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EXECUTIVE SUMMARY 
The global E-commerce retail industry is experiencing sizable growth and will continue doing so in the 

foreseeable future. The Middle East is one of the most prominent regions in the world which is the owner of 

an E-commerce market that is expected to expand its sale volumes to $4.3 billion in 2020 from $22.3 billion in 

2016.  Saudi Arabia is the country that is expected to experience the largest growth in the GCC E-commerce 

market (42%), followed by UAE (38%), Qatar (10%), Kuwait (25%), Oman (6%) and Bahrain (2%).  

With the Millennial generation being the one most familiar with the use of tablets, smartphones, and 

computers, this demographic in the GCC, UAE more specifically, is the one spending almost 6 ½ hours online 

each day. Once their mind has been made upon a product/service they proceed to purchase it with no second 

thoughts. The average amount of money the GCC Millennials spend online on a single product amasses up to 

$332. 

Home improvements and innovations are some of the top reasons that lead to furniture and furnishing 

purchases, and in the GCC countries, plenty of people have plans to do that this year. What also adds to the 

furniture demand is the fact that Saudi Arabia is expected to build 500,000 new homes throughout 2018, which 

will be in need of furniture and furnishing. 

ABC’s competition consists only of indirect competitors such as, Home Box, IKEA, CB2 and other similar 

companies, which do not possess the unique business platform ABC will conduct its operations on. 

On this platform, furniture designers, furniture makers, and customers will be able to interact with each other 

on both, internationally and locally. The designers will be able to publish furniture piece designs to the 

platform, the customer can choose between designs and decide on a furniture maker to execute and deliver 

the piece to the customer. Furthermore, the company will offer its own furniture designs too. On every 

occurring transaction, ABC will earn 15% of the transaction cost and will focus its efforts heavily on reaching 

the client audience via various online promotion and marketing campaigns and strategies. 

The general manager of ABC will be responsible for all major decisions, operations, and processes, meaning all 

other team members will be directly answering to him. ABC’s team will consist of Office Administrator & 

Accountant, CAD Technicians, Customer Relationship Officer, Senior Developer/System Administrator, 

Assistant Developer as well as a Public Relation/Social Media Officer. 

The strong points ABC has upon entering the market is the ability to provide a variety of products to their 

customers in one place. Next, the company’s website allows for easy access to 3D showrooms, furniture 

previews and fast and simple online payment. Additionally, ABC will uphold quality standards and enforce them 

onto the furniture designers and furniture makers who wish to access customers via ABC’s platform. One 
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drawback is the limited potential customer base, the majority of the visitors to ABC’s website are expected to 

tech-savvy customers. Some customers might be reluctant to make a purchase if they cannot “experience” the 

furniture piece in real life. Not being able to touch, feel and see it in person might drive some customers away. 

On the other hand, the lack of this type of service in the GCC region is what makes ABC stand out and offer a 

new and exciting way to browse and purchase bespoke furniture.   

Some of the more serious threats that ABC needs to be wary of are the political instabilities in neighboring 

countries and the possibility of them transferring into Kuwait. Big corporate competitors that may copy ABC’s 

platform and business model, and bully out the company out of the marketplace. Lastly, the low-quality designs 

and furniture pieces that are made in a feeble fashion should be reduced to a minimum.  

The financial projections indicate that ABC will not be making any profits during the first three years, since 

starting its operations.  The losses are expected to decrease in the second year. In the first year of operations, 

the company will record a shortage of 16,040KWD, decreasing to 14,040KWD in the following two years. 
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INTRODUCTION  
In today’s business world, innovation is key to success. The rapid growth of the internet and technology 

provides endless possibilities for new business start-ups to offer creative solutions. Buying and selling online 

creates opportunities accompanied by very small expenses. All it takes is to offer consumers a simple, fast and 

exciting way to shop on the internet.  

In order to evaluate the business climate for the business, a thorough inquiry and insightful information 

regarding the target market, industry trends, the customer demographics and competition will be provided in 

the following pages. 

Market Overview 
Over the past several years, E-commerce has transformed how people buy and sell products and services 

online. The Internet provides a fast and easy way for people to purchase things without having to visit an actual 

store. An online store can reach customers anywhere in the world. In fact, online shopping has become popular 

so much so many vendors sell only online with no physical, brick and mortar location. 

Global E-commerce and online retail sales have grown dramatically over the past decade, and the good news 

for E-commerce businesses is that it doesn’t look like there will be a slowdown anytime soon. In an article 

written by Retail Emarketer, the E-marketer estimates that worldwide retail e-commerce sales increased from 

$2.290 trillion in 2017 to $4.479 trillion by the end of 2021, equating to 16.1% of the total retail sales. 

According to an article published by Indivirtual, the online shopping in the Middle East is rapidly evolving and 

has grown by 1500% over the last decade. With a dynamic young population and one of the highest global per 

capita internet penetration levels, the online spending potential is quickly emerging as one of the highest in 

the world. As reported by The Next Web, the Middle East is one the fastest growing e-commerce markets in 

the world. The same report also projects that the sales volume of this region will expand to $4.3 billion in 2020 

from $22.3bn in 2016. 

As stated in an article published by MallfortheWorld, in 2015 it was witnessed that the E-commerce industry 

set its new benchmarks in the Middle East with juiced up online sales that hit the $15 billion mark, a figure that 

was never anticipated to be achieved. The Middle East is essentially the fastest growing hub for online 

businesses. However, it did happen and out of the 4.44 million shoppers in the region, almost everyone 

contributed even to the smallest fractions. 
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The chart above is showcasing the growth rate of the E-commerce market in the Gulf Cooperation Council in 

2015, and makes forecasts until the year 2020, by country. According to Statista, it is expected that in 2020 the 

growth rate for the E-commerce market in Saudi Arabia will reach 42%, with The United Arab Emirates grasping 

38%, Qatar 10%, Kuwait 6%, Bahrain 2% and Oman 2% of it. 

