 to 90,000 per
month, reflecting the number of units sold across men’s clothing, women’s clothing,

accessories, and jewelry.

e Operational Costs: Operational costs such as tailoring equipment, storage facilities,
software subscriptions for e-commerce, and social media advertising are projected to

be around BDT 15,000 to 25,000 per month.

Table 7.1: Estimated Monthly Cost Structure Table

Cost Type Components Estimated Monthly Cost
(BDT)
Fixed Costs Rent, Salaries, Utilities, 60,000 — 75,000
Website
Variable Costs Materials, Packaging, 55,000 — 90,000

Marketing, Shipping

Operational Costs Equipment, Storage, Software, 15,000 — 25,000
Ads
Total Estimated Cost 1,30,000 — 1,90,000

Overall, the total estimated monthly costs for running the boutique range between BDT

1,30,000 to 1,90,000, depending on sales fluctuations and promotional activities. By
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comparing these costs with the estimated monthly revenue (BDT 1,73,000 to 3,15,000), the

boutique is expected to maintain profitability while allowing for investment in quality

products, marketing, and business expansion. This detailed cost analysis ensures effective

financial planning, inventory management, and sustainable growth.

Table 7.2: Business Model Canvas

Key partners:

- Fabric
suppliers

- Online
Marketplaces

- Influencers

Key activities:

- Product design
- Production

- Marketing

- Sales

- Delivery

Value Proposition:

- Personalized
- Affordable
- High-quality Clothing

- Accessories

Key resources:

- Designers

- Tailors

- Marketing Team
- Online Platform

- Showroom

Customer relationships:

- Loyalty programs
- Referral programs

- Personalized service

Channels:

- Showroom
- Pop-up stalls
- Instagram
- Facebook

- E-commerce website

Customer segments:

- Young Men
- Young Women
- Middle-class families

- Boutique Lovers

Cost structure:

- Fixed costs (rent, salaries, utilities, website)
- Variable costs (materials, packaging, marketing, shipping)

- Operational costs (equipment, storage, software, ads)

Revenue streams:

- Seasonal Promotions

- Product sales (Clothing, Accessories, Jewelry)
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7.2 Revenue Streams

I have designed multiple revenue streams to ensure profitability and business growth.

Seasonal

Product Sales Custom

Collaborations Online Sales

Figure 7.1: Revenue generation methods

1. Product Sales:

The primary source of income for my store will come from product sales. It includes
men and women's clothing with bags, belts, wallets and jewelry. Sales will be in both
physical showrooms and direct walk-in customers, which ensures stable revenues

from traditional retail.
2. Seasonal Promotions:

In addition to regular sales, the season campaign will play an important role in the
increase in sales. During festivals, weddings and other cultural programs, I plan to
introduce special discounts and total offers that will attract a large number of

customers and promote overall sales.
3. Custom Orders:

Custom orders will also add a unique dimension to revenue creation. By offering
individual clothing and secondary designs, I can charge high prices, which can give

customers uniqueness by increasing the profitability of the store.
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4. Online Sales:

Another important revenue flow will come from online sales. Through an e-commerce
site and social media platform, my purpose is to reach a wider audience beyond the
local market. This will not only increase visibility, but will also create an extra

channel for frequent revenue.

5. Collaborations:

Collaborations with influencers and other local brands will serve as an innovative way
to earn income. Joint promotions and limited-edition collections can generate
excitement in the market, attract new customers, and add a modern, trendy edge to the

boutique’s brand image.

Table 7.3: Revenue Forecast Table (Example)

Product Category| Expected Monthly Sales Price per Unit Monthly Revenue
(Units) (BDT) (BDT)
Men’s Clothing 120 500-800 60,000 - 96,000
Women'’s Clothing 150 500-900 75,000 - 1,35,000
Accessories 100 300 - 600 30,000 - 60,000
Jewelry 80 100 - 300 8,000 - 24,000

Total Estimated Monthly Revenue: BDT 1,73,000 - 3,15,000

This table represents the estimated monthly revenue for my boutique business. The revenue
comes from four main product categories: men’s clothing, women’s clothing, accessories,
and jewelry. Prices are set based on affordability and market demand. Men’s clothing is
expected to generate BDT 60,000 to 96,000, while women’s clothing may bring in BDT
75,000 to 1,35,000. Accessories and jewelry contribute additional income, bringing the total
estimated monthly revenue between BDT 1,73,000 to 3,15,000. This forecast helps plan

production, marketing, and inventory management while ensuring profitability.
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7.3 Scalability Potential

