






Designer toys  
•  Toys and other collectibles that are produced in limited editions (about 50-2000 

pieces). 

•  Created by artists and designers.  

•  Designer toys are made of variety of materials; plastic and vinyl are most 
common ,although wood and metal are occasionally used. 



Company Profile 



•  Our Toys’ Place is a new concept shop that provides both a 
designer toys store and a bistro-styled café, Our Toys’ Café. 

•  Basically it is an idea of the fusion of design, toys and food all in one place. 
Geared towards the interest of our customers. 

•  We are here to provide an innovative and fresh environment for people to 
enjoy, play and relax. 



•  “Enjoy” means enjoying the ambience and the atmosphere of our store. 
Enjoying designer’s design work all around the store.   

•  “Play” meaning everyone, be it an adult, a teenager, man or woman, 
matured and young can play with the toys.  

•  “Relax” means we provide a place where you can relax your mind or chill 
out in a place of toys and colorful designs accompanied with drinks and food. 



•  Vision To make Our Toys’ Place the central hub for all toy lovers and toy 
retail. 

•  Mission is to promote design and collectibles toys such as “Be@rbricks”. 
Making it into a platform for design, so others can have more exposure to 
designs. 

•  Tagline  “The Taste of Creativity”  



Management Team 
•  Kenneth will take on the roles as Design Manager. He will be in charge of the 

customized design services. Additional duties includes all marketing 
promotions and any PR activities.   

•  Daniel will be the Operations Manager, recruiting, training and managing of 
staffs will be under his charge. He will also be running the operations of the 
retail store.   

•  Phoon will be the Accounts Manager, taking care of the accounts and finance 
of the company. Plus overseeing the operations of the café and the kitchen.  



Organization Chart 





Market Research 



 Market Trends  
•  In Singapore, toy collecting has became popular among the teens all the way 

to young adults. 

•  They are integrating dining, entertainment, family and other activities into 
different types of shopping experiences to cater to the varied needs of 
customers. 

•  The F&B industry plays a vital role in Singapore’s economy.     



 Market Target Group  
•  Toys collectors have the largest age group difference. And they are the ones 

who would and be willing to spend on the toys. 

•  Teenagers, 14 years old to 17 years old. They will be easily attracted by the 
visuals of our products.    

•  Young adults, 18 years old to 21 years old.  Is the group that likes to visit and 
chill out at cafes. They usually have the tendency to treat themselves so the 
frequency of them patronizing us is the highest.  

•  Young-working adults, 22 years old to 30 years old. They have income and 
thus allowing them to have extra money to splurge on food and apparels in our 
shop.  



 Market Needs  
•  As Singaporeans becomes more sophisticated with higher education and 

increasing wealth.  

•  They tend to spend more willingly when dining out in cafes and restaurants. 

•  Toys collecting is gaining popularity among Asia. 



Market Statistics 

The Retail Industry 



Market Statistics 

Toy Retail 
Competitors 



Market Statistics 
The Food and Beverage Industry  



Market Statistics 

F&B 
Competitors 



Market Statistics 

Information of Competitors 



Market Statistics 
Core Competitors 
Action City  
•  It offers a Playful Retailer of Unusual Toys, Gifts & Gadgets that Astonish, 

Delight & Amusement. It is a home grown retail chain with 11 stores in 
Singapore & Malaysia. 

NYDC (New York Dessert Café)  
•  It’s branding and image is similar to ours in a few ways. It presents itself in a 

funky and fun manner whether in terms of food, mood and décor.   



Business Analysis 



Advantages 

•  Being a fresh unique concept in the market, the idea of bringing toys, design and 
café together.  

•  Experience in the toys and F&B scene.  

•  Together with our design background and design management skill. 

•  We will be offering more selection of alcoholic drinks that other cafes do not have. 

•  Unique in our furniture and concept. The whole place will be designed towards a 
funky and fun manner. 



Disadvantages 

•  ‘New’ in the market brings a lot of disadvantages too. People might see us      
as a fad that comes and go.  

•  Established competitors have already captured a large portion of the 
market. 

•  We will need to deliver a certain level of interest, service and quality to 
attract present consumers needs. 

•  We have limited funds to expand our line of product currently. 

•  The percentage of toy collectors in the local market is still very small.  



Opportunity 
•  Consumers will always welcome new ideas. So there is always room for 
new competitors.    

•  We can be the leading toy retailer store in the market.   

•  Higher percentage of working with famous artists’ design works. 

•  Using our customized toys to work with companies for their product 
launch. 

•  Potential to increase the percentage of toy collectors locally.     



The Risk 
•  Economic crisis affects majority of the population resulting in lesser 
unnecessary spending, less frequent visits to cafes.  

•  In the long run, we only have limited funds to last us through for at most 2 
years if the economy crisis persists.  

•  Competing with other established cafes and toy’s retailer. Especially 
Action City because it carries Be@rbrick toys too.  

•  We cannot presume that we would be well received by local market 
audience. 



Marketing Strategy 



Marketing Strategy 
Objectives 

•  We need to create awareness of our brand, Our Toys’ Place and Our Toys’ 
Café.  

•  Introduce the concept of our business to the consumers and tell them 
what have we got to offer to them.  