Also, the E-commerce market in the Gulf Cooperation Council (GCC) region is expected to grow to $20 billion 

(Dh73.4 billion) by 2020 from $5.3 billion in 2015, as online shopping grows in the region, according to a report 

by the global consultancy AT Kearney. 
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In another report published by AT Kearney, there’s a graph which reveals that with a 30% CAGR, E-commerce 

is expected to outpace traditional retail’s 9% CAGR in the observed period from 2015 to 2020. Several factors 

will drive this growth, including greater awareness of E-commerce, higher online conversions, and more 

retailers offering E-commerce solutions. By 2020 it is predicted that Saudi Arabia will grasp 42%, The United 

Arab Emirates will have 38%, Qatar 10%, Kuwait 6%, and Oman and Bahrain 2% of the GCC E-commerce market. 

The future of E-commerce in the Middle East is promising. The e-commerce players in the Middle East and 

their success are inspiring other players for building great products and services apart from building trust in 

the local community. 

With the sophistication of the internet and the booming growth of the E-commerce, the combined furniture 

and home furnishings industry has been one of the big recipients of this growth, according to an article 

published by “Home Furniture Business”. It is estimated that in 2015 the internet E-commerce sales of furniture 

alone has estimated $14 billion or approximately 15% of the furniture industry sales.  

Since the bottom of the recession in 2009, 

the total furniture industry sales have grown 

24.1%. Much of that growth can be 

attributed to the rise in E-commerce. Actual 

brick and mortar store sales of furniture are 

up 13.8% since 2009, while E-commerce has 

grown by 168%. In 2015 the share of E-

commerce has grown from 3.2%to 15.3%. 

The furniture sector is positively influenced 

by the continuous development of new 

housing units, which partially has to do with the young and growing population. The countries from GCC are 

definitely net furniture importers. Their economies can rely on huge oil and gas reserves and feature fast 

growing construction sectors, with great prospects of profits for furniture exporters, both in the low and high 

end-markets.  

INDUSTRY TRENDS 
In a report commissioned exclusively by MarketResearch, it’s explained that as the year progresses onwards, 

few outstanding trends concerning the E-commerce Furniture Industry market have been noticed. Some of 

them are: 

1. The rise of telecommuting is driving the demand for home office furniture. 

The need for home offices increased during the financial crisis in 2008-2009. The European debt crisis in 2011-

2012, drove the increasing demand for computers, desks, office chairs, and filing cabinets. Consumers quickly 

found that their home offices had multiple uses, and they often preferred to buy versatile furniture that could 

cover up office equipment, when not in use. 
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2. Multi-functional, versatile furniture is gaining popularity. 

The number of single and two-person households has been increasing, resulting in the demand for small and 

portable furniture. Consumers have also been looking for furniture that is multi-purpose, foldable, and 

technology-driven, especially when it comes to living in smaller spaces. 

3. Home Furnishings and E-commerce. 

E-commerce is not only the biggest source of growth in the world for the furniture and home furnishings 

industry, it is also the largest source of disruption. Experts predict that online sales will continue to rise. Online 

stores are becoming the fastest-growing channel at a CAGR of 16.6%. Many companies are putting more efforts 

towards their online retail stores, by adding benefits for consumers who shop online such as free delivery and 

installation, and even same day pick-ups. 

4. The demand for luxury furniture is increasing. 

As the economy grows, more consumers are willing to buy luxury items for their living and work environments. 

The global luxury furniture market is expected to grow at a CAGR of over 4 percent between 2015 and 2019. 

5. More furniture vendors are choosing to go green. 

With luxury comes the expanding trend to go green. Many vendors are developing eco-friendly furniture. This 

trend is driven by environmental concerns, such as the problem of deforestation. Although the eco-friendly 

furniture is more expensive, the demand is on the rise, making it worthwhile for manufacturers and companies 

to offer these products 

TARGET MARKET 
The Gulf Cooperation Council countries with Kuwait being one of them, are well positioned to experience the 

E-commerce expansion due to their high internet penetration (e.g. 92% of UAE and 65% of Saudi Arabia) and 

the fast-growing number of tablets, smartphones, and computers, which will enable the Gulf population to 

ease organically into online shopping, according to AT Kearney.  

Online shopping is popular among millennials in the GCC, with around 76% of UAE and 58% of Saudi Arabia 

millennials shopping online, according to Visa’s report. Visa’s research states that Millennials are heavy users 

of digital technology and consumers of digital content. 
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In UAE for example, Millennials claim to spend 6.5 hours 

online each day, compared to 4.5 hours for KSA 

Millennials. Although smartphone ownership is near-

universal, they do use a mix of different digital devices to go 

online. Males in both countries prefer to use a laptop for 

most of their browsing, while females favor tablets. With 

the growth of the e-commerce market, the number of 

industries that are closely related or even dependent on the 

e-commerce market, have also increased. More 

participants in the e-commerce market mean even greater 

potential for online customers. 

 

The chart presented above was taken from Statista, and it showcases that the Revenue in the "E-commerce" 

market amounted to US$6,128m in 2018. It can be seen that amongst the most sought out products that 

consumers like to purchase online, are fashion, electronics & media products, food & personal care products, 

toys as well as furniture and appliances.   

The market's largest segment is the segment "Fashion" with a market volume of US$1,910m in 2018. In the 

same year, even though the furniture & appliance segment is second to last in size, it is still considered as a 

cornerstone of the e-commerce market.   
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The total e-commerce industry revenue is expected to experience an annual growth rate (CAGR 2018-2022) of 

11.3 %, amassing a market volume of US$9,405m in 2022. 

