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I. EXECUTIVE SUMMARY 
 Jill & Joey Gift Baskets is a subscription, on-line gift basket service designed for new mothers and their 
infants. Especially during a pregnancy, loved ones are interested in celebrating and sharing in this momentous 
occasion by giving ‘the perfect gift’. Our solution saves customers time researching, purchasing, packaging, and 
delivering this very gift.   

!  
Target Market: Because Jill & Joey Baskets is an on-line company, our total available market, eventually, is 
the nation, in which approximately 4 million babies are born annually. Initially, however, because half of our 
(basket) products are “donated” by local shops, we are, in a sense, tethered to the local areas of Monroe and 
Erie Counties, NY.  In these two areas, 17,500 babies are born annually. Therefore, we will focus our first-year 
marketing efforts on the 100-mile radius of these two regions. 

Demonstrated Demand/Competitive Advantage: Our research and direct surveys revealed that family 
members and friends will spend on average of $50 - $70 per shower gift, desire the “perfect” gift, and are often 
at a loss when it comes to knowing what new mothers need. Though there are competitors already in this 
market, our company far exceeds the quality of our competitors’ product, both in total value and creativity of 
our product.  Unlike our competitors, we list the types of gifts included in the baskets and we guarantee that 
each basket contains $50 - $70 worth of goods.  We can offer this profitably because $25-$45 worth of product 
is donated from local companies interested in marketing specifically to this market!   

Proposed Service:Jill & Joey Baskets is subscription-based; consumers purchase 4 baskets to be delivered 
every quarter in the first year, and are billed after each of the 4 deliveries. Each basket contains products 
specifically tailored to the physical and emotional needs of both mother and baby. We save consumers’ time in 
researching, shopping, packaging, and delivering a carefully crafted gift for new mothers. The high value, 
creativity, and complete appropriateness of our product show new mothers that they are loved.  

Pricing: Direct surveying of our target market reveals that consumers are willing to pay an average of $61.44 
for one of our baskets. Our basket price is $61.50 per basket. (Customers pay for shipping costs through UPS or 
FedEx.)  

Future Expansion: After our third year of operation, we plan to expand Jill & 
Joey Baskets in the following ways: 

1. Expand our locally-based products to other metropolitan areas. 
2. Sell ad space on our website. 
3. Demonstrate our profitability in order to franchise our business. 
4. Expand the concept of sending locally-based baskets to other target 

markets experiencing transitions, such as families moving into new 
homes. 

Financial Highlights/Requests:The owners of Jill & Joey Baskets will each 
invest $23,000; totaling $69,000. We are requesting a loan of $50,000 at 8% 
interest for 7 years.  

Jill & Joey’s Mission: 
1) To provide a cost effective solution which saves consumers time and energy involved with selecting and 
delivering a meaningful gift to new mothers and their infants.  
2) To provide a creative and relevant product that enriches and adapts to the changing lives of the mom and 
baby throughout the first year of life. 
3) To drive profitability.
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II. INTRODUCTION 

 Jill & Joey Gift Baskets is an online gift basket company that caters to it’s local community. We offer a 

gift basket for a new mother and her baby (delivered every three months) that is filled with researched and 

creative products tailored to the mother’s physical, social and emotional needs at that time. The four baskets are 

delivered quarterly for 1 year and the contents of each one is adjusted for the needs of the mother and baby as 

they heal and become acclimated to new roles and responsibilities and celebrate each. 

 Our team handpicks each and every item that is included within our baskets and guarantees that they 

have been thoroughly researched to provide the mother with the comfort during this changing time. We worked 

alongside pediatrician, Marie Lynd Murphy, MD, who initially advised us how each product can positively 

affect the changes the mothers experiencing. Each of the four baskets contains a guaranteed$50-$70 worth of 

goods and services designed to benefit the mother and baby. To ensure our profitability, only $25 worth of 

actual product is bought as inventory by Jill & Joey. The other $25-$45 worth of value in each basket is donated 

by local companies. In essence, drawing from the past, successful “welcome wagon” (but tailored to mothers 

and infants.) 

 Our mission is to establish and maintain a profitable business that improves the well being of a new 

mother and her child while continuing to effectively expand our business geographically.  Our business profits 

from its ability to partner with companies in its locality. We do this by assuring a win-win for both the local 

company and ourselves: the local company gets to have its name delivered directly to its target market and 

receives the best marketing available, a direct connection with that exact target market. We, on the other hand, 

receive products perfectly aligned to our customers at reduced or no cost allowing us more freedom to add value 

to our product and truly accommodate our buyers. To accomplish our goal, we have a marketing plan in place 

that allows us access to the widest possible range of our target market as well as a salesperson committed to 
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connecting with local shops in each city to make the deals we need. 

