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Treppenwitz: A ‘staircase joke’, because as it always seems to go,
the witty response usually hits you in the staircase on your way out. Of
course, by then you’ve already missed your chance to use it.
(Brändlin, 2016).
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ERKLÄRUNGSNOT

EXECUTIVE
SUMMARY

Erklärungsnot: /German/ When you have a lot of explaining to do, but you
better do it quickly (Lingoda, 2019).
Hemp traces its roots back roughly ten-thousand years when it was used as a fiber textile for
early civilizations in Mesopotamia (The Thistle, 2000). The plant eventually spread to China,
then Europe, and the Americas. Research shows that hemp not only offers a more durable end
product than a comparable textile such as cotton, but it is also less demanding from an
agricultural and environmental perspective. Today, hemp is grown all around the world, however
it lags behind other textiles in growth and use (Burns, 2018). An opportunity exists to become
involved with this relatively untapped market by launching a hemp-based clothing company in
Berlin, Germany. The German market is ripe for fresh and innovative hemp-based apparel, and
Treppenwitz will offer just that. By investing in these efforts now, the brand has the opportunity
to get ahead of a growing trend that has a long, sustainable future. By starting the business in
Germany, we will maximize existing materials and resources and capitalize on the already
eager consumer base in the market.
Treppenwitz will offer screen-printed hemp t-shirts in various styles (e.g., crew neck t-shirts, Vneck t-shirts, tanks, crew neck sweatshirts, and hoodies) for both men and women, all locally
sourced in Germany. The graphics displayed on the hemp t-shirts will represent Berlin,
Germany, and local culture, through clever, humorous, and artistic designs. Treppenwitz will
employ a mid-tier, better pricing strategy in which it will be positioned higher in price and quality
than entry-level prices (i.e. good), but lower in price and quality than luxury designers (i.e. best).
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Hemp has begun to be embraced by German culture because of its environmental benefits
including requiring less water and fewer pesticides than traditional materials (such as cotton)
and creating more durable, longer lasting product which reduce future waste (Place, 2018). By
utilizing renewable energy and by sourcing our hemp from existing German hemp farmers who
practice sustainable agriculture techniques, Treppenwitz will appeal to the environmentally
conscious consumer. Additionally, Treppenwitz will target both foreign and domestic shoppers in
Germany, recognizing that the German-oriented designs will have an appeal both to the local
market and visitors looking for a non-traditional souvenir apparel item.
Treppenwitz hemp apparel has a unique competitive advantage in (1) being an early mover in
the growing sustainable apparel segment and (2) offering a unique trend-forward product that
will appeal to the growing segment of sustainably-minded consumers. Treppenwitz will take a
digitally-focused and socially-engaging marketing strategy that will be core to the brand’s
identity. The brand will not be only about product, it will represent a lifestyle and a relationship
with consumers.

Thank you, we look forward to a sustainable and fun future together.

The Treppenwitz Team

Danielle Sponder Testa

Kelcie Slaton

Danielle Sponder Testa

Kelcie Slaton

Nick Fetty

Patricia Mutebi

Nick Fetty

Nakanyike Patricia Mutebi
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OUR BRAND:
‘TREPPENWITZ’

BUSINESS
DESCRIPTION

Photo Source: Buscher, 2018.
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FIRM BACKGROUND
The German language has many words that cannot easily be translated into English.
Treppenwitz is one of those words. Treppenwitz refers to a ‘staircase joke’, because, as it
always seems to go, the witty response to a prior conversation usually hits us in the staircase on
our way out (Brändlin, 2016). Our brand, ‘Treppenwitz’, is a hemp-based clothing company
seeking to revolutionize the perception of sustainability by making it accessible, light-hearted,
and vibrant. Based in Berlin, Germany Treppenwitz will sell clothing with humorous phrases and
artistic designs printed on them, building on German language and culture (hence, the brand
name).
The four founders of Treppenwitz identified a relatively untapped and growing opportunity to
become involved with the sustainably-minded consumer base by launching a hemp-based
clothing company that works with locally grown and manufactured hemp. Since its legalization in
1996, hemp has become embraced by the German culture because of its environmental
benefits ranging from requiring less water and fewer pesticides (compared to cotton) to creating
a more durable, longer lasting product that reduce future waste (Martino, 2013). Numerous
hemp manufacturers exist in Germany, yet limited merchandising is available to consumers
(European Industrial Hemp Association, n.d.). By utilizing renewable energy and sourcing our
hemp from existing German hemp farmers and manufacturers who practice sustainable
agriculture and production techniques, Treppenwitz will appeal to the environmentally conscious
consumers.

We believe in a long, fruitful, and
fulfilling future for the everyone.
OUR MISSION
We believe in a long, fruitful, and fulfilling future for the everyone. We strive to deliver the very
best quality and value to our customers while honoring the crafters who create our products, the
planet that sustains us all, and the communities in which we reside.

ORGANIZATIONAL FORM
Our company has four key stakeholders, the brand founders. The founders are experts in retail,
design, and communication. All of the founders will be foundational to the success of
Trappenwitz and will work in Germany curating the product, the perception, and the consumer
experience. External investments will also support the business operations.
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OUR BUSINESS GOALS

Work with local
farmers and
manufacturers.

As an apparel retailer, reliable manufacturers are a critical
component of our business success. Treppenwitz will work
with existing manufacturers and wholesalers of hemp apparel
in Germany for the production of our apparel. As the business
grows, we intend to partner with farmers, manufacturers, and
universities to continually develop and improve hemp
production and manufacturing processes and the end product.

Test new ideas.

Our brand is built on a combination of sustainability and fun
fashion, so new ideas are key to our brand identity. To keep
our clothing line innovative and fresh, we plan to consistently
test new designs and engage the consumer in the design
process. We will seek consumer feedback through social
media and online polls and provide customer competitions for
community-designed merchandise. We will also partner with
our vendors in hemp development and keep consumers
informed on any garment content changes. We won’t just stay
on top of trends; we will create them.

Engage
consumers.

As a new brand, we will have to work hard for a beloved spot
on our sustainable shopper’s closet shelf, but once we get it,
we will never let go. Our goal is to become a top-of-mind
sustainable fashion brand, that remains a constant staple in
our customer’s rapidly changing life. Social media will be used
as a tool for building brand loyalty. Through social media, our
brand will keep our customers informed and entertained: new
product, funny and artistic designs that are relevant to the
market, and information on our processes and how they can
be a part of our hemp apparel community.
With a large social media following and engagement on our
social media profiles, we will be able to increase our consumer
reach and sales potential. We will be able to see what our
customers are most interested in and use their engagement to
help us design future merchandise. Through comments and
likes on various social media platforms, we will collect valuable
feedback from customers on what they would like to see more
of in our products and the brand experience.
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Just like a hemp
plant, we plan
to grow.

In the first year of business, Treppenwitz aims to consistently
grow the number of customers converting visits (in store) and
views (online) to purchases. In order for our business to be
profitable, the revenue we earn must always be more than the
costs we incur. In order to build a successful launch and first
year of business, we will strategically invest in marketing and
inventory according to the seasonal fashion calendar. In the
fashion industry, demand cycles vary, in November and
December retailers may accomplish 50%+ of their annual
sales while the month of January is often dismal, with 5% of
annual sales or less (Teamwork Retail, 2019). By planning our
investments according to when more consumers are shopping,
we will maximize our external investments to not only increase
sales but also our reach.

Showcase a
range of
products.

Treppenwitz product consists of t-shirts, sweatshirts, and other
basic knit garments that can be made from hemp and have
graphic designs easily applied through screen-printing. In the
near future, the brand seeks to showcase a diverse range of
products that are made from different parts of the hemp plant.
The brand will expand into these new categories based on an
analysis of actual (not planned) customers in order to choose
the best categories to expand into. In the beginning, our brand
will keep a focused strategy, developing graphically designed
knit tops for men and women.

That which can
only be grown:
Brand equity.

In the fashion industry, branding is one of the most important
indicators of success, leading to brand recognition and brand
equity which can only be grown, not bought. Consumers are
willing to pay more for clothing from brands with high brand
equity than those they are less familiar with and will go out of
their way to buy their apparel (Twin, 2019). Treppenwitz will be
built with a consistent and strong message, relating to our
consumers and their needs, in order to build brand equity
based on trust and loyalty.
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FERNWEH

COUNTRY
OVERVIEW

Photo Source: Infernus, 2017.

Fernweh: /German/ Not being homesick, quite the opposite really, wanting
to be somewhere else. In this case, Germany.

