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[bookmark: _Toc110412491]Introduction 
This Business plan aims to explore various important aspects of managing the enterprise in the 21st century. At present managing, an enterprise is becoming very complex. Many issues need to consider. Firstly, a business overview and the nature of products and services of Pet Shop will be discussed. Secondly, the market audit and target market will be explained. Then marketing plan and the management team will be explored. And finally, a financial plan will be explained. 
[bookmark: _Toc110412492]Executive Summary 
A new pet retail business model will be presented in this report. The initial launch of this company will take place in London. We will talk about a few crucial elements, such as products, services, marketing plans, market audits and financial plans. This strategy is anticipated to be effective.
[bookmark: _Toc110412493]Company Review 
Pet Shop is the name of the business. In the USA and the UK, the pet industry is hugely popular. Having a pet is seen as a sign of status. There are more than 34 million pets in the UK. However, a recent study indicates that roughly 17 million families in the UK have pets. The company will first make its debut in London. It will thereafter be brought to further cities. Customers and businesses will both be able to buy pets from the store. Clients can place orders online.
[bookmark: _Toc110412494]Product and Service 
The business will offer the customers four types of services. Firstly, they will offer healthy pets for the customers. Secondly, they will offer pet hotels. Thirdly, they will offer grooming services. And finally, they will provide a pet training facility. These services will help to differentiate itself from its competitors (Suckling et al, 2020). The shop will focus on long-term customer relationships. For this reason, the shop will highly focus on customer satisfaction. 


[bookmark: _Toc110412495]Market Audit 
[bookmark: _Toc110412496]Competitor Analysis 
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Figure 1: Competitor Analysis of Pet Shop (Sripipatthanakul & Chana, 2021)
Here three main competitors have been described. These competitors are Petland, Chiswick pets and Scamper pet store. All the pet retail offers almost similar products and services. But Pet Shop will provide some extra advantages for the customers (Phadermrod, 2019). For example, they will provide healthy and cheerful pets. Customers will be offered varieties of pets. Customers will get personalized services. Good quality pet foods will also be provided. They will also provide lifetime pet needs. 
Pet Shop will differentiate its services in many ways including free pet training facility, and lifetime fulfilment of the need of the pets. On the other hand, Petland has differentiated itself by providing high prices, quality services and low verities. Chiswick Pet has differentiated itself with verities products and services, high cost and excellent personal care services. Besides, Scampers Natural Pet Store has differentiated itself with low verities, and a customer-focused orientation (White, 2022). They also provide natural foods for their pets. Thus, all these companies have differentiated their services.   All the competitors offer their pets both from physical shops and online. But they are not efficient to provide excellent services (Sripipatthanakul & Chana, 2021). But Pet Shop’s main lacking is capital. As a new business, there is a shortage of capital. The business believes that it can be able to differentiate itself through excellent services. This analysis shows that Pet Shop has some advantages against the three competitors. 
[bookmark: _Toc110412497]SWOT Analysis

[image: ]
Figure 2: SWOT Analysis of Pet Shop (Elwin et al, 2020)
SWOT analysis shows that Pet Shop has several strengths and weaknesses compared to its competitors. The strengths of the business include competitive pricing, excellent customer service, varieties of pets and personalized services. This shop is committed to providing excellent customer service (Samejima, Shimizu, Akiyoshi, & Komoda, 2006). The shop has also experience in the retail business. This will help to make them efficient. On the other hand, customers will be provided personalized services and will be offered a good variety of pets. 
Weaknesses include low area coverage, lack of capital, and poor relationship with suppliers and late entry into this market. At first, the shop will launch in a few cities in the UK. For this reason, low area coverage is a serious problem (Elwin et al, 2020). Another important weakness is a shortage of capital. The shop will not get any first mover advantage. Opportunities include digital skills, exporting and a large market. The shop can easily attract a huge number of customers using digital media. Pets can be exported to foreign countries. Digital skills can be used to grow the business. But the shop has some serious threats. Threats include delivery problems, online hacking and too much competition. The delivery problem can ruin the reputation of the shop. Facing too much competition is another great threat for the shop (Team, 2020). 
[bookmark: _Toc110412498]PESTLE Analysis 
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Figure 3: PESTLE Analysis of Pet Shop (Perera, 2017)
PESTLE analysis consists of six types of factors including political, economic, social, technological, legal, and environmental factors. The political environment shows government stability, favorable tax policy, competition regulations and strong industrial ties. The economic environment shows a moderate inflation rate, moderate interest rate, higher consumer expending rate and low employment rate. 
The social environment shows an educated population, a higher portion of younger people and health consciousness, an educated population and desired family size and structures (Perera, 2017). The technological environment shows strong technological infrastructures and increasing social media users. The legal environment shows strict health and safety laws, anti-discrimination laws and employment laws. Finally environmental shows sustainability, recycling, green consumption, and investment in renewable energy. 
[bookmark: _Toc110412499]Target Market 
The target market is the selected group of customers of a particular business. Targeting comes after segmentation. Targeting is important for the Pet Shop. It will allow the shop to attract high-quality leads. Targeting helps to increase customer loyalty. It also helps to improve customer relations. Targeting also improves communication. Targeting is used to serve the customer preciously. PetSmart's main target is children under 18 (Jepson, 2015). Families without children, on the other hand, have also been targeted as potential customers by the business, and all pet-loving people (Roberts, 2022).
[bookmark: _Toc110412500]Marketing Plan 
The 4P’s of Pet Shop are stated here. 
Promoting the marketing policy of the company means initiating a series of practical actions and at the same time making efforts to achieve them. These practical actions are carried out as a correct whole which is represented by the marketing mix.
The marketing mix is a continuation of the market strategy, after defining the strategic objectives, the enterprise must develop detailed strategies on price, product, distribution and communication, these strategies being derived from the market strategy.
By the marketing-mix concept we can therefore understand the orientation of the marketing activity of the enterprise, according to the internal resources and the market conditions, by combining in a unitary, coherent whole, in the form of programmers, the elements of product, price, distribution and communication policy (TWIN, 2022).

