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EXECUTIVE SUMMARY

Furniture’s present in every person’s home, and sometimes it can take up most of the living
spaces in the dwelling. urban denCITY’ folding and multi-functional furniture pieces tend
to solve this issue.
U.S. furniture sales in the first three months experienced a 4.8% increase when compared
to the same period last year. This increase totaled $22.76 billion in sales. Furthermore, the

om

revenue for the furniture market in the U.S. is expected to amount to $345,138 million,
with a Compound Annual Growth Rate of 0.09% for the period from 2018 to 2021.

.c

Shipments from overseas furniture manufacturers, mainly China, to the U.S. in 2016

ns

equated to $13.65 billion.

Annual expenditure per consumer unit on furniture in 2015 amounted to over $500, with

io

close to $140 being spent on sofas.

ol

amounted to more than $40.7 billion.

ut

In 2016, the e-commerce value of U.S. furniture and furnishings manufacturing shipments

eS

All of the urban dwellers are urban denCITY’s major target demographic. However, the
millennials are one of the upcoming generations which are growing more open to

Be

furnishing expenditure. In 2012 this demographic represented 14% of the market with an
approximated $11.1 billion spent on furniture, whereas in 2013 the millennials’ share of

zz

the market grew to 37%, amounting to $27 billion spends on furniture in 2014.
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Home sales in the U.S. are expected to reach 600,000 within this year, and around 590,000
homes are expected to be sold by the end of 2020 which would potentially be in need of

w

home furnishings.

w

A strong potential is discovered in the millennial demographic as potential clients, as well

w

as the back-to-college persons. They spent around 5 to 6 billion dollars on dorm and
apartment furnishing during the back-to-school season in 2017.
7 companies were identified as urban denCITY’s competitors, which are located in New
York. Some of the companies are famous such as IKEA with a wide array of product
choices, and some are smaller local shops offering a smaller range of furniture pieces.
urban denCITY’s business will include the sourcing of quality folding and multi-purpose
furniture pieces from South-East Asian countries (China, Vietnam, Malaysia, Taiwan) and
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importing them to the U.S. where they can be safely stored in warehouses, and later
displayed in showrooms, on the company’s website and in the company’s physical store in
New York.
The prices for urban denCITY’s offering is $150 for the folding chairs, between $50 and
$350 for the company’s storage units, and $395 for the folding tables. The nesting cubes
urban denCITY provides will be priced between $110 and $250.

om

The company is in possession of a registered website domain, will look to reintroduce its
logo in order to reach the customer base more successfully. urban denCITY will also take
advantage of every major social media to promote itself and its products. Additionally,

.c

using SEO, Ad Words, PPC and various other marketing and promotional techniques, the

ns

company will spread the awareness of its quality and highly affordable furniture.

io

urban denCITY will also make use of mailing lists of potential clients and customers,
content creating on the website, as well as traditional marketing methods such as flyers,

ut

catalogs, and brochures.

ol

The company will be attending trade shows and events in South-Eastern Asia with the

eS

purpose of identifying the best pieces of folding furniture. Afterward, they will be sourced
and imported to the U.S. where they will be stored in a warehouse, pending their sale either

Be

via showroom, online or in the company’s physical store. Once the sale has been
concluded, urban denCITY will deliver the product to the client using FedEx, UPS or

zz

DHL.
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The business venture will be managed by Mr. Gary Steele, which will act as the President
and Creative Lead of urban denCITY. The company will have a traditional top-down

w

organizational structure, with Mr. Steele at the top, followed by an administrative assistant,

w

and the three major departments, Sales, Marketing and Logistics.

w

urban denCITY’ strengths are the brand philosophy and concept which resonates
emotionally with the customers, the vast experience the company’s President has in the
furniture industry, as well as urban denCITY’ ability to not rely on a single supplier from
the Asian continent for obtaining its folding furniture.
Difficulties with the business’ scalability, low brand recognition and limited product
offering are among the more noticeable weaknesses urban denCITY has.

3

The business’ opportunities lie in the urban areas which are in need of affordable and
contemporary folding furniture, the strong potential the company’s revamping has, as well
as its focus on a niche group of customers.
Some of the threats include the difficulties to sufficient amount of capital to keep the
business afloat. Another threat is the unexpected and unfavorable import tariffs, as well as
the threat of having furniture pieces wasting away in the warehouse for long periods of

om

time.
The financial plan made according few assumptions suggests that urban denCITY will be
amassing cumulative profits of around $1,145,158 in the first year of operations, increasing

w

w

w
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to $4,001,466 in the second and $6,857,775 in the last year of projections.
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EXTERNAL ANALYSIS

The external analysis will aim to provide an analytical overview of the multifunctional
furniture in the U.S. and NY more specifically. It will also provide insight into the
customers’ preferences, as well as an analysis of the competitors.
In the Governance overview, analysis of the political, economic, social, demographic and
technological factors which affect the industry’s and customer’s behavior is done. Some of

om

the fundamental legal paperwork and requirements for furniture import from China to the
U.S. are also added.

.c

The external analysis concludes with listing some of the more relevant events and

ns

associations involved in the furniture industry.

io

FURNITURE INDUSTRY OVERVIEW

ut

Folding chairs and tables (the original multipurpose pieces of furniture) have been around
since the 15th-13th century BC. Their use and their transformational properties have greatly

ol

evolved ever since.

eS

Today, multifunctional furniture pieces are transforming the very essence of the living
room in the home/room/apartment. A single piece of furniture can be used in more than

Be

one way, a chair can become a bookshelf, a sitting bench can transform into a dining table,
a nightstand which can suddenly extend vertically and become a cozy clothes wardrobe.

zz

Interestingly enough, the folding or multifunctional furniture industry is a very specific
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segment of the furniture industry and has very limited information available online.
Therefore researching this particular part of the furniture industry and backing it up with

w

data and statistics is relatively difficult.

w

In order to have a better understanding of this particular segment of the furniture industry,

w

this industry in itself should be better comprehended.
Statista, a statistics company, recorded that the U.S. furniture and home furnishings
stores generated about $106.78 billion worth of sales in 2015.
The company’s 2018 statistics suggest that the revenue for the furniture market in the U.S.
in 2018 amounted to $345,138 million, where the market is expected to grow annually by
0.09% (CAGR 2018-2021).
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According to Home Furnishings Business, a home furnishings publication provider, in the
U.S. furniture (excluding bedding) in the first quarter increased 4.8% versus the same
quarter 1 in 2017, totaling $22.76 billion. Compared to the fourth quarter of 2017,

ut

io
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furniture sales endured a slight decrease, of around 3.6%.

ol

During the economic recession, the furniture industry was negatively impacted, as
to lower disposable income.

eS

consumers cut back on non-essential spending, putting off home improvement projects due

Be

However, The Industry News’ analysts forecast that the global folding furniture market
will grow at a CAGR of 6.8% during the period 2016-2020, reaching $13 billion by 2022.

zz

North America region is the major market for folding furniture. Increasing demand for low
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maintenance interior products is driving the growth of the market in the North America
region. The U.S. is the largest contributor in both global and North America folding

w

furniture market.