 We plan to start up in both Rochester and Buffalo. Donated goods for all of our baskets during this start 

up period will come from local Rochester and Buffalo based stores who have agreed to partner with Jill & Joey 

Baskets. Our company plans to sell at least 400 baskets within our first month of sales. To accurately predict 

this number we looked at data as it relates to our start-up cities. There are about 8,500 babies born each year in 

Rochester and an additional 9,700 babies born each year in Buffalo. By taking the rough sum of these two 

numbers and dividing the total over the 12 months of the year, we can assume that in our start -up locations 

there are approximately 1,516 babies born each month. Our primary-research statistics showed us that 81% of 

our target market would be interested in purchasing our product, however, we only assumed 26% would buy to 

stay on the conservative side of the estimates. To ensure a 26% customer rate by the end of our first month 

marketing in each city is essential.  

 As we developed our business we were aided by 3 main advisors who provided valuable information. 

Marie Lynd Murphy, MD has been a pediatrician for 30 years, and was able to supply us with information about 

both the stages of a mother’s pregnancy and a child’s first year of life. This was a large proponent in our ability 

to develop a point of differentiation in our business and ensure that Jill & Joey would be medically accurate in 

its ability to aid the mother and child during its time of service. Chuck Bianchi is the Vice President & General 

Manager at Palmer’s Food Markets and has worked in warehouse industry management for 25 years. He 

assisted us in fully understanding the inner workings of inventory management. His shared knowledge allowed 

us to gain insight into what our needs, expenses, and turnover for the storage of our inventory are. Our last 

advisor was Mary Cannon. Mary Cannon has many years of business experience as both an entrepreneur and 

Human Resource Manager. She guided us through the process of writing this paper and helped us to understand 

the concepts involved in starting a new business. 
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III. ANALYSIS OF THE BUSINESS SITUATION 

III.A. Self-analysis 

Kate Bianchi: Kate has had numerous experiences with the business world ranging from her involvement in 

DECA, to her coursework, and her own business and work experiences outside of 

the classroom which include not only a part time job at Wegman’s Food Markets but 

also paid videography and editing work for two different companies. Kate had the 

opportunity to go to the State DECA competition, where she successfully completed 

a leadership seminar and placed in the top ten of one role play in the Personal 

Finance Event. She has completed the following business coursework: Financial 

Management, Entrepreneurship, Advanced Microsoft Applications; and is 

currently challenging herself with Business Analytics. These courses have strengthened her ability to conduct 

business in a professional manner. In Entrepreneurship, she worked with both Tess and Sarah on a team to 

create a fictional restaurant and develop a marketing plan for it.  

 Kate’s strengths lie in her personality and business initiative. Kate is outgoing and personable and is 

always ready to jump headfirst into the next project. Because of her active personality she can often get caught 

up the big ideas and luckily has both Tess and especially Sarah to keep her grounded and focused on the task at 

hand. When her mind is set on a task, there is nothing that can stop her. Kate has proven this determination and 

willingness to take risks many times in her life. She ran against three other seniors for nomination as class 

president and received the position. She has started two successful clubs at Mercy in the areas of radio and 

television and kicked off a campaign to revamp the school website while still in ninth grade.  

 The business requires that Kate be out in the world, marketing our brand and our reputation to the 

multiple companies. She plans to continue her education in Advertising and P/R in college as well as Digital 

Media and communication and hope to be a large part of the commercial advertising world.  
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Sarah Machamer: Sarah has been exposed to business people her whole life. Her grandfather had a 

bachelor’s degree in accounting, her mother has a degree in Packaging Science and a MBA and her father has a 

bachelor’s degree in accounting. Her mother is a brand protection manager at 

Xerox and she has been working there for twenty-eight years. Currently, her father 

works in I.T. She has frequently talked about business terms at home and Sarah 

became interested of business through her parents.  

 She has completed many business courses at her high school including Personal 

Finance Management, Entrepreneurial Studies, and Accounting 101. She has 

been actively involved in her DECA Club for three years and participated in 

Principles of Finance and Quick Serve Restaurant. She won third place at regionals in Principles of Finance 

and then participated at the states competition. Last year in Quick Serve Restaurant, she won fifth place at 

Regionals and then placed in the top 20% percent at States. 

 According to a personality test, Sarah is responsible and organizing. Her organizational skills will help 

her run this business. She is very involved on her school’s cheerleading team where she is captain. She 

performed an “individual” in front of a few hundred people at the Greater Rochester Cheer and Dance 

Championship at Blue Cross Arena and at the Mercy Fall Cheer Classic; winning eighth and second, 

respectively. She participated in the Eddie Meath Cheerleading Competition where around ninety girls 

compete for twenty-five spots on the team for a charity football game in June. Sarah is the first student from her 

high school to compete in this competition. Her leadership skills will help her run this business. One of Sarah’s 

weaknesses is that she finds some new software to be challenging; thankfully Kate’s strong technology skills 

complement that. Another one of Sarah’s weaknesses is persuasive writing skills; Tess will make up for this. 

She shows that she is willing to take risks, as demonstrated by her participation in DECA and in cheerleading. 
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Sarah plans to go to a four-year college next fall and major in business. After college, she wants to get an MBA 

and be successful in a company or open her own business.  

Tess Murphy: Tess is another member of the Jill & Joey team. Her Myer-Briggs personality test reveals 

that she is a valuable asset to the team as a logical and analytical thinker. Additionally, she scored highly as 

adventurous and risk-taking, a character trait she has demonstrated multiple times 

throughout her life.  