In a survey made by KPMG, which studied consumer behavior, revealed that UAE residents spent an average 

of $332 on a single online purchase. After careful consideration and deliberation, once the UAE’s resident has 

decided on the product/s they want, they will continue to fill the online shopping cart, and purchase them 

without any second doubts. 

Virtual Info System launched a survey demonstrating that even if 23.6% of the UAE population now prefers 

shopping online, 76.4% of them prefer to shop at their usual brick-and-mortar stores. Also, in a country where 

cash-on-delivery stays the most popular payment methods, online payment services had to come with some 

kind of innovation to pique the customers’ interest. For example, in order to be on par with the E-commerce 

development in the country, CASHU has launched a prepaid card specially designed for online purposes. 

The vast room for innovations in the e-commerce industry in the GCC countries, provide and support the 

opportunity to create an e-commerce platform where customers can browse unlimited quantity of furniture 

designs posted by various furniture designers and decide which one to commission to be made. 

The number of potential customers who are interested in purchasing furniture online greatly depends on the 

increased numbers of new homes, as well as the growing trend of owning designed, bespoke furniture. 

According to a research published by International Trade Administration, it was established that the countries, 

members of the GCC will continue trying to steer the economy away from the oil and gas sector. A strong push 

into supporting the tourism, as well as the infrastructure and residential markets will follow. For example, 

Saudi Arabia is expected to continue pursuing expansionary fiscal policy through 2018, which will include 

construction of some 500,000 new affordable homes. 

There is a research from the home and lifestyle channel HGTV, which published an article in the Gulf News that 

surveyed 2,700 respondents living in the Gulf (excluding those in Saudi Arabia). According to the survey, 66% 

of respondents are interested in finding new ways to improve their home in the next year. This includes the 

55% eager to invest in rental properties in order to re-decorate the interiors of their homes, as well as 45% 

of homeowners who are planning to renovate kitchens, making them more functional.  

Competition Overview 
In order to identify the business’ competitors, it is important to understand the different services available on 

the market, which count as alternatives or substitutes to the products/services ABC offers. Because of the 

popularity of E-commerce in the world, the market for E-commerce Platforms for the Furniture Industry has 

too, experienced growth and have convinced even more consumers to buy different pieces of furniture on a 

regular basis online. 

After a thorough google search, it was concluded that there weren’t any direct competitor companies present 

in the Middle East or GCC countries which have the same business concept as ABC’. However, there are other 
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companies such as Furniture retail stores and online furniture stores that can meet the same customer 

demand/need. According to these categories, further research on the competitors in that segment followed. 

Once defined, the competitors have been analyzed though few criteria such as product features, customer 

satisfaction and social media etc. In the spaces below the detailed competition and analysis are presented. 

FURNITURE RETAIL STORES 
The competition for the furniture retail stores was chosen by location, their offers, and customer satisfaction. 

After reviewing the suggested websites and deciding whether they are a relevant competitor, the 6 most 

popular companies with similar services and products were chosen. Other websites like Similar Web and Owler 

were also used to find more information about the competitors, such as the year they were founded, their 

headquarters, products etc. 

Objekts of Design is a company for furniture, with a retail showroom 

located in Dubai, UAE. The company brings a vast variety of unique 

collection of fresh and original designs, perfect for today’s modern home.  

Offer: They offer a unique collection of contemporary living room, dining 

room, office space furniture, and bedroom. Their furniture items include funky sofas, colorful chairs, modern 

pieces in vivid colors and inspiring designs.  

Showroom: Objekts of Design has a showroom located in Al Quoz, Dubai and a warehouse located behind the 

Gold & Diamond Park.  

Customer satisfaction: They have a 5 out of 5 stars rating on Facebook, which hints at the high customer 

satisfaction. Objekts of Design’s marketing methods are solely based on social media platforms like Instagram 

and Facebook, with a solid following with 16.1k on Instagram and 5,832 likes on Facebook.  

Wysada is an online retailer that sells luxury interior and homeware products from 

recognized and upcoming brands. With headquarters in Amman, Jordan, UAE, and also 

with offices in Dubai, London, Hong Kong, Portugal, and Turkey, Wysada is a new 

concept of exclusivity that offers members fast and easy access to irresistible interior 

design and homeware offers. Their mission is to become the leading, luxury interiors 

online private sales club in the Arab world. Wysada stands out among the rest by providing customers with 

unparalleled regional competency, global sourcing, and luxury lifestyle design expertise teamed with reliable 

deliveries and an outstanding customer service team.  

Offer: The company’s range of products include Décor & Accessories, Furniture & Lighting, Bed & Bath, Kitchen 

& Dining, Kids & Babies, Gifts & Gadgets, Electrical & Home Appliances, Outdoor & Garden.  

Customer satisfaction: Wysada’s customer satisfaction can be seen in their huge customer following on their 

social media profiles. Wysada’s Facebook profile has 373,063 likes, Instagram 7,612 followers, Twitter 4,752 

followers and their Pinterest profile 1,125 followers. 
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Al Rugaib Furniture was established in 1958 in the city of Al Khobar, Saudi 

Arabia. In 1995, they made a leap forward and relocated to an existing 5,000 

square meter flagship showroom. Al Rugaib Furniture carefully selects their 

furniture pieces from Germany, Italy, and Denmark and make them available for purchase to their clients at all 

time. They also source furniture in both classic and modern design to their customers from the best global 

brands. 

Offer: They offer a unique collection of beds, wall décor, sofas and loveseats, coffee and end tables. Vendors 

for Al Rugaib Furniture are Caracole, Uttermost, Bernhardt, A.R.T. Furniture etc.  

