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1. Executive Summary

This plan sets out a Home-Furnishing & Made-ups Brand in India — a brand designing & selling home textiles &
made-ups (bed linen, bath towels, curtains, cushions, throws, table & kitchen linen, rugs) under its own label,
produced via own/contract manufacturing, sold through D2C/online, marketplaces, retail & exports. It earns home-
textile brand margins on designed, quality made-ups, monetising India's large home-textiles market (a global export

strength) & the D2C home & décor boom — a design-, brand-, inventory- & channel-driven consumer-textile business.

India is a global home-textiles hub (large exporter of bed & bath) with a big & growing domestic market driven by rising
incomes, home ownership/renovation, aspiration, décor consciousness & the D2C home boom. A home-furnishing brand
earns healthy margins on designed, quality made-ups, with the key levers being design/product & quality, brand &
marketing (CAC), inventory management, channel mix (D2C/marketplace/retail/export) & repeat. It is design-, brand-,
inventory- & CAC-sensitive (less fashion-volatile than apparel — home textiles are more evergreen); success rests on
design/quality, brand, channel & inventory.

This is a brand/consumer business with a blended funding profile — promoter + self-funded/angel equity for design,
inventory & growth (DPIIT if scaling). This plan models a home-furnishing brand requiring ¥45 lakh (316 lakh promoter +
X29 lakh self-funded/angel + WC), targeting X1 crore revenue in Year 1 and X3 crore by Year 3. (Home-furnishing/made-

ups brand; design/brand-margin, inventory-/CAC-sensitive, D2C+marketplace+retail+export, evergreen home textiles.)

2. Business Description, Vision & Legal Structure

Concept: A home-furnishing & made-ups brand - bed/bath/curtains/cushions/linen/rugs - own label, own/contract

manufacturing - sold via D2C, marketplaces, retail & export; design, quality & brand.
Vision: To build a loved home-textiles brand for beautiful, quality homes.

Mission: Delight customers with well-designed, quality, durable home textiles.

Legal structure options

e Private Limited / LLP — recommended (for brand, export, funding & scale).

e Proprietorship / Partnership — possible for a small start.

Regulatory anchor: a home-furnishing brand is an apparel/textile-consumer + (export) business — company/GST, textile
labelling & weights-and-measures, trademark/brand IP & design, e-commerce/consumer-protection & DPDP (D2C),
IEC/export (HEPC/eco-standards like OEKO-TEX/GOTS for export) & manufacturing (own/contract). Design/product/quality,
brand & marketing, inventory, channel mix & repeat determine success; design-, brand-, inventory- & CAC-sensitive

(evergreen, less fashion-volatile).

3. Promoter & Ownership

Led by a promoter with home-textiles, design/brand or D2C experience & product sensibility. The team includes
design/product, sourcing/production (own/contract), merchandising/inventory, marketing/D2C & sales/export.

Design/quality, brand, inventory discipline & channels are the differentiators. Ownership & stakes are editable inputs.



4. Market Analysis — India

India is a global home-textiles powerhouse (leading exporter of bed & bath) with a large & growing domestic market,
driven by rising incomes, home ownership/renovation, aspiration, décor consciousness, gifting & the D2C home &
décor boom. Home textiles are more evergreen & less fashion-volatile than apparel. The market rewards
design/quality, brand, channel mix, inventory & repeat; it is design-, brand-, inventory- & CAC-sensitive & competitive,

met with design/quality, brand, channels & inventory discipline.

Demand drivers

¢ Rising incomes & home ownership/renovation.
« Décor consciousness & aspiration.

e D2C home & décor boom.

o Exports (India home-textile strength).

« Gifting & occasions.

Market sizing (illustrative framing)

TAM Home textiles (India + export) Very large
SAM Segment/niche & channels Substantial
SOM (Yr 1-3) Customers & orders Scaling

Target segments

e Home-décor & furnishing consumers (D2C).
o Retail, marketplaces & modern trade.

e Exports (bed/bath/made-ups).

o Gifting, hospitality & institutional.

5. Competition & Competitive Advantage

Landscape: established home-textile brands (Bombay Dyeing/Welspun/Portico/D'Decor), D2C home brands, marketplaces,

imports & unbranded. The brand competes on design/quality, brand, value, channel & repeat.

The brand's edge

o Design/product & quality.

e Brand & story.

¢ Channel mix (D2C/marketplace/retail/export).
« Evergreen range & repeat.

o Value & durability.

