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Resumo  
 

Este projecto de plano de negócios foi desenvolvido com o objectivo do autor de oferecer aos 

equestres uma plataforma inovadora, completa e convincente para melhorar a sua prática de 

equitação em todos os aspectos deste desporto.  

Este projecto é verdadeiramente uma inovação pois, apesar de um crescimento sem 

precedentes das plataformas online e eLearning desde a pandemia de Covid-19, não existe 

nenhuma plataforma online completa dedicada à equitação, deixando uma lacuna no 

mercado.  

 Actualmente existe apenas um número limitado de plataformas com o objectivo de melhorar 

a prática equestre, todas com um âmbito de acção restrito: a prática, a teoria, ou o comércio, 

mas nunca tudo de uma só vez.  

Embora o mercado da equitação seja digno de interesse, uma vez que é a terceira federação 

desportiva francesa, e a primeira federação desportiva para mulheres.  

O autor identificou três áreas-chave onde a plataforma poderia ser utilizada: aprendizagem, 

interacções sociais, e comércio electrónico.  

O sucesso do Equiworld assenta na compreensão extensiva do mercado, dos consumidores, 

dos conceitos e das apostas de um tal projecto. Para garantir este ponto, o autor reviu a 

literatura académica, estudou o mercado de equitação em França, fez uma pesquisa 

aprofundada dos clientes e uma rica referência. Isto resultou no desenvolvimento de uma 

estratégia completa para o Equiworld, que se espera seja muito bem sucedida.  

 

Em última análise, este projecto faz parte do MSc em Marketing e pretende servir de guia 

para a implementação desta empresa.  

 

Palavras-chave: Marketing, Plano de negócios, plataforma, comércio electrónico, E-

learning, empreendedorismo. 

 

Sistema Classificação JEL: M13 -New Firms • Start-ups, M3 Marketing and advertising 
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Abstract 
 

This business plan project was developed under the author’s objective of offering equestrians 

an innovative, complete and compelling platform to enhance their practice of horse riding in 

every aspect of this sport.  

This project truly is an innovation as, despite an unprecedented growth of online platforms and 

eLearning since the Covid-19 pandemic, no complete online platform dedicated to Equestrian 

exists, leaving a gap in the market.  

 Currently, there are only a limited number of platforms aiming to enhance horse riding 

practice, all with a restricted scope of action: the practice, the theory, or the commerce but 

never everything at once.  

Although, the market of horse-riding is worth interest as it is the third French sports federation, 

and the first sports federation for women.  

The author identified three key areas where the platform could be used: learning, social 

interactions, and e-commerce.  

The success of Equiworld relies on the extensive comprehension of the market, the consumers, 

and the concepts and stakes of such a project. To ensure that point, the author reviewed 

academic literature, studied the horse-riding market in France, did some in-depth customer 

research and a rich benchmark. This resulted in developing a full strategy for Equiworld which 

is expected to be very successful.  

 

Ultimately, this project is part of the MSc in Marketing and aims to serve as a guide to the 

implementation of this company. 

 

Keywords: Marketing, Business plan, platform, e-commerce, E-learning, entrepreneurship. 

 

JEL Classification system: M13 -New Firms • Start-ups, M3 Marketing and advertising 
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I. Executive summary  
 

Driven by an unprecedented Covid-19 crisis, the digital economy has taken off since 2020. 

Digitalisation has been booming in most business areas, including e-commerce, training, and 

learning. According to Worldbank (2022), the use of digital technologies supported the 

continuity of businesses during the pandemic. It allowed companies to keep their operations 

going, and for some of them, to develop their business. In short, digital technologies are now a 

crucial aspect of a new business.  

 

In France, despite an uncertain economic context, the number of new small businesses 

bounced in 2021 with an increase of 71.2% (Aston, 2021). However, when investing in a new 

business project, it is crucial to develop a business plan carefully for every stage of the business 

creation to be able to turn an idea into a successful business and avoid bankruptcy after a few 

months of operations.  

