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1. Executive Summary

This plan sets out a Specialty Retail Store in India — a focused retail store specialising in a specific category (e.g.
sports/outdoor, toys & hobbies, books & stationery, pet supplies, home & decor, gourmet/organic, baby & kids, or
similar) offering deep assortment, expertise & curated experience within that niche. It earns retail margins on
specialised merchandise, differentiating on depth, expertise, curation & experience versus generalist retailers &

marketplaces.

Specialty retail thrives on depth & expertise that generalists & marketplaces cannot match — enthusiasts & category
buyers value assortment, advice, curation & experience. As India's incomes, interests & aspiration grow, specialty
categories (sports, pets, hobbies, gourmet, kids) expand. A well-chosen niche with deep assortment, expertise, experience
& omnichannel earns healthy margins & loyalty; success rests on category selection, inventory & differentiation against

online.

This is an MSME retail business — funded partly by the promoter and partly through bank finance (term loan for fit-
out/inventory + CC/OD for working capital, under Mudra/CGTMSE). This plan models a specialty store requiring 35 lakh
(X12 lakh promoter + %23 lakh bank finance), targeting 90 lakh revenue in Year 1 and X1.8 crore by Year 3. (Specialty

retail; depth/expertise/curation-driven, inventory-intensive with attractive niche margins.)

2. Business Description, Vision & Legal Structure

Concept: A focused specialty store offering deep assortment, expertise & curated experience in a chosen niche -

differentiated from generalists & online.
Vision: To be the go-to destination & community for its category.

Mission: Delight enthusiasts & category buyers with depth, expertise, curation & experience - in-store & online.

Legal structure options

e Proprietorship / Partnership — simplest for a single store.

o LLP / Private Limited — recommended for multi-store, brand & funding.

Regulatory anchor: a specialty store is a retail business — Shops & Establishments registration, GST, trade licence,
category-specific compliance (FSSAI for gourmet/food, safety norms for toys/sports, veterinary/pet norms as relevant), &
weights-and-measures. Category selection, deep assortment, expertise, curation, experience & omnichannel determine

success; inventory-intensive with attractive niche margins but online competition.

3. Promoter & Ownership

Led by a promoter with passion & knowledge of the category (often an enthusiast) plus retail experience. The team includes
category/expert staff, store ops & e-commerce/marketing. Deep category expertise is the differentiator. Ownership & stakes

are editable inputs.

4. Market Analysis — India

India's specialty retail categories - sports & fitness, pets, toys & hobbies, gourmet/organic, baby & kids, books, home
& decor - are growing with rising incomes, interests, aspiration & nuclear/urban lifestyles. Enthusiasts & category

buyers value depth, expertise, curation & experience that generalists & marketplaces cannot match. The market



rewards niche focus, assortment, expertise & omnichannel; competition from online is the key challenge, met with

experience & expertise.

Demand drivers

« Rising incomes, interests & aspiration.

o Category growth (sports/pets/gourmet/kids).

« Expertise, curation & experience preference.
o Enthusiast & community loyalty.

¢ Omnichannel convenience.

Market sizing (illustrative framing)

TAM Category market in India Large & growing
SAM Catchment & online reach Substantial
SOM (Yr 1-3) Store & online customers Scaling

Target segments

o Category enthusiasts & hobbyists.
e Families & gift buyers.
e Urban & aspirational customers.

e Online shoppers (omnichannel).

5. Competition & Competitive Advantage

Landscape: generalist retailers, marketplaces/online, other specialty stores & category brands. The store competes on

depth, expertise, curation, experience & community — not price alone.

The store's edge

o Deep, curated assortment.

« Category expertise & advice.
« Experience & community.

o Omnichannel (store + online).

e Loyalty & enthusiast base.