Showrooms: They have showrooms located in Al Khobar, Riyadh and Jeddah.  

Customer satisfaction: The company has a Facebook following of 28,110 people, an extensive following on 

Instagram with 376k followers and a Twitter profile followed by 2,813 people. 

Ebarza is an online furniture retailer in Abu Dhabi, UAE, focused on delivering 

fashionable, contemporary furniture and decorations to style-minded 

customers. With design influences sourced predominantly from Europe and 

America, they offer replica designer furniture for their customers’ home or 

workplace at affordable prices. They import directly from their manufacturers, which means that they offer 

exceptional wholesale pricing on all of their premium products. Ebarza selects and works closely with quality 

manufacturers.  In addition, they operate a rigorous, UAE based, quality control program. Ebarza holds all their 

product range in stock and there is generally, no wait time on their products.  

Offer: Ebarza product catalogs include modern, contemporary, and classic furniture suited for residential and 

commercial use.  

Customer satisfaction: Ebarza has a great social media following and customer satisfaction, with 264,568 likes 

on Facebook, 4,214 followers on Pinterest and 10.3k followers on Instagram. 

Home Box is a one-stop shop offering smart furniture and furnishings for everyday living, at 

affordable prices. At Home Box, the market is constantly researched and endeavored, for 

creating products that fulfill the needs of their customers. Their aim is to fill the gap in the 

market for fashion-forward, contemporary home essentials at value-for-money prices. 

Owned and managed by the Landmark Group, the brand has an extensive range of great 

quality products. Home Box has a mobile app that is designed to make shopping for modern furniture, home 

furnishings and home décor easier than ever. The mobile app can be downloaded from the Google Play Store 

and the App Store. 

Offer: Home Box catalog, which includes furniture for kitchens, bedrooms, dining areas etc. 

Showrooms: Their first store was launched on November 16th, 2013 in Al Qassimia, Sharjah and today, Home 

Box has been successfully expanded in 3 countries – Saudi Arabia, the UAE, and Bahrain.  
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Customer satisfaction: The company customer satisfaction can be seen in the number of satisfied customers 

that follow their social media profiles on platforms like Instagram, with 13.1k followers and Facebook profile, 

amassing 55,837 likes. 

Boo-Burys is a British company based in Dubai that provides their customers an 

abundance of choice in tailoring each order to suit their specific requests. They 

also pride themselves on their high standards of British manufacturing quality and 

fire safety standards, with delivery times to the UAE ranging between 8 to 12 

weeks. Using durable materials with hardwood frames, sprung seats, sumptuous fillings, they strive to deliver 

quality items of furniture that will last a lifetime.  

Offer: Boo-Burys brings their customers quality furniture products like handcrafted luxury sofas, corner sofas, 

sofa beds, chesterfields, chairs etc. 

Showrooms: Boo-Burys showroom is located in Dubai, UAE.  

Customer satisfaction: The company has a Facebook page with 1,836 likes, Instagram profile with 1,086 

followers and Twitter profile with 60 followers. 

ONLINE FURNITURE STORES 
 

The Online furniture stores are made of all the companies on the market that can influence the ABC’s market 

share negatively, by offering alternative solutions to the same customer segment. For the E-commerce 

furniture industry, the competition can be divided into the following categories: 

• Vast web stores that offer products from various categories, including furniture, such as Amazon, 

Walmart, BestBuy etc. These companies don’t specialize in furniture products, but they sell furniture 

amongst the plethora of other product categories. 

• Companies that are manufacturers of furniture pieces and use e-commerce to sell their products 

online. These companies offer the same product or a very similar one. Here are some examples: 

IKEA is a Swedish-founded multinational group, headquartered in the 

Netherlands, which designs and sells ready-to-assemble furniture, kitchen 

appliances, and home accessories. It has been the world's largest furniture 

retailer since at least 2008. The company is known for its modernist designs for various types of appliances and 

furniture, and its interior design work is often associated with an eco-friendly simplicity. 

In addition, the firm is known for its attention to cost control, operational details, and continuous product 

development, corporate attributes that allowed IKEA to lower its prices by an average of two to three percent 

over the decade to 2010 during a period of global expansion.  

The company is one of the most followed furniture company with 25,712,156 likes on Facebook and 377K 

followers on Twitter. 
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Design Within Reach is the source for some of the best modern furniture design, 

from iconic mid-century works to innovative items. They sell clean and simple 

furniture and accessories, representing designers, materials, and processes that 

span categories and countries. Many of the items in their assortment are contract 

quality and are used in restaurants, hotels, and schools around the world. Design 

Within Reach has 207,887 likes on Facebook and 304k followers on Instagram. 

CB2  is the go-to destination for modern furniture, decor, and housewares for the 

creative and contemporary apartment, loft or home. They first opened in Chicago, 

and later they expanded the business to cities across the country, from New York 

City to Austin to San Francisco. At this moment CB2 has 14 urban stores in Chicago, 

New York (SoHo and Eastside), San Francisco, Berkeley, LA, Costa Mesa, Paramus, Austin, Miami, Washington, 

D.C., Minneapolis and they also have international stores in Toronto and Vancouver. CB2 offers a collection of 

different furniture that includes sofas, chairs, coffee tables, beds and other categories like lighting, art, rugs, 

pillows, wallpaper.  

The company has a Facebook page with 259,846 likes, Instagram profile with 262k followers, Twitter profile 

with 22.5K followers and a Pinterest with 41,961 followers. 