ECONOMIC PROFILE
Germany is located in north central Europe and covers an area of 356,750 km². It shares
borders with nine European countries including Poland, Czech Republic, and Austria to the east
and south, and Denmark, the Netherlands, Belgium, Luxembourg, France, and Switzerland to
the north, west, and south. Because of Germany’s central location, it is commonly considered
part of both Western European and Central Europe (Which Countries, 2019). During the Cold
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War, Western Europe was a term used to refer to more developed and rich countries than were
in Central Europe. While the terms western and central are still interpreted this way by some,
over time, their country-specific accuracy can no longer be confirmed and varies by nation. As
of 2019, Western Europe and Central Europe are more accurately associated with culture and
cuisine than level of development. Further, countries’ membership as Western or Central
Europe is blurry, and distinctions are increasingly difficult to decipher.
According to the CIA World Factbook (2018), Germany has the largest economy in Europe and
the fifth largest economy in the world. It is the second most populous nation in Europe behind
Russia. Germany is also a key member in the continent’s economic, political, and defense
organizations. Germany’s capital is Berlin, the 5th largest city in Europe and Germany’s largest
city. Berlin has a population of 3.4 million. Germany has several other large metropolitan
centers including Hamburg with 1.7 million people, Munich with 1.3 million people, and Cologne
with approximately 1 million people. With a total population of more than 80 million people,
Germany is the largest European economy and one of the largest economies in the world.
Further, Germany has a growing influence in both European politics and culture (Karnitschnig,
2018).
Geography. The total area for Germany is 357,022 km 2. In comparison to the United States,
this is three times the size of Pennsylvania or slightly smaller than Montana (The World
Factbook, 2018). The climate in Germany is temperate and marine with cool, cloudy, and wet
winters and summers and can experience occasional warm mountain winds. The terrain varies
from lowlands in the north of the country, uplands in the center, and Bavarian Alps in south. The
land in Germany also has various uses including 48% used for agriculture, 31.8% is considered
forest, and 20.2% is ‘other’. Germany’s primary natural resources include coal, lignite, natural
gas, iron ore, copper, nickel, uranium, salt, construction materials, timber, and arable land.
People and Culture. The median age of the German resident is 47.4 years (male: 46.7 and
female: 48.5) and the highest portion of the population is between 25 and 54 years old (see age
breakdown in Table 1) (The World Factbook, 2018). The life expectancy in German is 80.9
years with an annual birth rate of 8.6 births per 1,000 population and death rate of 11.8 deaths
per 1,000 population.
Table 1. Percent of German population by age.
Age Group

% of
Population
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0-14

15-24

25-54

55-64

years

years

years

years

12.83%

9.98%

39.87%

14.96%

65 +

22.36%

Labor. Germany benefits from a highly skilled labor force, but, like many western European
countries, it faces significant demographic challenges to sustained long-term growth (The World
Factbook, 2018). Currently, the population growth rate is declining at 0.17%. While Germany is
the most populous in Europe with a population of 80,457,737 (19 th largest in the world), urban
areas such as Berlin, Hamburg, Munich, and Cologne are attracting a higher rate of citizens,
particularly in the western part of the country in the industrial state of North Rhine-Westphalia.
The net immigration rate is 1.5 migrants per 1,000 population. Low fertility rates and a large
increase in net immigration are increasing pressure on the country's social welfare system and
necessitate structural reforms. The German economy suffers from low levels of investment,
although the government plans to invest 15 billion euros during 2016-2018, largely in
infrastructure, which is intended to spur needed private investment. Domestic consumption,
investment, and exports are expected to drive German GDP growth in 2018, and the country’s
budget and trade surpluses are likely to remain high.
Language. Germany has only one official language, German. The breakdown of ethnic groups
includes German (87.2%), Turkish (1.8%), Polish (1%), Syrian (1%), and other (9%). The
largest religion affiliation in Germany is ‘no affiliation’ with a breakdown including ‘no religious
affiliation’ (37%), Roman Catholic (28.2%), Protestant (26%), Muslim (5%), Orthodox (1.9%),
other Christian (1.1%), and other (0.9%).
Economy. Germany’s GDP ranks 127 in the world at $4.199 trillion. Per capita GDP is $50,800
with a 2.5% real growth rate. The end-use composition of GDP includes household
consumptions (53.1%), export of goods and services (47.3%), investment in fixed capital
(20.4%), government consumption (19.5%), investment in inventories (-0.5%), and import of
goods and services (-39.7%). Germany’s gross national savings is estimated at 28% of GDP.
The breakdown of the GDP composition, by sector of origin includes services (68.6%), industry
(30.7%), and agriculture (0.7%). Germany’s current inflation rate is 1.7% and has a current
account balance of $291 trillion (est. in 2017).
The labor force is comprised of 45.9 million people (services: 74.3%, industry: 24.2%;
agriculture: 1.4%) with an unemployment rate of 3.8% and 16.7% of the population below the
poverty line. The average household income is $33,652 and the household income share shows
the lowest 10% is 3.6% of the population and highest 10% is 24% of the population. The
distribution of family income based on the Gini Index is 27 with revenues of 1.665 trillion and
expenditures of 1.619 trillion. Taxes are 45% of the national GDP, the budget surplus is 1.3% of
the GDP, and the public debt is 63.9% of the GDP.
The country has a total of $291 billion in exports with key export partners of US (8.8%), France
(8.2%), China (6.8%), Netherlands (6.7%), UK (6.6%), Italy (5.1%), Austria (4.9%), Poland
(4.7%), and Switzerland (4.2%). Primary exports include motor vehicles, machinery, chemicals,
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computer, and electronic products, electrical equipment, pharmaceuticals, metals, transport
equipment, foodstuffs, textiles, and rubber and plastic products. Germany has a total of $1.135
trillion in imports with key import partners of Netherlands (13.8%), China (7%), France (6.6%),
Belgium (5.9%), Italy (5.4%), Poland (5.4%), Czech Republic (4.8%), US (4.5%), Austria (4.3%),
and Switzerland (4.2%). Primary imports include machinery, data processing equipment,
vehicles, chemicals, oil and gas, metals, electric equipment, pharmaceuticals, foodstuffs, and
agricultural products.
Trade and Transportation. Germany is strategically positioned in the middle of one of the
world’s most active trading zones. Strategically located within both Western and Central Europe
with direct access to nine European countries and bordering the Baltic Sea and the North Sea.
Germany also has easy access to the United Kingdom and the Nordic countries. In addition to
natural waterways, Germany is well connected to the rest of Europe and parts of Asia through
an extensive rail network. Germany is one of the world’s top three exporters. Germany is a
leading exporter of machinery, vehicles, chemicals, and household equipment.
Enabling trade, Germany has 318 airports with paved runways (an additional 221 with unpaved
runways). There are 20 registered air carriers in Germany. Annual freight traffic on registered air
carriers is 6,985,007,915 mt-km while annual passenger traffic on registered air carriers is
115,540,886 people. The country also has 33,590 km of railways (7th most in the world),
645,000 km of paved and local roadways, and 7,467 km of water ways of which Rhine River
carries the most goods. In addition, Main-Danube Canal links the North Sea and Black Sea to
meet additional transport needs based on port of origin.
Port Details. Germany’s major seaport is Baltic Sea-Rostock with container ports at Bremen/
Bremerhaven and Hamburg (in addition to LGN import terminal). River ports are Bremen
(Weser) and North Sea-Wilhelmshaven Bremerhaven (Geeste) Duisburg, Karlsruhe, NeussDusseldorf (Rhine) Brunsbuttel, Hamburg (Elbe), and Lubeck (Wakenitz). The country also has
23 heliports.

