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I. 
Executive Summary:
The Merchandising Company, under the supervision of Loyola University New Orleans College of Music, is located in New Orleans, Louisiana at 6363 St. Charles Avenue.  It is a start-up company, whose idea came into existence in 2007 via the Chair of the Music Industry Studies program, John Snyder.  Since the company operates under Loyola University, which is a non-profit, it is essentially bound by the rules of educational non-profits. However the business will be conducted as a corporation and will be operated on that basis. The only stipulation is that the profits will be used to pay the employee salaries and the rest will be entered back into the company for future use. 

The Merchandising Company is a service business.  The services that the Merchandising Company offers includes provide marketing and branding services for trademark holders, artists, organizations, and others with respect to a vast array of products, including T shirts, buttons, pins, hats, USB drives, cups, and branded products of all types.  We will monitor the work and services of subcontractors to insure our clients receive top quality products tailored specifically to their markets.

The target markets that the Merchandising Company plans to serve are trademark holders, artists, organizations in the local New Orleans area.

The Merchandising Company is a relatively small corporation; it is run by student workers whose job it is to provide merchandising services for clients in the local New Orleans area. The only full-time employees the Merchandising Company will employ include: an executive board made up of students who will oversee the management and scheduling of the company’s work as well as staff members, consultants from advisory councils which are located around the country, peer mentors, MBA and law student oversight, as well as a business consultant, paid for by the state of Louisiana. 

II. 
The Merchandising Company:

The Merchandising Company’s mission is: to provide innovative approaches to the products that artists and arts organizations sell or giveaway to their customers and we guarantee that our clients will receive the best product at the lowest price.

The Merchandising Company’s Values
· We believe in providing quality products at reasonable prices provided in a transparent manner.

· We believe that a creative, innovative, collaborative and integrated approach to the issues and challenges of design, branding as reflected in the creating of merchandizing products and plans.

· We believe that the public persona of a client must reflect clearly and accurately the services and products of the client as they benefit and enhance the lives of the client’s customers.

· We believe in dealing with suppliers who are “green” and attentive to workers rights.

· Our business and personal dealings, agreements, and relationships will be conducted in the highest ethical manner.  

· We believe in client service and treat our customers and their audiences with the highest level of respect beginning with the profession demeanor and expertise of our employees.

· We believe in the preeminence of the artist and the creative enterprise and from this our inspiration comes.

The Merchandising Company’s Goals

· Conduct ourselves as a corporate entity operating in accordance with best business practices in our relationships with customers and the broader market place.

· Create a managerial structure in conjunction with the advisory councils, business and legal consultants, and faculty/staff oversight, a structure run by students.

· Use our efforts and our talents to help rebuild the local entertainment industry infrastructure and serve the artists, musicians and entrepreneurial community.

· Expand our client base through a thorough investigation of the market place, a reputation for reliable and innovative services, and a determination to help our client’s achieve success.

· Create a marketing plan that is Internet-centric and dependent on social networking, using all Internet resources available.  Develop innovative approaches.

· Integrate the national “advisory” council (one for every EU)

· Develop a culture of oversight and accountability.

· Adjust, amend, or change this strategic plan and to adopt it by popular vote as the guiding document of the enterprise.

· Develop the legal documents and agreements we will need to obtain the rights we seek to exploit.

· Define all steps in the services provided and assign individual responsibility accordingly.

· Build a multi-media website that encourages social networking and educates as well as informs our customers, clients, and audiences.

· Create a mechanism for measuring our success.

· Write a code of ethics for our relationship to our artists, our customers, our co-workers, and our broader community.

· We want to apply the theoretical knowledge gained from the classroom environment to the actual experience of “doing it” and to perfect our understanding of the process through focused and informed experience.
III. 
The Merchandising Company’s Services:

We provide marketing and branding services for trademark holders, artists, organizations, and others with respect to products of all kinds, including T shirts, buttons, pins, hats, USB drives, cups, and branded products of all types.  We will monitor the work and services of subcontractors to insure our clients of top quality products tailored specifically to their markets.

