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Business Case for the New HWE Accessories Website.
The speed of our telecommunication system has increased young customers' expectations and demands for products.  HWE Accessories website will offer customers, in small towns and communities around United States, the phone accessories that are popular nationwide but not available locally. The target customer is an online shopper who wants to browse inventory, compare items, and make purchases HWE Accessories website will exclusively advertise in small communities with populations between 100,000 and 150,000 residents. 
The Problem Statement 
Communities with populations between 100,000 and 150,000 residents have small online-oriented phone accessories store that HWE Accessories website can utilize to promote its product line.
Mission
The mission of HWE Accessories website is to offer distinctive online shoppers-oriented phone accessories to small-town America.
Keys to Success
Accessible website that is entertaining to surf (Bilgihan & Bujisic, 2015). The website will seek to have:
1. Excellent vendor relationship that will facilitate quick shipment of orders.
2. Establish an effective strategy for advertising in the communities' youth-oriented businesses.
3. A store image that our target customers see as both attractive and trendy.
Analysis of the Situation Cost-Benefit Analysis 
	Costs and Benefits (US$)
	Year 1
	Year 2
	Year 3

	Total Non-Recurring Costs
	194,600
	20,000
	35,000

	Total Recurring Costs
	155,600
	160,000
	220,000

	Total costs
	350,000
	180,000
	255,000

	Quantitative Benefits
	100,000
	75,000
	85,000

	Total Cost Avoidance
	14,000
	66,000
	72, 000

	Marketing Savings
	26,000
	26,000
	30,000

	Productivity Gains
	40,000
	58,000
	70,000

	Total Benefits
	180,000
	200,000
	257, 000



Total Funding and Total cost of ownership (TCO) = US$ 350,000
Preliminary Feasibility Study
 The Internet is an accessible shopping tool for our target population. 64% of teens nationwide use the Net at home. The majority of teens, 55%, consider using the Internet better than watching TV. Families with teens are more likely to have internet access than other households. Online shopping by teenagers between 13 to 18 years in age is expected to total about $300 million this year (2000) and is accelerating at about twice the rate of online shopping by adults. By 2003, teenagers are expected to spend $2 billion annually online. By 2004, a clear majority of young consumers will shop online. The top five purchases made by teens [online], based on sales volume, are CDs/cassette tapes, phones and their accessories, clothing, books, computer software, toys and clothing.
Return on investment (ROI) 
Total Benefits/ Total Costs= 190,000/350,000= 0.54. This ROI indicates that this is a profitable venture since its value is above 0.5 (Phillips, 2012).
Solution Options
Over the past ten years, there has been a profound change in population dynamics in the U.S. The non-metropolitan population has been growing at almost the same rate as the urban population (Jiang & Jones, 2016). The West Coast, Midwest, and the Northeast have the largest growth rate. Today, there are millions of young people who don't live near a large urban center that offers the diversity in clothing products that the youth culture demands. This has created a small market niche for businesses to sell clothing and products to young people who live outside the urban areas. This is particularly true in communities with a major college located in the community.
Currently, only regional malls offer access to the fashion and styles that young people want. Unfortunately, the focus of these mall stores is only on the mainstream of the youth market. Alternative phone accessories and products are rarely available outside the urban area. This is true because the companies that create the phone accessories are small and sell primarily through urban specialty shops (Jiang & Jones, 2016).
HWE Accessories website will capitalize on the following characteristics of Generation Y:
1. [bookmark: _GoBack]Subculture Affiliation: Though rebellious, teens also want to blend in and be accepted by peers. They seek a community of peers to welcome them in, as well as help them stand out. 
2. Attitude: Teenagers phones attitude like a uniform to give definition to their identity. This extends to phones and the type of music listened to in public. They also react to humor, silliness, and irreverence more easily than to other styles (Jiang & Jones, 2016). 
Recommendations 
It is HWE Accessories website plan to bring alternative phone accessories to small-town America via the Internet. We will create a business identity that will capitalize on the subculture affiliation and attitude of our target customers. HWE Accessories website will focus marketing on two types of non-metropolitan communities:
1. Non-metropolitan communities with populations between 100,000 and 150,000 residents.
2. Non-metropolitan communities with a major college and population of at least 80,000.
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