
Business Plan for 
Fashion Boutique 
 

This Business Plan for a Fashion Boutique allows entrepreneurs or 
business owners to create a comprehensive and professional business 
plan.  This template form allows a business to outline the company's 
objectives and detail both current company information as well as any past 
performance.  Companies should include a complete market analysis in 
their plan to help showcase why their business strategy will be effective in 
the market.  Future company plans, including production targets, 
management strategy, and financial forecasting, should be used to 
demonstrate and confirm that the company's short-term and long-term 
objective can and will be met.  This model plan can be customized to best 
fit the unique needs of any entrepreneur or owner that is seeking to create 
a strong business plan. 
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[Company Name] 
 

1.0 Executive Summary 

Overview 

[Company Name] is an upscale casual women's clothing boutique that will open this year.  [Company Name] defines the boutique and 
its essence of inclusion.   [Company Name]'s clothing selections and exclusive personal style services, which include a detailed Style 
Assessment, will ensure that all customers are well dressed. [Company Name] is a woman-owned business with future plans for 
incorporation       

Clothing for    

[Company Na           ries for women.  In addition 
to the fabulo             y American and European 
designers.  [C                household income over $ 
90,000.  She                 meet her busy lifestyle and 
needs.  She              vicinity for business or for 
pleasure she                   e last minute that will tie her 
whole look to   

Unique & in   

[Company Na             ng to customers during store 
hours and by              ble to customers on a daily 
basis.  [Comp            evelop their personal styles 
will enhance                asize what is lost in today's 
market when                 care for events and parties.  
Ms. Jones' vi                     wn luxury walk-in closet. 

Getting the w    

[Company Na                rsonal stylists.  Additionally, 
[Company Na              pping by obtaining mentions 
and reviews                pany Name], will personally 
meet with adj             e and beyond.   

Managemen  

With many y               complement and grow the 
business.  Sh                clientele across the country 
that come to                retail merchandising, legal 
contracts and                 d.  
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[Company Name] 
 

Chart: Highlights 

 

1.1 Objectives 

• To turn i               
 

• To main                 old  
 

• To drive                gazines  

1.2 Mission 

• To provi              
 

• To show           
 

• To offer           
 

• To help              
 

• To gene          

1.3 Keys to Succe  

1. Having a        
 

2. Quality product and good relationships with vendors  
 

3. Outstanding customer service 
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Chart: Start-up 

 

3.0 Products and S  

[Company N           apparel & accessories for 
women.  [Com              an labels.  [Company Name] 
will also carry            as Tosca Delicate, sachets, 
lint brushes a           

• Wardrob    

o    
o   
o   
o  

• Fashion   

o     
o   
o      
o  

[Name] wants                set.  Any customer can walk 
in with confi                  from styling to make-up to 
accessories.             
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[Company Name] 
 

Despite the growth of restaurants and the high traffic for the multiplex theatres, downtown remains a diversified and vibrant business 
district. There are some one-of-a-kind specialty boutiques, yet there are choices galore to meet the needs of any family -- 
supermarkets, dry cleaners, hair stylists and barbers, hardware stores, florists, drug stores and gift shops. 

The area provides jobs for 7,000 people and about one of seven of those employees are in retail businesses. There are 10 banks with 
12 locations in the village, and there are services to meet most business needs -- printing, office supplies, computers and cleaning 
services. 

Commercial                   that the village government 
pays attentio                 t will attract customers from 
other commu       

Keeping the                 f commerce to keep current 
businesses s             

4.1 Market Segme  

Market Need  

If you were to               t on something they've tried 
on and ques                    women are stressed, have 
little time to s                 over 61 million U.S. women 
between the                  mistakes made in clothing 
choices. Tele               eak to a woman's confusion 
about what lo                n jokingly request that their 
stylist come t            

"Within a de                nificant product and service 
category." -F   

One gender             % (145 million) of the U.S. 
population an                more college and master's 
degrees than               47% of the total U.S. civilian 
workforce an                mily are the #1 concerns for 
women and a                 e to have time to do a little 
shopping!  

