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Online Retail Business
My mission is to make dresses’ shopping easier and reduce the time spend by bringing the chooses to them. A dresses truck will provide the customers with the opportunity to stay home or anywhere else and a dresser store will come to them. The store will be specialist in party dresses and target the busy, elderly, and anyone who prefers to shop from home.
Company profile
Dresses Truck Company has not been in operation before but the intention of inception is to venture in the clothes industry, with particular emphasis on women wear. Dresses Truck intends to establish online trading, with the first country being Saudi Arabia. It will offer a digital platform where people can do online selection and shopping, but take the same to them as not only a delivery service but also offering room for testing. The company is a private limited liability company with a highly experienced staff. The company`s mission is to offer exceptional quality and customer-centered service for all the customers.  The company`s location is in Saudi Arabia, chosen for its focal location and endowment regarding economic standards in the gulf.
Objectives
I.    To offer exceptional quality products to its customers and increase its coverage and customer base by 40% in the first two years.
II.    To offer professional advice to its customers regarding dressing, both the local and foreign with the intent to help them pursue their ventures with acceptance and success.
III.    To be a one-stop shopping platform where people can find all their shopping regarding dressing, cutting the transportation stress and providing room for testing.
Company products
Trinity Dressing Company deals in official dressing, for women as well as traditional regalia that are Muslim centered as the operation is in an Islam community. It also considers and targets children who are to some extent one of the biggest and lucrative niche in this sector. The company intends to offer long dresses that reach the ankle, and mostly have long sleeves. For traditional and casual purposes for women, the company has a wide range of Abaya which are long black flowing robes that are similar to the thawb covering the entire body from the neck down to the ankles. While most companies have a focus on exclusively Muslim clothing in Saudi Arabia, Dresses Truck Company employs a blend of the Western and the Middle East clothing, providing elegance while still maintain the custom and dressing code of the region. The clothes have friendly pricing, with differences as high as $2 per item relative to the least expensive competitor. Most competitors are either solely online, providing no room for fitting and transferring the fright cost to customers, or have physical locations where it is the responsibility of the customer to locate them. Dresses Truck consolidates all these into one to form one great business model and style with an exceptional synergistic touch.
Business/industry overview:
Nowadays, people like to shop online for many things cloth, but they are missing the opportunity to touch and try fitting the clothes. The existing competitors will be an online and a shopping mall for dresses. Shopping mall requires a transportation and more time to spend than the online shopping, which requires appropriate device and internet but missing the feeling of the product and the confusing of the sizes and colors. My business is going to help women to shop for dresses from home with the advantage of trying and touching the dresses.
Market analysis:
Saudi Arabia is the focal point of Islam not only in the Gulf and the Middle East but also the whole world. As such, there is a strict adherence and observation of the dressing code. Offering products that would be within the laws and provisions in this regard would be essential and a prerequisite for business success. The company targets all the women in Saudi Arabia, local and expatriates. Businesses in this segment have recorded, continually, a healthy business growth in sales, with an average of 25% annually. The company intends to cut by half the time it takes to deliver a product to customers which are currently between four and five days. The company boasts of a five-year experience, operating in the entire gulf, with business links in Europe, America, and Egypt. It has a vast experience in fashion. Additional, the company has a strong financial clout that aids in operation as expansion ventures. Saudi Arabia has shown a great potential for growth, both in tourism and in the economy as a whole. There has been relaxation in laws, in some cases, regarding clothing and this is a business opportunity the company will seize. However, the conservationists, especially in regard to foreign clothing pose a threat to growth.
Market strategy
The company will pursue a psychological and economic pricing strategy owing to the increasing customer sensitivity to prices. In promotional strategy, the company will mostly funnel on advertising, with a bias in digital adverts. The distribution strategy will be a direct relationship with customers (Armstrong, Kotler, Harker, & Brennan, 2015). There would as well be the use of promotional pricing, loyalty programs, and coupons to encourage bulk and frequent buying with the eye on loyalty. Although it is a digital business operation, there would be physical stores strategically located to cut the time of delivery and offer a platform for people who are used to traditional shopping (Nagle, Hogan& Zale, 2016). The company intends to start up shop with a budget of $25,000, mainly for additional inventory and creation of a business software that would serve this purpose.
Financial analysis
The financial outlook from this venture would have the following break-down analysis.
a. Balance sheet
	1. Assets
	Yr. 1
	Yr. 2
	Yr. 3

	Current assets
	
	
	

	Cash
	13,000
	40,000
	50,000

	Inventory
	28,000
	52,000
	70,000

	Other assets
	0
	0
	0

	Total current assets
	41,000
	92,000
	22,000

	Long term assets
	
	
	

	Total assets
	41,000
	92,000
	120,000

	2. Liabilities and Capital 
	
	
	

	Current liabilities 
	
	
	

	Accounts payable
	10,000
	17,000
	26,000

	Other liabilities
	2,000
	2,000
	2,000

	Total C. liabilities 
	12,000
	19,000
	28,000

	Long term Liabilities
	15,000
	13,000
	8,000

	Total liabilities 
	27,000
	32,000
	36,000

	Earnings
	14,000
	50,000
	51,000

	Retained earnings
	
	10,000
	33,000

	Total capital
	14,000
	60,000
	84,000

	Total liabilities and capital
	41,000
	92,000
	120,000

	
	
	
	

	
	
	
	



b. Break even analysis
For the company to generate revenue that covers costs only, the following units would have to be sold.
Break even units =Fixed costs/ Sales price per unit- variable cost per unit
The fixed costs would amount to $12,000, with variable costs of $10
With an average sale price of $ 25
BEP= 12000/25-10
= 800 units
Income statement
	
	Yr. 1 
	Yr. 2
	Yr. 3

	Sales 
	20,000
	25,000
	30,000

	Cost of sales
	12,000
	13,000
	16,000

	Gross profit 
	8,000
	12,000
	14,000

	Payroll
	2,000
	2,500
	3,000

	Sales and marketing
	1,500
	1,800
	2,100

	Software maintenance 
	1,000
	1,100
	1,200

	Transport and delivery
	800
	1,200
	1,350

	Other operating expenses 
	700
	1000
	1,250

	Total operating expenses 
	6,000
	6,600
	8,900

	Net income
	2,000
	5,400
	5,100



Cash flow statement

	1. Operations
	
	
	

	Cash received 
	20,000
	25,000
	30,000

	  Cash paid; Inventory
	2,000
	2,500
	3,000

	  Wages 
	2,000
	2,600
	2,800

	 Other  payments
	2,500
	3,000
	3,200

	Net cash flow from operations 
	13,500
	16,900
	22,000

	2. Investing activities 
	
	
	

	Cash received 
	1,500
	5,100
	6,000

	Cash paid 
	6,000
	3,000
	3,000

	Net cash from investments
	(4,500)
	2,100
	3,000

	3. Financing activities 
	
	
	

	Borrowing 
	10,000
	23,000
	26,500

	Repayment of loan
	6,000
	2,000
	1,500

	Net cash from financing 
	6,000
	21,000
	25,000

	Increase in cash and equivalents 
	15,000
	40,000
	50,000
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