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	BUSINESS DESCRIPTION / MARKET OPPORTUNITY

Ebuyers is an online retailer that operates out of London and offers a wide range of products, including cosmetics, clothing, and electrical goods. In addition to that, it provides independent services in the areas of sales and marketing, as well as consulting for information technology. As a direct result of developments in technology, it is well positioned to take the lead in online product sales across the nation. Despite the fact that a large number of internet-based and online businesses have failed in recent years, the company has managed to remain profitable and competitive in its industry (Scutariu et al., 2021). Internet shoppers are the target audience for the company's objective, which is to offer a variety of products and services at rates that are reasonable (Ding and Zhao, 2021). The corporation places a strong emphasis on both obtaining new consumers and keeping the ones it already has. This allows it to ensure a large consumer base for all of the products it offers. 







	INDUSTRY ANALYSIS

Threat of new entry 

Ebuyers operates in a part of the economy that is experiencing growth at the moment. This is mostly owing to the fact that the progression of technology and the increase in globalisation are both expected to result in the establishment of a large number of businesses that provide services and goods that are virtually identical (Kawasaki, Wakashima and Shibasaki, 2022). When launching a business, this must be taken into consideration so that in the future, strategic actions may be done to prevent the failure of the firm and the loss of customers to other companies. In order for the company's marketing and product strategy to be able to effectively satisfy the expectations of the market over the long term, it will need to be adjusted frequently. It would be necessary to make significant investments in research and development in order to determine the trends in the sector as well as suitable solutions for internet marketing and sales. Because of the volatility of the market, the organisation needs to be watchful and make a number of advancements in information technology in order to be successful in the not too distant future. Because of the corporation's limited liability structure, less paperwork and record-keeping are needed to maintain the business. This is owing to the fact that business owners spend a significant amount of time online marketing their companies, selling their products, and buying new inventory (Kawasaki, Wakashima and Shibasaki, 2022). 

The whole market size is 48% of what it could be, with mobile network penetration in the country standing at roughly 70%. This shows that, if properly targeted for marketing, this proportion has the potential to increase the volume of sales achieved by the organisation (Beckers et al., 2021). This is especially true now that Nextel, Orange, and MTN have all finished implementing their respective versions of the 3G network. Because of its extensive availability, the Internet provides a wealth of chances for conducting business over the internet (Beckers et al., 2021). 

Threat of substitutes

When it comes to the sale and purchase of items, Ebuyers will compete with Amazon and eBay, which are the two largest online marketplaces. This contains the online marketplace known as Vendito.cm, which is also known as Jumia Cameroon. It is no longer essential to sell goods and services on classified websites in the United Kingdom, Europe, or any other country due to developments in technology. This is the case in both Europe and the United Kingdom. The e-commerce industry is booming, and if managed and organised effectively, online markets have the potential to generate enormous profits. The goal of many companies and organisations is to present their constituents with an accurate representation of their online presence. Given the significant social media presence of competitors, Ebuyers should design strategies to beat the competition and boost their exposure to a larger audience for a larger consumer base (Beckers et al., 2021). This will allow Ebuyers to serve a greater number of customers. Ebuyers will work to make sure that the overwhelming majority of products are offered to clients in order to keep their reliability and consistency high, as well as to avoid losing customers to other businesses in the industry. 

Bargaining power of customers

The vast bulk of the company's wares will be offered for sale to individual consumers via the internet. Certain items, however, may be distributed to wholesalers who place orders for big quantities. Because the final consumer should be the focus of everything, it is essential to maintain a high level of quality while simultaneously generating a large volume. It is vital to undertake a comprehensive research of consumer demographics in order to prevent losing customers to rival companies, as well as to guarantee that the bulk of the company's products may be personalised for each individual customer (Hood et al., 2020). The market that is being targeted is extremely diverse, with the majority of customers owning digital phones and having access to the internet for the numerous product categories. 

Bargaining power of suppliers

Because of Bosch Group Cameroon's expertise in e-commerce and its capacity to satisfy the company's technological requirements, the company decided to work with them as a supplier. In the case that there is a shortage or an immediate requirement, D&D Technologies will handle the crisis management. In most cases, the business will stick with just one supplier so that it can maintain a constant level of quality (Hood et al., 2020). The inventory includes a wide variety of items, including clothing, cosmetics, and numerous pieces of technological and other equipment. The rate of product turnover as well as the needed minimum reorder quantities will be used to determine the pace of supply as well as the frequency of supply. 


Competitive Rivalry: who are your main competitors and how can you differentiate yourself from them

	Name of competitor
	Differentiation

	Competitor 1 

	Lyst

	Competitor 2

	Shoply







	OPERATIONS AND MANAGEMENT TEAM 
OPERATIONS

Because it conducts its business on a service basis, the company need the assistance of domestic as well as international vendors in order to manufacture its products. The company has created a robust and well-planned supply strategy that enables rapid replacement during periods of low order volume in order to avoid losing clients to competitors. This was done in an effort to prevent losing customers to competitors (Markopoulos, Umar and Vanharanta, 2019). The company keeps a stockpile of extra merchandise on hand in order to improve both the satisfaction of its clientele and the effectiveness of its operations. The company recognises that placing an excessive amount of trust on a single supplier may result in a reduction in product quality. For this reason, the company has made an effort to maintain quality control by occasionally rotating vendors (Zadnieprovska, 2021). In order to fulfil each and every one of its customers' demands, the company provides round-the-clock assistance to its patrons. The vast majority of the staff has previous experience working in customer service for well-known organisations. 