CULTURAL ENVIRONMENT
Germany is known as home to the world-famous composers of classical music (History of
Germany, 2019). The most famous German composers include Bach, Handel, Beethoven,
Schumann, Mendelssohn, Brahms, Wagner, and Richard Strauss. Germany also has a deep
history in philosophy, arts, and politics. In the 1700s Germany had the philosopher Kant who
explored what could be known without experience, in art and architecture Germany has been
known for baroque and rococo contributions, although many of the major cities structural
designs were destroyed in WWII. German culture was once as an important part of The Holy
Roman Empire and later became as one of the most stable economies in the world. Germany
will always be remembered for the 1930s and 1940s Nazi movement, WWII, and the holocaust.
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But the German people have not allowed their history alone to define them, Germans today are
known for professionalism, quality, hearty cuisine, and let’s not forget – some of the best
Christmas markets in Europe.
As will be discussed in ‘Conducting Business’, Germans have a professional demeanor that
may contribute to the quality of their product. From German engineering to German beer,
Germans are known for producing the best of their specialization (MacGregor, 2014; Robertson,
2013). It is common for individuals, particularly from around Europe, to go to Germany to learn
trades for which they are revered. It is not surprising given the German history and range of
specializations that Germany has a large tourism population from Oktoberfest and Bavaria to
visiting WWII and holocaust memorials. They have also gained a loyal following to their
Christmas markets, a tradition common in Europe allowing shoppers to enjoy food, drinks, and
shop for gifts from local vendors at outdoor shops, this has proven to be just another area in
which Germany has been able to excel (The German Way, 2019).
Hemp. Germany continues to extend its presence on the global stage, from food to agriculture
and politics. German cuisine, traditional thought of as hearty, sausage and potato-based has
also grown in global recognition. Both the classic meat-and-potatoes cuisine and newer
iterations with the incorporation of natural plant-based ingredients which have grown in global
popularity (German Cuisine, 2007). Further, Germany is at the forefront of hemp production in
Europe. While many countries restrict hemp production due to the ability to produce cannabis
sativa (Small & Marcus, 2002), the hemp plant has many elements that enable production of
diverse products ranging from food to fabrics. Further, it is considered one of the most
sustainable natural fibers. In 1997, when Germany approved production of hemp and became
one of the largest producers in Europe (European Industrial Hemp Association, 2018; European
Industrial Hemp Association, n.d.). Today, Germany remains one of the largest hemp
manufacturing countries and exporters in Europe.
As discussed in ‘Economic Profile’, Germany has a growing influence on the political and
economic environment of Europe. Further, the country is at advanced stages of development in
technology, engineering, and development. Aligned with a culture interested in
entrepreneurship, professionalism, and sustainable solutions, significant business opportunities
exist in this market.
Regional differences. There are many different regions in Germany and culture varies across
those regions. Today Germany is divided into sixteen states, the biggest of which is Bavaria and
the smallest of which is Bremen (History of Germany, 2019). Most of the states were created
after WWII, although their historical roots can be traced back to the early Middle Ages.
Cultures vary along with the terrain and countryside throughout Germany (Regions of Germany,
n.d.). In the north, the countryside is quite flat, and there are some beautiful islands such as
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Sylt and Rügen off the coast. Hamburg, the second largest city, is located in the north as is the
second biggest port in Europe. Bremen, a well-known tourist attraction famous for the fairytale
Die Bremer Stadtmusikanten is also located in this region.
In the west, Germany has a more urban and compact feel with many small towns and cities
close together. There are so many cities in the Ruhrpott area that it is sometimes difficult to tell
where one ends and another begins. The fourth largest city in Germany of Cologne is located in
this region as are other well-known cities such as Dortmund and Düsseldorf.
The south of Germany is known to have some of the most beautiful picturesque castles,
mountains, and lakes in Europe. Famous sights include the Zugspitze mountain, Lake
Constance and the fairytale castle, Schloß Neuschwanstein. Munich (München) is the biggest
city. Many of Germany's famous car companies come from the south such as Audi (Ingolstadt),
Mercedes (Stuttgart), Porsche (Stuttgart) and BMW (Munich).
The east of Germany includes many highlights, Berlin, the capital of Germany, is located the
east, and therefore so are many famous museums, monuments, and historic sites. Additional
unique features of the east include the Spreewald (Spree Forest), the Harz mountains (famous
for supposed witches and ghosts), and areas full of beautiful trees and small canals.
Conducting business. When conducting business in Germany, it is important to be
professional, rely on data, and participate in local trade events. Germans are pragmatic and rely
heavily on data when making business decisions. “Germans depend upon objective facts” so
“[e]motional involvement is unacceptable in negotiations,” (Morrison & Conway, 2006).
Additionally, participation in trade fairs, or trade shows, is crucial to business success as the
country serves as host to nearly two-thirds of international trade fairs.
Speaking German. German is one of the top ten most spoken languages in the world and the
official language of Germany. It is also the official language of neighboring country Austria, one
of four official languages of Switzerland (along with French, Italian, and Romansh) and is
spoken by more than 100-million people worldwide (Deutschland, 2018). Within the European
Union, German is the language with the most native speakers. As a foreign language, German
is the third most taught worldwide. It is also the second most used language on the Internet. In
addition, for more than 30 years, nearly everyone in Germany has been taught at least one
foreign language (primarily English) at school. More than half of the German population is able
to speak at least one foreign language and one-third is able to communicate in at least two
languages other than German.
Most business people in Germany have a very good command of English. Nevertheless, it is
recommended to make the first contacts in writing in German – providing your German is good
enough. Whether speaking in German or English, it’s crucial to speak in complete sentences. In
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German, the most important part of the sentence is often what is said at the end of the
sentence. “Germans are in the habit of listening for the end of a sentence and can be annoyed if
it doesn’t materialize,” (Morrison & Conway, 2006). Germans are also tough when negotiating
many “view being forced to compromise as a personal failure,” (Morrison & Conway, 2006, p.
183).
Misunderstandings are common when using a secondary language in business or legal
environments in which technical terms, or terms outside of one’s area of expertise, are required
(Business Communication, 2019). To avoid misunderstandings or disputes in business
practices, if parties do not speak the same primary language and a translator is not present,
elaboration should be provided on complex and technical terms.
Etiquette. German’s are generally conservative with physical gestures in business
environments (Morrison & Conway, 2006). A handshake is considered a general, polite meeting.
In business situations, professionals shake hands both at the beginning and the end of a
meeting. If you are male and introduced to a woman, it is still common to wait to see if she
extends her hand first. People who have worked together for years still shake hands each
morning as if it were the first time they had met. Be sure to look directly into the person’s eyes
while shaking hands. It is recommended to stand about six inches beyond handshaking
distance when conversing. Additionally, a handshake may be accompanied with a slight bow. If
a nod is given, reciprocating the nod is a good way to make a good impression, as failure to
respond with this nod/bow, especially to a superior, may be poorly perceived.
Germans tend to make eye contact often, maintaining eye contact is important and respectful.
This is a sign of attentiveness, not a threatening gesture. As a part of the culture, it is not
uncommon for eye contact to be made on the street as well with no aggression intended.
Expressive use of the hands is minimal in most German conversations. Exaggerated or indirect
communication styles or not common or generally acceptable during business meetings as it
creates an impression of insincerity and dishonesty. Further, as observed by Morrison and
Conway (2006, p. 186), “Germans keep a slightly larger personal space around them than do
most British or North Americans, and a much larger personal space than do most Latins.”
Business people tend to be formal and conservative and business relationships are formal,
orderly and professional. The formal professional hierarchy is respected, and superiors are
addressed appropriately. Messages are directed to the correct person, not skipping over
individuals within the organization.
Social Media and B2C Communication. More than 75% of all Germans (over 14 years of age)
use the internet in some way. More than 75% of those Germans are registered on at least one
social network and spend around a quarter of all their online-time on these networks. For most
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people, especially the younger generation, the Internet is synonymous with social networks.
Over 90% of 14 to 29-year-olds are registered to them.
The use of social media in German business is rising due to its relevance in the marketplace. A
recent study indicates that nearly 50% all businesses in Germany use social media and another
15% are planning to use it in the near future (Kempf, 2012). Facebook, Xing, Twitter, YouTube,
and LinkedIn are the social media tools most commonly used by businesses (according to
frequency used). More than half of German retail businesses use social media in comparison to
only one-third in other sectors such as manufacturing (Social Media Guide, 2019).
Social media is important in external business communication in Germany such as marketing,
public relations or advertising. Further, the budget that businesses will invest in social media
campaigns in the future is estimated to rise (Social Media Guide, 2019). Even though most
companies are not planning to invest in employee training on how to use social media, an
increasing amount have specialized staff working on the social media profile of the company.

POLITICAL AND LEGAL ENVIRONMENT
Germany’s government operates as a democratic federal multiparty republic which consists of
two legislative houses, the Federal Council (or upper house) and the Federal Diet (or lower
house). The president, Frank-Walter Steinmeier, serves as the country's chief of state while
Chancellor Angela Merkel is the head of government (The World Factbook, 2018). Merkel, who
was a quantum chemist before beginning her career in politics, became the country’s first
female chancellor when she was elected in 2005 and according to a report from U.S. News &
World Report(Germany, 2019), respondents named Merkel as one of the world’s “most
respected” leaders. Steinmeier has served in his post since 2017. According to Morrison and
Conaway (2006, p. 177), “Germany was one of the first countries where a political party with an
environmental platform (the Greens) won seats in a national legislature,” which speaks to the
deep connection that many Germans feel to the natural environment.
In addition to its legislative branch, Germany’s government has a judicial branch. This includes
the Federal Court of Justice, consisting of 127 judges organized into 25 Senates subdivided into
12 civil panels, 5 criminal panels, and 8 special panels, and the Federal Constitutional Court or
Bundesverfassungsgericht. The Federal Constitutional Court consists of two Senates
subdivided into three chambers each with a chairperson and eight members. Lower courts
within Germany’s judicial branch include the Federal Administrative Court the Federal Finance
Court, the Federal Labor Court, and the Federal Social Court. Each of the 16 German states
also have their own constitutional court and “a hierarchy of ordinary (civil, criminal, family) and
specialized (administrative, finance, labor, social) courts,” (CIA World Factbook, 2019).
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In addition to its own internal politics, German also plays a major role in regional and global
politics. The impending “Brexit”, which involves the United Kingdom (U.K.) leaving the European
Union (E.U.), has the potential to have major political and economic reifications in Germany, the
E.U.’s most populous country. A 2018 report from Going International showed that 91 percent of
German goods and services are exported to the U.K. while 26 percent of goods and services
are imported from the U.K. (Deutscher Industries- und Handelskammertag, 2018).

Photo Source: Almelor, 2018.

According to 2018/2019 Global Report (Germany Ranks Top, 2018; Germany, 2019), Germany
ranks particularly high for its commercial and legal infrastructure (10th out of 54 countries) as
well as its government entrepreneurship programs (4th out of 54 countries). This governmental
support for entrepreneurial endeavors is encouraging for someone looking to launch a business
in Germany. A strong focus on education in Germany also helps to provide a skilled and
technologically-competent workforce. U.S. News & World Report gave Germany the number
two spot (behind Japan) in its 2019 Entrepreneurship Rankings (Germany, 2019). Germany
scored especially well in the categories of “Well-developed infrastructure” (10 out of 10) and
“Well-developed legal framework” (9.1 out of 10).
When conducting business in Germany, it is important to remember that advertising is highly
regulated. It is illegal for a company to compare their product to that of a competitor. “You can
say that your product is ‘#1’, but you will be required to prove that with objective data,” (Morrison
& Conway, 2006, p. 178). If such claims cannot be proven, the German government has the
right to pull such ads.
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HEIMAT

MARKET
ANALYSIS

Photo Source: Ferrero, 2017.