The business idea of Equiworld, developed along this business plan emerged from the 

author’s passion for horse riding and the lack of digital tools to keep learning about this sport, 

its practice, and monitor progresses, but also the willingness to sell and buy horse-riding 

material easily, and exchange with fellow equestrians. Reflections around these ideas made the 

author come up with the idea of a gamified and intuitive platform to allow any equestrian to 

live the stable life and enhance the practice of their sport wherever they are, thanks to a practical 

app. This innovative project, aiming to help every French-speaking equestrian would be the 

first platform on the market to integrate every aspect of a riding school life, namely: Learning, 

monitoring of progression, social, and commerce.  

 

The potential of such a project is supported by the fact that with 700.000 members in 

France, the horse-riding Federation (FFE) is the third sports federation in terms of members 

number, it is the first feminine federation. The total number of riders in France is estimated to 

be 1.5 million. Therefore, the horse-riding market is not a niche and provides Equiworld with 

important growth and success potential.  

 

To gain sufficient knowledge on the diverse topics studied across this paper, and therefore, 

propose the most relevant business plan to build a successful platform and brand; various 



14 
 

sources of information such as journal articles, books, and websites were exploited, building 

up the literature review.  

 

Besides, to gain a deeper understanding of the current state of the market, an extensive 

benchmark analysis was conducted. The researched looked into existing eLearning platforms 

dedicated to horse riding, but also to fitness and the most successful secondhand platforms. 

This research was completed by consumer research aiming to understand the potential users’ 

expectations. This point is crucial as the success of Equiworld ultimately relies on the adoption 

by the equestrians.   

 

Finally, the strategy and goals of the company were set up, and some financial estimations 

were made to study the viability of the business.  

Since Equiworld will be addressing a “consumer tribe” of horse riding passionate who have 

the willingness to keep learning in a social and fun environment, the brand must engage with 

its users by providing quality content through the platform but also different communication 

channels especially social media or horse-riding related events or fairs like “Le Salon du 

Cheval”. It is crucial that the users feel connected with the brand and believe that they are part 

of it and have a saying.  

 

The platform will be available on browser devices but most importantly on its mobile 

application. It will take the form of a gamified map, representing a riding school. In each part 

of the stable, the users will be able to use one of the platform’s functionalities: 

• In the manège, there will be all the learning content 

• The clubhouse will be the social media part of the platform where users exchange with 

each other 

• The locker room will be the eCommerce platform, where users can buy and sell 

secondhand items 

• The horses’ boxes will be the dashboard for the user, where he will be able to keep 

track of his work with his horse(s).  

 

To finance the project, the author relies on a personal contribution and a bank loan. 
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According to the results and given that Equiworld manages to engage equestrians according to 

the plan, the company should be very successful. It is expected to break even after 

approximately 12 months after starting the operations.  
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II. Literature review:  
 

This literature review aims to gain deeper knowledge on the most relevant aspects involved in 

the creation of an online platform dedicated to equestrians and horse-riding practice by 

reviewing the state of the literature regarding the digitalisation of the sports industry and its 

stakes, online platform management, online communities, and e-commerce. Relevant inherent 

concepts like consumer engagement through brand communities and tribe marketing are 

discussed across the literature review.  

A. Digitalisation and gamification of the sport industry 

1. CONCEPT AND DEFINIITIONS 
 

a. Digitalisation 

 

Digitalisation is defined by Oxford Learner’s Dictionaries (2020) as “the process of changing 

data into a digital form that can be easily read and processed by a computer”. This definition 

is completed by Bain & Company (2015) who define digitalisation as a process involving 

analytics, business impact technology mobility, data, and an improved customer experience. 

The broadest definition is offered by Eling & Lehmann (2017), who claims that digitalisation 

is “Characterised by the changes in corporate strategy, business model, processes and 

corporate culture caused by technologies to enhance competitiveness, business process and 

customer interaction”. 

According to Rossato and Castellani’s (2020) findings, it appears that digitisation applied to 

organisations tends to improve the efficiency of business processes and enhance the customer 

experience as well as their engagement by affirming the cultural values of the firm. 