•  Direct advertisements towards our targeted and potential audience. 

•  Increase the probability of people visiting and spending in our store 
through short term promotional offers. 

•  Maintain the quality of our services and products provided. 



Marketing Strategy 
The Power of Customers 

•  Customers’ spending will always be the most important factor that affects 
our sales directly. e.g. how much money they are willing to spend on a toy and a meal. 

•  Without consumer spending means no sales income for us. 

•  Words of mouth can also affect our business whether our customer is 
spreading positive or negative comments about our business. 

To encourage customer spending, we will have to draw up a line of 
promotional campaign and offers. 



Marketing Strategy 
The Power of Supplier 

•  As we deal in the field of the retail industry. We actually depend heavily on 
the supplier in terms of the stock required for the toys, apparels, and food 
and drink products.   

•  The supplier is very important to us. Their pricing, quality of supply and 
promise will affect our stocks and selling price.  

We need to keep long-term contract relationship with supplier to ensure 
stable and low cost supply of our stocks. 



Marketing Strategy 
Threats of New Entrants 

•  We cannot control the entry of a new competitor, like a new café or a new 
toyshop.   

•  Consumers tend to have a liking to try out new things. This might pose a 
threat to our sales.  

We have to keep a high brand loyalty by providing customers an 
individualized retail experience.   



Marketing Strategy 
Threat of Substitute Products 

•  Considering newer entries of toys may take over the trend.   

•  Interests of customers might shift; we need to update our products 
continuously, prepared for expansion of our products line too.  

•  With the change of market trends, customers tend to change their 
consuming habits. This will lead them to look for other new products 
constantly.  

We will need to update our products continuously, prepared for expansion 
of product line, in accordance with the market trend.  



Positioning 

Consumer 
•  Our products and food menu sourced and designs will be tailored to our 
target group.  

•  It will be orientated towards characteristics such as funky, trendy, and fun. 

Competition 
•  In order for our company to stand out is to deliver a unique, strong image, 
good quality of products and services.   

Cost 
•  Keep our products/food comparably-priced to that of our competitors while 
maintaining strict food cost control and effective advertising medium. 



Marketing Mix 

Our Price 

•  Our food, drinks, and products are priced to give us an attractive margin 
while at the same time offering value to the consumer.  

•  Because we want repeat business. 

•  We will offer bundle promotions. 

•  Give out discounts card or members cards.    



Marketing Mix 

Our Product 

•  Designer collectibles toys, customized and local-artist designed toys.  

•  Our Toys Café will serve out healthier choice and unique combination of 
food from our menu. 

•  Wider selection of alcoholic drinks will be served e.g. wines, beer and 
cocktails.  

•  Considering the market needs, we may setup bistro around hotspot areas 
for fast, convenient take away food. (e.g Old Chang Kee and Haagen-Dazs)  



Marketing Mix 

Our Place 
•  Teenagers and young working adults crave for new and sophisticated 
dining/entertainment/cafe options 

•  Our Toys’ Place satisfies the need for a casual, all-in-one dining and 
entertainment experience. 

•  Located in accessible and popular spot with large flow of human traffic will 
help to generate more sales.  

•  Ideal locations will be in the town areas.  

• We hope to franchise our concept to overseas market.  



Marketing Mix 

Our Promotion 
•  We will promote on our company on our unique menu offerings and our 
customization design service.  

•  Advertise on our store opening in popular magazines. 

•  Short term promotional offers like cheaper set lunch/dinner.  

•  There will be a monthly showcase of toys or designer’s work. 

•  A mascot giving out discount flyers around the area of the shopping mall. 

•  An online website to provide 24hrs. 









Operational Plan 



Operational Plan 
Opening Hours 



Operational Plan 
Control System 

•  Every new staff must go through the proper training when they join us. 

•  Employees must learn about the company’s customer service procedures 
and standard operating procedure (SOP).  

•  Employees should reach 15 minutes earlier before shift for briefing. 

•  Follow company rules, regulations, policies and industry and statutory 
standards at all times. 

•  Ensure product quality meets statutory requirements as well as market 
needs. 



Operational Plan 
Company Values  

To our customers     Within the company 



Financial Plan 



Financial Plan 
Estimated Startup Cost 
Store: 
•  Rental fee ($36k) x 6 months 
•  Furniture, equipments and utensils ($100k) 
•  Renovation and installation ($50k) 
•  Utilities and others e.g. electric bill ($2k)  
Inventories:  
•  Food ($28,800) 
•  Drinks ($3260) 
•  Stocks – T‐shirts and Be@rbrick toys ($6k)  
Others: 
•  Staffs ($18,240) 
•  Uniform ($800) one time payment 

Total Startup Cost: SGD$425.1k  



Financial Plan 
Estimated Operating Cost 



Financial Plan 
Estimated Advertising Cost  



Financial Plan 
Financial Forecast 

SGD 
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Financial Plan 
Return on Investment (ROI) 

SGD 
(thousands) 

For an investment of SGD 400k, you can recover the capital at Year 4; thereafter you 
will start earning profit. Meaning you will get up to about 25% ROI per year.  
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The End 
Thank You! 