Heimat: /German/ Not just your country or homeland, but a place of
belonging (The Local, 2018).

TARGET MARKET
The German culture is unique in many ways, a country with a word for everything, a renowned
dry sense of humor, a serious dedication to leisure time, and deep pride in everything German –
from the Bavaria to the Enchanted Forest (Cichanowicz, 2016). The German culture is
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particularly unique in its ability to capture the world in a way few societies or languages can,
through a single word (Lewis, 2019). The German word ‘zeitgeist’ has been globally adapted as
a term not easily translated meaning ‘the spirit of the age’ (Holland & Jones, 2017, p. 7). And
the pleasure one gets in another person’s pain is easily summarized in German through a single
word – schadenfreude (Lewis, 2019). Even the word wanderlust, the desire to travel, is a
German word now commonly used in English (Schaferhoff, 2019) Another word unique to
Germany is Treppenwitz, the name of our brand, technically meaning ‘staircase joke’.
Treppenwitz refers to the perfect remark you come up with only after an encounter has passed.
For instance, coming up with the perfect joke for the neighbor only after descending two flights
of stairs. Each of these words serve as a testament to the personal and situational awareness
present in the German culture, as well as unapologetic willingness to put it into words (Berlin,
2010). Building on both the language and the culture, there is an opportunity in the German
market to incorporate fun, light-hearted product with humor and artistry, using the language and
culture as sources of inspiration, and allowing the marketplace to reveal in the zeitgeist.

The German culture is unique
in many ways, a country with a
word for everything.
Treppenwitz seeks to appeal to the German market’s cultural awareness and unique humor and
openness. Treppenwitz looks to appeal to the spirit of the age and the psychographics that tie
together many in the German market. The brand will focus on the stylistic and lifestyle traits that
represent Germany and will bring the Treppenwitz community together. Interests will focus on
the outdoors, art, and current events. German’s value their leisure time and spend a lot of time
in the outdoors, this will be a point of connection for the brand.
Treppenwitz will target both foreign and domestic shoppers in Germany, recognizing that the
German-oriented designs will have an appeal both to the local market and visitors looking for a
non-traditional souvenir apparel item. The brand’s target market will build from the growing
cross-generational consumer base that is sustainably (environmentally and ethically) aware.
Research has shown that a growing portion of millennials and younger generations are looking
for sustainability in the merchandise they buy. Even older generations find themselves to be
increasingly concerned with sustainability (Coughlin, 2018). With a ‘better’ pricing strategy (see
‘Pricing’), there are minimal access restrictions by market segment for the product, therefore the
brand will be able to reach across generations and socioeconomic groups to appeal to
consumers interested in sustainable, comfortable, fashionable, apparel.
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The Treppenwitz consumer, as many sustainably-minded consumers are today, will also be
tech savvy and digitally inclined (Demographics, 2015). While the product Treppenwitz creates
will be ageless, it is recognized that a larger portion of younger consumers are interested in
fashionable sustainable apparel. Therefore, marketing initiatives will be undertaken to reach
students at university and young working professionals. By utilizing digital means of marketing
and communications, Treppenwitz can minimize marketing expense and maximize consumer
engagement.

COMPETITIVE SUMMARY
Stylistically, graphic designed tees are a prime area of retailing in Germany, a perfect
opportunity for Treppenwitz. Further, as a country in a prime position in Europe politics and
active support of environment and social causes, there is an opportunity for artistically designed
graphic tees that convey a message. However, the product our brand is launching in Germany,
will not be identical to that produced by Raygun or Bullzerk (see Industry Analysis) because
replication of American slogans and t-shirt styles is not likely to align with the style of the
German market. Starting from the hemp t-shirts, the garment shapes, weight, and fit will be
adjusted to the German customer. Slogans will be used minimally, while artistic graphics with a
more heavily used since artistry allows for universal interpretation.

COMPETITIVE ADVANTAGE
There are limited retailers in the hemp apparel market. Among existing retailers, there is limited
scope of product offering and limited variety of consumers being reached. Treppenwitz hemp
apparel has a unique competitive advantage in (1) being an early mover in the growing
sustainable apparel segment and (2) offering a unique trend-forward product that will appeal to
the growing segment of sustainably-minded consumers. Treppenwitz hemp apparel will be able
to reach a breadth of consumers through affordable, fun, hemp apparel with mass appeal.
The hemp apparel currently available in the marketplace is high-quality product at a higher
(best) price point than comparable goods made of cotton or blended materials (such as
cotton/polyester). Many hemp garments are also created for durability and performance. In
contrast, our apparel will be made for everyday wear to compete with non-hemp apparel and
therefore will be less expensive than hemp apparel already available in the marketplace. In
comparison to cotton and blended (cotton/polyester, etc.) apparel comparable to our garments,
our product will compete on quality, at a slightly higher price point.

COMPETITIVE STRATEGY
To achieve our brand goals of being an early mover in sustainable hemp apparel and reaching a
trend-forward consumer, Treppenwitz will take a digitally-focused and socially-engaging
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marketing strategy that will be core to the brand’s identity. The brand won’t be only about
product, it will sell a lifestyle and a relationship with consumers. Within the brands experiences,
it will educate consumers about hemp, allow them to engage with the brand through events, and
enjoy sustainability in a less serious, more light-hearted manner than is commonly seen in the
marketplace. The brand’s mission isn’t just to get consumers to purchase the product but to
engage with the brand and have Treppenwitz as a top-of-mind sustainable fashion brand,
opening opportunities for future growth in both product offering and types of sustainable
initiatives.

INDUSTRY ANALYSIS
Apparel hemp competitors. Today, hemp is slowing increasing in use in apparel, primarily by
sustainably-focused apparel brands. The most recognized brand using hemp in their apparel is
Patagonia, an outdoor-wear brand with global distribution recognized as a pioneer in
sustainability and environmental initiatives (Walker, 2012). Patagonia uses hemp in men’s
canvas apparel that is meant to sustain intense use. The material is also used in durable,
although lighter weight, apparel for women and children (see Figure 1). Patagonia’s hemp
apparel prices are typically between $50 and $120 USD (Hemp clothing, 2019). Their target
market focuses on sustainable, outdoorsy consumers. Patagonia’s hemp is high-quality, aligned
with its intended use and target market. Its aesthetic appeal reaches a limited target market
though because of its rugged, outdoorsy aesthetic.
Jungmaven is a sustainable t-shirt brand that creates basic t-shirts, sweatshirts, and tank tops.
The brand has also expanded into a few additional product categories but remains focused on
the core categories and a simple purpose: to change the world and regenerate land after
deforestation through healthy, regenerative hemp fibers. (About us, 2018). Jungmaven’s brand
image is young, fresh, and cool. The product is simple with no extensive details, intended to be
basic day-to-day where. While young and cool, the price-point may be restrictive to some of
their target market with most prices falling between $60 and $140 USD (Womens hemp, 2018).
Other brands such as ONNO and Hempest sell basic hemp t-shirts at lower prices than
Jungmaven and Patagonia, averaging $30 USD (Hemp t-shirts, 2019; T-shirts, 2019). These
brands are able to sell at lower prices by focusing on little to no embellishment or sewing
details, and minimal marketing. Both retailers rely heavily on sales through Amazon and
keyword searches in the place of traditional marketing. These companies have limited brand
recognition and make sales based on a desire for the sustainable materials, rather than an
association with the brand name.
Patagonia, Jungmaven, Onno, and Hempest who are recognized for using hemp in apparel
products, are all considered sustainable fashion brands. A majority of the product these brands
produce is simple, in muted color palettes and easy shapes, with no graphics or details. This
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may contribute to the stereotype of hemp fabrics as simple and unfashionable (Halperin, 2018).
By focusing on trends and details of the apparel, an opportunity exists to use hemp in a clothing
line that isn’t marketed primarily as ‘sustainable apparel’, but rather ‘apparel’ that is also
sustainable. By focusing on the product, trends, and consumer desires, Treppenwitz intends to
branch out beyond muted tones and plain t-shirts to include graphics and humor as a fun,

Figure 1. Some of Patagonia’s hemp apparel.
lighthearted apparel brand that is able to compete with both hemp and non-hemp apparel
retailers.
Non-hemp competitors. A trend has taken off in the U.S. and Europe for lighthearted, logoed
apparel. Ranging from catch phrases, politics and activism, to local scenery. Un-branded
apparel that plays on pop culture and current events has grown in popularity as consumers
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favor individualism and look for
ways to share their voice rather
than conform to the masses. In
Iowa, the retailer Raygun has
grown from a local shop playing on
local pride to a store with multistate recognition and a website
that ships nationally based on

Figure 2. Bullzerk locally relevant graphic tees.

cheeky t-shirts that are locally
designed and play on local catch
phrases, politics, sports, or other
events (Raygun, n.d.). Similarly, in
Texas, Bullzerk combines Texan
pride and humor with a variety of
on-trend lifestyle products (see
Figure 2) (Bullzerk, 2015). In Utah,
Indy Brand uses artistry and

