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INTRODUCTION

 

Opening a new store feels like a big leap, and it is…  

It means your brand is growing. You’ve built something people love. 

Your first location is doing well. Now you’re ready to bring that success 

to a new market, new customers, and a new opportunity.  

It’s exciting, but it’s also risky. 

We’ve seen so many passionate retailers put their heart, time, and 

money into launching a second or third branch, only to face unexpected 

setbacks. The reason behind it? Budgets go out of control, the right 

products don’t reach the right store, footfall is lower than expected, staff 

aren’t ready to deliver the same experience, and customers come in 

once… but never return. 

Inside this eBook, I’ll Walk you through three chapters, the three areas 

where most retailers go wrong, and exactly how to get them right: 

This isn’t theory; it's real-world advice, based on the mistakes we’ve seen 

and the success stories we’ve proudly supported. 

Whether you’re opening your second store or your fifth, this guide will 

help you launch with confidence, avoid costly errors, and build a solid 

foundation for long-term growth. 

Let’s make sure your next branch isn’t just an expansion but a success. 

 

- Raoshan Kumar 
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Chapter 1: Planning 

Step-1: Build a Data-driven Business 

Plan 

 

Common Mistake:  

Many retailers open a new branch based on gut feeling, a booming trend, or 

simply because competitors are expanding nearby. While instinct and market 

trends matter, relying solely on them without data-backed validation can 

lead to serious financial missteps. You run the risk of selecting the wrong 

location, underestimating costs, or overestimating demand, all of which can 

drain resources and demotivate teams. Another crucial mistake retailers often 

make to test local demand retail success doesn’t copy paste across all 

locations. Each market has its own fashion preferences, purchasing patterns 

and cultural norms, what works in one city or branch will not work 

everywhere. 

 

Let’s talk about what to do instead… 

 

Find the right area for your New Store 

You need to choose a location where your store has a good chance of 

succeeding. Look for a place where the kind of customers you want (like 

women who love fashionable clothes) live nearby or shop often. There are 

not too many similar stores, or your collection is different and better or the 

shop is easy to find and reach, with good parking and public transport. 

 

How to check that the area is good? 
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Go and see the market yourself.   

Walk around and observe. Are there a lot of women shopping? Are people 

buying clothes? Are other clothing stores busy or empty? Check accessibility, 

it should be closed to public transport and parking. 

 

Use Google Maps on your phone 

Search for “ladies' garment stores” or “fashion markets.” Look for areas with 

numerous clothing shops, this indicates that customers frequently visit these 

locations to shop. Also, check if there are malls or busy main roads nearby. 

The area should be safe for shoppers to visit during all day. 

 

Talk to local shopkeepers 

Ask nearby store owners, “How is business here?” They can tell you about 

footfall (how many people come), what type of customers do visit, and what 

they like to buy. Visit on weekends and during festivals these are the busiest 

times for shopping. See if the market is crowded. 

More footfall = more chances of good sales. 

 

By doing this kind of research, you’ll understand which areas are active, 

growing, and a good fit for your brand. 
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Sample Data Collection Sheet for Selecting New Store Location 

Parameter Area 1 (e.g. 

XYZ Market) 

Area 2 (e.g. 

ABC Mall) 

Area 3 (e.g. 

Main Road) 

Remarks / Notes 

Location Name 
    

Distance from existing store (km) 
    

Nearby Residential Societies / 

Apartments 

    

Average Household Income 
   

(Talk to brokers / bank 

staff) 

Female Population % 
   

(Estimate from locals) 

Main Customer Type 

(students / office goers / 

housewives) 

    

Existing Clothing Stores Nearby 
   

(list key competitors) 

Type of Market 

(street market / mall / high street) 

    

Average Monthly Rent (₹) 
    

Security Deposit (₹) 
    

Shop Size (sq.ft.) 
    