The store's business model is designed with strong scalability options. In the future, I plan to
expand the range of product categories by launching children's clothing and seasonal
collections that will draw a comprehensive customer base. Along with this, my goal is to
strengthen the electronic presence by expanding sales across the country and eventually
continuing to international markets, which will allow the store to reach the very wide
audience. Another possible development avenue is through an increase in collaboration with
the affected and partnership with the popular online marketplace, which will create more
brand visibility and customer engagement. In addition, I plan to introduce innovative ideas
such as member boxes and unique collections for loyal customers, who will not only generate
recurrent revenue, but also create long customer relationships. By designing the business
model carefully and diversification of revenue streams, I can ensure that the store is ready to

grow in profitable, durable and competitive fashion industry.
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Chapter 08

Financial Plan

A solid financial plan ensures stability and growth of a store business. It helps to estimate
costs, predict income, plan investments and evaluate profitability. In this chapter, I have
prepared a financial plan for my stores, and covers start-up costs, monthly income estimates,

Brake-Even analysis and sources of funding.

8.1 Startup Cost Estimation

Starting a store involves investing in both physical infrastructure and operating resources. |

have planned these costs carefully to ensure even commercial activities.

Table 8.1: Initial startup cost estimation Table

Item Estimated Cost Notes
(BDT)

Showroom Rent (6 120,000 Prime urban location with easy customer

months) access

Interior and Decoration 80,000 Shelves, mannequins, lighting, display
arrangements

Equipment and Tailoring 50,000 Sewing machines, cutting tables, tailoring

Tools accessories

Initial Inventory 150,000 Men’s and women’s clothing, accessories,
jewelry

Marketing and Branding 40,000 Social media campaigns, logo design,
photography

Website and Online 30,000 Website development and e-commerce setup

Platform

Salaries (3 months) 90,000 Designers, tailors, sales staff, part-time
helpers

Total Estimated Startup Cost: BDT 560,000
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8.2 Revenue Forecast

Table 8.2: Revenue Forecast Table (Monthly)

Expected Monthly Sales Monthly
Product Category Price per Unit (BDT)
(Units) Revenue (BDT)
Men'’s Clothing 120 500-800 60,000 - 96,000
Women’s Clothing 150 500-900 75,000 - 1,35,000
Accessories 100 300 - 600 30,000 - 60,000
Jewelry 80 100 - 300 8,000 - 24,000

Total Estimated Monthly Revenue: BDT 1,73,000 - 3,15,000

The revenue forecast is based on the expected increase in sales due to brand awareness,
seasonal demand and expansion of online and offline channels. The conservative growth rate

of 15% per year applies to estimate revenues.

Table 8.3: 3—5 Years Revenue Forecast for Boutique Business

Year | Estimated Monthly Revenue (BDT)| Estimated Annual Revenue (BDT)
Year 1 1,73,000 — 3,15,000 20,76,000 — 37,80,000
Year 2 1,99,000 — 3,62,000 23,88,000 — 43,44,000
Year 3 2,28,000 — 4,16,000 27,36,000 — 49,92,000
Year 4 2,62,000 —4,78,000 31,44,000 — 57,36,000
Year 5 3,01,000 — 5,50,000 36,12,000 — 66,00,000

This table shows the 3—5 years revenue forecast for my boutique business. In the first year,
the boutique is expected to earn between BDT 20.76 lakh and 37.8 lakh annually, depending
on sales volume and product demand. Revenue is projected to increase steadily each year as

brand awareness grows, marketing strategies take effect, and customer base expands. By
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Year 5, the boutique could potentially generate BDT 36.12 lakh to 66 lakh annually,
reflecting the growth from both offline and online sales channels. This forecast helps in

planning investments, inventory, marketing, and long-term business expansion.