One such time Tess took a risk was in participating in her first year of DECA. Although 

most participants are required to take a business course before joining a DECA club, Tess’ 

difficult course load made adding a business class impossible. However, she joined DECA 

despite this and came in first place at the Regional competition for Human Resource 

Management. She went on to place seventh in the State competition for this event. Her other DECA 

achievements include a third place finish at Regionals in the Quick Serve Restaurant Management Event, as 

well as winning first place in the state competition, where one of her judges commented that she “should be 

teaching roleplays!”. She went on to compete in the International competition in California, where she was a 

part of the top 20% percent of participants in her event.  

Tess has also taken risk in applying to the Kenyon Review’s Young Writers Program this past spring. 

This highly selective program accepts less than 25% of applicants to its intensive, two-week writing program. 

While at Kenyon, Tess gained experience in writing persuasively. 

Tess’ strengths include her problem solving skills as well as her ability to write and present persuasively. 

Additionally, Tess has participated in Wegman’s exemplary customer service training program. A weakness of 

Tess’ is difficulty in time management; however, her fellow team member, Sarah, scored highly in organization 

and planning, and she will be able to help Tess better follow a schedule. 
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III.B. Trading Area AnalysisIII.B.1. General Data 

Although online businesses are not restricted by geographic border and are accessible to customers from 

across the country, we are different in that our on-line business is geographically linked to local suppliers. So as 

such, we are focusing our marketing campaign in Monroe County; our direct marketing efforts will be aimed at 

the local population. 

Geographic: Monroe County is located in Western New York State, northeast of Buffalo and northwest 

of Syracuse. It is located just south of Lake Ontario, and north of the Finger Lakes. The City of Rochester is 

considered the heart of Monroe County; however the majority of the people, including more affluent, live in the 

decentralized suburbs. The city of Rochester has been named one of the most accessible cities because of its 

convenient highways. On average, the commute time is the county is only 22.6 minutes. 

Erie County is located also in Western New York State, southwest of Rochester and west of Syracuse. It 

is located to the east of Lake Erie. Like Rochester, Buffalo is the heart of Erie County and the majority of the 

more affluent people live in the suburbs. The highways are also convenient since the average commute time is 

only 21 minutes. 

Demographic: According to the 2010 Census, Monroe County contains a population of 744,344 people 

and Erie County has a population of 919,086 people. However 72% of Monroe County residents (533,779) live 

in the surrounding suburbs and the same is similar in Buffalo. We are targeting all pediatrician offices and all 

OBGYN offices in both Rochester and Buffalo, with our main focus on targeting the four main hospitals in 

Rochester and three main hospitals in Buffalo. 

 Given our research, our company will primarily appeal to new mothers and their family and friends and 

the three most popular hospitals in Monroe County. To begin our marketing campaign, we have decided to 

target both the new mothers population listed above and their families. Since each year the number of new 

mothers refreshes, there will always be a constant market for our company to target.  
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 Although a wonderful time in a woman’s life, the first months of motherhood can seem isolating. 

Sending our product is a way for family and friends to remain connected with the new mother and the baby 

while giving the new family the change to adjust to the many transitions. Our company will move with mothers 

and babies through the first year of the newborn’s life. 

Economic: The average household income within Monroe County is $57,697 and within Erie County it 

is $49,977. The national average income is $45,455, yielding that 90% of households in the county have a 

greater income than the national average. Monroe County supports small business as shown by the fact that 

97% if companies in the region have fewer than 100 employees. Seventy percent (70%) of the people in 

Monroe County live in the suburbs. Due to the fact that people in the suburbs are the most affluent area in 

Monroe County, we have decided to target local pediatrician offices, OB/GYN and hospitals with the largest 

amount of people and located in those areas. By targeting these areas our market increases because there is a 

higher probability that more people will buy our product because they have the disposable income to do so. 

III.B.2 Competitive Data 

Although there are multiple website-based competitors that offer a subscription gift basket service for 

newborn babies and their mothers, our product is different in that it focuses first and foremost on the needs of 

the new mother. To quote board-certified pediatrician Dr. Marie Lynd Murphy, until the age of six months, 

babies “don’t do much of anything; the parents need more help than the baby.” Our points of differentiation are 

as follows: 

• Our company offers 4 carefully-crafted, creative baskets that focuses primarily on the mother, but then 

shifts appropriately throughout the first twelve months of the baby’s life to the changing needs of the 

mother and the baby: physically, emotionally, and socially. 

• We plan to showcase and list our basket contents unlike our competitors. 
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• Also, unlike our competitors, who had insufficient amount of products in their baskets, we guarantee at 

least $50.00 to $70.00 value of product value in our baskets which exceeds our price. We are able to do 

this because of donations from local businesses. 

• Our baskets are creative and continually update based on customer feedback, web blogs, new product 

offerings, and social media. 

• Our company values customer satisfaction and plans to have an exceptional customer satisfaction 

process in place to ensure that our product exceeds the customers’ expectations. We know that when 

people become new parents, they are more vulnerable than ever before and they have attachments to 

places and products that remind them of their baby.  