‘rocker style’ graphic design for activism and to support causes, such as their collection drawing
attention (and funding) to the U.S. National Park Foundation (see Figure 3) (Indy Brand, n.d.).
Each of these retailers has general merchandise that averages $23 - $50 USD. In the U.S., the
stylistic ideas have also trickled down to the mass-market to retailers including Target and
Walmart who have created derivative styles of activism, cheekiness, and artistry at lower price
points, ranging from $10 – $25 USD.
Raygun, Bullzerk, and Indy Brand have a limited target market, appealing to their specific local
demographics. However, conceptually, the apparel offered by Raygun, Bullzerk, and Indy Brand
are similar to popular brands in Germany including Next, Vero Moda, Mango, and Bershka.
Each of which are international brands with a large global footprint and operate in the fast
fashion sector. Bershka, for example, is owned by Inditex, the company most well-known for
Zara (Bershka, n.d.). While Next, Vero Moda, Mango, and Bershka can sell graphic tees, their
designs are intended to appeal to the widest possible audience with minimal controversy and
are infrequently country-specific given the
scope of their store base. A retailer selling
German-specific, fashion focused, graphically
designed sustainable apparel was not found
in our competitive research that will be core to
the brand’s identity.
Figure 3. Indy Brand National Park
Foundation ‘rocker’ collection.
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COMPETITOR PROFILE:

CANNAMODA

Cannamoda has captured a growing opportunity in Germany by retailing hemp apparel.
Recognizing a growing desire among consumers for sustainable fashion and the opportunity to
use hemp, the brand has worked with their supply chain to make product that will appeal to the
German consumer. The business collapsed in 2000, but due to sustainable interests from
consumers, relaunched in 2014. The company has evolved its offering to include hand-made,
high-quality hemp lingerie, menswear, womenswear, t-shirts, children’s clothing and
accessories. The apparel is made of a 50/50 blend of cotton/hemp or 30% hemp, 70% cotton
yarn for weaving jeans.

PRODUCT OFFERING
Strengths and opportunities. In 1996, the owner of Cannamoda developed a soft, flowing
hemp jersey fabric. Today, the consumer interest in hemp fabrics, fashion, and accessories are
growing as these consumers are more eco-conscious (Beer, 2018). Cannamoda textiles have
good thermal values, are stronger and more durable than cotton even after several washes.
They have good absorbency and offer protection against UV light, which makes them ideal for
the summer season in particular. Further, the pure hemp fibers are porous, so they allow the
skin to breathe. The fibers also soften with age and are mildew resistant. Because hemp is one
of the strongest and most durable organic fibers, Cannamoda blends it with other fibers to
produce a hemp-hybrid material. This technique retains the strength of the hemp fibers while
adding the comfort of a softer, more refined fiber. The end result is absorbent, lightweight and
sturdy. “Hemp clothing reportedly has up to triple the tensile strength of cotton. It is well suited
for outdoor wear because the plant's durability helps the clothing stand up to adverse weather,”
(Garner, 2017).
Weaknesses and threats. Like linen, the hemp textile wrinkles easily and can be somewhat
scratchy depending on the blend. Because the hemp fibers are used to produce organic
clothing, they are not usually treated with the same anti-wrinkle chemicals as cotton or synthetic
clothing. This gives hemp clothing a tendency to bunch up and crease in certain areas it is worn.
This repeated creasing can sometimes result in weak points developing or fibers breaking,
leading to a hole. Fortunately, hemp fibers are strong, so this is usually not a problem unless the
item is worn heavily. In addition, hemp is not colorfast, so the color is often not rich as compared
to cotton which offers a variety of options.
Cannamoda’s clothing costs more than some are willing to pay. Even if one would want to make
their closet more sustainable, it can be hard to justify breaking the bank for a small number of
items. "The reason why hemp clothing is so expensive is because it takes low-impact organic
crops to produce them. They are typically grown without pesticides and synthetic fertilizers and
can't be genetically modified. There are very strict federal guidelines to be certified organic
which is why it's more expensive to mill organic or recycled fabrics,” (Chong, 2017).
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SUPPLY CHAIN
Strengths and opportunities. Cannamoda cultivates hemp grown in Germany, specifically the
Swabian Alb region in southern Germany. Though not specifically stated, it seems likely that
Cannamoda works with German farmers when cultivating its hemp, which can be beneficial for
any company that likes to emphasize a local focus. Cannamoda’s website also emphasizes the
company’s focus on nature, which is important to the German people specifically and can be a
strong marketing tactic broadly. The website does a nice job of outlining the relatively low
impact that hemp production has from an environmental standpoint. In addition to growing part
of the raw materials in Germany, the company also uses German engineered and manufactured
looms (HempToday, 2019).
Weaknesses and threats. Perhaps it’s a matter of the language barrier (we used Google
translate to be able to read content on Cannamoda’s website), but the website appears to be
quite primitive and not particularly informative regarding supply chain matters. Of course, the
company would not want to give away industry secrets (which could potentially give an
advantage to competitors), but it seems that the company could be more transparent about
supply chain matters to win the loyalty of consumers. The company may want to consider
building its website to contain more information about the region in which their hemp is grown
and about sustainable agricultural techniques that the farmers practice. Also, a portion of the
hemp used in Cannamoda’s current operation is grown in Italy, so they might consider
eventually bringing all of their production to Germany, so they can claim their product is 100
percent German.
Perhaps Cannamoda’s biggest supply chain-related threat is in regard to hemp’s association
with marijuana or cannabis. The company should make a deliberate efforts to dispel correlations
between hemp and cannabis. One way the company could show their sincere efforts to
disassociate with cannabis would be by supporting programs and other initiatives to help
individuals overcome problems with substance abuse and addiction. The cotton industry also
poses a threat to hemp as another versatile textile. To combat this, Cannamoda could
emphasize hemp as being both a more durable product and a more environmentally-sustainable
alternative to cotton.

TARGET MARKET
Strengths and opportunities. Cannamoda has made sustainability a priority in their business
plan and makes this clear to consumers through transparent communication, educational
materials on their website, and working to further the sustainable development of hemp by
partnering with universities. The brand’s openness and orientation are core appeals to their
target market. Further, the brand doesn’t target millennials specifically but focuses on the
psychographics including attitudes, beliefs, and lifestyle traits that group their customers
together. This allows them to reach a broader set of sustainably-aware shoppers.
Cannamoda places great emphasis on sharing the environmental benefits of their merchandise,
as well as the social benefit of partnering with universities, through their various free marketing
platforms. Cannamoda utilizes free publicity such as Hemp Today (HempToday, 2019) and
builds relationships with sustainably-oriented consumers through social media and the internet.
This has included crowd-funding, Pinterest pages, and YouTube videos of their product
(Cannamoda, n.d.; LumeConsulting, 2013; Rusch, 2016). Overall, the brand has remained
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true to their purpose and communicates with their consumers in a way that maintains a
dialogue without hurting the bottom-line of the business.
Weaknesses and threats. Cannamoda’s pricing averages around €40, from €35 for lingerie to
€65 for pants and dresses. This may seem high to the digital customers visiting the website and
seeing the basic styling of the product being offered. There are two primary ways the brand
could increase their appeal to consumers through pricing though, (1) first the brand could
improve the product and website display to make the brand seem more high-end and worthy of
the prices, or (2) the brand could lower prices through higher production quantities or lower
margins.
Cannamoda continues to focus on the technical and educational aspects of their product when
communicating with consumers. Little emphasis has been placed on the aesthetic appeal of the
merchandise or the website. The brand has an opportunity to develop the visual apparel of the
product and its delivery, which will be necessary as competitors enter the marketplace. As a
new product, the brand has a first-mover advantage, but as competitors enter the marketplace,
they will need to develop their unique selling proposition and unique appeal to maintain
customer loyalty.
The same weakness exists within the brand’s marketing materials. The brand has relied on slow
natural growth, free publicity, and social media to build awareness. Information has been
focused on educating consumers and drawing them in through a sense of sustainable progress
rather than pulling them to their brand through aesthetic appeal. As competitors enter the
marketplace, the brand will need to get creative with their marketing to appeal to consumers on
different sensory and emotional levels. That is not to say more money needs to be spent, social
media, PR, and guerrilla marketing can lead to high levels of success for brands targeting digital
consumers, but the focus of the message will need to incorporate their brand aesthetic and
unique selling proposition.
Based on the limited public information available on Cannamoda, it is difficult to determine the
current financial state of the brand. However, with the increased awareness of hemp as a global
material opportunity, the brand can expect an increased competition in the future. With the
expectation of future generations being increasingly sustainably aware (Coughlin, 2018;
Demographics, 2015), it is likely more brands will try to meet the consumer need. As more
brand’s emerge, Cannamoda must remain relevant and retain their customers as first mover
advantage is unlikely to sustain their success. Overall, Cannamoda has a strong product and
has properly identified their target market and how to communicate with them, but the content of
their communication needs improvement if the brand intends to maintain long-term customer
loyalty and business success.
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RISK ASSESSMENT
Das Leben ist kein Ponyhof: /German/ A typical German saying, “life isn’t
a place for riding ponies.” It means that you shouldn’t expect things to go
easily for you, expect some challenges along the way.
As with starting any business, particularly internationally, risks are involved. These risks include
everything from sales volume, per-unit price, input costs, to competition, overall economic
climate, and government regulations (Kenton, 2019). However, if approached strategically some
of damage from these potential risks can be mitigated or avoided altogether. These risks can be
divided into four different categories: strategic, compliance, operational and reputational.
Strategic risks. “Strategic risk arises when the implementation of a business does not go
according to the business model or plan,” (Kenton, 2019). To mitigate these risks, we will be as
thorough as possible when researching and developing our business plan. A large part of this
will also be a willingness to adapt and deviate from our initial plan as we experience changes to
the business, cultural, and political environment. For example, while hemp t-shirts and other
clothing is our initial plan, we will also consider eventually selling various other categories such
as home items (end tables, wall clocks, artwork, etc.) which we would source from local
woodworkers and other local artists. This is a similar expansion strategy of many growing
boutique businesses, including Raygun and Bullzerk. If we found that these home items (or
even beauty products) sold better than clothing, we might revise our business model to focus
more on those items. Some strategic risk is impossible to avoid but a willingness to adapt the
strategy can help to avoid the danger of falling into the “we’ve always done it that way” trap.