8.3 Break-even Analysis

The break-even analysis helps determine when my boutique business will start generating
profit after covering all fixed and variable costs. It is an important tool to plan sales targets

and manage finances effectively.
Assumptions based on the revenue forecast and cost structure:

e Fixed Monthly Costs: BDT 150,000 (includes rent, salaries, utilities, website

maintenance)

e Variable Costs: Approximately 40% of total revenue (inventory, packaging,

marketing, delivery)

Break-even Calculation:

Fixed Costs
Break-even Revenue =

1 — Variable Cost Percentage

150,000

Break-even Revenue =
1-04

150,000

= 2,50,000 BDT per month

The break-even analysis shows that my boutique needs approximately BDT 2,50,000 in
monthly sales to cover all fixed and variable costs. In the early months, sales may fluctuate,
but with proper marketing, seasonal promotions, and growing customer base, the boutique is
expected to consistently exceed the break-even point, ensuring sustainable profits and

business growth.
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8.4 Funding Sources

To successfully launch and operate my boutique business, I have identified several funding
sources that will provide the necessary capital for startup costs, initial inventory, marketing,
and operational expenses. A combination of these sources ensures flexibility and minimizes

financial risk.

1. Personal Savings:
I will use my own savings as the primary source of funding to cover a portion of the

startup costs, ensuring full control over initial business decisions.

2. Family Support:
Financial assistance from family members can provide additional support for initial

investments such as showroom rent, interior decoration, or purchasing inventory.

3. Small Business Loans:
If necessary, I will detect bank or microfinance loans to finance large expenses, such

as expanding inventory, marketing campaign or online platform layout.

4. Investor Collaboration:
After establishing the business, I can consider partnership with local investors for

expansion, introduce new product lines or scale online sales.
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Chapter 09

Implementation Roadmap

Implementation of road maps provides a clear time-by-step plan to start and improve my
store business. It highlights short -term and long -lasting milestones, large resources and team
requirements to ensure even execution. This reflects my plan for both roadmap offline and

online operations.

9.1 Step-by-Step GTM Launch Timeline

I have divided the implementation into five clear stages to make it manageable and realistic.

[ Preparation ] [ Setup J [ Launch ]

4 N
Growth
\ 7
- N
Expansion
. J

Figure 9.1: Implementation Phases of the Boutique Business Roadmap

This figure shows the sequential stages by implementing the Boutique business. It begins
with preparation and setup, followed by official launch, continuous growth activity and
finally business expansion. Each step illuminates the most important stages required to ensure

a smooth and successful execution of the business plan.
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Table 9.1: Implementation Timeline and Key Activities Table

Phase Key Activities Timeline

Conduct market research, finalize product designs, secure Month 1-2
Preparation . . .

showroom space, complete legal registration, select suppliers
Set Interior decoration (shelves, mannequins, lighting), Month 34

etup

website/app development, hiring staff, initial inventory

purchase

Grand opening of boutique, promotional campaigns Month 5
Launch ) ) )

(Facebook, Instagram, flyers, influencers), opening discount

offers

Customer feedback survey, seasonal promotions (Eid, Puja, |Month 6-12
Growth ‘

Wedding season), loyalty programs, new product

introductions

Open new outlets, scale e-commerce sales, partner with Year 2-3
Expansion . . .

courier companies, attract local investors for growth

This table presents the sequential stages by implementing the Boutique business. It highlights
the most important activities prepared in each stage along with the expected timeline, from
preparation and layout to launch, development and expansion. It ensures a smooth and

structured execution of the business scheme for the road map.

9.2 Short-Term and Long-Term Milestones

Short-Term Goals (First 12 months):

During the first 12 months, the main focus will be to launch both physical showrooms and
online stores. The goal is to attract more than 500 regular customers during the first year,
while BDT will have a monthly turnover of 2.50,000 or more to cross the break even. In
addition, efforts will be made to create a strong look on social media, and targeted at least

10,000 followers to increase brand visibility and customer engagement.
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Long-Term Goals (2-5 years):

Over the next 2 to 5 years, the boutique aims to expand its operations by opening one to two
additional outlets in other cities. Exclusive collections, including premium jewelry and
designer seasonal wear, will be introduced to cater to a wider range of customers. Strategic
partnerships with national e-commerce platforms will be established to further extend reach
and sales. The boutique also targets a consistent annual revenue growth of 15-20%, while
positioning itself as a trusted and recognizable lifestyle brand within Bangladesh’s

competitive fashion market.

Month | Month | Month | Month | Year | Year | Year | Year
Milestone

Showroom Launch

Online Store Launch

Revenue > BDT 2.5L

Achieve 500+ Customers ......