Furthermore, the authors emphasize that digitalization can be experimented by an organisation 

on different platforms and devices such as mobile or computer applications, or browsers to find 

the most efficient for its audience. 

b. Gamification 

 

For this business plan, the term “gamification” also needs to be defined. This concept is 

defined by Cambridge Dictionary (2020) as “the practice of making activities more 

like games in order to make them more interesting or enjoyable”.  This definition is enhanced 

by Deterding et al. (2011) who state that gamification is “the use of game design elements in 

non-game context”. Huotari and Hamari (2016) attempted to improve this definition by 

https://dictionary.cambridge.org/dictionary/english/practice
https://dictionary.cambridge.org/dictionary/english/activity
https://dictionary.cambridge.org/dictionary/english/games
https://dictionary.cambridge.org/dictionary/english/order
https://dictionary.cambridge.org/dictionary/english/interesting
https://dictionary.cambridge.org/dictionary/english/enjoyable
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claiming that Gamification is “a process of enhancing a service with affordances for gameful 

experiences in order to support users’ overall value creation”.  

To complete the concept and justify its relevance in this research, it must be added that 

gamification harnesses the motivational and attractive power of games to allow people to reach 

a better level of motivation and increases the creative potential of users (Seaborn & Fels, 2015; 

Leitão, 2018). A definition proposed by Robson et al (2015), put stress on behavioural aspects 

and educative outcomes, according to them, gamification is “the application of lessons from 

the gaming domain to change stakeholder behaviours and outcomes in nongame situations.” 

 

2. DIGITALISATION APPLIED TO THE SPORT INDUSTRY 
a. Context 

 

Digitalisation and gamification applied to sports is a relatively new concept, thus there is no 

extensive literature reviewing these topics (Xiao et al., 2017). However, by analysing the 

available literature, one can realise that digital media have significantly improved sports in 

recent years and transformed the way actors operate and compete (Xiao et al, 2017; Dugalić, 

2018). 

b. The organisation of the sport industry 

 

The sports industry has a unique context that distinguishes it from any other type of 

organization. Sport is by essence a social and playful activity. It is often practised in a club, 

individually or collectively and contributes to child socialisation (Evans et al., 2020). Each 

sport has its own culture, structure, and its official practice relies on legal entities (Xiao et al., 

2017). However, the emergence of new technologies and the appeal it represents for generation 

Z have started to transform the sports industry (Childers & Boatwright, 2020). Moreover, it 

was found that the administration of sports is already largely supported by digital technologies 

that allow more and more sports organisations to get rid of manual paperwork and manage 

some of their business touchpoints digitally. Furthermore, it appears that interactions and share 

of content are made increasingly through the Internet and social media between various 

stakeholders such as coaches, athletes, sponsors and associations (Xiao et al., 2017).  

However, this kind of informal communication increases the risk of information 

asymmetry. In 2020 the Covid-19 crisis has prevented athletes from training for long weeks 

even though it is easily accepted that the practice of a sport requires daily training, but also 



18 
 

physical skills, equipment, and knowledge. Bringing this knowledge through a webcam is 

almost impossible for coaches who need to be able to guide the athletes, especially for sports 

like horse riding that require formal education to gain skills (Xiao et al., 2017). Therefore, 

digitalisation appears like a possible solution of restructuring to allow athletes and coaches to 

pursue their activities (Evans et al., 2020). Of course, the long-term effect of the Covid-19 

pandemic and its impact on digitalisation is not yet known, but it was found that in a post-

pandemic context, digitalization and technology will not replace coaches or managers, but 

these people will increasingly rely on them to enhance their practices and remain competitive 

(Moore et al., 2022).  

 

c. Applied gamification  

 

Literature highlights that gamification is a tool with great potential to increase one’s motivation 

toward sports practices (Bitrián et al., 2020). Many sport-oriented organizations have 

developed sports apps, such as Nike+ or Strava, with integrated game elements. This trend is 

also observed in tourism, education, and finance. It was found that gamification is particularly 

efficient in a context where practitioners must commit to physical activity on the long-term 

perspective because motivation must be maintained and can be threatened by procrastination 

(Bitrián et al., 2020). 

It was found that the usage of smartphones and wearable technologies is considerably 

increasing as well as the number of gaming apps on mobile devices (Toth & Logo, 2018). 

Moreover, literature shows that to make gamification more successful for users one must 

integrate elements such as achievement-related badges or medals, through a system of quests 

or missions, the point is that gamification must always have a goal. Indeed, this seems to create 

a feeling of skills for the users and tends to increase their satisfaction. Ranking and difficulty 

levels as well as challenges and competitions create a feeling of autonomy and allow the users 

to relate to others and feel part of a community.  

