
Business Plan for 
Clothing Buying and 
Fashion Stylist Services 
 

This Business Plan for a Clothing Buying and Fashion Stylist Services 
business 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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Confidentiality Agreement 

   

The undersigned reader acknowledges that the information provided by [Company Name] in this business plan is 
confidential; therefore, reader agrees not to disclose it without the express written permission of [Company 
Name].  

It is acknowled                respects confidential in 
nature, other th              ny disclosure or use of 
same by reade            

Upon request,           

  

____________   
Signature  

____________  
Name (typed o    

____________  
Date  
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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. [C           ion in the State of New 
York. 

Clothing f     

[Company         apparel & accessories 
for women             ame] will feature other 
choice sele           is a busy professional 
woman wh                the boutique fashions 
and wants                eeds.  She also enjoys 
that when          ity for business or for 
pleasure s                event or meeting at the 
last minute         

Unique & i   

[Company           and special ordering to 
customers            ined within the image 
industry, w             ive Style Assessments 
and educ         es will enhance the 
Company's              phasize what is lost in 
today's ma              o planning fashion and 
skin care f                  give the customer the 
feeling of w         

Getting th     

[Company            e referral networks of 
personal s           s location, focusing on 
how wome            ion publications, travel 
guides and             with adjacent business 
owners an            ond.   

Manageme  

With many           ered the expertise to 
compleme               expertise and currently 
freelances              ce and expertise.  Her 
advisory te          tracts and fashion and 
design.  A detailed project plan has been created and all tasks will be scheduled.  
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Chart: Highlights 

 

1.1 Objectives 

• To turn             oot  
 

• To ma             nd cost of goods sold  
 

• To driv              y's top fashion 
magaz   

1.2 Mission 

• To pro            ronment  
 

• To sho         esigners  
 

• To offe            
 

• To hel             s  
 

• To generate buzz and sales through top-notch exclusive services  

1.3 Keys to Success 

1. Having a good location in a high-traffic area  
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[Company Name] 
 

[Name] wants [Company Name] to feel like the customer is walking into her very own luxurious walk-in 
closet.  Any customer can walk in with confidence knowing that Leni or her assistant stylist will be there to 
meet all of her needs from styling to make-up to accessories.  Word will get around Long Island very quickly 
about [Company Name]. 
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Members of the village staff and traffic engineering specialists are reviewing the village's options and 
researching actions taken successfully by other communities to meet similar challenges. 

  

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 ga             r stylists and barbers, 
hardware s        

The area p              re in retail businesses. 
There are               most business needs -- 
printing, of       

Commerci                or just that reason that 
the village            and attractive place to 
operate a b             wn. 

Keeping th              y with the chamber of 
commerce            s compact commercial 
area.  

4.1 Market Seg  

Market Ne  

If you were              hear them comment on 
something               go with in their closet. 
Research              generally like help in 
determinin               ween the ages of 25-54 
spending o               ade in clothing choices. 
Television            ncy" clearly speak to a 
woman's c              professional stylist feel 
helpless a             ning to help them get 
dressed.  

"Within a d              minate every significant 
product an      

One gende            men comprise 51% (145 
million) of             decisions.  Women are 
now earnin            ore senior positions & 
higher pay               that continues to grow, 
demands f              for women and almost 
half "hardly                have time to do a little 
shopping!  

Research indicates that women approach retail shopping uniquely by evaluating purchases based on product 
and company information derived from both personal and expert sources. Additionally, surveys consistently 
reveal that women buy based on the relationship they forge with a brand.  Statistics, studies, and our own 
personal experiences show us again and again that excellent customer service lowers customer attrition 
rates, fosters excellent word of mouth and most importantly, increases sales. The table below shows that out 
of the ten characteristics consumers find important in deciding where to shop, four 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: 

Demograp  

• Profes      
• House      
• Colleg   
• Lives i       

Psychogra  

• Looks             ems  
• Would               
• She w                 make a good 

impres     

Leisure Ac  

• Suppo     
• Reads        
• Watch      
• Interne    
• Travels      
• She en                 pedi 

Clothes Sh   

• Spend         
• Shops        
• Wears        
• Buys m      
• Looks            
• She ca             er quantity 

Customer       

The [Comp              knowledgeable about 
designer fa              up various fashion and 
basic piece             onable accessories and 
wardrobe o              her wardrobe budget. 
She is used to coming into the store and browsing through the clothing items and trying on what interests her. 
She expects a warm and comfortable environment and nice dressing rooms. She enjoys being 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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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             ector employs over 23 
million Am             les usually see a 2-5% 
growth eac             n Q1, to 3.1% in Q2 to 
an estimat               o-thirds of the nation's 
economic             s.  

The Clothi              ver the last five years.  
Businesses           clothing and clothing 
accessorie           subsector have similar 
display eq            proper match of styles, 
colors, and           f the customer.  