Governmental Aspect 
There are various legal and governmental frames that are involved in the process of establishing an e-

commerce based business. First, the type of company should be considered. There are multiple options under 

Kuwaiti law and each type has its own responsibilities and consequences depending on the partnership that 

the founder would like to create. These are some of the legal requirements that enable legal and ethical 

functioning in the E-commerce platform industry: 

1. Whether you are launching a shop or a stall, you will need a license from your local council. 

Councils vary in terms of their requirements but you usually have to pay a small fee. You may also 

have to pay business rates, which depend on location and size so make sure you get in contact 

with your local authority before taking any steps forward.  

2. The Kuwait Government’s e-Government website offers basic services for both individuals and 

businesses. An electronic signature law, based on the United Nations Commission on International 

Trade Law (UNCITRAL) laws on electronic commerce, has been approved, and e-signatures are 

being used by some government offices. 

3. The Kuwait commercial law for obtaining a commercial license/permit states that there must be 

a physical commercial location. Other countries in the Gulf Cooperation Council do not have such 

requirements. Commercial locations are in specified areas only and that does not include 

residential areas so the individual can’t start a business from their home. 

4. Local companies that provide online payment platforms can’t provide their services to non-

registered companies. 
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5. With the new law reforms, there are some exceptions to the rule, but generally, a Kuwaiti citizen 

has to own 51 percent of the shares of the company, in order to practice business in the country.  

6. When the founder submits the papers to obtain a permit, they will also need to register the 

company’s trademark including the logo. So it is advised that those issues are finalized internally, 

before submitting the documents. 

7. A general partnership agreement can be found at the Ministry of Commerce, also the general draft 

for the articles of association of the company. It is advised that it should be read and reviewed 

carefully even if they are general and are commonly used in Kuwait. The Internal policies are also 

things that should be considered. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

CMA Data Classification: Public 
 

INTERNAL ANALYSIS 
With the completion of the external analysis, where information regarding the business’ external surroundings 

was presented, this chapter will focus on elaborating the inner-workings and mechanisms of ABC that enable 

the company to properly do its business operations and activities. 

The internal analysis will expand upon the company’s business model, the business’ mission and vision, 

marketing mix, as well as the organizational structure and process workflow. 

Business Model 
The company business model, in its uniqueness, revolves around a 3-sided online marketplace.  

In this marketplace, visitors are able to browse a vast gallery of furniture designs, posted by a plethora of 

furniture designers. These designs, which are posted as “3D concepts” will include technical drawings and 

sometimes real-life images. Once the visitors find their desired furniture piece, they can further browse 

available furniture makers within their country, which have already agreed to produce the piece for a certain 

price. 

In short, this is how the three sides of the marketplace, the customers, designers, and makers will interact with 

each other and form the online marketplace: 

 Customers can select a preferred furniture design among different shopping categories, then they can 

select the preferred maker to execute the piece. Once they commit the transaction with a payment, 

the money will be escrowed to the platform account until the maker delivers the piece to the 

customer. The cultivated amount will be then transferred to the maker account after deducting 

commissions, one for the designer and another for the platform.  So the platform will receive a 

percentage for every occured transaction. Designers, on the other hand, will receive a percentage for 

every design they own that gets executed.  

 ABC customers are able to purchase designs through another route also. They can submit a textual 

description of a furniture design they desire and/or submit a sample image.  The platform 

administrators will generate a 3D concept and technical drawings for the requested design. The 

generated design will be published under a special category called "Customers Inspired Designs", from 

which makers can browse those designs and add what they desire to their making profile with a price 

tag and a timeframe for delivery. Customers can then follow the regular procedure to purchase those 

pieces (as described in the paragraph above).  
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MISSION AND VISION 
The Company’s mission is to facilitate the process of local execution for unique bespoke furniture 

designs, by bringing together international designers and makers from different regions to cater for relevant 

customers.  

ABC’s vision is to be the “go-to” spot when it comes to purchasing bespoke furniture in the Middle East 

countries. 

Product/Service Specification 4P 
The marketing mix will enable the company to combine the 4P’s (product, place, price, and promotion) in order 

to have the best possible market exposure and reach the desired client audience.  

PRODUCT/SERVICE 
ABC will offer a couple of services to the company’s customers. 

First and foremost, ABC provides a free-of-charge marketplace 

that host a rich database of unique furniture designs. 

Next, the business will offer customer-inspired furniture designs, 

which will also be free-of-charge. 

Through those two services, ABC also provides a free-of-charge 

channel where customers, designers and furniture makers can 

reach and communicate with each other. 

The platform generates money only once a purchase transaction 

occurs. The money will be generated according to the described scheme above. In the case where the 

purchased design was created by the platform itself, the design commission will go to the platform on top of 

the regular transaction commission.  

PRICE 
The price for ABC’s chargeable services will be presented in this segment of the marketing mix. 

The facilitation of transactions that are done on the company’s platform between the 3 users’ types 

(customers-designers-makers), will cost 15% per transaction cost. 

The design commission for the special bespoke furniture requests will also 15% of the total making cost.  

PLACE (DISTRIBUTION) 
ABC will not have a physical location for inventory, showroom, or logistics administration because the business 

at its core is an online marketplace that facilitates services between buyers and sellers. The only brick and 

mortar establishment the business will own will be a working office in Kuwait for administration purposes.  

PROMOTION 
Since the company will abandon the traditional brick and mortar type of offering and selling products/services 

to customers, promotion (especially online promotion) plays a massive part in the success of this business 

venture. 
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ABC has some strategies on how to reach the customer audiences, in order to promote their products and 

services. They are detailed below. 

 Having representatives in the GCC region countries and contracted/registered furniture makers in 

each of those countries.   

This way the company will have a network of furniture makers in each country In the GCC region, which 

will help the business promote locally in each country, which will work both ways in the terms of 

promotion. ABC will promote the local furniture makers on their website, and the local furniture 

makers (which already have built a name for themselves and trust among customers) will funnel their 

customers to ABC’s platform.  