w

Strong development of commercial and residential structures in the U.S. are expected

w

to fuel the demand for folding furniture in the region.
There was no data source uncovered with specific information on the folding and multiuse
furniture imports to the U.S., therefore in order to portray the furniture supply to the U.S.,
statistics regarding the total furniture imports to the U.S. are presented in the spaces below.
According to Furniture Today’s 2018 article, the furniture imports grew 2.5% in 2017,
meaning that shipments from overseas furniture manufacturers to the U.S. market
totaled $24.7 billion. That’s growth from the $24.1 billion calculated in 2016.
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The largest portion of the suppliers of all furniture to the American market (in terms of
sales), mainly originated from China with $13.65 billion, followed by Vietnam with
$3.9 billion (up 15% from $3.4 in 2016). Shipments from Canada fell by 1%, reaching 1.37
billion. The furniture supplies from Mexico fell by 3% to $1.14 billion. Shipments from
Italy grew rose by 1%, reaching $769.8 million.
The next largest source countries in order included Malaysia (up 11%), Indonesia (up 2%),

om

Taiwan (down 17%), India (down 12%) and Poland (up 27%).
It can be seen that the major suppliers for the American furniture market are China and
Vietnam. Partly, this can be attributed to the access to plantation grown hardwoods used in

ns

.c

categories such as bedroom, dining and occasional furniture.

io

FURNITURE TRENDS

The furniture trends are important indicators of the expected growth of the furniture

ut

industry. They hold statistics and data which supports the claim that the furniture industry

ol

and furniture sales in the U.S. (both in brick-and-mortar and in online environments) are

eS

among the more lucrative and profitable businesses, expected to grow sizably in the future.
Statista, a statistics company, recorded that the average annual expenditure per

Be

consumer unit on furniture in the U.S. in 2015 amounted to over $500, with about
$140 of that being spent on sofas.

zz

Katana.media’s 2017 publication suggests that the home furnishings industry has enjoyed a
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significant growth, as the disposable income has increased.
Furniture Today, a reputable online furniture news source, reported that U.S. furniture

w

sales will reach $122 billion by 2020 over the next five years, a 3% compound annual

w

w

growth rate.
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This graph showcases that brick-and-mortar furniture sales have experienced a growing

io

trend, since 2009.

ut

According to data available on Statista, a statistics company, online furniture sales

ol

represent one of the strongest e-commerce sales categories in the United States. In 2016,

eS

the e-commerce value of U.S. furniture and furnishings manufacturing shipments
amounted to more than $40.7 billion.

Be

This piece of information works in favor of urban denCITY since the business will operate
in a traditional physical store (showroom), as well as an online website (webroom).

zz

Having the online platform will also attract more customers, since around 24% of the
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furniture purchasers are identified to spend longer periods of time searching for their ideal
furniture piece, prior to buying.

w

Katana.media’s projections suggest that the e-commerce furniture sales in the U.S. will

w

reach $32 billion, in 2018. Furniture stores now number around 23,000 in the U.S.,

w

down nearly 20% from before the recession.
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Baby Boomers still account for the largest percentage of dollars spent, however,
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millennials have surpassed all generations in the number of households engaging in a
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furniture purchase, which is the primary client group for urban denCITY.
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Further information suggests that around 31% of all furniture purchasers primarily research
online, and afterward purchase in-store. Around 19% of furniture purchasers view products

w

in-store, before being online for a lower price.

w

The group of furniture shoppers identifying themselves as millennials in 2012,

w

represented 14% of the market. This percentage has significantly increased in 2013,
where they represented 37% of the market. The millennials’ share of furniture spending
in 2012 was approximately $11.1 billion, whereas in 2014 it has more than doubled,
amassing $27 billion.
urban denCITY’s main target audience are all urban dwellers, with the millennial
demographic representing a relevant part of it.
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An additional reason for the millennial demographic being a part of urban denCITY’s
target focus is the fact that the millennials stepped up to spend more of their income on
home furnishings than any other generation.
According to the New York Times’ 2016 article, from 2012 to 2014 Americans over 70
stopped buying furniture almost altogether, their total expenditures in the category
dropping to $3 billion from $17.7 billion.

om

But millennials more than made up the slack, with their outlay jumping 142% - to $27
billion from $11.1 billion. This solidifies the millennials as one of the leading generations

.c

in furniture spending in the U.S.

ns

HOME PURCHASES

io

In order to depict a more clearer and truthful picture of the furniture industry, information
regarding homeownership will be presented in the spaces below. This data allows urban

ut

denCITY see the potential market in the U.S. for its furniture products.

ol

Under the assumption that new homeowners tend to furnish their living spaces, the

eS

statistics below will showcase the U.S. home purchases.

The National Association of Realtors reports that 85% of home buyers in 2017, were

Be

previously owned home buyers.

zz

In the same year, 15% of all buyers purchased new homes (around 750,000), according to
the National Association of Realtors.
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Among the largest share of buyers of new homes, those aged 63 to 71, 43% purchased

w

new homes to choose and customize their design features.
The statistics company, Trading Economics’ analysis indicates that that the U.S. new

w

single-family home sales jumped 3.5% from the previous month to a seasonally adjusted

w

annual rate of 629 thousand in August of 2018, following a downwardly revised 1.6% drop
in July.
Geographically, sales jumped in the Northeast but fell in the South.

12
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Sales surged 47.8% to 34 thousand in the Northeast and rose in the West (9.1% to 168

.c

thousand) and the Midwest (2.7% to 77 thousand). In contrast, sales declined 1.7% to 350

ns

thousand in the South.

Trading Economics also forecasts that the new home sales in the U.S. will reach 600.00

zz

Be

eS

ol

ut

io

Thousand by the end of this quarter.

The other expectation for the long-term future is that the U.S. new home sales are
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projected to trend around 590.00 Thousand in 2020, despite the current declines in

w

sales.

w

Home ownership is also an important factor contributing to home goods demand, and the
nearly 5 million homes sold in 2017 and the 1 million units of new homes constructed

w

puts the U.S. furniture market in a prosperous position, according to Home Accent’s
2018 Industry Outlook.
Projections made by the National Association of Realtors, indicate that the existing-home
sales are expected to grow by approximately 4%, reaching 5.68 million in 2018, thus
positively driving the demand for furniture pieces.
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The statistics and forecasts present a general overview of the potential market for urban
denCITY’s products, the forecasts, and the home purchase expectations hint to a lucrative
future.
CUSTOMER’S PREFERENCES
This segment of the document provides a closer look to who the potential customers are,
what their housing situation is and what their furniture spending preferences are.

om

Millennials are typically defined as those born between 1980 and 2000. Given the 20-year
age span, this generation makes up a sizeable chunk of the population. Millennials

.c

accounted for approximately 29% of the total adult population in the U.S back in 2015.

ns

The millennial population is expected to experience a slight decrease in the coming years,
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lowering to 27.2% of the total population in the U.S., come 2020.
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Millennials, for the most part, are a generation of renters. Space is often at a premium for
millennials. Young people in the U.S. often move to urban areas where there is a greater

w

concentration of jobs, and where living spaces tend to be smaller.