Research ind            on product and company 
information d            t women buy based on the 
relationship t                ain and again that excellent 
customer ser              increases sales. The table 
below shows                were attributed to customer 
service. 
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4.2 Target Market Segment Strategy 

The Primary Customer  

The primary [Company Name] customer is a professional woman with a household income over $100K. Her main characteristics are 
listed below: 

Demograph  

• Professi      
• Househo      
• College-   
• Lives in      

Psychograp  

• Looks fo               
• Would li               
• She wan                    ression at her job 

Leisure Acti  

• Support     
• Reads V        
• Watches     
• Internet   
• Travels,     
• She enjo                  

Clothes Sho   

• Spends        
• Shops a        
• Wears a       
• Buys mo      
• Looks fo            
• She care               

Customer ne       

The [Compan               bout designer fashions and 
tends to shop               ghout the year. Many times 
she shops to           Name] will be able to grab a 
larger share o                 ng items and trying on what 
interests her.              ng left alone but also enjoys 
the special touches of personal shopping assistance and having the ability to special order items. She wants fun and catered 
shopping events in the evening and also enjoys receiving special notices on sales and participating in trunk shows to garner more 
savings.  
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[Company Name] 
 

4.3 Service Business Analysis 

[Company Name] is considered a luxury walk-in closet boutique within the Women's Clothing Store Industry (NAICS 448120 or SIC 
code 5621). Women's Clothing Store sales represent 20% of the Clothing Store Industry Group, which translates to $27.2 billion 
during 2009 and $34.4 billion in 2010. 

The retail sector is the second-largest industry in the United States, both in number of establishments and number of employees. It is 
also one of th              nerates more than $3 trillion 
in retail sales              lt, sales have slowly grown 
from 1.4% in                    account for two-thirds of the 
nation's econ                

The Clothing                e years.  Businesses in the 
Clothing and           dise from fixed point-of-sale 
locations.  Es             ble regarding fashion trends 
and the prope               and tastes of the customer.  

Current Tren   

• People a               
• Overbui         
• Repositi       
• Suprem        
• Categor    
• Continuo         
• Easy av      
• Dwindlin        

4.3.1 Competition    

[Company Na              ors include those boutiques 
that carry so                ng, and are located in Long 
Island. Indire               t or do not carry lines that 
[Company Na              

On Long Isla                  me when even women who 
pinched penn                 he occasion arose, chances 
were, mother               ags again- sporty, for office, 
for special oc                    cialize in selling handbags. 
Almost all of               ity have handbag boutiques 
shops.  Style           

[Company Na                te in.  This gives [Company 
Name] the ch             n addition to being the one-
stop shop for      
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[Company Name] 
 

5.0 Web Plan Summary 

The website will serve as a source of information for online visitors in addition to being a virtual storefront where clients may place 
orders for [Company Name] merchandise online.  [Company Name] plans to correspond its web site launch with the official launch of 
the boutique. Plans for year 1 include search engine optimization and development of editorial content throughout year 2. In year 3, 
[Company Name] will evaluate including ecommerce into its business model.   

5.1 Website Marke   

Because [Co                 ity endorsements and email 
marketing.  G           lines in managing customer 
data and ens               

As word-of-m              ature, [Company Name] will 
implement th                people log on to the Internet 
is for informa                ent designers, fashions and 
style tips, as                wareness of the website will 
be provided i              well as direct mail and word-
of-mouth. 

5.2 Development R  

Development      

• Site Des     

Ongoing Co  

• Domain           
 

• Site Hos          
 

• Search E       
 

• Site Des                hot), are considered to be 
part of M    

6.0 Strategy and I   

Based on ext             wn research among Long 
Island women         

• Develop             lp each woman determine 
the right    
 

• Provide    g     g  g nce. 
 

