“Endless Comfort Designed Just for You”
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Our Products and Pricing . community together and bringing awareness
Athletic Accessories: Workout Pants: ($80-$120) to local causes and sustainable practices.
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”Sisterhood of the Traveling Pants” campaign on Short Sleeve 560 5160 e Jewelry, both will attract. Our farget customer-
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- Triple Bottom Line Strategy Support Small/Local Businesses  Reuse andRecylce _ Sports Authority and - Competitive pricing - Versatile age group
Gander Mountain closing - Threats: - Threats:
- - Using Sustainable Energy Sources - Threats: - Larger outerwear - Specialized markets
-+ Products made out of recycled bottles - “Small-ing” companies - High direct competition

Using sustainable interior materials
Partnering with local charities
Fair trade products and products from specific regiO@s

R

These strategies are relevant for our target market because they want to leave the world a
good place for their children and grandchildren. All of the above strategies will help better
the world in small ways that will eventually lead to a big impact. Additionally these strategies
are relevant for our business because being more sustainable will help reduce the cost of bills
as well as help the environment. By doing so, it will give our business a good reputation

and it gives us an advantage over our other competitors in the Fargo/Moorhead area

because we are the only business that sells active wear for our target market and focus on
being sustainable.

“At Timeless Fitnesswear, we strive to offer the most trend driven active wear clothing for women over the age of 50. We want them to feel confident when working out
whether it be at the gym, at home, playing with their family outside or out for a daily walk. This means offering styles and sizes that allow the women shopping with us to feel
fabulous every time they put on our gear.”

TIMELESS TIMELESS

R Akoya Kitzan, Brenna Greenwood, Sophia De La Torre and Tayler Phillips , North Dakota State University T



	Slide Number 1