Parking Facility 

Good / Avg / Poor 

    

Footfall on Weekdays (per hr) 
   

(Count for 1-2 hrs) 



Opening a New Branch? 3 Critical Steps to avoid common Mistakes 

 

  7 
 

Footfall on Weekends (per hr) 
    

Competitors Price Range 

(low / mid / premium) 

    

Scope for Premium Fashion? 

Yes / No 

    

Scope for Casual Fashion? 

Yes / No 

    

Festive Crowd? 

High / Medium / Low 

   
Visit during festival period 

Expected Monthly Sales (₹) 
   

Your estimate 

Other Notes / Observations 
   

e.g. nearby colleges, 

hotels 
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Test Local Demand 

 

Before investing lakhs in rent, interiors, inventory, and staff for a new branch, 

it's wise to test if there's actual demand for your brand in that area. The retail 

landscape is not uniform; it is heavily influenced by regional differences such 

as fashion preferences, purchasing power, seasonal trends, and even cultural 

norms. A product line that performs well in a metropolitan area may not find 

the same acceptance in a smaller town or suburb. 

 

For example, A fashion retailer launches a line of bold, western-style party 

dresses that sells very well in a metro city like Mumbai, where younger 

customers are more open to trendy and experimental fashion. However, the 

same collection doesn’t do well in a Tier-2 city like Indore, where customers 

may prefer more traditional or modest clothing for social and cultural 

reasons. 

 

Run Pop-Up Events or Small Exhibitions Set up a temporary store or stall in 

the target area, in a mall, market, or community event. This gives you a 

chance to: Observe how people respond to your collection. Collect feedback 

from customers on pricing, design, and brand perception. Measure footfall, 

conversion rate, and popular products 

 

Consider, A boutique selling Indo-Western wear can take a stall at a 

weekend flea market in the area they’re considering. If 300+ people visit and 

10% buy, that’s a strong indicator of interest. You can also offer a discount 

coupon redeemable later at your main store to test how far customers are 

willing to travel for your brand. 

 

Partner with local fashion influencers, micro-creators, or stylists; they have 

loyal, location-specific followers. Collaborate with them for small campaigns 
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where they visit your current store or preview your new collection share 

styling tips featuring your products. 

 

For Example, if you're planning to open in Lucknow, work with a fashion 

influencer based in that city with a 10k-50k following. You can invite them for 

a live session, giveaway, or styling reel featuring your collection. Their 

audience will give your insight into whether your brand resonates locally and 

you're tapping into the right market or not. 

 

Testing local demand helps you avoid costly mistakes. You get early 

feedback, build buzz, and enter with confidence, not assumptions. 

 

Prepare a Mini Business Plan for the New Branch 

 

Opening a new branch is not just about finding the right location, it’s also 

about knowing the numbers behind your decision. A clear mini business plan 

helps you calculate how much you’ll invest, when you’ll break even, and 

whether the branch is financially viable. 

 

Let’s break it down step by step: 

 

Rent & Interior Setup 

This is your largest upfront investment. 

You will need to estimate monthly rent or lease deposit. Cost of basic 

interiors, flooring, lighting, trial rooms, counters, Branding/signage, 

Mannequins, Racks, CCTV, ACs, GST registration, and other legal formalities 
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We can get to understand this concept with a hypothetical example: 

Item  Estimated Cost 

Rent Deposit (three months) ₹3,00,000 
 

Monthly Rent ₹1,00,000 

Interiors & Fixtures ₹5,00,000 
 

Branding & Signage ₹1,50,000 
 

Total Setup Investment   ₹10,50,000+ 

Note: Always keep a 10-15% buffer for last-minute changes or unexpected 

expenses. 