MANAGEMENT TEAM

	Name 
	Skills
	What do they bring to the firm

	Georgi Genchev
	Operations, administration, financial planning
	Owner, innovator








	MARKETING: The Four P’s must be used to describe your marketing strategy

Product: Brief description of your product
Customers are pleased with the products as a result of their high quality construction as well as their affordable pricing. The customer care department of the organisation offers exceptional assistance to its customers, particularly in situations where products need to be delivered (Kotler and Armstrong, 2018). Our consumers have the confidence they require to suggest our items to others and even buy more of them as a result of the shipping and after-sales services we provide. As a direct result of this, the company's output and profitability have increased. Customers are gradually and confidently adopting online shopping for a variety of products, particularly when the organisation is well-structured and managed to meet clients' expectations on time. This is especially true when customers can shop for a wide variety of products in one convenient location. 

Price: How much would you charge for your product and what is the basis for the price chosen?
As was mentioned earlier, new companies should place a high priority on the quality of their products and the level of service they provide because lowering their pricing in comparison to the competition will deprive them of the considerable profit margins that are required to remain in business (Chaffey and Ellis-Chadwick, 2019). In any case, established businesses have a better chance of outperforming new ventures if they offer the most competitive prices, insist on a pricing strategy that is somewhere in the middle, and place a primary emphasis on increasing both the level of customer satisfaction and the quality of the service they provide. 

Promotional Mix: What techniques would be used in promoting your product?

Making sure that a company's website has all of the information that potential customers require to successfully buy or sell a product is the single most crucial part of marketing a business online (Cheah, Amran and Yahya, 2019). The company has invested in web development professionals who have adapted the website to live up to the standards set by the customers and to include all of the relevant information about the products they sell in an effort to win their loyalty as quickly as possible. The firm will utilise social media in addition to broadcast advertising and print advertising in order to communicate with its varied target population (Chaffey and Ellis-Chadwick, 2019). In the early phases of a company's development, it is essential to investigate all of the available advertising outlets; hence, trade displays, catalogues, and billboards should all be reviewed. Despite the fact that the internet has made it simpler for customers to make online purchases during trade shows, they will still need to be instructed. Because of this, clients build up feelings of loyalty and trust, both of which play a role in the products and services they decide to purchase. 

Place (Distribution strategy): How would your product be distributed?

The primary office of the corporation will be established in the nation's capital, which is home to a sizeable population that is accustomed to conducting business via the internet. The size of the company's customer base as well as the number of goods that are purchased has prompted the business to contemplate expanding into the regions that are nearby. Extensive research indicates that expanding into other locations and shipping goods will result in an increase in the sales volume of the company over both the short and long terms. After market conditions have stabilised, the company plans to eventually introduce nationwide delivery services due to the dynamic and competitive character of the industry (Chaffey and Ellis-Chadwick, 2019). People from middle-class and upper-class backgrounds will find it easy to shop for goods and services online and take advantage of delivery options. Because shopping online typically requires a certain level of reading, the vast majority of customers will have that skill. On the other hand, the company will publish on its website instructions that are clear and simple to comprehend, making it possible for clients to make purchases with the click of a button. 






	FINANCIALS 

The company has formed strategic alliances with VISA, MasterCard, and American Express in order to encourage cashless payments, which are becoming increasingly common among customers in developing nations (Moro Visconti, Montesi and Papiro, 2018). The forthcoming initial public offering (IPO) will result in the raising of funds; however, these monies will not be revealed in the financial statements. In addition to the initial public offering (IPO), investors will now also have the opportunity to exit their positions via repurchase.


Use of funds

	
	Month 1
	Month 2
	Month 3
	Month 4
	Month 5
	Month 6

	Revenue (from your operations and marketing section)
	Monthly Revenue 0
	Monthly Revenue 3000
	Monthly Revenue 6000
	Monthly Revenue 8000
	Monthly Revenue 8000
	Monthly Revenue 10000

	Fixed Costs
(List out your fixed costs)






	Rent 500 Insurance 95 Equipment 1000
	Rent 500 Equipment 1000
	Rent 500 Equipment 1000
	Rent 500 Equipment 1000
	Rent 500 Equipment 1000
	Rent 500 Equipment 1000

	Variable Costs
(List out your variable costs)








	Legal 200 Stationary and office supplies 55 Research and development 250 Bronchures 300 Web Design 100 Contingencies 85
	Raw materials - 1500
	Raw materials - 2000
	Raw materials - 3000
	Raw materials - 3000
	Raw materials – 4500

	Profit 
	(2785)
	0
	2500
	3500
	3500
	4000
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