 We have identified our closest competitors as 21Bundles.com, StorkStack.com, BluumBox.com, 

Mama’sGotMail.com, and CitrusLane.com.  

 Although none of these companies offer the product that we offer, each contains some aspect that 

competes with our product. 
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 In order to fully understand what we believe to be our closest competitors, 21 Bundles, we ordered a 

single package of their product. Though it contained organic and useful products, we found the value of the 

package to be far less than the price, $39.99 per package. Many of the 

products were “sample” sizes, under three ounces. Additionally, we found that 

the products given were not well-aligned with the stages of the first year of a 

baby’s life. 21 Bundles is available to be purchased throughout the nine 

months of pregnancy, until the child’s first birthday. Their product is marketed 

to the pregnant women and to the new mothers as being support for both the 

mother and the child. The packages are filled with more gifts for the baby during the baby’s first few months of 

his/her life. The company shifts from mother-oriented to child oriented around the time of the birth, whereas we 

believe that this shift should occur six to eight months later when mothers gained their bearings. The company 

was established in October of 2012.  

 StorkStackis a monthly subscription-based service that sends 5 carefully selected products in a basket 

mainly for the child. A mother will receive one or two products; however, the majority of the products are 

tailored to the baby’s development, age or gender. Their product is offered for one, three, six, or twelve months; 

prices range from $27.99 for a single month to $335.99 for twelve months (still $27.99 per month). We can 

learn from their business in that the company is engaged in social media as well as focused partially in giving 

back to those in need. Although no exact date is available, the company has been operating for a little over a 

year. 

 BluumBoxis a subscription based service that provides products based on a child’s age, gender, and 

developmental stage. Additionally, they include a product to support mothers. Their subscription options are 

one, three, six, or twelve months with prices ranging from $24.95 for a single month to $249.50 for twelve 

months. The company was established in summer of 2011. 
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 Mama’sGotMailis another subscription; however it contains gifts solely for mothers, without any 

additional products for their children. The products offered are surprises monthly, with previous options 

including coconut oil, novels, favorite beauty products, or a craft kit. Options include one, three, six, or twelve 

months. Prices range from $49 per month for a single month, up to $39 per month for twelve months. The 

company was established in March, 2013.  

 CitrusLaneis a monthly care package subscription for children aged from birth to five years. They offer 

packages in groups of two, three, or twelve. Prices range from $25.00 per month for one and three months to 

$21.00 per month for six and twelve months. Although the website mentions that products are personalized 

based on the child’s age and level of development, it does not specify the actual contents of the care package. 

There are some images that give examples of possible products; however no actual products are mentioned. The 

actual products in this package are aimed towards young children, not their mothers. Although giving the child 

activities could provide indirect support for busy parents, our products will be aimed more directly to mothers. 

The company was started in July, 2011.  

 The proceeding chart demonstrates the unique offerings of our company, as compared with the offerings 

of our competitors. Although some companies chose to either focus on the new mother, newly born baby, or 

older child, our company is different and valuable in that we offer love and support to each of these four 

distinct age levels. Our baskets shift during each of the stages to changing needs of the mother and baby. 

Additionally, our company recognizes the value of a new family as a customer to local businesses; this is why 

we will partner with local companies, sending their products in our baskets. Of course, we realize that the 

customers have the option of crafting their own gift basket; however our easy-to-use website saves both 

timeand money in this endeavor. 
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III.C. Market Segment Analysis 

 Our business requires us to target two main markets: new mothers and the families of the new babies. 

Much research was required to learn about our target markets, their needs 

and the best ways to market directly to them. During our research, we 

realized:  

1) Most people usually spend $50-$70 on a new mom when buying 

baby shower gifts . Usually, people do not know what to buy for a 1

new mother. Many new mothers have gift registries, but they do not 

know what they will need. 

 We know the average household income in our primary target 

market is above the national average . The best part about our target market is 2

that it constantly refreshes, and women are not always having only one child. 

We hope that we can gain a families trust so that with each new child, our 

comfort baskets are ordered for the mother.  

The current market (estimated annual births): 

• Rochester General Hospital (established in 1847)1 

Number of Births Per Year: 2,4222 

• University of Rochester Medical Center (established in 1926)3 

• Number of Births Per Year: 2,9792 

• Highland Hospital (established in 1889)4 

• Number of Births Per Year: 2,9682 

http://community.babycenter.com/post/a31974727/how_much_do_you_spend_on_baby_shower_gifts1

www.freedemographics.com2
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1 0
2 0
3 0
4 1
5 2
6 2
7 5
8 8
9 3
10 11

This chart represents the 
results of our direct 

surveying. Customers were 
asked to rate our product, 

with 1 being least value and 

http://www.freedemographics.com
http://community.babycenter.com/post/a31974727/how_much_do_you_spend_on_baby_shower_gifts


•Unity Hospital (established in 1959)5 

• Number of Births Per Year: 1,4082 

•Sisters of Charity Hospital (established in 1904)6 

•Number of Births Per Year: 2,9612 

•Buffalo General Medical Center(established in 1858)7 

•Number of Births Per Year: 5,6142 

•Women and Children’s Hospital of Buffalo (established in 1892)8 

•Number of Births Per Year: 3,0489 

 To know what items new mothers and babies need we carefully researched how the needs of the baby 

and the mother develop and shift throughout the first year of the baby’s life with the help of Marie Lynd 

Murphy, MD. Our team then handpicked items for each quarterly basket that contains gifts tailored to the 

mother’s needs during the time of the baskets arrival. After coming up with our product we interviewed many 

women within our age range and found that on average they were willing to pay $61.44 for our product.   

