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[bookmark: _Toc85821018]Name of Business
The name of the Business would be “Equi”. The business would be manufacturing earphones both wired and wireless. The business would be operating on a select cities basis. 
[bookmark: _Toc85821019]Name of the owner
The owners of the Equi are Viorica-Marinela Bahrii and Vaduva Mihaela. 
[bookmark: _Toc85821020]Physical - location of business
Equi will be first launched in London, UK.
[bookmark: _Toc85821021]Business Owner/s
The business would be based on a partnership basis. 
[bookmark: _Toc85821022]Mission Statement
The mission statement of Equi would be to constantly upgrade and exceed expectations through innovation in the hardware and music industry.
[bookmark: _Toc85821023]Aim and Objectives of Business
The aim of Equi would be to provide the youth with superior technological experiences. 
The brand has an ultimate objective: 
· To utilise effective talents and technology to create superior earphones both wireless and wired, and to shape the future of the audio industry.
· To develop better solutions, create better products and make sure to let people enjoy their music taste.



Introduction
The earphones are chosen as the main product for the business, as the revolution in the music industry has brought impactful changes. There are many smaller boutique labels, many personal artists and major players. These are the reasons why the industry needs more audio devices. The change in the management records labels. The demand from the public has made Equi more confident to make revolutionary audio devices for the ever-changing glorious music industry. The new surge in the digital industry has ensured the music industry discover, access, share, buy music and listen. The changes in the new platforms and channels have led to new and tons of strategic thinking. The advancement in digital technology has led to rapid shifts of the music industry, allowing Equi to address even the smallest note of the music.
Include a rationale of your business idea
The main ideal point for the earphone as a business is to provide the customers with the best music experience through latest and revolutionary audio devices. The devices would be ultimately higher and superior to those of the competitors. The expected demand seems to rise by 20 per cent every month. The expected sales in the first month of the launch would cross around 30 million units on a select cities basis. 
The product would have a superior quality as it would have the latest qualcomm chipset that would further enhance the experience of the music listener. The products would also have braided wires to lower the struggle of the customers trying to untangle the earphones. The quality at an overall rate would be better than the competitors.
There are competitors in the earphones industry. The industry is relatively huge with big competitors such as JBL and Sony, but the competitors tend to deal in the flagship price range. There are few competitors in the price range the Equi is trying to offer. The competitors have been ignoring the impact that the lower price would offer. The product has a unique selling point that it comes with dolbyatmos, braided wires and latest qualcomm system on a chip. This would provide the customers with the best sound experience while listening to different kinds of music and tones.
Product
The product would have one of the most competitive edge than those of the competitors. The products would have a cheaper price starting from 10 euros all the way to 50 euros. Even the cheaper products are sure to come with the Soc to ensure the best audio experience (HAMADA i 2021). The product would also come with braided wires to ensure the best experience of the customers. The product would have superior quality with active and passive noise cancellation. The products are likely to come with a minimum of 3 mics to ensure the best call experience with Equi earphones. Dolby atmos would be installed with all the products to make sure that audio is crisp and clear.
[bookmark: _Toc85821024]Marketing Activities
The product would be marketed heavily through the use ofsocial media. The products and the brand would register itself on all the major ecommerce portals. The product would be sent to the majority of the artists and reviewers for an unbiased review to promote the product. The product would be marketed on a select cities basis to alert all potential customers with the best product at a cheaper price (Kukartsevet al., 2020). The brand will be tying with all the ecommerce websites for the heavy promotion of the product. The brand would also make sure to be alert the customers by taking in public activities to catch the highest level of attention from the public.
The product would be marketed with hashtags to get the most attention of the public. The product would be made sure to be on the trending list to ensure that it catches the eyes and attention of the public.
[bookmark: _Toc85821025]Use academic sources to define the marketing mix
Marketing mix in the simplistic language can be defined as a setup that comprises multiple activities and tactics that a company uses to promote their products and services in the market. There are typically 4P’s that make a marketing mix. Product, price, place and promotion are the vital elements of the marketing mix. 
Product: The item that is being sold can be generally referred to the item that would be sold by a specific company. The product must be what the consumer wants and must fulfil the basic requirements (Maro’ah et al., 2018).
Price: Basically, the amount that the company is charging for the product can be known as the price. The price must be strategically placed by considering multiple factors such as cost of production, market’s ability to pay the price and demand/supply factor.
Place: The place can be generally explained where the exchange of product and the monetary value occurs. Location plays an important role in determining the success of the business.
Promotion: A set of activities taken up by the company to make sure that the product is known by the general public consisting of potential customers. Social media, articles, and billboards are some common methods used to create awareness of the product (Lim, 2021).
[bookmark: _Toc85821026]In digital skills produce a questionnaire to establish if there may be a demand for your product
1. What are the minimum requirements for an earphone to be a complete package and deal breaker?
2. Guess the price of the product that is going to be launched?
3. H1 soc, Qualcomm Soc which would you like in your earphone?
4. Would you like to enjoy some events before the launch of the product line?
5. Which device do you use to listen to music?
6. Which online application do you use to listen to your favourite songs and tunes?
These questions would be used for the surveys that are going to be conducted before the launch event. These questions would be used to check the trends and the eagerness of the potential customers. To increase the trends per cent these surveys would be conducted. These surveys would be conducted online and would be conducted on a regular basis.

