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Executive Summary
Spree Watches Company is a proposed watch and smartwatch retailer in Ghana. The idea is to
compete as a small, service-oriented business rather than imitate the scale of international watch
brands. Customers would be able to buy through a physical outlet as well as online, giving them the
choice of seeing a product in person or ordering for delivery.

The business would sell a mixture of conventional watches, fashion watches, and selected
smartwatches. Its main advantage would have to come from trust: clear product information,
legitimate sourcing, realistic warranties, and dependable after-sales support. A new retailer is unlikely
to win a price war with large marketplaces, so it needs a reason for customers to prefer buying
locally.

The financial sections of an earlier draft contained unfinished figures. Those values should not be
guessed. Any real investment decision would require supplier quotations, rent and payroll estimates,
taxes, import costs, financing terms, and a cash-flow forecast based on realistic sales assumptions.

Business Concept
Spree Watches should begin with a manageable product range rather than trying to stock every style.
Watches tie up cash while they sit on a shelf, and smartwatches can become outdated quickly. The
first goal should therefore be to learn which price points and features customers actually buy.

The business can serve several overlapping groups: people buying a watch for everyday use,
customers looking for gifts, younger buyers interested in fashion, and customers who want
smartwatch features without buying a premium international model. These segments should be
tested through actual sales and customer feedback rather than assumed from unsupported
demographic figures.

Positioning
Spree Watches should position itself as an accessible retailer that combines style with local support.
The selling point is not simply “cheap watches.” It is that customers know what they are buying, can
ask questions, and have somewhere to return if there is a problem.

This matters especially for smartwatches. A customer may need to know whether a device works with
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a particular phone, what health features it offers, how long the battery lasts, and whether software
updates are available. Clear answers are more valuable than vague claims about “advanced
technology.”

Product Strategy
The product range should include a few clear categories rather than a confusing catalogue. Classic
watches can appeal to customers who want durability and a traditional design. Fashion watches can
serve style-conscious buyers and gift occasions. Smartwatches can be stocked at a limited number of
price points so staff can understand the features well enough to explain them properly.

Every product should have accurate specifications, price, warranty terms, and photographs.
Counterfeit branding would damage the company’s reputation quickly and should be avoided entirely.
If the business sells lesser-known brands, transparency becomes even more important.

Pricing
The retail price has to cover more than the supplier’s invoice. Shipping, import or customs costs
where applicable, payment fees, rent, salaries, warranty replacements, marketing, and taxes all affect
the real margin.

Spree Watches can compare prices with local and online competitors, but matching the lowest price is
not always sensible. A product that includes fitting, local support, and a clear warranty may justify a
slightly higher price than the same-looking item from an unknown seller.

Discounts should be used selectively. Constant promotions may increase short-term sales but can
train customers to wait for the next sale. It is better to connect discounts to a reason such as a
seasonal gift period, product launch, or slow-moving inventory.

Place and Distribution
A physical shop gives the business credibility and allows customers to inspect products before buying.
Online ordering, however, can reach customers outside normal walk-in traffic. The two channels
should support each other rather than operate as separate businesses.

If an item is shown as available online, the stock record should be accurate. Delivery times should
also be realistic. Few things damage trust faster than taking payment for a product that is not actually
in stock.

Returns and warranty claims need a simple written process. Staff should know what qualifies for an
exchange, what must be sent back to a supplier, and which problems are not covered by warranty.
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Promotion
Social media is likely to be important for a watch retailer because the product is visual. New arrivals,
short product demonstrations, gift ideas, customer reviews used with permission, and comparison
posts can all attract attention without relying only on paid advertising.

The business should measure which promotions lead to actual purchases. Followers and likes are
useful signals, but they do not pay rent. Conversion rate, average order value, repeat purchases,
return rate, and gross profit after advertising give a clearer picture of whether a campaign is working
(Albrecht et al., 2023).

Local partnerships may also be useful. Gift businesses, fashion retailers, corporate-event organizers,
and appropriate community events could introduce the brand to customers who would not otherwise
see it.

Customer Service and Retention
For a small retailer, customer service can become a genuine competitive advantage. Staff should be
able to explain products without pressuring the customer toward the most expensive option. Honest
advice can create repeat business, especially when the customer later needs another watch, a gift, or
help with a smartwatch.

Complaints should be recorded rather than treated as isolated incidents. If several customers return
the same model because of battery failure, that is a supplier or product problem. If deliveries are
repeatedly late, the problem is operational. The purpose of collecting feedback is to notice these
patterns early.

Supply and Inventory
Supplier choice deserves as much attention as marketing. The company should check authenticity,
lead times, warranty arrangements, minimum order quantities, and the consistency of product
quality. Depending too heavily on one supplier creates risk if prices change or stock stops arriving.

Inventory should be tracked by product code and reconciled regularly. Slow-moving products need to
be identified before too much cash becomes trapped in them. Fast-moving products need reorder
levels that reflect how long suppliers take to deliver.
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SWOT Analysis
Strengths: local service, the ability to combine physical and online sales, flexible product selection,
and the opportunity to build trust through clear warranties.

Weaknesses: limited brand awareness at launch, dependence on inventory financing, and less
purchasing power than established retailers.

Opportunities: growing use of online shopping, gift purchases, interest in affordable smart devices,
and demand for reliable local after-sales support.

Threats: online price competition, counterfeit products in the wider market, exchange-rate changes,
import costs, and rapid obsolescence in smartwatch models.

Financial Planning
A startup plan should include an opening balance sheet, monthly cash-flow forecast, expected profit
and loss, and a break-even calculation. Sales forecasts should be tied to assumptions that can be
tested, such as expected daily visitors, conversion rate, average sale value, and gross margin.

Earlier drafts used incomplete “TBD” entries for capital additions and purchases. Those figures have
been removed because a number invented for the sake of completing a table would make the plan
less useful. Capital spending should be entered only after the owner has decided what equipment is
actually required and has obtained quotations.

Cash flow deserves particular attention. A retailer can appear profitable on paper while running short
of cash because money is tied up in stock. The owner therefore needs to monitor inventory, supplier
payments, loan repayments, and available cash alongside sales.

Implementation
The first stage should be modest: confirm suppliers, choose a limited opening range, prepare the shop
and online catalogue, establish payment and return procedures, and begin collecting real customer
data. The first few months should be treated as a learning period rather than proof that rapid
expansion is necessary.

If the first location develops stable sales and healthy cash flow, the company can add more products
or consider another location. Expansion should follow evidence, not enthusiasm alone.
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Conclusion
Spree Watches has a reasonable small-business concept if it avoids competing only on price. The
strongest opportunity is to combine convenient purchasing with a level of local trust and support that
anonymous online sellers often cannot provide.

The business plan should remain practical. Product demand, advertising performance, inventory
movement, and cash flow need to be measured as the company operates. If those numbers are
healthy, growth can follow. If they are not, the plan should change before more money is committed.
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