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Find the attached report titled “Curate Bracelets” the firm will manufacture personalized bracelets for women which address important debates in the environmental scene.  Explicitly, the report discusses the environment in which the business will operate.  The topic contains the target market for the business. The business will partner with a non-profit organization “One Girl Can”. The organization has various functions which are intended to help women in all aspects of life. Women between the ages of 15 years to 50 years will be the main target of the product. 
The product will come in various varieties so as to suit the preferences of every woman. The key rationale behind launching this product is that every woman wants to launch something which is aligned with their style and the latest trend. The product will be availed to the market through social media and celebrity promotional techniques.  The details of the promotional mixes are discussed in the report. Each curate bracelet will address a specific beauty or heath issue. The product is expected to follow a direct market channel through an online platform. In case there are any queries with the market channel or promotional mix you can contact us for check up. 
The product is expected to face stiff competition from Wona Trading, Zenzii Wholesale and Kole imports Inc.  The outstanding feature that gives the product stand out is that it is curated with a strong message for helping women. The pricing strategy is discussed in details in the report. 
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Abstract
One of the best selling firms in the jewelry industry is introducing a new line of bracelets “curate bracelet”. Prior market study for the bracelet has depicted that the firm will require prospective market growth strategy, understand market targets and segmentation, and exhibit the advantages of the bracelet over rival’s products. The firm will partner with a non for profit organization that empowers women in all aspects of life. This will give the bracelet an upper hand and attract more customers as it addresses feministic challenges. 































I. Introduction
The assortment and cosmetic industry is growing at enormous rates due to the advancement in technology. Technological advancements have enabled the incorporation of 3D techniques and manufacturing of high quality personalized jewels (Baysal et al., 236). Developed countries such as the United States and the United Kingdom offer a vital market for the company’s curate bracelet due to their high economic growth and consumer disposable income. Partnering with anon governmental organization gives the product a better chance to succeed. There is a population of more than 60 million people in the United States and the United Kingdom who will be willing to purchase the product due to their willingness to contribute to charitable organizations (Dauriz et al., 12).  This is as a result of the caring attitudes of the nation’s populations and the feminine culture that is replicated in the bracelet design. The business environment in both countries is favorable as the nations are experiencing great recovery from the financial effects of the Corona virus disease. The population in developed countries tends to be much educated with most citizens having internet access in their homes. Citizens and especially women in the United States and the United Kingdom have great concern on issues affecting women, beauty and health lifestyles, therefore, it will be easy for the product to penetrate the market. The objective of this launch is to establish a market share of four percent in the first year and break even after four years. In general, we will introduce a new product, the curate bracelet, using penetration pricing, and extensive advertising to initiate growth and revenue.  
i) Problem statement
There is a growing demand for branded bracelets and assortments in developed countries. This trend aligns with the global call to address challenges which affect women of all ages.  The launch of the curate bracelet combines the strong elements of empowering women and matching fashion trends. This will give the product advantage over other products in the market. 
 
ii) Scope of the Problem
More than half of the buyers of branded and curate bracelets are between the ages of 15 to 50 years. This group, which purchases more bracelets per capita than the older group, is our primary market segment. Bracelets are highly demanded in the northwest and Midwest regions of the United States and are generally demanded in United Kingdom. Many purchases are expected to be impulse, hence requiring a high point of sale support. 
II. Market Analysis
The curate bracelet has a strong product benefits compared to the current market products. To attain our objectives, we will offer a unique bracelet in a variety of designs at a suggested retail price of $40.   The curate bracelet will compete directly with other branded bracelets and jewels in the market. The market size for banded jewels is forecasted to be $500 billion after two years and more than $750 billion after five years when the product is expected to break even (Liu 73). The annual market growth is expected to exceed 3% after two years.
i) Market segments
· Market segment by age
	Age
	Percentage of Bracelet Buyers
	Percent of population over 17
	Relative Purchase Index