Product: Pet Shop will provide consumers with four different kinds of goods and services, including hotels, pets, grooming, and training. They will provide quality services to the customers. Customers will be given lifetime membership cards. They will maintain a good relationship with the customers. 
Price: The goods and services offered by Pet Shop will be expensive. The reason for this is that the clients will receive high-quality goods and services (Loganbill, 2019). Pet Shop believes that customers do not bother about the price if they get quality services. For this reason, they will charge a premium price. 
Distribution: Fresh, healthy pets will be available in every store. Customers will have access to home delivery services. In London, 15 distribution centers will be used to deliver their products. Customers can order online. Multiple payment options will be available for the customers. 
Promotion: Pet Shop will prioritize online marketing and word-of-mouth advertising. We will post positive customer testimonials on social media. Pet Shop will always relate to the customers through social media. The main reason for using digital marketing is that digital marketing is very cost-effective and efficient. 
The extended marketing mix of the shop includes people, place, and process. 
People: People are the workforce of a business organization. Pet Shop has a skilled workforce to run the shop. The management of the shop is committed to developing a good workforce. It is because the quality of service of a business organization depends on the workforce. 
Process: Process is a way of operating a business. Pet Shop is designed to provide service using both offline and online channels. Customers can order and pay from their homes. 
Physical Evidence: Physical evidence includes all the tangible aspects of a business organization (Sramkowski, 2021).
Pet Shop will use various shelves to keep pets. Customers will provide a handwritten greeting card after purchasing pets (WOLF, 2020). 
[bookmark: _Toc110412501]Selling Plan 
Selling is one of the most important tasks of every business organization. The shop will focus on relationship-based selling. The salesperson will be provided special training to manage selling activities. Pet Shop is dedicated to giving its customers healthy, brand-new pets. All visitors will get a warm welcome. Long-term relationships are maintained with the customers by the salespeople (Vesvijak, 2004). Customers will be provided with all pet-related services for life.
[bookmark: _Toc110412502]Management Team 
A qualified individual is needed by Pet Shop to oversee all the stores. Each staff will receive specialized training on how to manage animals and assist customers. The Pet Shop will adhere to this hierarchy. The management hierarchy shows that the owner of the business will be top of the hierarchy (Dominici, 2009). The entire country will be divided into different regions. In each region, there will be three management fields. They are marketing, operation, and finance. The owners of the business will coordinate all the regions. The marketing manager will perform all the marketing and selling activities. The operation manager will manage all the operating activities and the finance manager will prepare various statements and financial requirements. Thus, the owners or president will coordinate all the functions. 
[bookmark: _Toc110412503]Financial Plan 
At the beginning year, the total assets will be £30,000. In the second year, it will be £67,428. Then it will increase to £106,766. And in the fourth year, total assets will be £154,556. At the beginning year shown in Appendix 1, cash receivables from sales and other receivables are zero. But inventory is £5,000. Though the initial assets are not in a high amount, the shop will be able to increase its assets by making a continuous investment. The total liability of the business will be equal to the fourth-year projection of the assets. First-year, total liability will be £15,000 but the initial net worth is £15000. Next year the total net worth and liability will increase to £67,428. Then it will increase to £106,766. And in the fourth year, the total liability and net worth will be £154,556. 
[bookmark: _Toc110412504]Cash-flow Statement 
From appendix 2, the cash-flow statement shows that at the beginning month, Pet Shop has a beginning cash balance of £15,000. In this month, cash received from sales is £4,100. On the other hand, account payable merchandise is zero. And a net cash balance is £9,354. In the next month, the net cash balance will decrease to £6,961. It is because that at the beginning period, sales become low. In the third month, the net hand cash will be £6833. From Appendix 2, it is found that the net cash balance is continuously increasing as the sales are increasing proportionately. Thus, at the tenth of the month, net cash will be £14,226. And thus, it will increase in the future. So, it can be concluded that the shop will be undoubtedly profitable. Both net cash balance and assets will increase gradually. 
[bookmark: _Toc110412505]Income Statement 
According to appendix 3, the income statement shows that Pet Shop’s first year’s net income will be £9.234. At the beginning year, the total sales will be £113,118. In the next year, this will increase by £146,333. And in the 3rd year, this will increase to £1,75,204. The gross profit for the 1st three consecutive years will be respectively £75,789, £48,290, and £117,187. Thus, the gross profit will increase by 33% in the beginning year, 33% in the second year and 33% in the third year. The income statement also shows that the cost of goods sold will be £37,329 in the beginning year, £48290 in the second year and £57,817 in the final year. In the second year, it will increase by 8% and the net income will be £30,553. And then net income will increase to £43,214. This amount is 25% increasing.  And thus, the amount of profit will increase day to day. 
[bookmark: _Toc110412506]Conclusion 
This report aims to explore various important aspects of a pet shop. In this report, firstly, a business overview of a pet shop has been introduced. Secondly, the products and services of the pet shop have been explained. Thirdly, the target market and market audit have been explained. Then a marketing plan has been executed for the shop. After that management team of the shop and financial plan have been concluded. This report suggests that the business will be profitable. Tough the business will face extreme competition; it can differentiate their services. 
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Assets Current  Year 1 Year 3
Current Assets
Cash and Equivalents 10,000 | 36946 77211 | 124,825
Receivables from Sales 0 7.008 | 8760 | 10,074
Other Receivables 0 0 0 0
Tnventory 5000 8903 | 8651 | 9942
Prepaid Expense/Deposits 0 2,000 | 2,000 | 2,000
Total Current Asscts 15,000 54,857 96,623 146,841
Fixed Assets:
Equipment & Machinery 15,000 | 15000 15000 @ 15,000
Less accumulated depreciation 0 2429 | 4857 | 7.286
Net Fixed Asscts 15,000 12571 10,143 7,714
TOTAL ASSETS 30,000 | 67,428 106,766 154,556
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Month Month Month Month Month Month Month Month Month Month