Current Tr   

• People             t  
• Overbu         
• Repos       
• Suprem        
• Catego    
• Contin         
• Easy a      
• Dwind        

4.3.1 Competit     

[Company            and. Direct competitors 
include tho              carrying or could move 
easily into            utiques in Long Island 
that focus               arry, in addition to well-
known bou       

On Long Is              950s. This was a time 
when even           or lives, perhaps more 
imagined            thers had the perfect 
pocketbook              special occasions, for 
every day.                e in selling handbags. 
Almost all            tricts in New York City 
have hand             ality.  

[Company Name] will not have direct competition in the chosen location that Ms. Jones seeks to operate in.  
This gives [Company Name] the chance to help the community and neighboring businesses flourish by cross-
marketing efforts in addition to being the one-stop shop for women visiting the neighboring establishments. 
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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 
optimizatio             ny Name] will evaluate 
including e        

5.1 Website M   

Because [C              focus on both celebrity 
endorseme           [Company Name] will 
incorporate            l not receive more than 
2 emails pe    

As word-o           of [Company Name]'s 
nature, [Co           ons.  Research shows 
that the nu               Name]'s strategy is to 
provide as           tyle tips, as well as to 
utilize the a           ness of the website will 
be provide           age & receipts as well 
as direct m    

5.2 Developme   

Developme       

• Site De     

Ongoing C  

• Domai            
 

• Site Ho          
 

• Search       
 

• Site De             at $150-$200 per 
shot),          

6.0 Strategy an    

Based on e           ompany Name]'s own 
research a           ed: 

• Develop strong relationships with customers by utilizing Style Assessment and offering services to 
help each woman determine the right clothes for her. 
 

• Provide educational materials and programs that enable customer’s greater decision-making confidence. 
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• 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.  

6.1 SWOT Ana  

The SWO            gths and weaknesses 
[Company            to [Company Name] as 
well as pot   

6.1.1 Strengths 

1. Knowl              y Name] to find people 
with a             oth knowledgeable and 
eager    

2. Up-sca             Every woman will feel 
like sh              tem, shoes, accessory, 
and m       

3. Clear             d an upscale fashion 
boutiqu                uild the service that will 
bring t    

6.1.2 Weaknes  

• Access     
• Cash f            
• Owner        
• Locatio              
• Challe        

6.1.3 Opportun  

• Gr             ing [Company Name] 
wil   

• Str            extend reach. 
• Ch           ate sales. 
• Inc          al communities in the 

Ne            

6.1.4 Threats 

• The do         
• Expans          
• Competition from a national store; or a store with greater financing or product resources could enter the 

market. 

6.2 Competitive Edge 

Although [Company Name] will bring high-quality clothing and value to Long Island women, the most 
significant competitive advantage [Company Name] will have over all competitors is dedication to providing an 
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approachable retail atmosphere with top-notch customer service.  [Company Name]'s unique selling 
proposition is the integrated concept of personal style services: from events and bios that educate shoppers 
on designers, to personalized Style Assessments, on-site alterations, and the Company's own unique Style 
Concierges and wardrobe accessories.  In contrast to many other boutiques, [Company Name] will become a 
corporate member of the Association of Image Consultants so that any stylist will learn from the nation's best 
on image 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 PE  

Innovative             

The overa           er-oriented, innovative, 
refreshing,              transform themselves 
with beaut            rvices that help them 
determine              at educates. [Company 
Name] will             un during the process.  
The Comp                ur customers maintain 
these item             hat encapsulates these 
thoughts. 

Promotion 

The followi           Name] will be 
implement  

• Person               
• Unique          
• PR (lo     
• Boutiq     
• Direct              
• Sales          
• [Comp      
• Advert               LSE Magazine 

Other impo         s (retention), will utilize 
a different      
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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-throug             

Pricing  

42% of ho            rice is no object."  At 
[Company             women and the prices 
will reflect               maintain profit margins 
of 20%, [C            retail markup for all 
merchandi   

Location 

[Company             roportion of the target 
market live              ciation as well as local 
publication             will also attract women 
from throu              to Long Island from out 
of town to             nce where fashionable 
customers             e Assessment, how to 
wear certa            tments. 

Stylist 

Most wom            can come across rude 
and snobb              to a potential customer 
as it does                own pace.  [Company 
Name] will              ned in their professions 
and very a           
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Chart: Sales Monthly 

 

 

Chart: Sale    

 

D 
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Chart: Profit Yearly 
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Chart: Gross Margin Monthly 

 

 

Chart: Gro    
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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.  
 

• Delive               ts during the key 
shoppi               for being late in 
deliver            nd also ensure they will 
be ope         
 

• Shippi      
 

• Marke              er and be able to 
share                determine how much 
is appr     
 

• Payme                s vendors to 
unders              Name] to get the store 
at Net         
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Chart: Cash 
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