Social Media 10K+ ......

New Outlets

E-commerce Partnership

Exclusive Collections ---

Revenue Growth 15-20% ---

Brand Positioning

Legend: - = Duration of Milestones.

Figure 9.2: Short-Term and Long-Term Milestones Timeline

9.3 Key Resources and Team Requirements

To successfully achieve the planned milestones, my boutique will require specific human

resources, material resources and financial resources.
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Human Resources:

A fashion designer or stylist will be responsible for creating trendy designs and ensuring the
uniqueness of products. Skilled tailors and production staff will ensure timely and high-
quality manufacturing. Sales officers will be hired to offer excellent customer service in the
exhibition room, while a digital marketing manager will manage online publicity and
maintain an e-commerce platform. In addition, an accountant or chief financial officer will
oversee the sales register, track expenses and manage profits to ensure even financial

activities.

Material Resources:

Physical resources are equally important for the success of the store. A well -designed
showroom with modern interiors will create an attractive shopping environment. Inventory
will include men and women's clothing, goods and jewelry to meet different customer needs.
A reliable point (POS) system will be used to get a smooth invoicing, and a responsible,

mobile -friendly e -commerce platform will support sales and campaign online.

Financial Resources:

Financial resources will provide the basis for all functions. Start -up capital, as employed in
Chapter 8, is approximately 5.6 Lakhs, which will cover the first expenses. Further working
capital will be awarded marketing activities and seasonal campaigns. In addition, backup
funds will be maintained to address unexpected costs or market risk, and ensure that the store

can effectively function and remain flexible against uncertainty.
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Chapter 10
Risk Analysis & Mitigation

Each business faces potential risks that can affect operations, revenues and development.
Identifying these risks in advance and building mitigating strategies is important for
permanent business operations. For my store business, I have analyzed great risks and

finished plans to reduce the impact.

10.1 Potential Risks

1. Market Acceptance Risk
One of the biggest risks for my store business is the market's acceptance. There is
always a chance that customers may not require a positive response to any design,
products or pricing strategies. In addition, the fashion industry is very dynamic, and

trends change rapidly, which can make some stock less desirable and difficult to sell.

2. Competition Risk
The competition also poses a significant risk. Many other Boutique stores and online
suppliers can offer similar products, sometimes at low prices, it becomes difficult to
maintain customers. Participants with aggressive marketing strategies can further

attract potential buyers and reduce the market share of my store.

3. Financial Risk
Financial risk is another concern in the early stages of the business. Challenges can
affect operations in unpredictable expenses, minimally initial sales or maintain stable
cash flow. In addition, delays in payment from both online and offline sales channels

can create liquidity problems, which can reduce business growth.

4. Operational Risk
Operating risk can also affect performance. Deviations in production delays, poor
quality control or stitching and finishing can reduce customers' satisfaction. Stockout
or overstocking are other possible problems that can increase storage costs or limit the

availability of the product to significant times.
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5. Marketing and Digital Presence Risk
Marketing and digital appearance are equally important for assessing risk. If
marketing campaigns fail to be the intended audience, the brand can struggle with less
visibility. Similarly, limited connection on social media platforms can reduce the sales

capacity of Boutique, which can ban the increase in digital marketplace.

6. External Risks
External risks such as natural disasters, economic instability or authorities' regulations
can cause unexpected challenges. Disorders of the supply chain, either due to political,
economic or environmental questions, can delay the distribution of materials or

finished products, directly affects trading operations.

10.2 Risk Mitigation Strategies

For my business, I plan to take the following steps to reduce potential risks and ensure steady

operation:

1. Market Acceptance Risk:
To address the risk of market approval, I plan to conduct a customer survey and
collect feedback before launching any new product. By offering trendy seasonal
collections and adaptable goods, I will be able to coordinate in more detail with

customer preferences and reduce the possibilities of unusual warehouse.

2. Competition Risk:
To handle the competition, my store will emphasize unique design, better quality and
individual customer service that separates business from other suppliers. At the same
time, [ want to maintain competitive pricing strategies and highlight the overall values

of my products.