6. Products & Revenue Model
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D2C / online (own brand) Brand margin (best) Margin/data

Marketplaces Margin (net fees) Reach/volume
Retail / modern trade Wholesale/retail margin Reach
Exports Export margin (forex) Volume/margin
Gifting, hospitality & institutional B2B/order margin Base/volume

Designed, quality made-ups earn healthy home-textile brand margins; D2C/own-brand is best margin & data-rich;
marketplaces & retail add reach; exports (India's strength) add volume/margin; gifting/hospitality adds B2B volume.
Design/quality, brand/marketing (CAC), inventory & channel mix drive economics — the decisive home-furnishing levers;

evergreen range eases inventory (vs. apparel) & aids repeat.

7. Go-to-Market — Marketing & Sales

o« D2C/online & social (home/décor content, influencers).
 Marketplaces & retail/modern-trade.

o Exports (HEPC, fairs).

Gifting, hospitality & occasions.

 Brand, quality & repeat/CRM.

Sales approach

Build brand & desire (design/quality, social, home/décor content) — sell via D2C, marketplaces, retail & export —» add
gifting/hospitality & occasions = grow repeat (evergreen home textiles are repeat-friendly) via CRM & range. Design/quality,

brand, channel mix & repeat build healthy-margin revenue.

8. Operations Plan

o Design & production: in-house design, sourcing (fabric/yarn), own/contract manufacturing (weaving/made-
up/processing partners), quality; range/collections.

e Process: design/range — sourcing & production — inventory & listing = sell (D2C/marketplace/retail/export) — fulfilment
& CX - repeat.

« Inventory & quality: range planning, inventory/turns (evergreen eases it), quality/durability, eco-standards (export).

o Tech & channels: D2C platform, marketplace/retail/export, inventory, CRM; content/social.

o Compliance: labelling, trademark/IP, e-commerce/returns, DPDP, IEC/export & eco-standards, manufacturing.

Home-brand workflow

m Activity m

Design Range/product Differentiation
Produce Source/manufacture Cost/quality
Sell D2C/marketplace/retail/export Channel mix/CAC

Fulfil Ship & CX Delivery/returns



Retain Repeat/CRM Repeat/LTV

9. Regulatory, Licences & Compliance (India)

e Business & product: company/GST; Udyam; textile labelling & weights-and-measures; trademark/brand IP & design.

E-commerce & data: e-commerce/consumer-protection (returns); DPDP (D2C data); marketplace terms.

o Export: IEC; HEPC/export; eco-standards (OEKO-TEX/GOTS) for export/eco.

Manufacturing: own unit (Factories/labour/pollution if processing) or contract-manufacturer compliance.

10. Organisation & Manpower Plan

Promoter / founder

Design & merchandising 2 4 6
Sourcing/production & QC 2 4 7
Marketing/D2C & sales/export 2 5 9

Ops, fulfilment & admin

11. Implementation Timeline & Milestones

Setup Month 0-3 Design/range, production, D2C, brand, launch
Ramp Month 3-8 D2C/marketplace, retail, social, repeat
Traction Month 8-12 Channel mix & brand; X1cr revenue

Grow Year 2 Retail, exports, gifting/hospitality, range
Scale Year 3 X3cr revenue; brand & channels

12. Financial Plan (lllustrative)

All figures are illustrative model assumptions for an Indian context, shown so the promoter can replace them with live rates.
They are not projections of guaranteed results. Home-furnishing brand; design/brand margins, inventory-/CAC-sensitive,

evergreen (less fashion-volatile).

12.1 Project cost & means of finance

capital reqUirement _

Design, sampling & branding 7,00,000

Opening inventory (range) 18,00,000



D2C platform, tech & setup 6,00,000

Marketing launch 9,00,000
Working-capital buffer 5,00,000
Promoter contribution 16,00,000
Self-funded/angel + WC 29,00,000

12.2 Projected Profit & Loss (3 years)

_

D2C / online 42,00,000 90,00,000 1,35,00,000
Marketplace & retail 45,00,000 85,00,000 1,20,00,000
Exports, gifting & hospitality 13,00,000 30,00,000 45,00,000
Product cost (fabric/manufacturing) 48,00,000 98,00,000 1,44,00,000
Marketing & acquisition (CAC) 20,00,000 38,00,000 54,00,000
Salaries & team 18,00,000 33,00,000 48,00,000
Platform, ops & overheads 12,00,000 24,00,000 36,00,000
Interest/other 1,00,000 2,00,000 3,00,000

99,00'000 1'95’00'000 2’85'00'000
Net profit (before tax) 1,00,000 10,00,000 15,00,000

Net margin 1.0% 4.9% 5.0%

12.3 Unit economics & break-even

+ Design/brand margin: designed, quality made-ups earn healthy gross margins (45-55%); D2C best; product cost is
fabric + manufacturing; evergreen range eases markdown vs. apparel.