III.D. Analysis of Potential Location(s)

 Jill & Joey isbased online and all of the owners 

currently reside in the Rochester, NY area. The primary need of 

a location for our business is storage for our inventory needs. 

The location would also serve as a place used for group 

meetings including management of our sales and website. 

Initially we considered starting our business directly out 

of the basement of one of our houses but this held two significant 

problems. We faced the fear of having too little space to support our growing customer base. The second was 

the shipping and moving of goods easily from the location. None of our basements had easy street access or 
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doors big enough move large inventory in and out without the help from professionals, an additional expense 

we did not want to have. After weighing the pros and cons we realized it would bemore efficient to rent out a 

small storage space within which we would have the opportunity to create office space for meetings while still 

having enough storage for initial inventory as well as the opportunity to easily expand without moving our 

entire business. 

 We decided that in our first year of business we will be renting out a small storage space where both our 

offices and inventory will be located. After our initial search we came up with five possible locations for the Jill 

& Joey headquarters. When narrowing down our business location we considered price, location in relation to 

our houses, location in relation to major highways, and safety statistics within the city to ensure minimal threat 

of crime.  

 After extensive research we decided on a warehouse space located at 121 Lincoln Avenue, Rochester, 

NY 14611. Though it is not very close to any of our houses we understand that the low price per square foot, no 

minimum square footage requirements and the ability to expand way beyond the size we will ever need was a 

huge asset to us. Additionally, this location was chosen because of its nearness to major highways’ and easy 

access for trucks and shipping containers which we expect to be constantly running back and forth. 

 Rent expense for this location in our first year of business will be $250 per month for 1000 ft2. The 

storage location offers heating, cooling and will fulfill all of our needs for both inventory storage and requires 

minimal customization to support our office needs as well.  
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IV. PLANNED OPERATION OF THE PROPOSED BUSINESS /SERVICE 

IV.A. PROPOSED ORGANIZATION 

Our business will operate as a Limited Liability Company (LLC) because we believe that this will be 

most beneficial as our company grows and expands. By structuring our business as an LLC, we are assuming 

the protection of all owners’ assets while creating a flexible partnership between owners. This also means that 

we will be able to avoid double (corporate and individual) taxation. Although running as a LLC comes with 

some minor disadvantages, such as higher legal fees and higher start-up costs, we believe that the advantages of 

this structure certainly outweigh the disadvantages. 

Start-up Steps: 

1) Consult with an attorney to register as a Limited Liability Company (LLC)  

2) Obtain start-up loan of $50,000 

3) Hire software design agency to create software and website 

4) Organize advisory panel 

5) Hire and in-house IT employee to work with software design agency 

6) Rent office and storage space (see above) 

7) Launch marketing campaign 
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Members of the 
Advisory Board: 
-Mary Cannon; 
Entrepreneur and 
Teacher 
-Marie Lynd Murphy, 
MD; Pediatrician 
-Mike Saputo; IT Expert 
-Marylane Bianchi; 
Human Resources and 
Sales 
-Wayne Machamer; IT 
Expert

Kate: 
Marketing/Sales 
Manager for both 
cities; website and 

social media

Tess: 
Accounting; Supply 
chain and inventory 

management

Sarah: 
Customer Relations; 
Product Expert and 
warehouse/shipping 
management (single 

warehouse for both cities

To be named: 
Contracted IT/Tech; 

Responsible for 
web, software, and 
server management

To be named: 
Warehouse employee 
-receiving inventory 

-packing and shipping 
product for distribution



Kate Bianchi - Marketing/Sales Manager; website and social media management: Kate will be in 

charge of marketing for both of our initial markets for the first year of operation. This job includes creating 

relationships with local businesses that are interested in selling their products to new mothers. Additionally, she 

will attend public events for expectant women and new mothers, including the annual Western New York 

Pregnancy Convention, The New York Baby Show and The Expecting Parents Baby Expo.  

In addition to forging these relationships in person, Kate will use social media to increase awareness 

of our new product. She has much expertise in the area of social media, with many years’ experience on sites 

such as Facebook, Twitter, Instagram, and other popular websites. This will allow Kate to effectively 

communicate with and market to potential customers. Additionally, she will contact many of the “Mommy 

Blogs” found online and ask that the most popular of these sites review our product, in exchange for a free 

sample basket.  

