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NEW PRODUCT
DEVELOPMEN'T

To create the next product
in a company’s product line
a design team goes
through product
development process
steps. Starting with a
product idea, the team
moves through several
stages to generate all the
details and documents
needed to get the product
built
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FLORAL

Floral is a hair care brand, primarily aimed at

women, produced by Sharon company Itd, which

is now emerging to be the UAE'S leading company

and brand in shampoos. Floral is sold out through

almost all retailer shops in UAE. .‘
Floral was launched in Dubai, UAE in August 2013

under the guidance of the founder Sharon Ann

d co-founder Anjana Rajan, by 2014 it is

le in all the 7 emirates. Our vision is to

rease sales turn over by 30% in 2015 with

launch of new products into the product line l
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largetl market

- The main target market of floral is females
between the ages 16-40 belonging to the middle
and lower income classes.

- Floral target its market on the basis of consumer
buying behavior, income level and purchasing
power of people.
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COMPANY LOGO

Why is good hair important
to women? History could

have something to do with
it. Even as far back as =7
*‘;Cient Egypt? awoman's TheCaseSolution.com
. hairstyle indicated her age,
.status, role in society and
. political importance.
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