


This plan is presented for Orchid 
Company, which sells artificial  flowers. 
We've created good quality artificial  
flowers, and our marketing plan will show 
that we have a unique opportunity to 
expand into a new market.



Orchid Company has been around since 
2021 and is based in Werynia, Poland. 
Our goal is to sell and distribution of 
artificial  flowers, which are designed to
ornament interior of the buildings.



Our goal of the markering plan is to 
analysis of the company environment, 
SWOT analysis, our funds, marketing 
strategy and definition of our customers.



Mission statement: Create groundbreaking 
floristic innovations, make our products 
sustainably, build a creative and diverse 
global team, and make a positive 
impact in communities where we live 
and work. Our company mission is to 
make the world a more beautiful place.

Vision statement: Bring inspiration and 
innovation to every florist in the world.



STRENGHTS
v highly qualified employees above-

average, 
v well-organized work of the company 

(e.g. correctly implemented 
management methodologies) 

v large financial resources accumulated in 
the past.



WEAKNESSES
v limited production process 
v outdated, emergency machines that 

lead to production downtime 
v high employee turnover.



OPPORTUNITIES
v increased demand for the products 

offered by the company 
v opening a new market 
v increase in the number of inhabitants of 

the city where the company operates 
(more potential employees).



THREATS
v increase in the number of workplaces in 

the locality where the company 
operates (risk of losing employees)

v new competition importing products 
cheaper than their production at the 
company's place of operation 

v tax increases or other legal changes.



We aim our products at everyone. 
Particulary we recommend  them to 
florists.  Artificial flowers are intended for 
people of all ages. 
Our products are affordable, so 
everyone can buy them.



1) Building brand awareness
2) Generating an increased number of 

users on the website (from 20% to 30%)
3) Attributing marketing activities to 

revenue generation (from 55% to 60%)
4) Increasing brand engagement for 

example adverts, leaflets, posters and 
website.



v Social Networks and Viral Marketing 
v Paid Media Advertising 
v Internet Marketing
v Email Marketing 
v Direct Selling
v Website
v Leaflets



INITIAL BALANCE 70.000

CATEGORY BUDGET  (COSTS)

Product Research 4.000

Competitive Analysis 2.000

Survey & Focus Groups 2.000

Launch Events 10.000

Advertisement 20.000

PR 1.000

Content Management 4.000

Graphic Design 2.000

Total 45.000



Thank  you for your attention