 

Staff Salaries 

You’ll likely need 2–3 sales associates, One Cashier/POS operator and One 

Store Manager (optional, or shared with head office) 

 

Here’s the Monthly Salary Estimate: 

Role Monthly Salary Qty Total 

Sales Staff ₹25,000 2 ₹50,000 

Cashier ₹35,000 1 ₹35,000 

Manager ₹50,000 1 ₹50,000 

Total Monthly Salaries ₹1,35,000 
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Initial Stock Purchase 

Your stock investment depends on Store size (sq. ft.) Category depth (ethnic, 

western, kids, etc.), Target customer segment (budget/premium) and 

Opening season (festive/clearance/off-season) 

 

Here’s the Rough Estimate: 

For a 500–700 sq. ft. store, initial stock worth ₹3–6 lakhs is typical. Make sure 

at least 20–30% of stock is fresh/new arrivals. Don’t overbuy, start lean, 

restock based on sales trends. 

 

Expected Monthly Sales 

Now project your revenue goals based on Expected footfall (walk-ins per 

day), Conversion rate (how many walk-ins buy) and Average bill value 

 

Example Estimate: 

Metric  Value  

Walk-ins per day 50 

Conversion rate 40% 

Avg. bill value.  ₹2,000 

Daily Sales (20 customers × ₹2,000) ₹40,000 

Monthly Sales ₹40,000 × 30 = ₹12 L 

                    

Note: The first 2–3 months may be slower, factor in a ramp-up period. Use 

realistic numbers, not best-case scenarios. 
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Summary: Sample Mini Business Plan 

 

Item Amount 

Initial Setup (Rent, Interiors) ₹10,50,000 

Initial Stock ₹4,00,000 

Staff Salaries (1st month) ₹1,35,000 

Launch Marketing ₹1,00,000 

Total Initial Investment ₹16,85,000 

 

Expected Monthly Sales   ₹12 Lakhs 

Gross Margin (50%)   ₹6 Lakhs 

Operating Costs (Rent + Salaries + Utilities)   ₹2.5 Lakhs 

Monthly Profit Estimate   ₹3.5 Lakhs 

 

With these numbers, your breakeven could come in 7-10 months, depending 

on footfall, margin, and cost control. If your expected sales are low and 

expenses are high, think again or negotiate rent, or look for a better location. 
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Chapter 2: Execution (Launch) 

Step 2: Get Your Inventory and 

Operations Ready 

 

Common Mistake:  

One of the most common mistakes retailers make when opening a new store 

is treating the new location like a standalone setup without syncing inventory 

and operations across branches. They order stock based on guesswork, set 

up systems last minute, or assume existing processes will automatically scale. 

But, in fashion retail, poor inventory planning can cost you heavily, if your 

new store runs out of trending items while slow-movers pile up in 

another you lose sales, disappoint customers, and create dead stock. 

Retailers often under-stock or over-stock their new branch or fail to properly 

sync inventory across locations.  

 

Failing to plan a pre-launch marketing campaign is another costly mistake 

you can make. Without early buzz, your store’s opening can feel like just 

another shop on the block. Even if your interiors are beautiful and your 

products are top-notch, no one will come unless they know you’re coming.  

 

Let's discuss what to do instead: 

 

Plan smart inventory 

Retailers either overstock to “look full” or understock in fear of dead stock 

both are harmful. Overstocking blocks money on unsold inventory, while 

understocking results in missed sales opportunities and dissatisfied 

customers. 
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Start with a Lean, Balanced Mix 

When launching a new branch, it's crucial to begin with a lean yet balanced 

inventory mix to avoid overstocking or understocking. A smart approach is to 

allocate around 70% of your stock to proven bestsellers from your main 

store, these are your reliable performers that already have a track record. 

Next, dedicate 20% of the inventory for local demand, tailored to the specific 

preferences of the new market. These could be insights gained from surveys, 

pop-up shops, or regional trends, for example, opening in coastal areas 

considered light fabric and relaxed fits, more ethnic wear in festive prone or 

culturally vibrant regions. Lastly, reserve 10% of space for experimentation 

with new arrivals, trending styles, or seasonal pieces. This not only keeps the 

collection fresh but also gives you a chance to test new ideas without major 

risk. 