Strategic risk arises when the
implementation of a business
does not go according to the
business model or plan.
Compliance risk. Compliance risk “arises in industries and sectors highly regulated with laws,”
(Kenton, 2019). While we haven’t found much to suggest that the hemp industry specifically, or
the retail industry generally, are highly regulated, we will need to be mindful of other regulations
for operating a business in Germany. One example of this is advertising which is regulated more
heavily in Germany than in the United States. Therefore, we will need to focus on the specific
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regulations to have a successful business given the importance of marketing in and the
consumer experience in our business plan. Additionally, agricultural regulations are different in
Germany and other European countries compared to the United States, therefore we will be
mindful of these regulations when sourcing our materials, particularly since environmental
sustainability and local sourcing will be a major aspect of our overall business plan.
Operational risk. Operational risk “arises when the day-to-day operations of a company fail to
perform,” (Kenton, 2019). To avoid operational risk, we will focus on not only assembling a
strong managerial team but having dedicated and knowledgeable employees at every level. We
will be especially reliant on input from our German employees, so we can provide guidance on
products that are most likely to appeal to German culture. Additionally, we will need to lean on
these employees for verification and idea development of cultural references that will be printed
on our novelty t-shirts.
We will set a high bar in terms of employee expectations and will make these expectations clear
during the hiring process. The German employment laws are strict, without an employment at
will law and set for maximum protection of employees against potential unfair firing. Therefore,
initial hiring will be through limited contracts with the option to renew based on employee
performance. We will reward employees who exceed expectations through promotions, pay
raises, and potential stock in our company. Similar to strategic risks, to avoid complications from
operation risk, we will adapt our operational business plan depending on changes within our
business environment.

Reputational risk relates to the
possibility of losing customers
based on a lack of brand loyalty.
Reputational risk. Reputational risk relates to the possibility of “losing customers based on a
lack of brand loyalty,” (Kenton, 2019). Establishing brand loyalty will be one crucial aspect of the
overall business plan for Treppenwitz. One way we intend to do this is through our emphasis on
nature and environmental sustainability. Nature, in particular, is very important to the German
people and we see this as a win-win since a commitment to environmental sustainability is
allows us to preserve our planet for future generations and may be beneficial to our brand when
customers choose to support us because of our commitment to the environment. Our
environmental commitment includes everything from utilizing renewable energy to practicing
sustainable agricultural practices to reducing or eliminating waste or environmentally damaging
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outputs during the production process. Our company will also have a strong social media
presence as a way to be more transparent and connect with the public. These social media
channels, as well as a strong communications plan in general, will also serve as an effective
way to play damage control in the event of a controversy or other event that could be
detrimental to our company’s bottom line.
Additional risks. There are several other risks associated with hemp production of which our
company will be mindful. One of these risks is associated with one of the most fundamental
aspects of business: supply and demand. “If the markets get saturated prices could drop
quickly” (Place, 2018). Having this sense of market awareness will be key to success. This
includes being aware of competitors and also being mindful of what the customer wants. “When
it comes to outside factors that can create an element of risk, one of the most predominant is
that of a change in demand for the goods and services produced by the company,” (wiseGEEK,
n.d.). Another way to avoid risk will be to disassociate hemp apparel fibers with its cousin
marijuana or cannabis. Industrial hemp lacks significant levels of THC, or Tetrahydrocannabinol,
which is the active chemical in cannabis that gives users the “high” feeling. While it will be
important for us to distance our product from cannabis, we also want to avoid the risk of
alienating those who do choose to use cannabis, since they could potentially be an important
segment of our target audience. German culture greatly respects individual freedom. “As long
as an individual’s duties to society and employers are met, Germans have a wide latitude for
private individual behavior,” (Morrison & Conaway, 2006). However, even with that said,
recreational cannabis is still illegal at the federal level in Germany so our company will be clear
in not directly promote illegal activities. Of course, this could change if Germany were to take
steps similar to select states in the U.S. in regard to legalized or decriminalized cannabis.
Risks are part of any business, but with a good plan in place, many risks can be avoided.
Further, if a plan is in place and risks are encountered, that plan can help the business to
effectively handle the situation. We feel that we have addressed many of the potential risks and
threats, but we also acknowledge that unexpected threats may arise, therefore it will be
important to stay alert and reactive to changes in our business and the surrounding
environment. By having a willingness to adapt and deviate from our original plan depending on
what hurdles we might encounter, we believe this business has a strong opportunity for
success.
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GEMÜTLICHKEIT

BRAND
DEVELOPMENT

Photo Source: Matarazzo, 2017.

Gemütlichkeit: /German/ That cozy sense of well-being in a comfortable
environment obtained when you fit in, feel good, can be yourself, and relax
(Germanic Languages and Literatures, n.d.).

BRAND IMAGE
Our hope is that our retailer will be seen as more than just a standard t-shirt shop. The business
will encourage a brand image of being authentic, modern, minimalistic and eco-friendly with the
use of all hemp merchandise and the design of our brick and mortar location. Our retailer will
exude a deep appreciation and respect for the community and its citizens with its hyperlocal
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merchandise. Further, with the use of local artists and consumer input of designs, citizens will
create a connection with our business and understand our support of local designs and
individuals. Additionally, the brand will be viewed as clever and humorous that a variety of
people will be attracted to and will be encouraged to tell others about.



Photo Sources: Lisboa Ind., 2017; Lightbody, 2018; Mean Shadows, 2018; Maciel, 2017.

PRODUCT
According to Tai (2018), 2017 and 2018 were the years of the graphic tee and as the 2019
collections have hit the runway in New York, and currently Millan, the graphic tee obsession is
here to stay. This trend is desired by both men and woman. Some of the popular designs for

29

2019 include abstract art, politics, sports, retro typology, repeating text, bright colors, and sidealigned typology (T-shirt Designs, 2019). Our business idea was specifically inspired by the Des
Moines t-shirt retailer, Raygun and Dallas t-shirt retailer, Bullzerk. These retailers, who have
expanded their offerings, began by selling American-made t-shirts with clever and humorous
designs and slogans. Raygun, self-described as ‘the greatest store in the universe’, has had
continued success and plans to expand with the opening of two additional stores in different
cities in 2019 (Slobe, 2019). Raygun currently operates in Des Moines, Cedar Rapids, Iowa
City, and Kansas City. Bullzerk sells similar clever and humorous t-shirts and has also
expanded with other product offerings, marketed toward those consumers who exude Dallas
pride. There are currently seven locations in the Dallas area.
Germany is a top location in Europe for print art, and specifically, the city of Berlin provides a
great opportunity for this screen-printing business. Munich will hold the FESPA 2019 Global
Print Expo (Berlin hosted in 2018), which is Europe’s largest specialty print exhibition for screen
and digital wide format print, textile printing and signage solutions. This event attracts more than
20,000 attendees from over 140 countries where visitors come prepared to source their next
investment among the hundreds of innovative product launches, cutting-edge solutions, and
inspirational content. Additionally, according to Morrison and Wayne (2006), Germans have a
connection to the environment; thus, hemp has the potential to be embraced by German culture
because of its environmental benefits ranging from requiring less water and fewer pesticides
than traditional materials like cotton, to creating a more durable, longer lasting product, and
reducing future waste. By utilizing renewable energy and by sourcing hemp from existing
German hemp farmers who practice sustainable agriculture techniques, the retailer can appeal
to the environmentally conscious consumer.
The products offered in our brick and mortar retail location will be screen printed hemp t-shirts in
various styles (e.g. crew neck t-shirts, V-neck t-shirts, tanks, crew neck sweatshirts, and
hoodies) for both men and women locally sourced in Germany. The graphics displayed on the
hemp t-shirts will be represented of both Berlin and Germany, as well as local pop culture, and
will take on the clever and humorous designs. These designs will come from the designers
employed in the retail store, partnerships with local designers, and from consumers who submit
designs for contests (voting will be done by the retailer’s consumers and the winner will have
their designed printed and sold). The product is intended to appeal to both the local consumer
and tourists seeking authentic, local products.