	15-24
	19
	13
	1.46

	25-34
	33
	19
	1.74

	35-40
	35
	40
	1.75

	41-50
	13
	29
	1.36


 
Table 1. Above shows that those under 40 years of age purchases almost 505 of all branded bracelets. The highest purchase output is recorded by women from the age of 25 years to 40 who purchases 74% more bracelets per capita than those with the average consumer. The purchasing behavior of the consumers is expected to differ among age segments. Young females aged between 15-24 years are expected to be intense buyers of bracelets. This market group is likely to stylish conscious while still fighting and protecting women from all forms of challenges. Older women in the age bracket of 25 to 34 years are the second target segment. At this age group is expected to purchase more bracelets than any other age-sex segment.  
Market segment by 
· Forecasted Bracelets Sales By region
Consumer purchases of branded bracelets vary with regions in the United States as shown in Table 2. An index of relative watch sales by regions shows that sales are above average in the east north central, west north central, north central and Mid-Atlantic States. Introducing the curate bracelet is likely to be successful in this region. 
Table 2: Bracelet Sales by Region 

	REGION
	BRACELET SALES
	POPULATION 
%
	INDEX OF BRACELET SALES

	ENC
	20%
	15%
	1.33

	SA
	16
	17
	0.94

	MA
	15
	13
	1.15

	WEST
	15
	21
	0.71

	WSC
	10
	10
	1.00

	WNC
	8
	7
	1.14

	NE
	6
	5
	1.20

	ESC
	5
	6
	0.83

	MOUNT
	
	
	


Source; (Talke & Erick 536)
III. Consumer Behaviors
The current bracelets in the market have changed the buying habits of bracelets as they encourage ownership of multiple low priced, carefully designed branded bracelets. While assuming availability of bracelets, brand switching and experimentation is easy among bracelet buyers. Most of the consumers are design oriented when purchasing branded bracelets. The bracelet attributes that should be mostly considered include; band design, message and curate health benefit, price, packaging, and durability. The market is dynamic hence distribution and display are essential factors as they can encourage impulse buying for both gifts and consumption. Consumers will be reached through direct marketing channel in an online platform. Channel development is necessary to ensure the bracelet market is reached. Currently, majority of bracelets re sold through online platforms and social media. Customers will place their orders as after choosing specific bracelets design on the user end of the platform. All orders will be processed and delivered within two days.   After delivery, customers will have a chance to offer feedback and comments about the comfortability, class and design of the product. 
IV. Competitive Analysis
Although there are more than fifteen competitors in this market, there is substantial concentration withWona Trading, Zenzii Wholesale and Kole imports Inc. being the strongest competitors, holding up to 70% of the market (Camilleri 70). A Trading and Zenzii have strong marketing, distribution and manufacturing skills, while Kole imports has strong name recognition in fashion. Kole imports Inc has a strong background at offering lower price lines for branded bracelets. Even though the curate bracelet is a new innovation in the market, several firms have had branded bracelets before. However, there is considerable opportunity for new entrants in the market. 
V. Conclusion 
The extensive and unique design of the curate bracelet gives it an upper hand in the concentrated cosmetics and jewelry industry. It will engulf a strong message towards women general goodness while promoting various beauty elements. Given that the bracelet promotes feminist culture, it is expected that many women will be interested in purchasing the product. However, stiff competition from existing firms and personal preferences are expected to be the main hurdles for the penetration of the product in the market. The bracelet is likely going to face significant resistance from the older generation as they associate wearing silver plated jewels with certain ailments. Besides, not all women are interested in the attributes of branded jewelry especially the feminist culture.  Even though, bracelets are most likely going to be a priority, many people prefer branded watches as they can serve beauty and time purpose. 

It is recommended that curate bracelet be introduced in the market under various designs. For the first year, 30-40 designs of the product should be produce to enhance impulse buying as customers purchase to experiment, consume or give as gifts. Secondly, the curate bracelet sellers should consider customer feedback at the first year and alter designs as per customer requirements. Having personalized messages, names, colors and elements which customers might be interested is an added advantage to the uniqueness of the product. 
 Segmentation targeting and positioning make up a three stage marketing process explaining how a product can attack the market. Therefore, it will be essential to focus on the customers according to the data depicted by Table 1, and decide areas to invest heavily as depicted in Table 2.
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