w

Coresight Research’s report suggests that although the millennials are the largest age

w

cohort in the U.S. they are unable to purchase their own home. Only 34.7% of
Americans under the age of 35 owned their homes as of 2016, as it is stated in a Smart
Asset publication.
A 2017 survey showed that only 11% of younger Millennials and 29% of older
Millennials own their own home, most prefer to rent or live with friends or family.
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According to the Pew Research Center, in the first third of 2015, about 42.2 million
millennials, or approximately 67% of the age group, lived independently of their
families. This suggests that the millennials are in charge of their own finance expenditure,
and could be willing to spend their dollar on useful and quality multifunctional furniture
like urban denCITY has to offer.
The NAR (National Association of Realtors) are expecting a surge of potential first-time
home buyers in the coming years, looking at the millennial demographic, which have

om

previously been unable to afford their own home due to a lack of affordable housing,
student debt, poor credit ratings etc. These reasons, paired up with strong and growing

.c

feeling of environmental responsibility, trying to reduce the excess resources powering up

ns

a home (water, electricity etc.), inclines the millennials to try living smart, economically in
smaller and more affordable spaces with no room for massive, crowding pieces of

io

furniture.

ut

This provides a lucrative opportunity for urban denCITY to supply the millennials with

Be

BACK-TO-COLLEGE

eS

owning, as well as renting millennials.

ol

multifunctional furniture for their economic dwellings, which are affordable for home

Another important group of potential customers belongs in the back-to-college

zz

demographic, which are contributing a sizeable amount to the dorm/apartment furnishing
segment of the furniture industry.
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In the U.S., the back-to-college season is important for furniture and home décor
spending by and for the youngest millennials, as college students are setting up a new

w

household for the first time and require merchandise for dorm rooms and apartments. U.S.

w

millennials spent 5 to 6 billion dollars on dorm or apartment furnishings during the

w

back-to-school season in 2017, according to the National Retail Federation (NRF).
Deloitte’s 2018 back-to-college-survey, expects that the expenditure on dorm room
and/or apartment furnishing and supplies will reach $3.5 billion.
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FURNITURE OF THE FUTURE

ns

The millennials are undoubtedly the most tech-savvy generation of all, constantly

io

surrounded by apps, smartphones, and the internet. Coresight Research’s 2017 report on
the millennial furniture preferences, portray the millennials as a tech-savvy population

ut

group, which are natural customers for new wave of technologically advanced furniture

ol

products.

eS

These types of furniture products are characterized as furniture pieces providing various
kinds of connectivity, internet-enabled and digitally-transformable furniture that can

Be

be controlled remotely through apps.

Innovative products that connect furniture with smartphones or combine furniture with

zz

technology and fashion design are emerging in the U.S. and globally, and present a
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potential expansion of urban denCITY’s product portfolio.

w

SOCIAL DRIVERS

w

Information available on the Marketing and Advertising company Kleber and Associates’

w

website, points out to the increasing trend of people preferring to live in smaller spaces in
the U.S.
This trend is rooted in the trading of the space people live in for factors such as location,
cost, availability, and efficiency.
The article states that millennials which are on a budget, the proximity to a city’s cultural
hubs makes the sacrifice of space worthwhile. The migration of living centers towards

16

urban centers is well documented, particularly in the United States where the Midwest
often struggles to retain a millennial workforce skilled in tech jobs.
Furthermore, millennials generally are more community-focused social groups, combined
with the preference to work and live in high-density urban areas, meaning that they
face a unique set of challenges associated with home buying.
The preference of the millennial consumer to live in smaller spaces in the U.S. provides the

om

perfect opportunity for urban denCITY’s furniture to be put to use, putting their multifunctionality properties to good use.

.c

GOVERNANCE OVERVIEW

ns

This part of the document is reserved for showcasing the PEST analysis for New York,
from the furniture industry’s perspective. The chapter also touches on some of the legal

ut

io

requirements related to the import of wooden furniture from China to the U.S.

ol

PEST ANALYSIS

eS

The PEST analysis will showcase some of the political, economic, social and technological
factors that affect the external environment of urban denCITY on the market. These factors
the furniture market.

Key findings

.B
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According to customs regulations, every product imported to the USA should have a
label which is written legibly and permanently in English, as well as clearly and visibly
located on the product.

w

Virtually every employer is required to provide workers’ compensation insurance for all
employees (including family members, part- and full-time workers, and leased
employees).
New York GDP was $1,275,137,000,000 in 2016. New York GDP represents 7.8% of
U.S. GDP which made it the 3rd largest state economy in the nation in 2016

Social

Economical

w

w

Political

zz

Factors

Be

will be identified, understood and analyzed in order to achieve optimum performance in

In June, the unemployment rate in New York reached 4.5% - the lowest this year.
The Median Annual Household Income in New York in 2016 was estimated to be
$61,437.
The USA is the third most populous country in the world with a total population of
approximately 326 million. With an estimated 19.85 million residents in 2017, New
York it is the fourth most populous state in the U.S.

17
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Technological

According to U.S. census data, the largest age group in New York, persons under 18
years (20.9%). The population is made of 51.4% women and 48.6% men.
The state’s largest racial segment is made of white, alone persons 69.6% In July 2017,
there were a total of 8,327,388 housing units.
Nearly 86% of 25+-year-olds in New York, between 2012 and 2016, are high school
graduates or higher, whether 34.7% of the persons in 2012-2016 aged 25 or more are
with a Bachelor’s degree or higher.
Sofas with build in speakers, couches with wireless phone chargers, sleep monitoring
mattresses and chairs which adjust the users’ sitting position from upright to incline, are
only a small showing of the technological advancements in the furniture industry.
The introduction of new innovative materials, processes and manufacturing practices
which are heavily reliant on new technological advancements, are bound to produce
more high-quality products, whilst retaining the ability to mass produce.
81.5% of the population or more than 16 million New Yorkers are Internet users, which
presents vast online promotional opportunities since the proliferation of smartphones is
so great.

io

LAWS AND REGULATIONS

ut

This segment of the document will provide general knowledge on some of the legal

eS

the furniture pieces from countries in Asia.

ol

requirements urban denCITY will have to abide, in order to legally and successfully import

The guidelines in the spaces below are explaining the requirements for import of wooden

Be

furniture from China to the U.S.

The United States is the biggest consumer of wood products in the world, but there are

zz

many rules and regulations surrounding wood product imports.

.B
i

The USDA (United States Department of Agriculture) Animal and Plant Health Inspection
Service (APHIS) works to eliminate alien pests and diseases from wood imports before

w

they enter the United States by using heat treatments or chemical treatments.

w

To comply with APHIS regulation, each importer must obtain a Timber and Timber

w

Products Import Permit (PPQ form 585) to accompany his wood shipments. The import
permit specifies the type of treatment needed for the shipment. Importers can apply for the
permit online on the APHIS ePermit website.
Other restrictions to be aware of:


Wood products containing bark that are imported from China may not be allowed,
to prevent the spread of wood-boring insects in the U.S.