Information Technology/Web Design: This employee will report directly to Kate and work with the 

software design agency and manage the website, online payment system, and our server. We have decided to 

sub out our broadband and server storage requirements to keep our expenses low. We will initially purchase two 

terabytes of storage on a host server as that capacity will easily manage our projected on-line sales. The web 

designer that we hire must have an IT degree and 2-3 years of field experience. He or she must have 

programming and web design expertise; hardware knowledge is less of a consideration as we require only minor 

customization of our operating system. We expect to hire him or her before we launch so that he or she can 

work directly with us on website design, inventory software, and online sales setup. This employee will 

maintain the upkeep of our website and most importantly, ensure that our payment methods are secure.  

Sarah Machamer - Customer Relations; Product Expert: Sarah’s relatable personality makes her 

the perfect fit for our customer relations manager. She will use her effective communication skills in order to 

further develop our relationships with our customers, as well as to train any future staff members. Sarah will 
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manage direct messaging and emails from customers and know how to answer any questions regarding our 

business and our products and by doing so will establish and manage our customer satisfaction program. Our 

business model requires all of our customers to be fully satisfied with the product they purchase and Sarah will 

be essential in this endeavor.  

Sarah will serve as an expert on the rationale behind why we chose the products we offer. She will 

work with Advisory Board Member Marie Lynd Murphy, MD in order to adapt our services to the needs of 

mothers and new babies. She will use feedback from customers and new mothers to research and develop new 

baskets so that our product remains relevant and creative in the changing market. Additionally, Sarah will be in 

charge of managing our Warehouse Employees who will be packaging and shipping our product. This 

management position requires her to be at the top of her game at all times because our business relies on 

effective use of our resources.  

Tess Murphy - Accounting; Supply Chain Management and Inventory: Tess will manage the 

accounting, as well as the daily operations of our business. Tess is well-versed in the financials of the business 

and will be assisted by our Advisory Board Member Mary Cannon as well as an accounting firm if need be. 

Tess will manage our daily operational expenses, sales, and payments. 

A critical aspect of Tess’ position includes maintaining inventory at the appropriate levels. There will 

be inventory for 3 months. We recognize that our business requires effective supply chain management to 

remain secure in order to create profit.   
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 IV.B. Proposed Product/Service

Each of the products offered in one of our baskets is heavily researched in order to provide the best 

support for new mothers and their babies. Additionally, we will account for advancements in the ways to best 

provide this support, such as new and improved products, and are able to change our products accordingly. We 

offer four baskets, aligned to the four quarters following childbirth. Each basket will contain a minimum of $50 

worth of creative products, tailored to the recovery and development of the mother and baby.  

Months 1-3 after childbirth: 

!  

The stages of a woman recovering post-pregnancy can be divided into four quarters of three months 

each. The first quarter, immediately following the birth of the baby, is the most stressful and trying time for the 

mother. As the year progresses and the baby becomes more independent, the new mom has time to grow into 

her own as a mother. Working women can receive anywhere from six to twelve weeks off of work following 

their pregnancy.  During this time, the mother will most likely be caring for and nursing her child. If the mother 

is nursing, as is recommended by the American Association of Pediatrics, this is equivalent to a full-time job, or 

around a minimum of eight hours spent on nursing each day. This takes a toll on the woman’s body. This 
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experience is uncomfortable and painful. Breast feeding is also extremely dehydrating; women are encouraged 

to drink an incredible amount of fluids. It is also difficult for new mothers to run small errands while caring full-

time for a new born; often they lack the ability to easily leave their home with the baby even for a short 

time.For the first few months after birth, comfort care for the mother is the best support that can be offered to 

both the mother and her baby. 

Products during this time will focus on providing comfort for mothers, especially while breastfeeding. 

As breastfeeding is a time-consuming process for mothers, there will also be products to help pass the time 

while breastfeeding. Products will also help parents eliminate small errands that are often difficult to perform 

with a newborn child in tow.  

Months 4-6 after childbirth:  

!  

Comfort care also helps to counteract the symptoms of postpartum depression (PPD), which can set in at 

any time after childbirth. It has been found to gradually develop into severe cases by months four through six. 

By this time, many mothers have returned to work and stress can only worsen the symptoms. According to 

psychologist Jared Friedman, there are five very important steps to battle this depression: 

1) Focusing on self-care, including rest, healthy eating, and relaxation 
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2) Human interaction with family and friends; even talking on the phone with someone close to the 

mother for five or ten minutes a day can help combat PPD 

3) Support groups or therapy  

4) Exercise, such as guided yoga or light focused workouts, are recommended for battling any 

depression, as it raises endorphins.  

5) Holistic approaches that support the “mind, body, and soul” are recommended 

Many new mothers are concerned for the safety of their newborns at this time and prefer organic and 

less-processed products. At this time, it is also likely that the mother, prepared or not, will be returning to work. 

Because the parents and child will be venturing out of the house more, exposing the child to potential illness, 

products such as over-the-counter medications in child sizes, a child’s thermometer, and a Red Cross First Aid 

kit will also be included. “Parents don’t realize they will need these things until their child is sick,” says Dr. 

Murphy, “and then they need them immediately.” 

 Products from this quarter will help the mother on the go with her child, as well as give her extra time, 

as she will be increasingly busy if she has returned to work. She is still recovering from childbirth and 

breastfeeding. Additionally, the baby’s first teeth will grow around the sixth month. 
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Months 7-9 after childbirth:

!  