 

Forecast with Data, Not Assumptions 

Instead of relying on gut feeling or assumptions, use real data from your 

existing store to forecast inventory needs more accurately. Analyze metrics 

such as the daily average footfall, which helps estimate the expected traffic at 

your new location. Review your conversion rate to understand what 

percentage of those visitors typically make a purchase. Identify your top-

selling SKUs by season to ensure you're stocking items that are likely to move 

quickly during specific times of the year. Lastly, pay close attention to size 

and colour preferences, as these details often vary by region and can 

significantly impact sales. Leveraging this data allows for more confident, 

calculated inventory planning that minimizes both excess and shortages. 

 

Use Inventory Alerts 

Set up automatic inventory alerts in your system to stay on top of stock levels 

without guesswork. For example, get alerts when an item is running low so 

you can reorder it before it sells out. You can also get overstay alerts for 
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products that have been sitting too long on the shelves without selling—

these might need to be discounted or moved. Lastly, set alerts for fast-

moving items so you can highlight them in displays or promote them more, 

they’re already popular, so give them extra attention to boost sales further. 

 

 

Tip: Avoid deep stocking for festivals or seasons unless you’ve tested interest 

with pre-bookings, ads, or influencer trials. 

 

 

IT infrastructure and daily operations  

 

Many retailers focus only on stocking inventory and hiring staff, leaving the 

tech setup for later. Even if you're currently running your business 

successfully without an ERP, now is the right time to embrace technology. 

Delaying it further can lead to loss of control, inefficiencies, and missed 

growth opportunities. 

 

Ensure technology infrastructure is ready from day one 

Don't delay tech setup until after opening. Make sure your POS systems are 

configured and tested, and GST billing, e-invoicing, and e-way bills are 

working via ERP. Barcode printers, label tags, and handheld scanners are 

ready. Loyalty programs and CRM are active from the start. Centralize 

Inventory Management with Real-Time Visibility Use ERP to integrate all 

branches and warehouses into a single system. You can monitor inventory in 

real time across all locations. Identify fast- and slow-moving SKUs by store. 

Transfer stock easily between branches when needed 
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Consider a store in Jaipur sells out of size M denim jackets, the system can 

suggest transferring 5 units from the Agra store, where that size is not 

moving. 

 

Real-Time Stock Visibility for Staff 

Imagine a customer walking into your brand-new store looking for a 

trending Kurti and being told, “Sorry, that’s only available in our other store.” 

Chances are, they won’t come back. Your staff should have the tools to 

quickly check stock across all your branches. This way, if a customer is 

looking for something that’s not available in the current store, they can 

immediately see which other branch has it in stock. They should also be able 

to reserve that item or request a transfer to the customer’s preferred 

location. This makes the shopping experience smoother for customers and 

helps you avoid losing sales. This builds trust and saves sales from being lost. 

 

Standardize Store Operations 

Without centralized systems, even a well-stocked store can suffer from 

internal chaos: billing delays, stock mismatches, staff confusion, and 

frustrated buyers. New branches often face chaos if every team follows 

different SOPs. You have to standardize all store processes just like you have 

in your main store. Use the same method for invoicing, payment, and 

handling returns. Make sure offers, discounts, and customer loyalty rules are 

consistent across all locations. Have clear guidelines for how stock is 

received, counted, stored, and sent out. Keep the product display and 

identification process uniform. Ensure every store collects and updates 

customer details in the same way. Provide each store team with clear 

checklists and conduct training sessions (like videos or workshops) to explain 

the SOPs. From how to greet a customer to how to handle them after 

purchase, all the procedures that made your original store successful should 

be followed here as well. 
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These small, consistent behaviours are what built your brand's reputation. 

Don’t leave them behind when you expand. 

 

…Build Buzz Before You Open 

Many retailers focus heavily on store interiors and stock, but forget one key 

thing, telling people the store is coming. Without building awareness and 

excitement before launch, your opening day might be quiet, even if the store 

is perfect inside. Begin your marketing campaign at least 3–4 weeks before 

your opening date. Use this time to build excitement and awareness across 

multiple channels both online and offline. 