PRICING
Treppenwitz will employ a mid-tier, better pricing strategy in which we will position ourselves
higher in price and quality than entry-level prices (consider Walmart or Target), but lower in
price and quality than Patagonia or a luxury designer (best). Various styles of hemp t-shirts and
hoodies have a wholesale cost of $8 and $10, respectively. At a retail prices of $25-$35 (prices
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vary by style), we can achieve an initial markup of 68%-71%, helping to cover the cost of screen
printing and the machines to produce the screen printing.
The positioning in the middle of the market is intended to appeal to the masses; affordable to
many people, but with a higher quality than most competing non-sustainably focused apparel.
Numerous reports have recently stated the growing importance of sustainability to modern
consumers (Amed et al., 2018), yet others have shown the resistance to prices that are too far
out of the range of a consumers normal shopping patterns (Pinnock, 2018). Therefore, by
promoting our product through a ‘better’ pricing strategy in terms of a good, better, best pricing,
we can maximize our ability to reach consumers at various points of the sustainable shopping
spectrum. This pricing strategy will strategically position us across our competition, both across
sustainable brands and traditional apparel retailers.

PROMOTION
Social media. As was stated earlier in our plan, the use of social media in German businesses
is rising due to its relevance to the marketplace. A recent study indicates that nearly 50% all
businesses in Germany use social media currently and another 15% are planning to use it
(Kempf, 2012). Thus, the use of social media is important to promoting our business and it is
cost effective. Social media platforms that will be utilized is Facebook, Snapchat, and
Instagram. Currently, Facebook has 2 billion monthly active users, Snapchat has 173 million
daily active users, and Instagram has 1 billion monthly active users. These platforms will allow
us to market products and services by posting images and updates on our business.

EXPERIENTIAL RETAILING
According to Senthil, Chandrasekkar, and Selvabasker (2012), experiential retailing is a concept
that deals with connecting consumers with brands through meaningful and relevant experiences
while appealing to both rational and emotional behaviors. There has been a lot of buzz
surrounding the consumer experience within the retail industry, subsequently, it has been vastly
researched in consumer behavior and merchandising literature. Providing an experience to the
consumer has found to be a competitive advantage for retailers (Senthil, Chandrasekkar, &
Selvabasker, 2012).
Our t-shirt retailer will embrace experiential retailing to appeal to the target consumer. As an
example, the retailer will host events that include an open bar featuring local food, beers, and
wines and will allow consumers to screen print their own hemp t-shirts. This will provide a fun,
personalized experience for the consumer. Additionally, the retailer can partner with local
designers and honor them during the event, highly promoting their designs and increasing brand
awareness. These events and experiences will also be promoted on our social media sites to
gain awareness by the consumer.
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LEISTUNGSFÄHIGKEIT

OPERATING PLAN

Photo Sources: Spratt, 2018.

Leistungsfähigkeit: /German/ It is no surprise there are at least eight
words for efficiency in German, this is one of them. Efficiency in the sense of
productivity, competitiveness, capability, and the ability to work (How to
Say, 2019).

LOCATION
Our company will operate out of a retail space in Berlin. The space will include a selling floor as
well as space for in-store screen-printing and storage. We will be open for business between
9:00 a.m. and 9:00 p.m. Monday through Saturday. Business would be closed on Sunday, as is

32

customary in Germany (Samy, 2017). Similar to advertising, Germany has strict laws regarding
shopping hours.

STAFF & STORE OPERATION REQUIREMENTS
The staff will consist of the four owners, plus a Design and Production Coordinator and one
hourly sales attendant.
Furniture and other fixtures will be minimal and primarily hand-crafted by the owners. Handcrafted furniture will include shelves and racks for displaying the merchandise. They will be
constructed from two-by-fours, plywood, and piping. Dressing rooms will be constructed from
two-by-fours, plywood, and simple curtains. When unable to construct our own furniture, we will
look into purchasing relevant items (tables, chairs, etc.) from surplus stores and other secondhand outlets.

EQUIPMENT
The more expensive items that would be crucial for operation will be the screen printing
machine (approximately €6,000), a MacBook and Adobe Illustrator software for graphic design
(€221), and a PC with a Square subscription (€307 + €878).

SOURCING
We will source most, if not all, of our raw hemp from German farmers. These farmers will be
chosen based on a commitment to sustainable agriculture and other environmentally friendly
business practices.
Eventually, we would like to establish partnerships with universities in Germany to study the
newest fashion trends, and perhaps even to develop softer, more durable hemp blends. Once
established we would also like to be involved with the local community by sponsoring relevant
events, soccer teams, youth groups, and so-on. This will help us to establish a good rapport
with the community and also serve as a way to promote Treffenwitz.
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ZWISCHENZUG

EXIT /
EXPANSION

Photo Source: Duong, 2017.

ZWISCHENZUG: /German/ A chess term, but you don’t need to play chess
to understand it: It’s when rather than do what is expected – you pay
attention to your competitor, possibly put them at risk, and play the long
game (CHESScom, 2018).

We do not intent to exit this business in the near future. The goal of Treppenwitz is to promote
sustainability and community engagement, which will serve the Berlin and greater German
community well. Thus, the plan for the future is expansion. The brand founders realize that in
order to sustain and grow this operation, revenue must be obtained. Therefore, we will focus on
building a sustainable business model that includes growth, and we believe that over time, the
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local consumers and tourist will establish a connection to our business and our views. As of
now, the expansion plan involves expanding product offers and expanding business online.
The primary product has a variety of uses and opportunities for future merchandise that the
retail can offer its consumers. Hemp can be used for a variety of different products including
paper, construction (fiberboard, plasterboard, etc.), textiles, beauty products, and plastic molded
products (Small & Marcus, 2002). Once the business is able to hit its sustainable break-even
point, the plan is to expand product offerings made from the locally sourced hemp material.
These products can include more fashion items, home goods, and furniture, stationary products,
and beauty products. This will ultimately help establish the retailer as a more lifestyle brand and
continue to strategy of offering local and sustainable products that can be used for multiple
purposes in a consumer’s life.
Treppenwitz would like to expand the offering to online for availability to a wider consumer base.
Once the public is exposed to the business through its brick and mortar location and marketing
efforts and the product offerings are expanded, the owners would like to design a congruent
online store to allow consumers to buy our products anywhere. This would require an effective
online strategy and logistic standards to ensure the consumer has a desirable experience online
just like they would in store.
If we ever consider exiting the market due to decreased profits or lack of consumer interest, we
would sell our assets and close the retailer down. However, if the retailer is profitable, but the
owners desire to move on to other venture or retire, the retailer would be sold to a trusted
designer or community member with values and goals aligned with the retailer and its owners.
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FINANZDATEN

FINANCIAL PLAN
Finanzdaten: /German/ Financials (because sometimes you just have to
say it like it is).