 Postpartum depression can be apparent as long as six months after the birth of the child so it is important 

in the third quarter to keep in mind that at this time, the mother may still be struggling. Many moms, however, 

will simply be overwhelmed by the amount the baby has grown and is now moving. “By the sixth month, the 

parents and the baby have really reached a balance,” says Dr. Murphy. By this time, many babies will be rolling 

around, sitting up, and trying to understand the world around them. This means that baby-proofing is an 

absolute must. Babies are definitely ready for solid foods at this time, if they have not started already. It is also 

possible that by this time, a mother is pregnant again with another child, further increasing her responsibilities. 

Where the mental and physical health of the mother is concerned, exercise is still a major recommendation from 

doctors and pediatricians; however, many mothers have accepted that their body is changing and they may be 

unable to return to their pre-baby weight. According to our research on the many “Mommy” blogs found online, 

mothers need a little extra care and attention at this time. Salon visits, including massages, manicures, or 

pedicures, can provide some much needed relaxation time for mothers. 
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  As the baby becomes more active, toys that are engaging for the baby but not irritating to parents are 

helpful while traveling or at locations where quiet is required, such as a place of worship. Additionally, the baby 

will be eating some soft foods by this time.  

Months 10-12 after childbirth: 

!  
 By the fourth quarter of the year, the baby has become relatively independent and their first birthday is 

approaching. Mothers and babies have definitely reached a balance; baskets will now be split equally between 

supporting both of them through this time. Commemorating the first year of the baby’s life is important for 

parents as well.  

 Products will focus on helping the parents commemorate the first birthday of the child as well as 

providing comfort care for the parents. 

IV.C. Proposed marketing strategies 

We have priced each basket at $61.50. This is because: 

1) Our research indicates most people usually spend between $50-$70 for a new mom and baby at a baby 

shower.  
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2) The average single purchase price of one of our closest competitors’ baskets is $40 (21 Bundles, Stork 

Stack, Citrus Lane, and Bluum Box).  

3) None of our competitors: 

a. explicitly list the products included in a basket 

b. ensure a minimum value of a basket 

c. alter the composure of the basket to suit changing needs of mother and baby 

d.  are focused locally 

Marketing Campaign: 

1) Customer Reviews:The basket reviews we offer will be an impactful marketing tool. It will be one of 

our primary promotional focuses because it is our main source to connect with people one-on-one and engage in 

conversations that bring more knowledge and publicity to our product. We want to create awareness of the 

product and educate potential customers regarding its value. The basket reviews will be done by prominent 

mommy bloggers and will provide customers with the opportunity to see as well as hear trustworthy opinions 

on what our product offers.  

2)Word of Mouth:  All of our customers have daily interactions with hundreds of their peers in our 

target market. Word of mouth and referrals will be an important and prevalent marketing tool because moms 

trust other moms.  

3) Online Presence: Jill & Joey will have Facebook, Twitter, and LinkedIn accounts as well as a 

company website. These social media sites are a key aspect to success in our company because it is an easy and 

effective way to reach thousands of young and middle aged adults in our market. These accounts will also give 

us access to what customers and potential customers think about our business, both good and bad. We aim to 

address any negative comments and will strive to make changes that will benefit the customer and our company. 

Social media is a great way to get the word out about our service and communicate with our customers, free of 
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charge.  

Our company website will be designed to make buying or gifting a basket as simple as possible. It will 

be easy to navigate and prove to customers that our service will be just as hassle free as our website. Customers 

will be able to easily select their desired basket and subscription size and pay online through the use of PayPal. 

The website will also include our mission statement as well as our policies regarding returns and broken/

undelivered merchandise. 

4) Event Booth: Kate will be setting up an event booth at New York State Mother and family based 

conventions and fairs. The following fairs and conventions would allow us to promote our service to our prime 

markets: The New York Baby Show which features 116 exhibitors and is located NYC area, The Western New 

York Pregnancy  Baby Expo featuring 57 vendors and is located in Depew, NY, and the Expecting Parents  

Baby Expo located on Long Island.  Because many of these parent based exhibits travel, we hope to set 

ourselves up with more as opportunities are presented. Posters, brochures, and business cards promoting the 

service will be at the event booth. A few sample boxes will also be available at the booths for moms and 

expecting women to look at. She will also have her laptop to allow interested families to sign up for the tour on 

the spot. The cost of professionally printing 500 brochures is $65.00. "/> 3

5) Partner with Local Services:Kate will partner with the pediatrician and OBGYN offices locally so 

they can promote our service to new moms coming through their offices. With the help of one of our Advisory 

Board members, Marie Murphy, MD, we will compile a list of the best local areas to reach out to. We will also 

begin to network with counselors of nearby cities as we expand.  

6) Print Advertising: Print advertising will be purchased in the Brighton-Pittsford Post. Each ad will 

include a small description of our service as well as our logo, our website and our phone number. The post is 

read by approximately 15,000 readers and frequently runs articles aimed at families and children. "/>This will be 4

! "/>1. http://www.uprinting.com/brochure-printing.html3

! "/>2. Brighton – Pittsford Post4
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a great place for us to run a column inch ad, costing only $12.00.  