3. Financial Risk:
To reduce financial risks, I want to separate a working capital reserve to handle
unexpected expenses and ups and downs on sale. Regular tracking of sales and
expenses will help me adjust the budget in time, and ensure that the cash flow remains

stable and the business can continue to function evenly.
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4. Operational Risk:
The operating risk will be reduced by maintaining the buffer portfolio of high desired
products to prevent storage during the high season. I will also use strict quality control
procedures and hire effective employees to ensure timely production and frequent

quality in all products.

5. Marketing & Digital Presence Risk:
For marketing and digital appearance, I want to create a strong online brand identity
through regular posts in social media, publicity and impressive collaboration.
Targeted marketing campaigns will also be run to attract new customers and maintain

existing people, which will strengthen the access and visibility of the store.

6. External Risks:
To handle external risks, I will receive business insurance to cover unexpected events
such as fire, theft or natural disasters. I want to diversify my sales channels by
balancing both online and offline platforms, and ensuring stable revenue streams. In
addition, by maintaining strong conditions to many suppliers, I can reduce the effect

of possible disruption of the supply chain.
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Chapter 11
Expected Impact

A boutique business not only generates revenue but also creates economic, social, and long-
term impacts. In this chapter, I have outlined the expected contributions of my boutique to the

community, customers, and overall business ecosystem.

11.1 Economic Impact

> Job Creation:

My boutique will employ designers, tailors, sales staff, and digital marketing
personnel, providing opportunities for skilled and semi-skilled workers. This will
contribute to reducing unemployment and supporting local talent in the fashion

industry.
> Revenue Generation:

Monthly revenue is projected to range from BDT 1,73,000 — 3,15,000 in the first year,
increasing steadily over the next 3-5 years. This revenue contributes to the local

economy through taxes, supplier payments, and operational expenditures.
> Support for Local Suppliers:

By sourcing fabrics, accessories, and jewelry locally, the boutique will support small

suppliers and artisans, boosting local businesses.

11.2 Social Impact

> Empowering Women:

By offering employment opportunities and providing fashionable, affordable options

for women, the boutique contributes to women’s economic and social empowerment.

> Customer Lifestyle Enhancement:

The boutique promotes modern, trendy, and culturally relevant clothing, helping

customers improve their personal style and confidence.
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> Community Engagement:

Seasonal promotions, workshops, or fashion events will engage the local community,

creating awareness about local fashion trends and sustainable shopping.

11.3 Environmental Impact

By using eco-friendly packaging and sourcing sustainable fabrics, the boutique can reduce its
environmental footprint. Encouraging quality over quantity ensures less waste from unsold

items, contributing to sustainable business practices.

11.4 Long-Term Vision

> Brand Recognition:

Over the next 3—5 years, the boutique aims to become a trusted lifestyle and fashion

brand in Bangladesh, known for quality, exclusivity, and customer satisfaction.
> Expansion Opportunities:

Long-term plans include opening additional outlets, expanding online presence, and

introducing exclusive designer collections.
> Sustainable Growth:

By balancing financial stability, market trends, and customer needs, the boutique aims

for consistent growth and profitability.
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Chapter 12

Conclusion

This boutique business plan has been developed in response to the identified gaps in the retail
and wholesale fashion market, particularly the limited availability of stores offering both
clothing and accessories, the scarcity of trendy jewelry and ladies’ bags, and the high prices
of quality products. The background analysis highlighted a clear opportunity to create a
boutique that provides a diverse range of products under one roof, combining affordability
with style and quality.

The main purpose of this project was to design a permanent and scalable store model that not
only meets customer requirements, but also supports local suppliers and ensures profitability.
By integrating the theoretical business plan with practical strategies, I was able to outline a
clear marketing method, including product status, marketing channels, price strategy and
customer collection methods.

Through detailed market research and competitive analysis, I identified key opportunities for
growth, such as expanding product categories, leveraging online platforms to reach wider
audiences, and differentiating the boutique through unique designs, personalized service, and
seasonal promotions. Financial planning, including revenue forecasts, cost structure, and
break-even analysis, demonstrated the boutique’s potential profitability, while risk
assessment and mitigation strategies ensured preparedness for market, operational, financial,
and external challenges.

Overall, the project corresponds successfully targets with market insights and operational
analysis. This concludes that with a careful plan, a price -based price approach and strong
scalability capacity, are well distributed to achieve permanent growth of stores, satisfy

customers and create a positive economic and social impact.
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