 

Let’s explore what to do 

 

Build online excitement  

Start building excitement online with simple, eye-catching posts. Share sneak 

peeks of your new collection to grab attention. Post testimonials or happy 

reviews from your first store to build trust. Create a fun “We’re Opening 

Soon in [Area]” announcement so locals know something exciting is coming. 

Don’t forget to add your Google Maps location pin and highlight your 

special opening offer, it makes it easy for people to find you and gives them 

a reason to visit. 

 

Partner with local fashion influencers or content creators who already have 

the trust of your target customers. Ask the influencers to visit your current 

store or preview your upcoming collection so they can get a feel for your 

brand. Encourage them to share behind-the-scenes reels, styling tips, or try-

on videos that show off your products in action. They can also post “Save the 

Date” or countdown content to build excitement among their followers. To 

make it even more engaging, offer them a special invite or discount that’s 



Opening a New Branch? 3 Critical Steps to avoid common Mistakes 

 

  18 
 

only for their audience, this creates a sense of exclusivity and encourages 

more people to visit your store. 

 

Post sneak peeks on social media, show behind-the-scenes of interiors, new 

collections arriving, or staff training. Build curiosity and momentum. 

 

Post a “Coming Soon to [Location]” video with your brand story, why you 

chose this area, and what makes this store special. Add a countdown (“10 

days to go!”) to keep people engaged. 

 

Offline partnership for hyper local connection  

 

Offline buzz is just as important, especially in high-footfall areas. So don’t just 

focus online building buzz in your local area is equally important. Distribute 

flyers or give out launch coupons in nearby cafes, salons, gyms, or residential 

societies where your target customers spend time. You can also partner with 

local bakeries or coffee shops to run special offers together—like a free 

coffee with your store coupon. A few days before opening, send your staff or 

promoters out as a street team to hand out invites, small gifts, or freebies. 

Give the people strong reason to share their number or visit to your store on 

opening day like, offer an exclusive invite to launch day for those who pre-

register, run a giveaway for your first 100 customers. 

 

 

This helps people notice your store and feel excited about visiting on launch 

day. 
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Offer an Irresistible Launch Day Experience 

 

Turn your store opening into a fun event, not just another regular day.  

 

Offer a “Walk-in Experience” That Delight Set the vibe: Soft music or a live 

Dhol / Nagara for desi flair, staff in uniform or theme-based dress code 

(ethnic) flower décor or a selfie corner with ring light. Small refreshments like 

nimbu-paani / mithai / snacks at entrance. Hire someone to give free mehndi 

or a quick draping demo… women LOVE 

this! 

 

Capture the Moments (Marketing Gold!) 

Hire a local photographer or just set up a 

phone tripod to take videos & reels of 

happy customers. Run a mini contest: “Post 

a photo with our Selfie Wall & tag us to win 

a free gift!” Reward first-day visitors! Give 

them a “Founding Member Card” or “VIP 

Customer Tag” Offer points or perks for 

future visits It builds customer loyalty from 

day one. 

Capture the buzz with photos, videos, and 

customer testimonials, then post them the 

next day to keep momentum going. 
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Chapter 3: Nurturing (Post Launch Actions) 

Step 3: Care to grow strong 

 

Common Mistake 

When opening a new store, most retailers put all their attention into interiors, 

stock, and displays, which are important, but not enough. They forget to 

think about the customers and their overall shopping experience. Another 

common mistake retailers make is failing to closely monitor their businesses 

after they launch. Retailers often open a new branch and assume things will 

automatically run smoothly, expecting instant profits without proper tracking 

or financial planning. Many businesses do not fall because of poor products 

or bad locations, but because they didn't plan financially for the slow start or 

operational hiccups. 