18

 If the wood is of an endangered species, it falls under regulations detailed by the
Convention on International Trade in Endangered Species of Wild Fauna and Flora
(CITES). A list of these species can be found at their website database.
Endangered products must follow some or all of these requirements before they enter into
the U.S.:
A USDA-issued general permit, valid for two years;



Certificates issued by CITES representative organizations in exporting countries

om



that state that the product will not be detrimental to the survival of the species and

.c

the specimen was not obtained in contravention of the laws of that country, for the



ns

protection of fauna and flora;

Certificates issued by the CITES representative organization within the United

Shipment must arrive at a U.S. port of entry sanctioned to receive CITES-listed

ut



io

States;

ol

species;

eS

When importing finished wooden furniture products from China, there must be a
specification sheet detailing a couple of fundamentals, regarding the product’s

Be

composition:

Wood Quality (i.e., German Beech Wood)



Fabric Specifications (i.e., PU Coated Polyester, 550 gsm)



Metal Parts (i.e., 316L Stainless Steel)



Foam (i.e., High Density Fire Retardant Foam Rubber)

w
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w

Furthermore, there are mandatory Fire Retardancy Regulations, applicable to various types

w

of furniture. The California Technical Bulletin 117 (TB117) is asked by both retailers and
customers.
These are the 6 most commonly required documents for customs clearance of imported
furniture from China:


Bill of Landing (acquired by express or by Telex release)



Commercial Invoice (provided by the supplier)

19



Packing List (also provided by the supplier)



Insurance Policy



Country of Origin Certificate



Fumigation Certificate

om

INDUSTRY EVENTS, TRADESHOWS AND ASSOCIATIONS
FURNITURE EVENTS IN THE U.S.

.c

These are some of the events in the United States where urban denCITY will look to
promote the company’s brand and products while expanding its business, clientele and

ns

professional network.

ICFF – May 19-22.2019 Javits Center, NYC. This is a Fair for luxury interior

ut



io

New York Tradeshows

ol

designs, which attracts architects, interior designers, visual merchandisers, and



eS

developers who drive North America’s high-end interiors marketplace.
NY NOW – February 03.06-2019 Javits Center, NYC. Held twice a year, NY

Be

NOW is the leading market for home and lifestyle products. NY NOW features
three collections—HOME, LIFESTYLE and HANDMADE. It’s the premier

zz

market for all that’s new and on trend in specialty retail.
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Chicago Tradeshow

NeoCon - June 10-12.2019 The Mart, Chicago. NeoCon serves as the commercial

w

design industry’s launch pad for innovation. Major manufacturers, as well as hot

w

emerging companies, will showcase thousands of new products and services in

w

categories including Furniture, Fabrics, Flooring, Interior Building Products,
Interior Finishes, and Technology.

Miami Tradeshow


Florida Home Design and Remodeling Show - March 1-3, 2019. The show displays
products from a variety of domains such as Architecture & Designing, Bathroom &
Kitchen, Building Construction, Furniture, Home Furnishings & Home Textiles and
much more.
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EAST ASIA FURNITURE EVENTS

Below are some of the major furniture events and fairs in South-East Asia, where urban
denCITY could purchase new furniture pieces from and expand its business network:


CIFF (China international furniture fair) covers the themes of home furniture, home
decor & home textile, outdoor furniture, office furniture, commercial furniture,
hotel furniture, and furniture machinery & raw materials.

om

The event is a great opportunity for urban denCITY to gain knowledge on the
various trends in the home furnishing and furniture industry, which can help the

.c

company choose some of the more modern and innovative pieces of

ns

multifunctional furniture.

CIFF also presents chances for the promotion of the company, meeting potential

VIFA-EXPO 2019 (Vietnam International Furniture & Home Accessories Fair)

ut



io

business partners and suppliers.

ol

will be the platform for all furniture, handicraft, home decoration products and

eS

supporting services that will meet the need of buyers from all over the world.
This fair will also display new designs, products and furniture pieces which could

Be

be considered as trending and demanded in the Eastern hemisphere of the plan in
the forthcoming year.

zz

VIFA-EXPO 2019 is an event showcasing some of the finer Vietnamese furniture
workmanship, which could be exotic and refreshing for urban denCITY’s

.B
i

customers in New York, and in the U.S. The fair is also a great platform for

w

expanding urban denCITY’s potential product offering portfolio, whilst identifying



Malaysian International Furniture Fair 2019 The availability of raw materials,

w

w

potential partners, manufacturers, and suppliers of Vietnamese furniture.

coupled with advanced techniques and lower labor and production costs, as well as
the traditional wood-carving culture, make this event a fair presentation of the
Malaysian wood-working and furniture designs which are sure to pique the interest
of urban denCITY’s customers.
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Needless to say, the fair is also the perfect place for urban denCITY to network,
socialize, expand its business contacts, and forge new collaborations and
partnerships.


IFEX or Indonesia International Furniture Expo is the 2019 home of more than 500
exhibitors, which will be showcasing their finest rattan, outdoor furniture and home
décor at Indonesia’ largest export furniture & Craft exhibition.

om

IFEX is the nation’s biggest meeting places for buyers, traders, manufacturers and
contract project purchasers where buyers can buy directly from the makers. It’s also
the platform where urban denCITY can inquire about and gain knowledge, on how

ns

.c

the Indonesian furnishing culture works and which pieces are the most sought out.

io

INDUSTRY ASSOCIATIONS:

These are a couple of associations and organizations which can prove a valuable source of

ut

information and support to urban denCITY’s business endeavors.

ol

1. International Society of Furniture Designers is the international, non-profit,

eS

professional organization dedicated to the advancement, improvement and the
marketplace.

Be

support of the profession of furniture design and its positive impact on the

This association could a useful tool for urban denCITY, using it as a source for

zz

modern, new, innovative and evolutionary furniture designs, which can afterward

.B
i

be used as blueprints for the manufacture of multifunctional furniture by any of the
company’s suppliers and partners in Asia.

w

2. American Home Furnishings Alliance (AHFA) The American Home Furnishings

w

Alliance is the voice of the residential furniture industry, representing companies

w

large and small, public and private, domestic and import.
AHFA’s primary areas of focus include:
o

Governmental & Regulatory Affairs

o

Standards

o

Knowledge and

o

Public Relations
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3. International Wood Products Association is an association which supports the
proper, legal and sustainable harvesting of internationally sourced wood products.
urban denCITY could benefit from this association, as being portrayed as an ethical
business which is environmentally caring, and supportive of the sustainable
management of forests, as well as the growth of the local economies whence the
wood products originated from.
4. The Home Furnishings Association (HFA) is the nation’s largest organization

om

devoted specifically to the needs and interests of home furnishings retailers in
North America.

.c

These are the areas where HFA can support urban denCITY’s business:
HFA as an educational and a source of knowledge

o

HFA delivers a climate conducive to networking to strengthen industry

io

ns

o

HFA helps facilitate the opportunities that encourage and equip the next

ol

o

ut

relationships and build new strategies for success.

o

eS

generation of home furnishings professionals to flourish.
Stands for and with home furnishings retailers across North America to

Be

champion the legislative and regulatory issues that affect the industry, and
retailers in particular.