These services are provided by hired students under the supervision of staff members, music and entertainment industry professionals, as well as industry organizations.

The Merchandising Company plans to differentiate itself from other merchandising companies by offering a diverse array of professional level services at a greatly reduced price in the local New Orleans area. The Merchandising Company will be able to provide discounts to its clientele due to the fact that students, with proper professional oversight, run the Merchandising Company. Although this lack of experience will allow for cheaper rates to be charged, the Merchandising Company will still turn out professional level work to clientele nationwide. 

The suppliers of the Merchandising Company are trademark holders, artists, organizations in the local New Orleans area.

IV. 
Marketing Analysis Summary:

Market Size
The Merchandising Company intends to serve the local New Orleans area. The potential market depends on the size and scope of the individual artists and organizations that want to work with us. Due to the fact that all different types of content are going to be produced that the company will be working with, crossovers from different musical genres will occur. The market follows the products; therefore we will need to be adept to reaching all market segments of people that will consume these goods.

This market consists of diverse segments including:

· Business-to-business
· Business-to-consumer
Industry
As industry professionals are becoming more in-tune with the technological advancements of today, they are beginning to realize the potential they have to produce and distribute their music and products through new distribution channels. The Merchandising Company will be running at the forefront of new entertainment models in order to produce the most effective and efficient merchandising services possible.

Consumer Analysis
While the Merchandising Company understands we cannot cater to everyone’s specific needs, we will be targeting trademark holders, artists, organizations in the local New Orleans area. We will be working with the Design and Marketing Companies to accomplish this challenge successfully.
Differentiator
What sets the Merchandising Company apart from other merchandising companies is that we serve a multitude of consumers, ranging from trademark holders, artists, organizations in the local New Orleans area. 
Furthermore, the Merchandising Company will also be able to offer our services at a price below the marketing industry averages. The pricing is below market value but the services are of a professional level under the supervision of industry professionals.

Potential Market
When calculating our potential market, the Merchandising Company chose to focus on serving trademark holders, artists, organizations in the local New Orleans area.

The Chair of the Music Industry Studies department in the College of Music, John Snyder, saw this as an opportunity to start a student-run business, giving students real-life experience as entrepreneurs. He hopes that most, and ideally all, of the students that become involved eventually as well as own their own business in the future.

SWOT Analysis
It is important to assess companies surrounding the Merchandising Company that could be viewed as competition, as it is important to understand these companies in order to make yours stronger and more successful. After these companies have been identified, determine the strengths, weaknesses, opportunities, and threats of the Merchandising Company. 
Strengths: Strong Design Department the College of Music and Fine Arts, large number of Design students, large number of bands needing merchandise

Weaknesses: No connections to suppliers, significant competition for the T-shirt dollar

Opportunities: To work hand-in-hand with Marketing Company, Merchandise Company, and Design Company, innovative financing opportunities for clients (particularly broke musicians)

Threats: Lack of paying customers, careless branding, poor design, or lack of clarity in approach

Advertising Plan
The marketing strategy for the Merchandising Company is first and foremost making the enterprise known by the local, as well as nationwide, music community. We will market the Merchandising Company in the local community by way of direct marketing via the telephone and internet advertising, PSAs, college and university newspapers, college and university radio stations, as well as nationwide through brochures, and a dedicated website. The marketing plan will also depend on word-of-mouth advertising, repeat clientele, and referrals by previous clients to new institutions. 