 

Let's discuss what to do instead: 

 

Build customer relationships 

 

Retailers focus only on interiors and collections, forgetting that the 

customer’s experience is what drives repeat visits. When launching a new 

store, building a loyal customer base from day one is essential. 

 

Customer Engagement Training  

For a new fashion store to thrive, it’s not enough to simply sell products, you 

need to build meaningful connections with every visitor. The way your sales 

staff interacts with shoppers can leave a lasting impression and significantly 

influence whether customers return. This starts by training your staff to go 

beyond traditional sales roles and become true brand ambassadors. They 
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should greet every customer with a warm smile, offer genuine assistance, 

and be well-versed in your product range so they can confidently 

recommend outfits. Encourage them to provide style suggestions, help 

customers mix and match items, and go the extra mile beyond just handling 

billing. Empower your team to resolve customer concerns politely and 

efficiently, because a cheerful, problem-solving attitude creates a memorable 

experience that keeps shoppers coming back. 

 

Personalize Every Interaction 

One of the simplest yet most powerful ways to engage customers is through 

personalized service. Teach your staff to ask for the customer’s name and 

contact details during billing—this makes the experience more personal and 

also helps build your store’s customer database. After their visit, send a 

thank-you message to show appreciation. Sweeten the experience by 

offering loyalty points or early access to new collections for first-time visitors. 

These small gestures make customers feel valued and increase the chances 

of repeat visits. 

 

During your first month, consider offering a free accessory on purchases 

above ₹2,000 or more, Festival seasons are also a great time to hand out 

small branded gifts, like Diwali diyas or Holi pouches. These will help to 

create special bonds with customers. For your most engaged visitors, 

consider inviting them to exclusive previews of new collections—this makes 

them feel like insiders and adds a layer of exclusivity to your brand. 

 

Customer Feedback 

Customer feedback is gold, use it! Pay attention to what customers are 

saying, whether it's positive or negative. Your staff to note down common 

complaints or questions they hear often. Also, notice what customers are 

asking for but not finding in your store. When someone is happy, encourage 

them to leave a Google review or refer friends. This helps build trust and 
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loyalty. Set up a 30-minute weekly review meeting with your team—it’s a 

small step that can help you fix small issues before they turn into big 

problems. 

 

Ask your floor staff to note down common customer comments in a shared 

google sheet or a WhatsApp group, this helps spot recurring issues or 

requests quickly. You can also place a physical feedback box or set up a 

simple tablet with a feedback form for in-store input. If several customers are 

asking for the same thing, like larger sizes or more traditional styles, take it as 

a clear sign of demand. For happy customers, gently encourage them to 

leave a Google review, tag your store on social media, or refer a friend, you 

can even offer a small reward or referral discount. Remember: Negative 

feedback helps you fix things. Positive feedback helps you grow. 

 

By investing in strong customer engagement training, your store not only 

boosts sales but also builds a loyal community. When walk-ins are met with 

warmth, style advice, personalized service, and delightful experiences, they 

don’t just remember your store, they become true fans who return and 

recommend you to others. This is how great customer engagement 

transforms a new store into a lasting success. 

 

Financial Buffer: Stay Safe While Sales Settle 

Retailers assume profits will start flowing from day one, but most stores take 

several months to stabilize. Your business can struggle if they run out of 

funds too early. 

Let's discuss what to do instead: 

 

Maintain a 3–6 Month Cushion 

To protect your business and ensure long-term stability, always set aside a 

financial buffer, ideally enough to cover 3 to 6 months of essential operating 
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costs such as rent, staff salaries, electricity, internet, and other fixed 

overheads. This financial cushion acts as your safety net during the 

unpredictable early phase of your store’s journey. 

 

Retail businesses, especially new ones, rarely hit full stride from Day One. 

Footfall may take time to build. Marketing may need multiple rounds of 

testing. You might discover unexpected costs during setup or realize your 

team needs more training than anticipated. Having a reserve means you’re 

not scrambling for funds during this adjustment period. Instead, you can stay 

focused on what matters, improving operations, understanding your 

customers, and building a loyal base. 