INITIAL BALANCE SHEET
Balance Sheet Summary. In order to account for necessary funding, ‘current assets’ includes
elements not typically displayed on a balance sheet including cash from bank loans and cash
required for hourly and salaried employees. One shop attendant who speaks German will be
hired to work alongside the business owners. He or she will be paid an average German wage
of €9/hr and will work 30 hours a week. Additionally, a recent German graphic design graduate
will be hired to work as a designer and production coordinator, assisting with all elements of
production and ensuring product is culturally appropriate. The junior designer will be offered a
fixed term contract and will be paid an average starting salary (in Germany) of €27,000 annum.
The annual wages are recorded under assets, however, since the balance sheet records the
state of the business upon opening, only 3-months of employee salaries will be realized, the rest
will be accrued (incurred by not paid) expenses. The remaining 9-months of salaries not yet
realized may be paid out of the remaining cash balance (i.e. the remaining loan).
Inventory is accounted for under assets for a full year of inventory at cost, however, with
intended monthly deliveries, at time recorded by this balance sheet, only 2.5 months-worth of
inventory are required on hand (or at any point in time) since on hand inventory is intended to
be 2.5 times intended sales. Therefore, inventory exceeding on hand is listed as an accrued
expense (under liabilities).
Rent, internet, and insurance were calculated based on average values for a shop within a
key shopping and tourism district within the greater Berlin market. It can be noted that electricity
in Germany is among the highest in Europe, averaging €0.2942/kWh. This is accounted for
within electricity and utilities.
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Fixtures and furniture. Our retail business is focused on sustainability; therefore, fixtures will
be handmade by the business owners from local materials. The store aesthetic will be clean and
natural so piping and natural local wood will be used for the construction of basic display
merchandise. Furniture will also be sustainable and will be thrifted and upcycled.
Technology. The business will rely heavily on technology, using square for point of sales, and
social media for marketing. However, some traditional marketing will be used to gain brand
awareness, especially around launch, therefore a small marketing budget is required.
Necessary funds. Based on our financial analysis of launching Treppenwitz in Germany,
€452,696 will be needed to launch the business. However, €162,347 are accrued (unrealized)
expenses that will not be prepaid. In total, €278,361 of financing and bank loans will be
requested.
Funding Sources. Harm (1992) communicates that the German government activity supports
the financing of small businesses and start-ups within the country. That is because small
businesses contribute a lot to the German economy. Government programs, whether loans from
government banks or credit insurance from subsidized credit-guarantee institutions are all
administered through the banking system in Germany. The government funds or insures
selected projects, but the banks assume the role of the monitor and credit analyst in return for
compensation. When entrepreneurs engage in creating a small start-up business in Germany,
these small businesses are chiefly financed by small banks. These small banks are grouped
into two systems (1) the savings bank, or Sparkassen, and (2) the credit cooperatives.
Small banks, which are part of a decentralized market structure, overcome imperfections in the
financial market by building institutions that replace the market mechanism. The savings bank
and credit cooperatives systems have each developed an internal capital, not unlike those
within large banks operating nationwide. The operations of government banks do not have a
subsidy component beyond profits forgone. Their loans carry low interest rates; however, not to
the extent that they allow profitable arbitrage with financial investments. The subsidy associated
with the credit-guarantee institutions benefits almost exclusively the entrepreneur who would
otherwise have been rationed out of the market. Banks benefit only to the extent that
overcoming such rationing brings them new business. Therefore, subsidies are not exploited
beyond an intended level (Harm, 1992).
Small businesses play an important role in Germany’s economy and workforce. Small German
businesses are not subjected to control institutions such as supervisory board seats, proxy
voting, and equity holdings. As an opportunity for small businesses such as ours, the German
American Bank partners with the U.S. Small Business Administration (SBA) to offer start-ups
and existing small businesses with the financial support needed to prosper and grow. SBA loans
are backed by the federal government and provide more flexible loan structures, more time to
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repay loans and lower down payment options (Small Business, 2019). Further, 7A Loans are
provided by the German American Bank. The flexible program provides growing businesses like
ours with long-term financing for a wide variety of needs including real estate, expansion,
equipment, working capital, and inventory. Our business will be pursuing loans through SBA
and the German American Bank’s 7A Loan.
Risk & Return of Funding Sources. The start-up funding for our company will come from two
main sources: an initial investment from the four business owners ($80,000, or $25,000 each)
and bank loans (€170,000). Each of these sources have their own risk/return tradeoffs.
Investopedia states that with risk/return trade-off “the potential return rises with an increase in
risk,” and that “individuals associate low levels of uncertainty with low potential returns, and high
levels of uncertainty or risk with high potential returns,” (Chen, 2018). Through market research
and other means, we will try to best assess the risks associated with our business decisions so
we can avoid uncertainty as much as possible starting out. Once our business is better
established, we can consider making decisions with less certainty, which if successful can lead
to greater returns. Also, if and when we are better established, we can consider opening our
company to investors. With investors, the expectations on their returns will be greater so we
would need to be even more calculated when making decisions when uncertainty is high. If our
company is able to generate enough capital in the initial years, we may be able to avoid
investors altogether which would give the owners more control over all business decisions.
The bank loan will be perhaps the riskiest aspects of starting our business as that will be the
source for most of our start-up costs and also because it will include an interest rate that we are
not assessed on our personal investment. Additionally, we will run the risk of having property
seized if we are unable to make our loan payments to the bank. If the business does well and
we establish good rapport with the bank they may lessen our interest rates and if successful we
can eventually accumulate enough capital that we are no longer dependent upon funding from
the bank. The worst case scenario would be needing to file for bankruptcy if our business is
unable to generate a profit.
The four business owners understand the risk associated with their initial investment and also
accept that their annual salaries will largely be dependent upon the success of the business in
its first year or so. Again, the benefit of the personal investment is that it is not assessed the
interest rate associated with the bank loan but the risk if that each of us will be out that money if
the company goes belly up. Considering this will be a full-time job for all of us, we will be very
willing to put in the time and effort, likely exceeding 40 hours each week, to ensure the
company’s success early on.

38

•

Based on the projected sales and necessary funding, adjustments have been made to the
balance sheet and original statement of necessary funds to provide adequate cash flow to
support our hemp apparel retail business.
o
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The initial bank loan has been increased from an initial estimate of €65,942 to
€170,000 with monthly distributions. The bank loan will be paid back over 3years. Capital investment was increased from €52,708 (15,000 USD per partner)
to €70,277 (20,000 USD per partner). These funding increases will allow
sustained cash flow throughout the first year of business.

TREPPENWITZ INITIAL BALANCE SHEET
|AT POINT OF GRAND OPENING|
Conversion rate (Oanda, March 1, 2019)

1.13821
USD
$ 515,300

0.87846
Euro
€ 452,696

$ 246,405
$ 138,435
$ 15,673
$ 200,000

€ 338,089
€ 121,627
€ 13,770
€ 175,692

$
$
$
$
$
$
$

30,732
18,000
72,000
25,330
720
24,110
500

€ 27,000
€ 15,812
€ 63,249
€ 22,254
€
632
€ 21,182
€
439

Fixed Assets
Furniture
Fixtures
Screen printing equipment
Computers & technology/systems
Square
Annual Adobe Illustrator
1 PC
1 Mac

$
$
$
$
$
$
$
$

1,000
1,700
6,830
3,600
999
252
350
1,999

€
€
€
€
€
€
€
€

878
1,493
6,000
3,162
878
221
307
1,756

Intangible Assets
Marketing

$

2,000

$

1,757

Liabilities
Accounts Payable
Accrued Expenses
Unrealized Employee Salaries
Inventory Exceeding On Hand
Loans

$
$
$
$
$
$

435,300
241,804
184,804
57,000
193,496

Owner's Equity
Personal Investments

$
$

80,000
80,000

Total Liabilities + Owner's Equity

$ 515,300

Total Assets
Total Current Assets
Cash for Annual Wages
Cash
Cash required for hourly employee
Cash required for management salaries
Cash required for Design & Production
Coordinator
Annual Rent Expense
Inventory (full year)
Additional Pre-paid expenses
Annual internet expenses
Annual electricity & utilities
Annual insurance
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€ 382,419
€
€ 212,419
€ 162,347
€ 50,072
€ 170,000
$
$

70,277
70,277

€ 452,696

CASH FLOW PROJECTIONS
|YEAR 1|
The Cash Flow (p. 41) shows the cash flows for the first year, from the fiscal beginning of year
in February, through store opening in April, until the end of the fiscal year in January. Sales are
phased by month based on standard, geographically appropriate retail sales with adjustments
based on standard peaks for new store openings.
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Capital Investments

Total
Payments to
Employees

(Addition)

Cash

Cash
Balance

6%

July
8%

Aug
9%

Sept
10%

Oct
15%

Nov
20%

Dec

€ 192,850
63,249
40,066
10,918
58,820
-

€
€
€
€
€

€ 18,835
5,060
3,172
4,902
-

€
€
€
€
€

€ 18,835
5,060
3,572
4,902
-

€
€
€
€
€

€ 18,835
5,060
3,472
4,902
-

€
€
€
€
€

€ 18,835
5,060
3,172
4,902
-

€
€
€
€
€

€ 18,835
5,060
3,422
4,902
-

€
€
€
€
€

€ 18,835
5,060
3,172
4,902
-

€
€
€
€
€

€ 18,835
5,060
3,172
4,902
-

€
€
€
€
€

€ 18,835
5,060
3,422
4,902
-

€
€
€
€
€

€ 18,835
5,060
3,172
4,902
-

€
€
€
€
€

€ 18,835
5,060
3,572
4,902
-

€
€
€
€
€

€ 12,650
3,572
4,902
-

€

€
€
€
€

2,250
3,172

-

€

€

€ 10,918
4,902

€

€

€

€ 21,242

Equipment
Payment on Loans +
Interest (3.8%)

Dividends

Total

EOM

€ 63,202

€ 400,909
€ 22,198
€ 46,293
€ 38,262

€ 30,230

€ 28,624

€ 27,017

€ 23,805

€ 27,017

€ 27,017

€ 31,836

€ 14,167

€ 84,444

€ 32,369

€ 31,969

€ 32,219

€ 31,969

€ 31,969

€ 32,219

€ 31,969

5,993

€ 32,269

(533) € (4,951) € (5,201) € (8,164) € (4,951) € (3,595) € (1,739) €
€ (9,207) €
*Store Opening

€ 23,374

2,250

€ 13,924

€ 32,369

€ (9,770)

€ 31,969

€

35,006

€ 365,903

70,277

€
-

€
-

€
-

€

-

€

-

€

-

€

-

€

-

-

€

€

€

€

€ 70,277
-

€ 170,000
€ 14,167
€ 14,167

€ 14,167

€ 14,167

€ 14,167

€ 14,167

€ 14,167

€ 14,167

€ 14,167

€ 14,167

€ 14,167
-

€ 160,632
8,032

€

€ 32,126

€ 24,095

€ 16,063

-

€ 14,457

€

€ 12,851

Total

9,638

€ 13,924

5%

Jan

€

Payment to Suppliers
Operating and Other
(Deductions) Expenses

Outflow

€ 14,167

Bank Loans

Inflow

8%

June

(533) € (4,951) € (5,201) € (8,164) € (4,951) € (3,595) € (1,739) € 5,993

8%

May

€ 12,851

€ (9,207) €

11%

Apr*

€ 12,851

€ 63,202

Mar

€ 17,670

-

€

Sales

Cash

-

€

BOM

Feb

Cash
Balance

Monthly Sales
Contribution

First Year Financial Plan

EOY INCOME STATEMENT

Net Sales
Cost of Goods
Gross Margin
Gross Margin %

€ 160,632
€ 63,249
€ 97,383
60.63%

Indirect Expenses
Rent
Insurance

€
€

Internet, Electricity, and
Utilities
Administrative Salary
Total Indirect Expenses

€ 21,814
€ 175,692
€ 213,757

Direct Expenses
Selling Salaries
Advertising/ Promotions
Total Direct Expenses

€
€
€

Total Expenses

€ 267,543

Net Income

€ (170,160)
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15,812
439

51,786
2,000
53,786
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