6. Products & Revenue Model

In-store retail Margin on merchandise Core
Online / omnichannel Margin (own + marketplace) Reach
Services / expertise Fee (fitting/advice/repair) Differentiator

Private label / exclusive Higher margin Margin



Membership / loyalty Repeat Retention

Specialty merchandise earns attractive margins (often 30-45%+) via depth, curation & expertise; services, private label &
exclusives lift margin; omnichannel & loyalty drive repeat. Category selection, inventory (depth vs. turns) & differentiation

against online drive economics — the decisive specialty-retail levers.

7. Go-to-Market — Marketing & Sales

o Category & community marketing (events, clubs, social).
e Local & catchment presence.

o Omnichannel & online (own + marketplaces).

+ Expertise, content & advice.

¢ Loyalty & repeat.

Sales approach

Attract category buyers (community, content, catchment, online) - convert with depth, expertise & experience - drive
repeat via loyalty & omnichannel - grow basket with services & private label. Expertise, curation & experience win against

price/online competition.

8. Operations Plan

o Store & assortment: well-located store, deep curated category assortment, appealing merchandising & experience.
e Process: sourcing/buying = inventory & merchandising — sell (store + online) = service & advice - repeat/loyalty.

e Tech: POS & inventory, e-commerce/omnichannel, CRM & loyalty, analytics.

o Compliance: Shops & Establishments, GST, category norms (FSSAl/safety/vet), weights-and-measures.

e Capacity: scale via assortment, online & additional stores; balance depth vs. turns.

Specialty-retail workflow

_ Activity m

Buy Source/curate Assortment/margin
Merchandise Display/stock Turns
Sell Store + online Conversion/AOV
Serve Advice/service Differentiation
Retain Loyalty/community Repeat

9. Regulatory, Licences & Compliance (India)

« Registration: Shops & Establishments; trade licence; Udyam (MSME).
o Tax: PAN/TAN; GST; proprietorship/LLP/Pvt Ltd.

o Category: FSSAI (gourmet/food), toy/sports safety norms, veterinary/pet norms, weights-and-measures & labelling as

relevant.



o E-commerce & consumer: consumer-protection, returns, marketplace terms; trademark for private label.

10. Organisation & Manpower Plan

Promoter / store head

Category / expert staff 3 5 8
Sales & store ops 3 5 9
E-commerce & marketing 1 2 4

Admin & support

11. Implementation Timeline & Milestones

Setup Month 0-3 Category, store, fit-out, inventory, licences, launch
Ramp Month 3-8 Footfall, assortment, online live, community
Traction Month 8-12 Repeat & loyalty; X90L revenue

Expand Year 2 Assortment, online, services, private label

Scale Year 3 X1.8cr revenue; second store/online growth

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. Specialty retail; attractive niche margins, inventory-intensive, online

competition.

12.1 Project cost & means of finance

capital reqUirement _

Store fit-out & interiors 10,00,000
Opening inventory (deep assortment) 15,00,000
POS, e-commerce & equipment 4,00,000
Launch, deposits & pre-operative 3,00,000
Working-capital margin 3,00,000
Promoter contribution 12,00,000

Bank finance (term + CC, Mudra/CGTMSE) 23,00,000



12.2 Projected Profit & Loss (3 years)

_

In-store retail 68,00,000 1,00,00,000 1,25,00,000
Online / omnichannel 18,00,000 38,00,000 45,00,000
Services & private label 4,00,000 7,00,000 10,00,000
COGS (merchandise) 56,00,000 89,00,000 1,10,00,000
Rent & utilities 9,00,000 11,00,000 13,00,000
Salaries & staff 12,00,000 18,00,000 26,00,000
Marketing & online 5,00,000 8,00,000 11,00,000
Other overheads & interest 4,50,000 6,00,000 7,50,000

Total expenses 86,50,000 1,32,00,000 1,67,50,000
Net profit (before tax) 3,50,000 13,00,000 12,50,000

Net margin 3.9% 9.0% 6.9%

12.3 Unit economics & break-even

« Gross margin: attractive niche margins (30-45%+) via depth, curation, expertise & private label — better than

generalist retail.
o Inventory turns: depth vs. turns balance is key; slow niche stock ties up WC — curate & manage turns.
« Break-even: at monthly sales covering fixed costs (rent + salaries + overheads); reached within Year 1 as footfall &

online build.