 

It’s wise to aim for at least 20–25% over and above your total setup cost as 

your safety reserve. For example, if your setup cost is ₹10 lakhs, try to keep 

₹2–2.5 lakhs aside as a fallback fund. This extra planning helps you absorb 

delays, mistakes, or low sales periods without going into panic mode or 

making hasty decisions like discounting aggressively or cutting staff. 

 

This buffer isn’t just about survival—it’s about peace of mind. When you’re 

not constantly worried about cash flow, you can think clearly, act confidently, 

and give your new store the time and space it needs to truly take off. 

 

Avoid Full-Scale Upfront Spending  

Don’t spend everything up front, start simple and smart. Use minimal, 

modular interiors that look good but don’t cost too much. Instead of aiming 

for a perfect look from Day 1, focus on functionality and customer comfort. 

Consider leasing items like trial room mirrors, mannequins, display racks, or 

even billing counters instead of purchasing them outright. This approach 

helps you reduce your capital burden while allowing flexibility to upgrade 

later. 
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Also, hold off on big-ticket expenses like advanced CRM tools, loyalty 

programs, or AI-based analytics until your store begins generating consistent 

revenue. Invest only in the tools that directly support sales and operations in 

the beginning. As you gain a better understanding of your customers and 

business patterns, you’ll be able to make smarter, more targeted 

investments. 

 

Starting lean keeps your risk low, gives you breathing space, and creates 

room for organic growth based on real market response, rather than 

assumptions. 

 

Track Burn Rate Weekly 

 

Burn rate = How fast your cash is getting used up. It’s one of the most critical 

metrics for any new store. Keep a close eye on your spending by tracking 

your burn rate every week using your ERP or accounting software. This 

involves comparing your inflow (sales, returns, credits) against outflow 

(expenses like rent, salaries, purchases, utilities). 

Don’t just stop at overall numbers, go deeper. Identify which areas are 

draining the most cash. Are your operating expenses aligned with your sales? 

How much working capital is locked in unsold or slow-moving inventory? Are 

certain product categories eating into your margins more than they should? 

Use weekly reports to monitor these patterns, any small issue should be 

noticed and be solved because a small crack in the wall is enough to break 

the building. 

Also track customer acquisition costs, how much are you spending to bring 

in footfall or traffic, and is it converting into actual revenue? This insight helps 

you quickly optimize your marketing efforts. 

A weekly snapshot keeps you agile. You can course-correct early, renegotiate 

with vendors if needed, and avoid being blindsided by cash crunches. 

A strong financial base = less panic, smarter decisions. 
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The first 90–180 days are your foundation-building phase. Give your store 

enough time to adapt, experiment, learn, and grow, without the stress of any 

cash crunch do not forget smart and steady always wins the race. 

 

Monitor Closely: Don’t Set It and Forget It 

Opening your store is just the start, what you do after opening matters even 

more. Many retailers move on too quickly, thinking the store will manage 

itself. But the first 3 to 6 months are the early phase of business and this is 

when you need to closely track what’s working, what needs improvement, 

and how customers are responding. Here’s what to focus on as part of your 

after-action plan: 

 

Track Daily Sales & Footfall (Visitor Count) 

You should keep a close watch on how many people visit your store every 

day and how much sales you’re making. This helps you understand, are 

enough customers coming in? Are they actually buying anything? Which 

days and times are the busiest? 

 

Use your ERP or POS system to check this information daily. Set up 

automatic dashboards that show sales and footfall clearly, so you don’t miss 

anything. 

 

What to do with this info, compare visitors with actual purchases to know 

your conversion rate, how well your staff is turning walk-ins into buyers. If 

weekends or evenings are busier, make sure more staff is available then. 