One  Two Three Four _ Five  Six  Seven FEight Nine _ Ten
Beginning Cash 15,000 9,354 6,961 6,833 6,985 7,435 8200 9320 10692 12,324
Balance

Cash Receipts 4,100 8,301 8,836 9,404 10,005 10,643 11221 11,736 12271 12,827
from Sales | |

Total Cash 19,100 17,655 15,798 16237 16,991 18,078 19,421 21,056 22,962 25151
Available

Accounts ° 3,608 | 3,841 4,088 4,350 4,628 4,923 5,149 5384 5,620
Payable,

merchandise

Selling costs 312 322 333 344 355 367 380 393 407 422
General & 1215 1222 | 1230 | 1238 | 1246 1256 1266 1277 | 1280 | 1302
Administrative

Salaries 1400 1400 1400 1400 1400 1400 1400 1400 1400 1400
Total Cash 2917 6552 6803 7,070 7,352  7.651 7,968 8219 8481 8,753
Disbursements

Net Cash from 16,173 11,103 8,994 9,167 9,639 10427 11,453 12,837 14,482 16398
Operations | {

Proprietor's 1,500 1,500 | 1,500 1,500 | 1,500 1,500 | 1,500 | 1,500 1,500 1,500
Draw

DebtService 319 319 319 319 319 319 319 319 319 319
Inventory 5000 323 343 363 385 408 314 326 339 353
Purchases

Net Cash 9354 6961 6833 6985 7,435 8200 9320 10,692 12324 14226

Balance
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Sales Year 1 Year 2 Year 3

Sale of Pets and related services 109,518 142,373 170,848

Other Sales 3,600 3.960 4356

Total Sales 113,118 146,333 175,204
Cost-of-Goods-Sold 37,329 | 33% | 48290 | 33% | 57.817 | 33%
Gross Profit 75,789 98.043 117,387
Selling Expense 13,200 | 12% | 4.926 3% | 5197 3%
General & Administrative 47496  42% 50108 | 34% 52,864  30%
Net Income Before Taxes & Interest 15,093 | 13% 43,009  29% | 59325 | 30%
Interest 2,781 | 2.5% | 2,271 1.6% 1,707 34%
Income Taxes 3,078 10,184 14,405 | 1.0%

Net Income or Loss 9.234 8% 30553 | 21% | 43214 | 25%
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