¢ Inventory & CAC: inventory is easier than fashion-apparel (evergreen, repeat) but still WC; marketing CAC &
repeat/LTV are the key levers — efficient CAC & repeat drive profit.

 Break-even: near break-even Year 1 (brand/inventory & CAC); improving as brand, repeat, channel mix & export build;

evergreen aids turns & repeat.

12.4 Projected Cash Flow — Year 1 (quarterly, illustrative)

Particulars (i) nmmn

Opening balance 5,00,000 4,60,000 4,50,000 4,70,000
Collections 20,00,000 24,00,000 27,00,000 29,00,000
Product, marketing, salaries & operating 20,40,000 24,10,000 26,80,000 28,60,000

Closing balance 4,60,000 4,50,000 4,70,000 5,10,000



D2C/marketplace is quick cash; retail/export carry receivables; inventory ties up WC (eased by evergreen turns/repeat).
Inventory turns, CAC/repeat, channel mix, CC & the buffer manage cash; over-inventory & high CAC are the main risks —

met with evergreen range, turns, repeat & efficient CAC.

12.5 Key Performance Indicators to Monitor

e Sales: revenue by channel; D2C vs. marketplace vs. retail/export; AOV.
e Margin: gross margin; markdown (low); export/gifting mix.
o Marketing: CAC; LTV; repeat rate; ROAS.

¢ Inventory: turns; ageing; sell-through.

13. Funding Requirement & Investability

Total ask: ¥29 lakh self-funded/angel + WC against 16 lakh promoter contribution — home-textile brands are typically
self-funded/angel for design, inventory & brand (DPIIT if scaling; WC/inventory finance as sales prove). Investability/viability
rests on design/quality, brand, gross margin, inventory (evergreen, easier) & CAC/repeat; healthy margins & evergreen
repeat support it (near break-even Year 1 - X15 lakh by Year 3). Brand, repeat & export drive value; CAC & inventory

discipline are the watch-items.

13.1 Funding utilisation

Opening inventory (range) 18,00,000 40%
Marketing launch 9,00,000 20%
Design, sampling & branding 7,00,000 15.6%
D2C platform, tech & setup 6,00,000 13.3%
Working-capital buffer 5,00,000 11.1%

14. Risk Analysis & Mitigation

_ Mitigation

Inventory / WC Evergreen range; turns; channel mix; made-to-order for niche
High CAC / marketing burn D2C/organic/repeat; content; efficient CAC/LTV; marketplaces
Competition (brands/imports) Design/quality, brand, value & repeat

Quality / returns Quality/durability; QC; RTO/returns reduction

Export/forex (if exporting) Diversify; hedging; domestic mix; eco-standards



15. SWOT Analysis

Strengths Weaknesses

Large home-textile market & export strength; evergreen (less Inventory/WC & CAC-sensitive; competition; brand-building
fashion-volatile) & repeat; design/brand margins; D2C. need; funding-dependent to scale.

Opportunities Threats

Home/décor & D2C boom; exports; gifting/hospitality; range Competition & imports; CAC inflation; quality/returns;
extension; marketplaces & retail. discretionary cycles.

16. Recommended AiSevak Tools for This Business

This home-furnishing brand would use AiSevak's Textile vertical tools in delivery:

e Brand ops: D2C-store & marketplace/retail/export, inventory/turns, CAC-LTV & CRM/repeat tools.

o Compliance: labelling & weights-and-measures, trademark/design-IP, e-commerce/returns/DPDP and IEC/HEPC/eco-

standards tools (with Legal & Finance verticals).

o Practice: Business Plan, gross-margin/CAC-inventory and Break-even tools to model the brand.

17. Key Assumptions & Notes

o Home-furnishing/made-ups brand; bed/bath/curtains/cushions/linen/rugs; own label + own/contract manufacturing; D2C
+ marketplace + retail + export + gifting.
o Healthy design/brand margins (45-55% gross); evergreen (less fashion-volatile than apparel) eases inventory & aids

repeat; CAC & inventory are the key levers.

Self-funded/angel + WC (DPIIT if scaling); GST, labelling, trademark/design-IP, e-commerce/returns/DPDP, IEC/HEPC/eco-

standards.

Design/quality, brand, channel mix & repeat drive economics; figures illustrative, exclude GST.

» Use these tools now — free on AiSevak

Every tool referenced in this plan is available on aisevak.in. Open the Textile toolkit to browse and use them all at

https://aisevak.in/verticals/textile — or go straight to any specific tool at https://aisevak.in/service/<tool-name>.

No signup needed to explore; each tool guides you step by step.
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