HFA also explores current and future technologies that will benefit retailers

zz

o

w

w

w

.B
i

and identify resources to assist in adopting the right solutions.
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COMPETITION
The competitors were identified by looking closely at shops and stores in New York,
which were involved in the sale of multiuse and folding furniture.
Since no stores specifically retailing only multifunctional furniture were identified,
companies offering some folding furniture among the rest of their furniture pieces were
included.

om

urban denCITY’s competition is presented in a table below, where the used comparison
parameters include: name of the competitor, location, website, product range, price range,

w

w

w

.B
i

zz

Be

eS

ol

ut

io

ns

.c

warranty information, return policies deliveries, strengths, and weaknesses.
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Price Range

sofas and sectionals,
tables, seating, office
furniture

Not
disclosed

Warranty Information
All of the space-saving
wall bed systems
come with a lifetime
warranty on the
mechanisms and all
other hardware within
the system

Folding chairs,
Stacking Drawers

$28-$378

No warranty

New York, NY

PB Teen

Huntington,
NY
New York, NY

https://ww
w.pbteen.c
om/?cm_t
ype=gnav

Nesting Tables,
Stacking
bookcases/drawers

Design Within
Reach

Brooklyn, NY,
Manhasset,
NYC - 57th
and 3rd, NYC
– Flatiron,
NYC - SoHo

http://ww
w.dwr.com
/home?lan
g=en_US

Folding tables, chairs
and stools, Stacking
chair sides, shelving
systems, Nest storage
beds and tables

https://ww
w.westelm
.com/

Expendable tables,
sofas, expandable
dining tables, nesting
tables, stacking stools,
chairs night-stands
and dressers

$185-$1429

N/A

$339$5,395

The risk of loss and
title for items pass to
the buyer upon the
company delivering
the furniture piece to
the carrier

w

.B

iz

Returns are eligible on
items within 30 days of
receiving an order or 7
days for Quick Ship
upholstery items for a
refund of the
merchandise value.

$63- $2,658

N/A

w

Brooklyn, NY

w

West Elm

No return policies
Once a piece has been
purchased, it cannot be
returned or exchanged
Returns are eligible on
items within 30 days of
receiving an order or 7
days for Quick Ship
upholstery items for a
refund of the
merchandise value.
Returns must be received
in original condition
within 30 days.
Refund is reduced by a
restocking charge equal
to 10% of the purchase
price. Buyer is
responsible for return
delivery costs
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Unique selling point

Weaknesses

Delivery and installation
within a 75-mile radius
of NYC

9 showrooms
throughout the
country

No sales, promotion or
discounts on the furniture

Deliveries start
between $80 and $150

unique vintage and
antique pieces

Online Only Items which are
not available to view in person

Delivery fees range
from $4.95 up to 5% on
products over $3,000,
depending on the state

Complete thematic
room furnishing
(Harry Potter, Star
Wars, NBA etc.)

Errors in the delivery
schedules, misplacement of
correct furniture pieces for
delivery

Deliveries within the
United States, Canada,
and Puerto Rico.
Shipping charges are
not refundable.

Authentic furniture

tio

Furnish Green

Deliveries

lu

New York, NY

https://res
ourcefurnit
ure.com/
https://fur
nishgreen.
com/

zB

Resource
Furniture

Return Policies

.c
om

Product Range

ns

Website

So

Location

ee

Competitor
Name

Delivery fees are nonrefundable. west elm
ships to over 90+
countries due to its
partnership with
Borderfree

design, not “inspired
by” or “just as good
as” or “in the spirit
of.”
Designing over 90%
of their products inhouse, the
company’s design
team has steadily
increased their
selection of organic,
handcrafted,
sustainably sourced
and Fair Trade
Certified™ products.

No option for international
shipping. No option to change
an already placed order.

Questionable product and
design quality on some pricey
items, such as a
$12,000“Peggy” couch and
$300 leather dining chairs

https://ww
w.cb2.com
/

Folding tables, chairs
& stools, folding
chiffoniers, Stacking
tables, chairs, stacking
wall shelves and
storage shelves

$6.99$1,765

Each limited warranty
lasts for the number of
years stated against
each product, starting
from the date of
purchase.

Products can be returned
within 365 days, together
with proof of purchase,
for a full refund.
CB2 will accept
merchandise returns of
non-furniture items
within 90 days of
customer receipt
For stock furniture
purchases, the buyer
must contact CB2 within
7 days of delivery or
pickup to arrange a
return.
Refund amounts are
disclosed between the
company and the buyer.

Shipping rate is $9 and
products delivered by
truck start at a $39 rate.
The delivery can include
delivery to buyers’ front
door/office.

Affordable and rich
furniture selection
Constantly using
innovations to drive
costs down

Lower quality furniture. Often
disposable and replaceable on
shorter notices.
Supplied from low-wage
countries in Asia, or Eastern
Europe

The company’s
delivery promise on
worldwide deliveries
is between 4 and 11
business days.

Unable to ship and deliver
bigger pieces of furniture on
the international stage

.c
om

Brooklyn, NY

Nesting tables, folding
chairs, storing boxes,
baskets, drawers,
bookcases, clothes
organizers, wardrobe
etc.

lu

$9.95$1,799

N/A

So

New York, NY

CB2 ships to over 90+
countries due to its
partnership with
Borderfree

ee

From the companies processed in the table above, it can be concluded that all of the competitors are offering some type of multifunctional
furniture, but no one specializes in selling it.

zB

Most of the problems with the competition are related to the very size of their business and the complexity it comes with it. The potential to
make errors with the furniture delivery, or with the correct furniture selection can be frequent, and that damages the business significantly.

.B

w

w

solutions to modern furniture shoppers.

iz

This presents an ample opportunity for urban denCITY to enter the market and provide quick, affordable, multifunctional and specialized

w

BC 2

tio

ns

IKEA

https://ww
w.ikea.co
m/us/en/s
tore/brook
lyn
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INTERNAL ANALYSIS

In this part of the document, information about areas of the strategic planning will be
presented, which will help urban denCITY’s plan for further growth, success, and eventual
leadership in the marketplace.
BUSINESS MODEL

om

urban denCITY’s business essence is in the Stack, Store, Fold, Nest, and Collapse
furniture retailing business, which will offer its furniture pieces to customers in New

.c

York’s urban areas in a brick-and-mortar setting, as well as online.

ns

urban denCITY’s underlining purpose is to create “Peace of mind” through every aspect of
the company’s customer interactions:




Modern, Contemporary





Multi-Functional



Affordable prices



Efficiency



Convenience



Storytelling



Shared values

io

Aesthetically appealing designs

Engagement
Customer satisfaction



Effortless online purchase



Quality customer service



High-quality & durability



Distribution & Delivery

Emotional connection



Comfort



Empathy



Livability





Peace of mind

.B
i

zz

Be

eS

ol



w

ut



w

Emotional benefits
Intimacy

w



The company will operate a website which will facilitate online sales on the folding
furniture, as well as two brick-and-mortar showrooms where the customer can familiarize
with their new favorite piece of multifunctional furniture.
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In time, as the operation expands and grows, so too will the business’ market. urban
denCITY will look to expand in other metropolitan markets in the U.S. such as
Washington D.C., Chicago, Detroit, Miami, Los Angeles, and Houston.
These pieces of furniture will be imported from manufacturers and suppliers from South East Asian countries.
urban denCITY’s initial suppliers will be located in these South-East Asian countries:

om

China, Singapore, Malaysia, Vietnam, Thailand, and Indonesia.
After the furniture has been transported to the U.S., it will be moved and stored in a