[bookmark: _Toc85821027]Use examples of promotional material
The promotional materials such as flyers would be used in the major cities around the world and would be published online through livestream. The cities with the most population would be targeted to get the maximum awareness and get the highest level of publicity (Bakatoret al., 2018). The product would be promoted by flyers, spreading it through air from helicopters, these stunts are likely to catch the most awareness. These stunts would be livestreamed online to create the most level of awareness. The stunts are likely to make sure that the hashtags to be trending in twitter on a continuous process till the product is launched.  
The online advert would be done by the use of social media influencers and ecommerce websites. The most influential musicians would be contracted to make sure to get the most level of awareness. The musicians that can impact the decision customers heavily would be used to spread awareness. The youtubers with the highest subscriber base and viewers would be contacted and be used to promote the products while also reviewing the product.
[bookmark: _Toc85821028]Physical Resources
The business would be based under brick and click business venture as Equi needs the mostnumber of customers. The bricks and click business venture would be used because it has the highest potential to satisfy the demands of the customers. Ensuring the products at both the stores that are online as well as offline the customers can choose any platform to get the product. This helps to develop the image and reputation of the brand Equi. The brand even has the chance to gain a lot more customers than expectations (Tao and Qi, 2017). This helps the brand to work and expand on a global basis.
There are certain things that every business need whether its people, money, suppliers and time. These are the things that help the Equi run and deliver the demands of the public within a certain period of time. The physical resources are absolutely necessary and ensure that the business functions on a daily basis. For the Equi to manufacture better quality earphones, there are some important physical resources that need to be acquired. The physical resources would mean tech machinery, manufacturing sites, truck and distribution networks.  The prices for these physical resources are likely to cross the amount of 1.25 million euros (Glebkeet al.,2019). This machinery would be ordered from China and Japan for the best production.
[bookmark: _Toc85821029]Financial Resources
For the newly established company that has planned to sell quality earphones needs enough funds to secure the production. The finance would be majorly acquired from the investors by giving away at least 35 per cent share of the company to investors. Around 2.6 million euros would be generated from the investors and bank loans (Maleeva. and Selyutina, 2018). The company would also file its share for the public to raise funds for around 10 percent shares in a divided structure. These have been opted as the risk factors would be minimised by a huge amount.
[bookmark: _Toc85821030]Human Resources
The leaders in Equi have a high amount of reasoning and knowledge. The owners are the past engineers and employees from one of the well-established audio equipment manufacturing companies. The owners are highly skilled and cooperative with the employees. The leadership style that is followed in Equi is democratic style. The leaders are highly cooperative and also consider the requests of the employees. The leaders tend to act with a high level of consistency no matter who the audiences are. The leaders also make sure to take responsibility for their words and their actions (Eknath and Janardhan, 2020). The leaders in Equi guide the employees efficiently and ensure to always encourage the employees.The leaders tend to recruit employees that have the ability to cross their limits and are responsible for their actions and deeds. The employers have designed a well-planned layout to recruit the employees. The leaders in the organisations manage the recruitment, interviewing of the potential employees and also manage the selection and hiring process. 
The leaders have appointed a specific team to manage the marketing and collaborate with the marketing team when taking decisions and actions. The leaders help the marketing team to make the marketing strategy plans by considering the goals and objectives. The leaders also calculate the effectiveness of the plan by considering the key metrics. The manager usually ensures the management of budget and the finance. The leaders also collaborate with the managers to ensure the acquisition of physical resources, ensure the proper placing of capitals and create a financial safety net for the business (Danvila-del-Valle et al., 2019). The leaders of Equi also take active participation with the workforce to create a larger outcome and ensure the stable performance within the organisation.
Seeing the past performance of the employees the interviewers would definitely be recruited. The minimum skills, qualification and experience required are relatively general and basic. The applicants with less knowledge have a relatively lower chance to be recruited. The new recruits must have the skills to manage the time properly and be competitive at all times. Attentive during the team meetings, attention to details, and proper communication are the few requirements for the new recruits to be fully selected.
[bookmark: _Toc85821031]Job description
Job title
(Sound engineer)
Reports To
{The applier must report to the human resources manager}
Qualifications and skills
{Communication skills, computer skills, leadership skills, management skills, sound adjusting skills and must be sound engineer}
Responsibilities and duties
{operate and maintain the high-tech equipment, amplify, enhance, mix and also make sound, must develop new audio equipment’s}



[bookmark: _Toc85821032]What are the main strengths, weaknesses, opportunities, and threats facing the business?
SWOT analysis on the Equi’s products, mainly earphones.
Strengths: The earphones would be made of high-quality materials and equipment that are being provided in the flagship earphones made by some of the famous brands. The earphones come at a cheaper price with the best performance (Teoliet al., 2019). The earphones would have SOC that enhances the 360-degree audio experiences, high quality noise cancellation mic and braided cable. This would be provided in between 10 euros to 50 euros.
Weakness: The earphones of the Equi only could face some minor weakness as the product comes at cheap prices for the high quality (Ebrahim et al., 2017). The eardrum tends to lose the ability to sense the sensitive vibration and might cause temporary or permanent hearing loss.
Opportunities: The Equi could get more sales in developing countries and gain a high level of customer influence (Deshpande, 2019). The countries with high inflation rates could afford the best and cheap earphones. The high-quality materials could attract more customers.
Threats: A new entrant might be an impacting threat for Equi to operate peacefully (Wang and Wang, 2020). The already existing giants could launch a new product line that could impact the operations of the Equi eventually falling into losses and loans.
[bookmark: _Toc85821033]For the final plan include a 12-month cash flow
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[bookmark: _Toc85821034]Conclusion
A newly established company has been formed that has been trying to capture the lower price range of earphone markets. The company has been identified as trying to capture the lower price range market by providing better quality products at a lower price range. The above study shows the company Equi trying to acquire the new physical assets for the production of the company. The above also shows a minor financial structure of the company. The SWOT analysis has also been done to create a proper understanding of how it can have an impact in the earphone market.
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Cash Flow Statement
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