 ABC will have a presence on prominent and renowned social media platforms, such as Facebook, 

YouTube, Instagram, Snap Chat, LinkedIn, Pinterest and Twitter.  

The majority of the world population spends a vast amount of time on these and other similar social 

media websites, ergo the promotional exposure and the chance to familiarize the public with the 

company’s business using these promotional channels, is a valuable asset in the pursuit to reach wide 

client audiences. 

 Another strategy ABC will consider employing is influencer marketing, the practice where celebrities 

or renowned public personas will vouch and endorse the platform to people. 

 Content marketing. This type of marketing is all about storytelling. ABC will consistently publish 

articles, texts, new exciting and developing stories that are related to furniture and furniture designs, 

which would generate following among the people interested in purchasing a piece of furniture. Once 

the audience is familiarized with the company and its offerings, sales are anticipated to follow.   

 Furthermore, an active blog will be kept on the ABC website, where visitors will be able to read fresh 

news and various platform stories. Blog posts will also be broadcasted through ABC social accounts 

and vice versa.  

Process Workflow 
The process workflow is the segment of the business plan where the exact interactions of the business’ 

functioning will be graphically presented and explained.  

The explanations below will cover the process of how the customers can find and get their piece of furniture 

via the platform the company offers:  

1. The customer browses various furniture designs on ABC’s website under different categories. 

2. The customer selects the design they like. 

3. The platform lists the available makers for the selected design. 

4. The customer selects the preferred maker based on price, the timeframe of delivery, or other 

customers' reviews. 

5. The customer completes the transaction by commit payment (escrow the amount). 

6. The maker will execute the piece (outside the platform) and then deliver it to the customer!  
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The other method available to customers for obtaining their new favorite piece of furniture via ABC includes 

the following few steps:  

1. The customer submits their own furniture design idea. They can do so by textual description or 

sample images. 

2. ABC generates 3D concept and technical drawings for the idea and publishes it under "Customer-

Inspired Design" category. 

3. Makers can view the newly posted design and associate it with their portfolio. 

4. Customers get notified if a maker from their country associated the design to their portfolio. 

5. The customer can select the maker or the preferred maker (if more than one available). 

6. The maker will execute the piece (outside the platform) and then delivers it to the customer!  

 

 

 

 

 

On the backend, ABC facilitates intricate interactions. These interactions enable the services offered to 

customers as described above. Marketplace. 
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What is important to emphasize here, is that the costs for transportation, shipment and the delivery of the 

furniture piece completely relies on the maker that was tasked with the production of the furniture piece in 

the first place. Exercising this practice greatly reduces potential delivery costs. 

Organizational Structure 
The organizational structure illustrates the business’ management and the team of employees that will operate 

and will work towards achieving success.  

General Manager 

The GM is responsible for all major decisions and will oversee all operations and processes within the business. 

All team members will be reporting directly to him. 

Office Administrator & Accountant  

Amongst welcoming visitors and providing assistance as needed, the office administrator will also be tasked 

with creating, updating and maintaining personnel records, financial records, and provide appropriate 

accounting/bookkeeping services. The administrator will also provide support to the general manager and 

organize any traveling arrangements for the office staff and the general manager.  

CAD Technicians  

CAD technician uses design softwares to create technical drawings of customer requests for bespoke furniture. 

Those are the drawings that will be published under “Customers Inspired Designs”.  

They also help in control quality of submitted designs from designers and recommend corrections if any.  

Customer Relationship Officer 

This employee will respond to the concerns and feedbacks of the customers. They will handle the concerns of 

the people who engage in purchasing the products and services ABC offers. Some of the other responsibilities 

will be understanding the customer’s concerns whilst communicating with the general manager, investigating 

potential problems, monitor competition, and uphold healthy and firm public relations. 

Senior Developer/System Administrator 

The system administrator will be responsible for the upkeep, configuration, and reliable operation of the 

platform. The system administrator will try to ensure that the uptime, performance, resources, and security of 

the system to meet users’ needs. They will also acquire, install and/or upgrade the system and its add-ons, 

maintain security policies, and offer technical support for related projects. 

Assistant Developer 

The general tasks of the assistant developer consist of providing administrative and supportive assistance to 

the main developer. Some of their duties include helping in backup, maintain, design,  document, write, review, 

troubleshoot, and test the code. 
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Public Relation/Social Media Officer 

The social media officer will administer the company’s social media marketing and advertising. Their duties 

include, but are not limited to deliberate planning and goal setting, development of brand awareness and 

online reputation, content management, SEO (search engine optimization) and generation of inbound traffic, 

as well as the cultivation of leads and sales. 

SWOT 
SWOT analysis (strengths, weaknesses, opportunities and threats analysis) is a framework for identifying and 

analyzing the internal and external factors that can have an impact on the viability of the ABC business venture. 

The framework is considered a powerful support for decision-making because it enables the entity to uncover 

opportunities for success that were previously unarticulated or to highlight threats before they become overly 

burdensome. 

As its name states, a SWOT analysis examines four elements: 

 Strengths: Internal attributes and resources that support a successful outcome. 

 Weaknesses: Internal attributes and resources that work against a successful outcome. 

 Opportunities: External factors that the entity can capitalize on or use to its advantage. 

 Threats: External factors that could jeopardize the entity's success. 

In the spaces below the SWOT explanations and the matrix regarding ABC will be presented. 

STRENGTHS 
1. Variety of products in one place – this increases the chances for customers that have different 

furniture preferences to come to ABC’s website and find the exact piece they were looking for. Wide 

product portfolios lead to more customers. 