.c

warehouse.

ns

The furniture will then be placed on the company’s website, as well as in either of the two
showrooms, where the customers will have the opportunity to familiarize themselves with

io

the furniture urban denCITY has to offer.

ut

Once a sale has been concluded, the furniture will be delivered to the customer via FedEx,

ol

DHL or UPS.

eS

MISSION & VISION

Be

Mission: Afford comfort, livability and “Peace of Mind” through our design ethos, Stack,
Store, Fold, Nest, Collapse and through every facet of our customer interaction.

w

w

w

.B
i

zz

Vision: Become one of the premier destinations for multipurpose furniture designs.
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MARKETING MIX – 4P
The marketing mix has a crucial role in differentiating a
product’s unique quality from its competitors and is often as
good as with the 4Ps; price, product, place, and promotion.

om

PRODUCT

urban denCITY’s product portfolio will consist of high-

.c

quality and durability designs that Stack, Store, Fold,

ns

Nest, and Collapse, driven by the aspirations of its
customers.

io

The chosen multipurpose furniture pieces will have

ut

aesthetically appealing designs, which will also be retailed at affordable prices.

ol

More specifically these products will include Chairs, Storage units, Folding Tables,

eS

Nesting cubes, Dining Chairs, Dining Tables, as well as Console Tables.
Imbued with a mission to create livability, comfort, and peace of mind, urban denCITY’s

Be

products are LOVEMARKS, meaning the emotional connection between the designs and
the consumer is at the heart of its offering.

zz

The carefully selected furniture pieces will enhance the customer’s comfort and livability

.B
i

with their modern and contemporary designs, bringing them peace of mind.
urban denCITY’s folding furniture in their uniqueness, will engage the customer and strive

w

w

to forge an intimate, empathetic and emotional connection with them.

w

PRICE

urban denCITY’s multifunctional furniture pieces will be available for purchase on the
company’s website online, as well as in either of the company’s two showrooms.

29

The folding chairs will retail at $150, the storage units’ price will be in the range between
$50 and $350. urban denCITY’s folding tables will be retailing at the price of $395, while
the nesting cubes will have the price range from $110 up to $250.
The prices attached to urban denCITY’s furniture are a statement to the quality and
craftsmanship that was brought from the Easter Asian carpenters and manufacturers. It also
speaks volumes about the quality, affordability, and durability of the multifunctional
furniture pieces, which will be highly appreciated in the urban/gentrified neighborhoods of

om

New York.

.c

PLACE

ns

Company representatives will travel twice per year in China, Indonesia, Singapore,
Malaysia, Vietnam, and Thailand in order to browse, inquire and place orders on the

io

unique folding furniture pieces with the local manufacturers and suppliers.

ut

The handpicked furniture will then be transported to the U.S., where it will be stored in a

ol

warehouse and managed by a third party logistics team.

eS

Whether in any of the two showrooms in New York or on the company’s online webstore,
via UPS, FedEx or DHL.

Be

once the purchase has been concluded, the purchased item will be shipped to the customer

Due to the transformation of New York’s neighborhoods in urban/gentrified areas, as well

zz

as the other changes in architectural developments looking to build more compact living

.B
i

spaces, New York is the ideal location for urban denCITY’s business operations.

w

PROMOTION

w

urban denCITY already has a logo, but it could be remade from scratch, in order to

w

modernize it and make the company’s name resonate the feelings and connections
urban denCITY’s products strive to create with its the customers.
The company has been registered, and possess an already registered website domain
“www.urbandencityhome.com” where the visitors will have the opportunity to familiarize
themselves with the company’s whereabouts, as well as its product portfolio.
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Apart from the logo, a respective online promotion of the company’s brand and products
will follow online. urban denCITY will make use of Google AdWords, as well as SEO
marketing techniques.
urban denCITY will create a mailing list of potential buyers who are interested in the
type of furniture the company is offering, thus enabling the company to already start its
operations with a solid customer and client base, which will be expanded on as time goes
on. There will also be the option where visitors can subscribe to urban denCITY’s

om

newsletter, and receive the newest and trending insights from the company and the
industry.

.c

The company’s online traffic will be increased by owning a blog which will be regularly

ns

kept active, thus engaging every curious visitor to urban denCITY’s website. The website
itself will offer pictures of the furniture pieces, various tools to manipulate, compare

io

and inspect the company’s products in order to make the customers assured and

ut

confident in the quality and the product they are purchasing from urban denCITY.

ol

Furthermore, urban denCITY will engage in a sizeable amount of online marketing

eS

campaigns, using influencer marketing tactics, pay per click approach, as well as
creating insightful and informative podcasts and video series.

Be

The company’s online promotion will also take place on relevant social media, where the
business will be exposed to thousands of viewers and potential customers. Facebook,

zz

Instagram, Twitter, YouTube, and LinkedIn are some of the major platforms urban

.B
i

denCITY will use as a potent marketing tool.
The marketing efforts will not only be online, written and printed promotional mediums

w

will be also used.

w

Each year the company will exhibit on the most visited events and trade shows in the

w

industry. It is there that the visitors will have the opportunity to experience urban
denCITY’s furniture and purchase it.
Furthermore, other promotional materials such as catalogs, flyers, and brochures will be
also designed in order to present urban denCITY, the company’s brand, and offering.
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PROCESS WORKFLOW
This is a brief showcasing of how urban denCITY’s business operation will flow:
1. urban denCITY will attend trade shows
twice per year throughout East Asia, in
order to source products and place orders

Attend South-East Asian countries’

with vendors.

tradeshows twice a year

the inspection of the products, as well as
their quality.

om

2. A quality control person will be tasked with

Select, and inspect the quality of the

.c

furniture pieces

shipped to the U.S. and warehoused.

After selection, ship the furniture to the

io

been selected and purchased, they’ll be

ns

3. Once the multipurpose furniture pieces have

4. Afterward, the furniture will be displayed in

ol

the showrooms and on the company’s

ut

U.S. and warehouse it

eS

website, waiting to be sold.

Place the furniture online and in the
showrooms, pending sale

5. Once a sale has been concluded, the folding

Be

furniture will be delivered to the customers’
location via FedEx, UPS or DHL.