V. PLANNED FINANCING 

V.A. Projected income and expenses 

Forecasted Financial Rationale

Rationale behind Projected Income Statement: The forecasted statement of income is based on the following 

conservative assumptions and calculations:  

Sales and Expense Data Rationale: 

! 1 basket is sent every 3 months

! Customers are charged per basket

! We project capturing 26% of total available market in month 1 (400 customers)

o After month 1, this drops to a growth of 200 customers per month

! Price per basket is $61.50

! Cost of goods per until is $25

! The retail value of the basket is guaranteed to be between $50-$70

o We are able to do this because of quantity discounts and donated local products

!Our profit per basket is $36.50

!In year 1, we project 2,900 customers; year 2: 3,900 customers; year 3: 6,000 customers

!Sales revenue is received in 4 payments throughout years 1, 2, and 3

! We conservatively estimated selling to just 26% of our two localtarget markets (a constantly refreshing 

population of approximately 19,000 newborn babies each year).

o Additionally, we believe our low-cost, labor-intensive marketing will ensure additional 

customers  
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! Though we have local markets in two metropolitan areas, Rochester and Buffalo, New York, a single 

warehouse location and salesperson is sufficient to meet the needs of both of these markets. 

o As we expand into other localities, we will establish additional warehouse space and sales 

personnel as needed 

! We only offer one year’s subscription, we will charge customers them quarterly. This means we receive 

revenue from sales up to a year following the initial purchase.

! We assume no sales during our first two months of operations while we work with in-house IT, stock our 

inventory, and develop relationships with our local suppliers.

Cost and Expense Data Rationale: 

! Rental expense ($250 per month for 1,000 ft2) and accompanying utility fees start in month 1.

! Our labor-intensive, predominately social-media-based marketing plan (refer pages) requires a monthly 

$500 advertising expense.

! We will be using Google Check-Out to securely process orders, a cost of 2.9% of sales plus $0.30 per 

transaction.

! Delivery and shipping fees through commercial contracts with UPS and FedEx will be passed to 

customers.

! We plan on hiring a single warehouse employee for the first seven months of operation; after this time a 

second employee will be hired.

! A single salesperson will be sufficient to meet the needs of both Monroe and Erie Counties

Additional Start-up Costs: 

! Our inventory will primarily be purchased through wholesalers. 

! We have also established contracts with local suppliers; as we expand, we will form relationships with 

additional local companies 
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o In order to be profitable, we need $25-$45 retail worth of donated product per basket (this is not 

necessarily the local suppliers’ cost) 

! Our inventory requires shelving in our warehouse space. We will maintain three months’ worth of 

inventory at all times. 

! We will purchase a single host computer ($1500) for our in-house inventory program ($300 annually) to 

organize our inventory flow. 

o Tess will use this host computer; Kate and Sarah will use their personal laptops 

! We assume office equipment(desks, chairs, lamps, etc) to be $5,000 

! Owners are investing $23,000 apiece; this is a total equity of $69,000 

! We are requesting a loan of $50,000 for 7 years at 8% interest 

! As we are a start-up, cash will be tight in year 1. But as we continue to become reputable in our market, 

units shipped will grow from 5,500 (year 1) to 15,600 in year 2. A big part of this is continuing 

payments received from previous sales 

o This leads to increased profitability from $9,038 to $218,897 in year 2. 
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V.B. Proposed Plan to Meet Capital Needs 

1. Personal and internal sources: Each owner will invest $23,000 of personal funds to cover the expenses 

involved in start-up. This totals $69,000 of investment. 

2. Earnings: As we meet our sales, costs, and expense targets, each owner will draw a salary of $20,000 in Year 

1; $30,000 in Year 2; $40,000 in Year 3. 

3. External Sources: In order to cover additional start-up costs, we are requesting a loan of $50,000 for 7 years 

at 8% interest. 

4. Plan to repay borrowed funds:Each owner is contributing $23,000 for a total equity of $69,000. We are 

requesting a loan of $50,000 for 7 years at 8% interest. This 8% interest rate is driven by the January 2014 

prime rate of 3.25% , a conversation with a commercial loan officer in January 2014, and the fact that we are 5

a new business. As we met our projected sales, costs, and expenses, our cash flow is tight in year 1. But, we 

will grow to a net income of approximately $218,897 in year 2. Thus, we plan to pay our principle early as 

cash flow allows.  

VI. Conclusion 

We believe that Jill & Joey will thrive in its own niche within the marketplace. The competitors we face 

in our market do not measure up in value or creativity. Once we have established our brand in the Rochester and 

Buffalo areas, we will strongly consider the possibility of opening branches in other large cities in the New York 

Area. 

         To start Jill & Joey Baskets, we are requesting a loan of $50,000 for 7 years at 8% interest. We believe that 

this loan is a solid investment because of the demonstrated demand, growth potential, and clear point of 

differentiation from other competitors for this service. We appreciate the time you spent in reviewing this plan, 

and encourage you to fund this innovative service to help mother and child grow through an essential transition 

phase in life. 

 Ycharts.com5
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