2.  Ease of selection and payment – ABC’s customers have access to the furniture showroom 24/7, and 

are not limited to a single catalog of a single furniture maker or designer. They can browse with great 

ease, and make payments for their desired furniture, anytime in a matter of few clicks. 

3. Quality control – the company will abide by official quality standards and will make sure that the 

furniture makers ABC does business with, are also upholding a specified quality requirement during 

the furniture piece production, as well as after the piece’s completion.  

WEAKNESSES 
1. Limited segment of potential customers – this online technology-oriented furniture market shows the 

most promise among the tech-savvy millennial demographic, people aged between 20 and 40. This 

limits the potential clientele, since people that are not using technology or smartphones for shopping 

or paying their bills, might have difficulties navigating through the ABC’s website and eventually 

making a purchase. 
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2. Unavailability of real-life samples for all published designs – the drawback of having a potentially 

limitless online furniture designs database, is that the best in-person experience the customer can 

have with the furniture piece is via looking at its 3D model. The lack of real samples might turn some 

potential customers away. 

OPPORTUNITIES 
1. Positive changes in the market – with the online furniture shopping practice becoming one of the 

fastest-growing channels of sales in recent years, ABC will tend to that specific market segment and 

satiate their demand for a quick and easy way of purchasing a quality piece of furniture. 

2. Advancements in AR (augmented reality) and VR (virtual reality) technology, which can be utilized 

on the platform – Tech savvy enthusiasts are sure to be drawn to the AR/VR platform ABC offers. Some 

might simply come to see how their new favorite piece of furniture will actually look like in their real 

rooms, and others (interior designers) might seek to stay and inquire more about ABC and their 

extraordinary platform. 

3. The lack of this type of service in the Gulf Cooperation Council (GCC) region – the uniqueness of the 

platform and the majority of benefits it offers to its customers (online designs browsing, time-saving, 

3D visualization, furniture maker selection etc.) is what makes ABC stand out and provide its customers 

with carefully and uniquely crafted products, which are not vastly available in the GCC region at least.  

THREATS 
1. Political conflict arising in the region might affect the consumer base – the country of Kuwait although 

considered one of the richest per capita countries in the world, is neighbored by unstable countries. 

The political conflicts might affect the local market and reduce customers’ tendency to spend money 

on luxurious stuff.  

2. Low quality of design execution by some makers. In the case where the majority of ABC’s furniture 

designs portfolio is getting execute it by inexperienced makers will affect customers’ satisfaction and 

causes disputes where ABC shall resolve by refunding the escrow payment to the customer.  

3. Copying ABC’s designs by makers from outside the platform – the designs that are available on the 

company’s website could be data mined, extracted and copied without the company’s knowledge 

and/or permission. This may give birth to 3rd party rogue entities that produce furniture according to 

ABC’s designs and blueprints. 

4. ABC’s business model being copied by a big corporate competitor – the success of the platform, might 

be facing an unfair competition by large corporations, which have a lot more finances and human 

resources to successfully integrate (copy) ABC’s business model, expand the operations internationally 

and bully-out ABC out of the market. 
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Strengths 

 Variety of products in one place 
 Ease of selection and payment 
 Quality control 

 

Weaknesses 

 Limited segment of 
potential customers 

 Unavailability of real-life 
samples for published 
designs 

Opportunities 

 Positive changes in the market 
 Advancements in AR and VR 

technology 
 Uniqueness of the service 

model 

Threats 

 Political conflict arising in 
the region might affect 
the consumer base 

 Low quality of execution 
 Copying ABC’s designs 

and execute them outside 
the platform 

 Copying ABC’s business 
model  by a big corporate 
competitor 

 

Risk Analysis 
Risk analysis is the systematic study of uncertainties and risks that are encountered in business, public policy, 

and many other areas.  Risk analysis seeks to identify the risks faced by ABC business, understand how and 

when they emerge and estimate the impact of adverse outcomes.  

The purpose of the risk management section is to look at the weaknesses and threats of the business more 

closely, view and assess the risk of failure, as well as provide viable solutions on how to avoid them, if possible. 

The probability of the “risk” occurring, will be rated on a scale of 5, with 1 being the lowest and 5 the highest 

grade. The “risk” impact on the business will be rated in the same manner. When the risk probability and impact 

values are multiplied, the total risk value is gained. The total risk value presents the intensity of the risk it has 

on the business, where 25 is the highest and 1 is the lowest value.  
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Risk Probability Impact Total Action 

Limited segment of potential customers 

 

2 4 8 Risk  Mitigation 
In time, ABC could look to expand its 
customer base via including populace 
from the generation X demographic, 
by direct promotional campaigns that 
inform them in short, simple 
messages on how and what the 
company does. 

Unavailability of real-life samples for 
published designs  

5 2 10 Risk Mitigation 

This fact should be overshadowed by 
presenting the added benefits users 
receive whilst browsing a high 
definition online 3D furniture 
concepts, viewing it from different 
angles, and doing close-up 
inspections. A trusted brand image 
will also minimize the impact of this 
risk. 

Political conflicts arising in the region 
might affect the consumer base 

 

3 5 15 Risk Mitigation 

ABC should diverse its published 
designs, and not to focus on only 
expensive items. Availing interesting 
designs for household items that are 
priced reasonably, will encourage 
customers to spend without many 
worries.   

Low quality of designs’ execution by 
makers 

3 5 15 Risk Mitigation 

ABC should control the quality of 
submitted furniture designs by 
designers to make sure it is well 
understood by averagely experienced 
makers.  Moreover, ABC shall 
carefully select the first group of 
registered makers to build a strong 
brand reputation relying on their 
high-quality production. 