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

Particulars (¥) nmmn

Opening balance 3,00,000 3,10,000 3,30,000 3,70,000
Collections 18,00,000 21,00,000 24,00,000 27,00,000
Merchandise, rent & operating 17,90,000 20,80,000 23,60,000 26,40,000

Closing balance 3,10,000 3,30,000 3,70,000 4,30,000

Deep niche inventory ties up cash; retail is largely cash/UPI (favourable), online payouts lag. Inventory turns, curation, CC

limit & the WC margin manage cash; avoid overstocking slow lines.

12.5 Key Performance Indicators to Monitor

o Sales: revenue/sq ft; footfall; conversion; AOV.

Margin: gross margin; private-label mix.

¢ Inventory: turns; ageing; dead stock.

Loyalty: repeat; online mix; community.



13. Funding Requirement & Bankability

Total ask: 23 lakh bank finance against 12 lakh promoter contribution — term loan for fit-out/inventory + CC for
working capital, under Mudra/CGTMSE. Bankability rests on attractive gross margins, inventory turns & the promoter's
category expertise; Year-1 profit ~X3.5 lakh & growing supports servicing. Inventory & store are financeable; retail cash

flows aid repayment.

13.1 Funding utilisation

Opening inventory (deep assortment) 15,00,000 42.9%
Store fit-out & interiors 10,00,000 28.6%
POS, e-commerce & equipment 4,00,000 11.4%
Launch, deposits & pre-operative 3,00,000 8.6%
Working-capital margin 3,00,000 8.6%

35'00'000 100%

14. Risk Analysis & Mitigation

_ Mitigation

Online / marketplace competition Depth, expertise, experience, community & omnichannel; not price alone
Slow-moving niche inventory Curation; turns; ageing management; markdowns

Category / demand shifts Assortment refresh; multi-category depth; trend tracking

Rent & location Right catchment; revenue/sq ft; online supplement

Working-capital strain Turns; CC; supplier terms; WC margin

15. SWOT Analysis

Strengths Weaknesses

Attractive niche margins; depth & expertise; experience & Inventory-intensive; online competition; category-dependent;
loyalty; differentiation vs. generalists. catchment-limited (store).

Opportunities Threats

Category growth; omnichannel; services & private label; second Marketplaces & discounting; category shifts; rent inflation;
store; community. economic cycles.

16. Recommended AiSevak Tools for This Business

This specialty store would use AiSevak's Retail vertical tools in delivery:

¢ Retail ops: POS/inventory, omnichannel/e-commerce, loyalty/CRM and merchandising/turns tools.



o Compliance: Shops-&-Establishments, GST, FSSAl/category-norms and trademark (private label) tools (with Legal &
Finance verticals).

¢ Practice: Business Plan, margin/turns and Break-even tools to model the store.

17. Key Assumptions & Notes

e Specialty retail in a chosen niche; depth, expertise, curation & experience differentiate vs. generalists/online.
e Attractive gross margins (30-45%+); inventory-intensive; turns & curation critical; omnichannel supplements catchment
e Term + CC finance (Mudra/CGTMSE); Shops-&-Establishments, GST, category norms & weights-and-measures.

o Category selection, inventory & differentiation against online are decisive; figures illustrative, exclude GST.

» Use these tools now — free on AiSevak

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

https://aisevak.in/verticals/retail — 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.

Prepared by AiSevak.in — a product of ABL Digital Technologies. Al-powered business services for India. This is Al-assisted guidance; figures are

illustrative and not a guarantee of results. Verify all numbers, licences and regulatory requirements with a qualified professional before relying on this
plan for binding decisions. © 2026 ABL Digital Technologies Private Limited.
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