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A Dry-Cleaning and Laundry Portal

After some research, we found a gap in the online dry cleaning & laundry sector and decided that it is a good sector to initiate a startup dotcom business. There are a few online dry cleaning service providers, but these belong to small local dry cleaners. What we are planning to do is to initiate a portal (actually a cleaning vortal). We will gather the existing giant drycleaners like DryFast or Hoffman; and small local dry-cleaning stores on the Internet. In addition, we will be the online stores of these separate dry-cleaning companies. Via our system, customers will be able to get their laundry picked up-cleaned-ironed-brought back by the nearest/chosen cleaning company. What we have in mind is building an organizational structure within the cleaning sector, as yemeksepeti.com achieved within the food-sector.
The 8 key ingredients of our business model:

1. Value Proposition: The website will include query options to locate the nearest company, price comparison tool, online payment options (in an SSL secured environment), promotion announcements to subscribed members etc. 

2. Revenue Model: Affiliate revenue model. Subscribed dry cleaning companies have to pay a certain percentage over the revenue generated through our system.

3. Market Opportunity: We will be the first mover in the market and our first goal is to reach big chain cleaning companies, later the small companies in Istanbul. As a further target, we plan to expand our system to Ankara, İzmir and other big cities.
4. Competitive Environment: There are only three click-and-mortar cleaning companies on the Internet operating in Istanbul and Ankara, and a few which are websites of brick-and-mortar companies giving telephone numbers. The important ones such as kurutemizlemeci.net, ekurutemizleme.com and kurutemizlemecim.com seem to be the biggest competitors in the market. To beat those websites, we plan to include big dry cleaning companies such as Hoffman and Dryman to our system. This way, Güvenlik, Dino and Centilmen Dry Cleaning will face biggest competition on the Web. They might want to join to our system, too. 
5. Competitive Advantage: By including the biggest companies in the sector in our system, we will gain competitive advantage. The biggest competitors will be the few companies with already existing online order capabilities. The only want to beat them will be to bring as many companies as possible together. In other words, the companies which are not included will lose potential customers. As the websites becomes popular, people would prefer a vortal over a specific website, because customers will have the advantage of choosing among different companies and find the best solution or the best price for their laundry problems. 

6. Market Strategy: We plan to give banner ads to websites such as milliyet.com.tr, hurriyetim.com.tr, radikal.com.tr and to subscribe to Google AdWords service. Also, we will promote our business by printing the name of the website on the packages of member cleaning companies.
7. Organizational Development: We have to build a stable organizational structure to adopt the existing brick-and-mortar companies to the system. 
8. Management Team: The Company’s leaders should have the ability to bring brick-and-mortar businesses to click-and mortar.
The Business flow chart of our company
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  Google’s website for advertisements
http://www.ekurutemizleme.com       Website of Dino Dry Cleaning

http://www.kangurum.com.tr             Link for Gemson Dry Cleaning Company
http://www.kurutemizlemeci.net        Website of Güvenlik Dry Cleaning

http://www.kurutemizlemecim.com   Website of Centilmen Dry Cleaning    
http://www.yemeksepeti.com              Organizational structure for our project
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