Copying ABC’s designs and execute them 
outside the platform 

3 2 6 Risk Mitigation 

ABC will not reveal technical drawings 
for unregistered makers to minimize 
the possibility of stealing the designs. 
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Financial Plan 
The financial plan is a comprehensive evaluation of a company’s current and future financial health by using 

currently known variables to predict future cash flows, asset values, and withdrawal plans. These metrics are 

used along with estimates of asset growth to determine if an entity’s financial goals can be met in the future, 

or what steps need to be taken to ensure that they are. In the section below, the financials for ABC will be 

presented, along with the assumptions which were used in the makings of this financial model.  In our 

projections, we made calculations for the first three years of the business’ operations. 

ASSUMPTIONS 
These are the assumption upon this business model is based on: 

 Each month, at least 200 transactions will occur, which will bring in 10KWD each. 

 The CEO salary will amass 500KWD per month, the Office Administrator & Accountant will receive 

150KWD on a monthly basis. The Customer relationship officer’s salary will equate to 300KWD per 

month, Resident Developer/System Administrator’s pay will be 400KD per month. The Social Media 

Officer will be paid 100KWD per month, whilst the CAD technicians (which will work part-time) will 

receive an hourly pay of 7KWD per hour. Same as the CAD technicians, the Assistant developer will 

also be employed part-time, earning 10KWD per hour. Both the CAD technicians and the Assistant 

developer are projected to work approximately 10 hours per month. 

 The costs for rent will equate to 500KWD per month.  

 Platform hosting will cost ABC 100KWD each month. 

 Marketing and advertising expenses will run the company 1,400KWD per month.  

 The investment in the platform and the mobile app development will cost around 10,000KWD. 

 Lastly, the corporate tax is assumed to be 15%. 

ABC will also entitle the registered 
makers on an agreement that hold 
them responsible for any breach of 
platform usage. Other incentives and 
promotions can be planned to 
encourage customers to use the 
platform instead of other risky 
methods. 

Copying ABC’s business model  by a 
big corporate competitor 

4 5 20 Risk Mitigation 

The company can protect itself from 
big corporate competitors by first 
registering a trademark of their 
name. Then by quietly (slow reveal) 
building a fan base. Being the first 
mover will be ABC’s competitive edge 
that should be utilized carefully. 
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INCOME STATEMENT 
The Income Statement (or Profit &Loss Statement) is the financial statement that reports the company's 

financial performance over a specific accounting period. Financial performance is assessed by giving a 

summary of how the business incurs its revenues and expenses through both operating and non-operating 

activities (direct and indirect costs). It also shows the net profit or loss incurred over a specific accounting 

period. 

Profit & Loss Statement 
    

 1st year 2nd year 3rd year 
Total Revenues 24,000  24,000  24,000  

    
Direct cost:    
Direct costs 0  0  0  
Total Direct Costs 0  0  0  

    
Gross Profit 24,000  24,000  24,000  
% of Revenues 100.0% 100.0% 100.0% 

    
Indirect cost:    
Salaries 15,440  13,440  13,440  
Rent  6,000  6,000  6,000  
Administrative and other expenses 600  600  600  
Marketing & Sales expenses 16,800  16,800  16,800  

       
Total Overheads 38,840  36,840  36,840  

    
Earnings before Interest, Tax and Depreciation (EBITDA) (16,040) (14,040) (14,040) 
% of Revenues -66.8% -58.5% -58.5% 

    
Interest Expenses 0  0  0  
Earnings Before Tax (EBT) (16,040) (14,040) (14,040) 

    
Less: Corporate Tax 0  0  0  
Net Profit (16,040) (14,040) (14,040) 
% of Revenues -66.8% -58.5% -58.5% 

    
Cumulative profit (16,040) (30,080) (44,120) 

 

The profit and loss statement for ABC shows that the total revenue each year will be at least 24,000KWD. And 

there won’t be any direct costs. The total indirect costs are expected to reach 38,840KWD in the first year of 

operations and decrease to 36,840KWD for the following two years. 
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ABC will not be recording any earnings before paying interest, tax, and depreciation (EBITDA) during the 

projected 3 year time period. In the first year the company will record a shortage of 16.040KWD, and 

14,040KWD in the next two years. 

CASH FLOW 
The Cash Flow details the amount of cash and cash equivalents are entering and leaving a company. The Cash 

Flow also allows investors to understand how a company's operations are running, where its money is coming 

from, and how it is being spent.  

Cash Flow Statement 
    

 1st year 2nd year 3rd year 
Net Income (16,040) (14,040) (14,040) 
Depreciation 0  0  0  
Cash Flow from Operating Activities (16,040) (14,040) (14,040) 

    
Sale of investments 0  0  0  
Investment 10,000  0  0  
Cash Flow from Investing Activities 10,000  0  0  

    
Bank Overdraft 0  0  0  
Loan Principle 0  0  0  
Paid-in Capital 0  0  0  
Cash Flow from Financing Activities 0  0  0  

    
Net Cash Flow (6,040) (14,040) (14,040) 
Add: Beg, Cash 20,000  13,960  (80) 
End, Cash 13,960  (80) (14,120) 

 

ABC’s cash flow statement indicates that the business will have a shortage of cash flow from operating activities 

during the three projected years of operation, amassing to 16,040KWD in the first year, and 14,040KWD in the 

second and third year.  

The cash flow from investing activities accounts for the costs for the platform and mobile app development, 

which will occur in the first year of operations, thus costing ABC approximately 10,000KWD. 

The net cash flow is showcasing negative values for the projected time period, 6,040KWD for the first year of 

operations and 14,040KWD for the following two. 

The cash at the end of the first year included with the cash of the beginning period will be equal to 13,960KWD, 

but in the following two years, the cash at the end of the year will record a negative 80KWD and 14,120KWD, 

respectively.  

 