Delivery of the customer’s furniture to their

w

w

w
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zz

location
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ORGANIZATIONAL STRUCTURE
The company will have a traditional top-down organizational structure, with the President
being at the top. Here is a graphical representation of the organizational structure:

Gary Steele

om

President/Creative Lead

Marketing Department

Logistics Department

ol

ut

io

Sales Department

ns

.c

Administrative Assistant

“When dealing with people, let us remember we are not dealing with creatures of logic.

eS

We are dealing with creatures of emotion.” ~ Dale Carnegie

Be

President/Creative Lead – Mr. Gary Steele will be in charge of urban denCITY and
make sure that everything is functioning properly. Mr. Steele has been involved in all

zz

phases of the firm’s development since its founding in 2014. With over a decade of
experience in the design sector, an accomplished sales/marketing, and project management

.B
i

professional. Mr. Steele has extensive experience working with architectural and interior
design firms on hospitality, residential, commercial, Healthcare and educational projects in

w

the USA and throughout Asia.

w

The Administrative Assistant will provide general administrative and clerical support

w

including mailing, scanning, faxing and copying to the management. They will also be
tasked with maintaining an electronic and a hard copy filing system. They will be the
primary point of incoming correspondence and will be involved in resolving any
administrative problems.
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The Sales Department’s tasks will include but are not limited to achieving growth and
hitting the sales targets by successfully managing the sales team. They will set short- and
long-term sales strategies and evaluate the effectiveness of current sales programs. The
Sales Department will also recommend product or service enhancements to improve
customer satisfaction and sales potential. They will present sales, revenue and expenses
reports and realistic forecasts to the management team, as well as the President.
The Marketing Department’s day-to-day tasks would include leading market research

om

efforts to uncover the viability of current and existing products/services and liaising with
media organizations and advertising agencies. They will be required to deploy successful

.c

marketing campaigns and own their implementation from ideation to execution. They

ns

could also be tasked with the production of valuable and engaging content for urban
denCITY’s website (and future blog) which will attract and convert the company’s target

io

groups. They will also be in charge of the marketing budget and the proper

ut

allocation/investment of the funds.

ol

The Logistics Department’s responsibilities will include but are not limited to the

eS

planning and managing of the logistics, the warehouse, the transportation of the
multipurpose furniture, as well as the customer services. They will direct, optimize and

Be

coordinate the full order cycle. Sometimes they could be asked to liaise and negotiate with
suppliers, manufacturers, retailers, and consumers. They should always keep track of the

zz

quality, the quantity, the stock levels, delivery times as well as the transportation costs of

w

w

w

.B
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urban denCITY’s folding furniture pieces.
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SWOT AND RISK MANAGEMENT

The SWOT matrix or analysis is the strategic planning technique which will help urban
denCITY identify the Strengths, Weaknesses, Opportunities, and Threats related to the
company’s business competition and future project planning. The SWOT will specify the
objectives, project and identify the internal and external factors that are favorable and
unfavorable for urban denCITY.

om

All the Weaknesses and Threats will be elaborate in the Risk Analysis. The purpose of the
risk management section is to look at the weaknesses and threats of the business more

.c

closely, view and assess the risk of failure, as well as provide viable solutions on how to

ns

avoid them, if possible.

io

SWOT

The next part of the document will showcase urban denCITY’s strong aspects, as well as

ol

ut

assist in the identification of the opportunities urban denCITY is well-placed to exploit.



eS

STRENGTHS

A brand philosophy/concept that resonates emotionally with customers.

Be

Imbued with a mission to create livability, comfort, and peace of mind, urban
denCITY’s products are LOVEMARKS, meaning the emotional connection



zz

between the designs and the consumer is at the heart of its offering.
Small Business’s Biggest Advantages/Flexibility. urban denCITY benefits from

.B
i

the advantages every small business possesses, easier adaptation to external

w

influences and regulatory changes, organizational structure is far more flexible and
smaller than that of a corporation, thus enabling clear and timely communication

w

and delegation of responsibilities.

w



Experienced company leader. A company president with over a decade worth of



Not reliant on a single supplier. urban denCITY can swiftly switch to another

experience in the design sector, with international experience.

South-East Asian supplier if there are complications with the first.
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OPPORTUNITIES


Areas and neighborhoods in New York which are undergoing renovation and
transformation into smaller living spaces and could make great use of
multifunctional furniture.



Company rebranding and specialization. The rebranding of the company’s logo
offers the chance to present the entire company as an environmentally caring and

om

friendly entity, and also supportive of proper and legal tree-cutting practices. It can
also send a strong message that urban denCITY’s also supportive of fair labor

.c

wages in the local economies where the products originate from. This can be
extremely advantageous to the business, as the ever-growing number of

Focus on a specific niche of customers. urban denCITY has an opportunity

io



ns

environmentally conscious and human rights awareness increases.

ut

targeting the demographic which is reluctant to make purchases from cheap and
low-quality furniture retailers and doesn’t like to be forced into the high-end luxury

ol

and expensive home furnishing shops. The Company could be specializing in the

w

w

w
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eS

knowledge and supply of affordable, high-quality and durable folding furniture.

36

SWOT MATRIX
Strengths





A brand philosophy/concept that
resonates emotionally with customers
Flexibility of a small business
Experienced company leader
Not reliant on a single supplier







Scalability
Ability to compete with
companies
Limited product portfolio
Limited financing
Weak brand awareness

Opportunities




Inability to generate enough capital to
keep the business solvent
Unfavorable unexpected import tariffs
Furniture pieces wasting away in the
warehouses

.c



ns

Urban areas which have a need for
affordable
and
contemporary
multifunctional furniture
Company rebranding and specialization
Focus on a specific niche of customers

ol

ut




Threats

io



larger

om



Weaknesses

eS

RISK ANALYSIS

Risk analysis is the systematic study of uncertainties and risks that are encountered in

Be

business, public policy, and many other areas. Risk analysis seeks to identify the risks
faced by an institution or a business, understand how and when they emerge and estimate

zz

the impact (financial or otherwise) of adverse outcomes.

.B
i

The probability of the “risk” occurring, will be rated on a scale to 5, with 1 being the
lowest and 5 the highest rank. The “risk” impact on the business will be rated in the same

w

manner. When the risk probability and impact values are multiplied, a total risk value is

w

gained. The overall risk value presents the intensity of the risk it has on the business, where

w

25 is the highest and 1 is the lowest value.
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Risk

Probability Impact Total Action

Scalability

3

3

9

Risk Mitigation

5

Ability to

2

10

Risk Mitigation

compete with

om

Developing a strong CRM or powerful ecommerce software, as well as automation,
will prove useful with the scalability.
Strategic planning will also be a powerful tool
which should be utilized

urban denCITY won’t be able to match the
strength of the already established
competitors, therefore it should focus on the
development of its core strengths and
competencies. This way the company will
stand out of the rest, and in time garner a
loyal client base, which will only increase

larger

4

Limited
financing

5

3

12

Risk Mitigation

The company will lack a diversity in its
product offering initially, however, once the
loyal customer base is established, and the
company has found its footing on the market,
urban denCITY will seek to add more variety
into its product range

25

Be

5

eS

ol

ut

Limited product
portfolio

io

ns

.c

companies

.B
i
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Limited financing is especially important for
smaller business since if they fail to meet the
financing goals, the business might never
even get off its feet. Therefore careful
planning, lobbying, and potential bank
loans/grant applications should be considered.