• Build awareness of brand and services to exemplify strong store reputation. 
 

• Provide customers with a sense of access to "inside information" and harness the power of a woman's personal network by 
leveraging marketing collateral designed for sharing and encouraging referrals. 
 

• Utilize personal referrals and stylists to build traffic.  
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6.1 SWOT Analysis 

The SWOT analysis provides us with an opportunity to examine the internal strengths and weaknesses [Company Name] must 
address. It also allows to examine the opportunities presented to [Company Name] as well as potential threats. 

6.1.1 Strengths 

1. Knowle                 find people with a passion 
for fashi                ease.  

2. Up-scal                feel like she is walking into 
her own              at her fingertips.  

3. Clear v                n boutique.  She knows the 
custome                   r. 

6.1.2 Weaknesses 

• Access     
• Cash flo            
• Owner w        
• Location             
• Challeng        

6.1.3 Opportunitie  

• Gro               me] will exist. 
• Stra              
• Cha             
• Inc             the New York area that 

hav        

6.1.4 Threats 

• The dow         
• Expansi          
• Compet                 he market. 

6.2 Competitive E  

Although [Co              most significant competitive 
advantage [C              retail atmosphere with top-
notch custom              ersonal style services: from 
events and b            ns, and the Company's own 
unique Style             me] will become a corporate 
member of th                 ge consulting.  
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6.3 Marketing Strategy 

Positioning Statement 

[Company Name] provides professional women with upscale designer clothing and exclusive personal services. The main competitive 
advantage is the unique Style Assessment and education emphasis in helping women develop their personal style.  

BRAND PER  

Innovative | S            

The overall b           tive, refreshing, stylish and 
educational.               s and take advantage of the 
Style Assess                [Company Name] will be a 
shop that ed              ds and have fun during the 
process.  The                 mers maintain these items. 
Owner [Name               

Promotion 

The following             mented: 

• Persona               
• Unique v          
• PR (loca     
• Boutique    
• Direct m              
• Sales Pr          
• [Compa      
• Advertis                 

Other importa            ize a different mix of 
marketing pro   
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6.4 Sales Strategy 

Product/Service Selection 

To overcome seasonality concerns, [Company Name] will carry 20 percent of merchandise in fashion and wardrobe accessories. 
Additionally, [Company Name] will provide alterations, personal shopping services and special ordering for our customers. Special 
Orders are a huge benefit as [Company Name] obtains full-price sell-through and there is no floor space needed to sell the article. 

Pricing  

42% of hous                 At [Company Name], owner 
[Name] is ver                  mid-to-high pricing.  Average 
price points w                cus on obtaining an average 
61% retail ma      

Location 

[Company Na                t market lives in this area.  
[Company N               ate PR and shopping in the 
neighborhood              s as well as the few women 
who come to                  a website presence where 
fashionable c               sment, how to wear certain 
items for day,         

Stylist 

Most women              de and snobby. Additionally, 
the sales pre                   woman to browse and get to 
know the sto                 ers on staff that are friendly, 
well trained in               
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Chart: Sales Monthly 

 

 

Chart: Sales   

 

D 
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Chart: Profit Yearly 
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Chart: Gross Margin Monthly 

 

 

Chart: Gross   
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8.4 Projected Cash Flow 

The projected Cash Flow for three years is detailed in the table and chart following. In addition, it should be noted that [Company 
Name] will establish relationships with vendors and/or representatives to determine the following to maintain cash flow:  

• Average price points – this will help ensure that a good mix of prices is maintained.  
 

• Delivery                  hopping time frames. For 
Italian d                 will request the earliest 
possible                  
 

• Shipping     
 

• Market d                  hare that information so it 
aligns w                   
 

• Paymen                   rstand that [Company 
Name] is                   em within one season.  
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Chart: Cash 
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