The price for advertising will be a minimal cost to the Merchandising Company:

Free Advertising
· Direct internet marketing

· Telephone marketing

· PSA

· College and University newspapers

· College and University radio stations

· Dedicated website (website IP address granted by Loyola University)
Paid Advertising
· Brochures: at custompostcards.com, the Merchandising Company will be able to produce 5000 brochures for $359. We will make 10 of these orders per year and more depending on demand. 
Marketing Plan

Due to the fact that the Merchandising Company is a service provider, we plan on generating sales leads through the use of our multifaceted advertising channels: direct internet marketing, telephone marketing, PSAs, college and university newspapers, college and university radio stations, a dedicated website (website IP address granted by Loyola University), and brochures. We will also rely on word-of-mouth marketing, repeat clientele, and client referrals. Furthermore, we hope that our presence at a multitude of different types of educational, artistic, cultural institutions and music and entertainment events will warrant the attention of potential clientele so we can gain more exposure this way.
V. 
Human Resources:
Loyola University will own 100% of the Merchandising Company but will not receive any salary for doing such. The profits made by the company’s efforts will be used to pay the employees (70% of income) and the remaining profits (30% of income) will be used to fund the growing business as necessary, increasing the quality of available products. Due to the fact that the Merchandising Company will not need any outside money to start the company, there are no other investors involved in the Merchandising Company.

Key Management of the Merchandising Company
The faculty/staff advisor needs to be assigned to this EU.  This person may be an MBA student or someone in the community who is engaged in this business.  The Small Business Development Corporation will assign a local business person as a consultant to this EU.  Members of our Advisory Councils who are in the live sound industries will act as an Advisory sub-committee for this EU, making themselves available for questions, internship, and placement opportunities.

The student governance and HR structure will be determined by the character of the services to be rendered, what processes are involved, what equipment will be required, etc.  The services of this particular EU imply the following responsibilities:  management, sales, product development, design, financial/business affairs, and marketing.  All functions need to be listed, described in detail, and delegated to group/company members.

Members of the student entertainment and sports law club at the College of Law have agreed to act as legal counsel for the company.  We hope to involve an MBA student from either Tulane or Loyola as a peer mentor/consultant to the company even if a staff member becomes the advisor to this EU.

These students will be trained on the job, as well as through their courses provided at Loyola University. The functions to be staffed include: 

· Provide merchandising services

· Financial accounting and billing

· Payroll

Professional Advisors
The Merchandising Company will use Loyola University’s accountant and attorney if it becomes necessary. The Merchandising Company will not be required to pay for these services due to the fact that they are covered in the financial obligations of Loyola University to the student-run company.

VI. The Merchandising Company Facility:

Location

The Merchandising Company will be located on the fourth floor of the College of Music on Loyola University’s campus, which is located at 6363 St. Charles Avenue, New Orleans, Louisiana, 70118. This location is perfect for the company because the College of Music houses all of the Music Industry Study student-run companies that the Merchandising Company will be working for. 

Zoning, Utilities, and Building Purchasing/Leasing

The Merchandising Company does not require any zoning permits to conduct their services. In addition, all of the utilities related to their work will be paid by Loyola University who already pays for all of the needs of the building. Due to the fact that the company is housed on university property, the Merchandising Company does not need to worry about purchasing or leasing the building. 

Disclaimer: Parking, Leasing/Purchasing, Inventory, and Overhead

Due to the fact that the Merchandising Company will be working out of Loyola University’s College of Music, we are not responsible for paying for:

· Parking spaces, of which enough are provided

· Inventory

· Overhead, due to the fact that Loyola University is not responsible for paying for rent, utilities, telephone, maintenance, insurance, etc.

Monthly Fixed Costs
The expenses that the Merchandising Company will experience on a monthly basis are as follows:

· Student Staff Salaries
VII. Financial Plan:

There are several aspects of a financial plan that must be considered by the Merchandising Company. Management must establish a budget and a thorough plan to take into account the goods and services the Merchandising Company produces, markets, and sells. It is important to create this plan in order to consider and dictate future spending and savings for the firm. This plan will consist of the three primary financial statements: the balance sheet, income statement, and cash flow statement.
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