Watch CCTV footage or observe customers to see which areas they visit 

most. This helps you place popular items or offers in the right spots to grab 

attention. 
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Monitor Fast and Slow Moving Products 

Check which products are selling quickly and which are not. For fast-selling 

items, restock immediately, don’t wait until they’re sold out. For items that 

are not selling well, try discounts, combo offers, or place them in a more 

visible area. This helps you understand your new customers’ likes and 

preferences, maybe they prefer a certain style, price range, or brand. 

 

What to do with this info: Every week, list your top 10 best-selling products 

and make sure they’re always in stock. For slow-moving products, try 

different strategies: Add an offer, Change the display 

Ask staff to suggest them to customers. Schedule a 30- to 45-minute weekly 

review meeting with your store manager and 1–2 key team members. In this 

session, go over your sales versus targets, discuss recent customer feedback, 

and check the health of your inventory Over time, this will help you buy 

better and stock items your customers actually want. 

 

 

Red flag to watch 

After your new store is open, it’s not enough to just check sales numbers, 

you also need to look out for warning signs that something might be going 

wrong. These “red flags” can help you catch problems early and fix them 

before they get worse. As part of your after-action plan, here’s what to keep 

an eye on… 

 

Drop in Sales or Footfall: If your store is making less money week after week, 

or fewer people are walking in, it’s a clear sign that something isn’t working. 

It could be due to poor visibility, wrong product mix, pricing issues, or lack of 

marketing. 

Stock Not Moving: If products are just sitting on shelves and not selling, 

that’s a red flag. It means either your stock isn’t matching customer demand, 

or it’s not being promoted well.  
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Staff Burnout or Low Energy: If your team looks tired, demotivated, or 

careless, customer service will suffer. Watch their energy and attitude, happy, 

motivated staff create better shopping experiences. 

Customers Leaving Without Buying: If many people walk into your store and 

leave without buying anything, it may mean they didn’t like the prices, 

products, or service. This needs to be addressed quickly. 

Negative Customer Feedback: If you’re getting similar complaints again and 

again, like rude staff, poor service, or wrong sizes, it means there’s a gap in 

the customer experience. Fix it fast before it affects your store’s image. 

 

The sooner you notice a problem, the faster you can fix it. Stores that listen, 

learn, and act quickly are the ones that grow steadily and successfully. 

 

Monitoring a store isn’t just about reading numbers, it’s about understanding 

the story behind those numbers. Use your ERP reports, customer feedback, 

staff observations, and even CCTV footage to spot issues early. So, keep your 

eyes open, your team engaged, and your systems working, because that’s 

how you turn a new store into a strong and lasting one  

 

 

 

 Every new venture, whether it's opening a new store or starting 

a new business, is like a newborn baby. It needs extra care, close 

attention, and constant support. Just like you hold a child’s hand 

until they learn to walk on their own, you must closely nurture and 

monitor your new branch until it becomes stable and self-

sustaining. Treat it with that level of care and commitment. 
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🏁 Final Thoughts 

 

Opening a new branch is one of the biggest milestones in your business 

journey. Done right, it can double or triple your brand value if done wrong 

can drain cash and damage reputation. 

 

Since you’ve decided to open a new store, take a moment and ask yourself 

“Why am I opening this store?” 

 

If the answer is just “to increase sales” or “because others are doing it,” you 

may be heading toward common mistakes. But if the answer is to establish 

my brand, build trust, and create a deeper connection with my customers 

then you’re on the right path. Because a new branch isn’t just another 

location. It’s a powerful statement. It tells the world your brand is here to 

stay. It brings your identity closer to people. It builds credibility, consistency, 

and emotional value in the market. But for this step to truly work, it must be 

taken with intention and clarity. 

 

When you grow with purpose, backed by the right system, your new store 

won’t just add to your revenue it will add to your reputation and in the long 

run, reputation is what builds lasting success.  

 

A new branch should never feel like a gamble. It should feel like a bold and 

informed decision backed by data, powered by your team and built around 

your customer. So go ahead, dream bigger and expand smartly.  

 

 

Happy Retailing! 
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