5

4

20

Risk Mitigation

w

Weak brand
awareness

Risk Mitigation

w

w

The insecurity and distrust in new contestants
on a market are quite typical. urban denCITY
should rely on its marketing efforts to bring in
new customers, which will leave the business’
premises satisfied and happy with their new
purchase. From here, the company’s renown
will start growing as more and more people
will visit and purchase the company’s
offering.
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3

5

15

Risk Mitigation

generate enough

Offer special discounts for loyal customers, or
seasonal promotions, coupons, bundle sales,
or any other methods which will stimulate
customer purchasing and returning to urban
denCITY.

capital to keep
the business
solvent
Unfavorable

2

4

8

Risk Mitigation

unexpected

Review the lists of products to determine
potential exposure to tariffs. Also, track
potential price increases of unaffected goods
and reflect changes in pricing and contractual
obligations
2

5

10

Risk Mitigation

ns

Extra furniture

om

import tariffs

.c

Inability to

pieces wasting

urban denCITY should closely monitor its
POS category reports and afterward check
sales within each category every week, and
balance to outstanding orders. This way the
stock furniture will be minimized.

io

away in the

w

w

w
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warehouses
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FINANCIAL PLAN

This financial plan is the comprehensive evaluation of urban denCITY’s financial health
by using currently known variables, used to predict future cash flows, asset values, and
possible withdrawal plans. These metrics are used along with estimates of asset growth to
determine if the company’s financial goals can be met in the future, or point to the areas
that need to change in order to ensure that they are.

assumptions which were used in the makings of this financial model.

om

In the section below, the financials for urban denCITY will be presented, along with the

.c

In the projections, calculations for the first three years of the business’ operations are

ns

showcased.

io

ASSUMPTIONS

ut

Below, are some of the assumptions made, which will aid in showcasing the financial
model as realistically as possible:

ol

1. An assumption was made that urban denCITY will purchase 1,000 pieces of

eS

folding furniture on a yearly basis, and make sales of 100 pieces of furniture per
week.

Be

2. It was also assumed that the business’ minimum weakly sales would amass 50

zz

pieces, and the maximum 100.

3. It was also assumed that the minimal expectations for monthly sales would be 200

.B
i

pieces of folding furniture, whereas the maximum would equate to 400 pieces.

w

4. urban denCITY was assumed to start its business operations from January 2019.
During the first year of operations, it was assumed that the business will achieve

w

w

half of the expected sales, and reach 100% of the expected sales in the following
two years.

5. These are the predicted monthly salaries of the staff:
o President/Creative Lead/Sales – $150,000 annually, or $12,500 per month.
o Marketing Manager - $65,000 per year, or $5,417 per month.
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o Administrative - $50,000 or $4,167 monthly.
o Delivery personnel - $18,000 per annum, or $1,500 on a monthly basis.
o Sales Manager - $60,000 per year, or $5,000 per month.
o Sales Professional - $45,000 or $3,750 as a monthly salary.
6. The expenses for the Showroom/Office rent and utilities was assumed to be
$12,000 per month, whereas the Marketing and Advertising costs were assumed to

om

amass to $5,500 per month.

.c

7. It was also assumed that the Inventory Software would be $1,000 per month.

8. An assumption was made that the warehouse would be located in New York and

ns

occupy 5,382 square feet, which will be leased at $10 per square foot, which means

io

$53,820 per year, or $4,485 per month.

ut

9. Another assumption was made that the urban denCITY will procure a Van for its
distribution purposes in January 2019, which would cost $20,000 and have a

ol

depreciation period of 60 months (5 years).

eS

10. Furthermore, it was assumed that the cost for a single business Desktop Computer
would equate to $500, therefore $4,000 for all eight computers. Their depreciation

Be

period will be 5 years or 60 months.

zz

11. The corporate tax in the U.S. is 21%.

.B
i

12. The business will have an initial capital of $250,000 at its disposal.
INCOME STATEMENT

w

The Income Statement (or Profit &Loss Statement) is the financial statement that reports

w

urban denCITY’s financial performance over a three year accounting period. Financial

w

performance is assessed by giving a summary of how the business will incur 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 the forecasted accounting period.
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Profit & Loss Statement

Gross Profit
% of Revenues

zz

Be

eS

Interest Expenses
Earnings Before Tax (EBT)

Cumulative profit

55,200
120,000
120,000
295,200

110,400
240,000
240,000
590,400

110,400
240,000
240,000
590,400

2,167,200
88.0%

4,334,400
88.0%

4,334,400
88.0%

443,000
66,000
144000
12000
53820
718,820

443,000
66,000
144000
12000
53820
718,820

443,000
66,000
144000
12000
53820
718,820

1,448,380
58.8%

3,615,580
73.4%

3,615,580
73.4%

0
1,448,380

0
3,615,580

0
3,615,580

303,222
1,145,158
46.5%

759,272
2,856,308
58.0%

759,272
2,856,308
58.0%

1,145,158

4,001,466

6,857,775

io
ut

ol

Earnings before Interest, Tax and Depreciation
(EBITDA)
% of Revenues

Less: Corporate Tax
Net Profit
% of Revenues

3rd year
4,924,800

ns

Indirect cost:
Salaries
Marketing and Advertising
Showroom/Office rent and Utilities
Inventory Software
Warehouse Lease
Total Overheads

2nd year
4,924,800

om

Direct cost:
Direct cost for Dining Chairs
Direct cost for Dining Tables
Direct cost for Console Tables
Total Direct Costs

1st year
2,462,400

.c

Total Revenues

.B
i

The Income Statement is showcasing that the total revenues urban denCITY will amass
during the first year of operations will equate to $2,462,400. The following two years the

w

company will have an increase in revenues, estimated at $4,924,800 for each year.

w

The total direct costs which are included in the procurement of the multipurpose furniture

w

pieces are equal to $295,200 for the first year of operations. The projected total direct costs
for the second and third year of operations equate to $590,400 per year.
The total overhead expenses will equate to $718,820 per year, for the projected 3 year
period.
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The Earnings Before Interest, Tax, and Depreciation (EBITDA) will amass $1,448,380 in
the first year, and increase to $3,615,580 in the second year of operations. The same
amount of earnings before interest, tax, and depreciation are projected for the third year of
operations.
The cumulative profit for urban denCITY for the first year is expected to reach $1,145,158.
The company’s second-year cumulative profit is projected at $4,001,466. In the third year
of operations, urban denCITY’s cumulative profit is projected to increase furthermore,

om

reaching $6,857,775.

.c

CASH FLOW

ns

The Cash Flow details the amount of cash and cash equivalents are entering and leaving
urban denCITY.

io

The Cash Flow also allows investors to understand how the company's operations are

ol

1st year
1,140,692
4,467
1,145,158

2nd year
2,856,308
0
2,856,308

3rd year
2,856,308
0
2,856,308

Be

Cash Flow Statement

ut

running, where its money is coming from, and how it is being spent.

Sale of investments
Investment
Cash Flow from Investing Activities

0
24,000
24,000

0
0
0

0
0
0

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

0
0
0
0

0
0
0
0

0
0
0
0

1,169,158
250,000
1,419,158

2,856,308
1,419,158
4,275,466

2,856,308
4,275,466
7,131,775

w
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eS

Net Income
Depreciation
Cash Flow from Operating Activities

w

w

Net Cash Flow
Add: Beg, Cash
End, Cash

urban denCITY’s cash flow statement indicates that the company’s cash flow from
operating activities will equate to $1,145,158 in the first business year and $2,856,308 in
each of the two consecutive years.
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urban denCITY’s cash flow from investing activities is projected at $24,000 only for the
first year of operations since the business will procure the delivery van and the desktop
computers in the first year of operations.
The company’s net cash flow is expected to equate to $1,169,158 in the first operating

w

w

w
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year, and $2,856,308 for the second and third year.
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