This idea of community is particularly relevant in the sports industry relying on a strong social 

basis (Evans et al., 2020). Finally, the customers are motivated by the possibility of creating a 

personalized avatar with which they can identify and follow their progression (Bitrián et al., 

2020 (Toth & Logo, 2018).  

3. E-LEARNING APPLIED TO SPORTS 
a. Context 
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Over the last few years, the Internet and technological advances have affected the way learning 

and training take place. E-learning is defined by Rock et al., (2016) as a variety of online 

technologies meant to facilitate the acquisition of knowledge, it, and the forms it takes has 

evolved from traditional e-learning where learning material was online but static, to interactive 

and advanced e-learning that uses different types of media, or avatars and artificial intelligence. 

b. E-learning applied 

 

 The use of e-learning has become notoriously more important and is likely to keep developing 

and improving over the years. E-learning utilisation was exacerbated by the Covid crisis and 

has been widely adopted by educational institutions and companies. It presents many 

advantages such as 24/7 access, higher flexibility for students, rich content and lower costs.  

In sports, it seems that E-learning has become a tool that practitioners use to enhance 

their practice and knowledge (Shunmuganathan & Rajkumar, 2019). However, according to 

Rockhill et al., (2019), maximal learning efficiency is reached when using e-learning as a 

supplemental tool to improve knowledge and practice, and traditional lessons as the primary 

source of learning and knowledge. This is important as online learning suffers from high 

dropout rates, which limits the positive outcomes (Coussement et al., 2020). This last point is 

even more important when applied to e-learning in sports, as practitioners must be able to be 

explained and demonstrated some movements or exercises to learn safely. In addition, Pirsl et 

al. (2021) found that sport tends to be a social practice, and during the covid Crisis, human 

contact between practitioners and teachers was particularly missed.  

B. Brand management for platforms, connecting to consumers through digital 

supports 

1. INTEGRATED MARKETING COMMUNICATION AND GROWTH FOR PLATFORMS 
 

a. Integrated Marketing Communication: a current central issue 

 

Integrated Marketing Communication (IMC) strategies lay on the belief that spending in one 

area of marketing generates outcomes that enhance another area. To emphasize, spending 

money on advertising may enhance the added value of participating in fair trade for a business 

(Smith et al., 2006).  

Nowadays, marketers face numerous challenges when establishing communication 

strategies. Indeed, consumers, brands, and media are changing drastically, as well as the 

utilisation of media by users. New media channels have appeared, navigating from one media 

to the other is easy, and consumer attention is divided as they are ever more stimulated. 
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Therefore, the optimal integration of marketing communication tools is a challenge of 

importance (Batra & Keller, 2016).  

The relevance of this concept lies in the fact that consumers are no longer passive, and 

they actively look for information about the product or service they need at a given moment. 

They do it through search engines, mobile browsers, social media, brand websites… Therefore, 

the communication process has moved from the traditional “firm to consumer” to “consumer 

to consumer”, “consumer to the firm”, or “consumer about the firm”. The firm is no longer the 

only entity responsible for its brand image and reputation (Batra & Keller, 2016). 

b. Using the appropriate communication tool and building IMC 

 

Today’s communication tools allow marketers to reach a targeted audience in large proportion. 

This usually happens through social media (Facebook ads; Instagram, search ads, organic 

search engine referencing, influencers, and owned websites…).  

Although traditional communication tools such as printed advertising, TV, or radio shall 

not be abandoned, using every communication tool at the same time unwisely, could result in 

high costs and low results. To enhance efficiency and increase sales or foster loyalty, the 

message needs to be built in the consumer's mind by being repeated. Therefore, a marketer 

should not only be concerned with the effect of one message (through one media) but also what 

media to use to impact several time target audiences and what is the impact of the entire stream 

of messages (Batra & Keller, 2016). 

It was found that consistent IMC is built upon three central considerations (Batra & Keller, 

2016): 

• Consistency: a business should decide on a key message to be delivered and understood 

by potential users and repeat it via different communication tools, to facilitate learning 

and induce action.  

• Complementarity: Most communication campaigns have various objectives. A 

business would benefit from focusing on one message per media used, depending on 

the target audience and the expected outcomes of the message. 

• Cross-effects: It is accepted that consumers’ exposure to one communication channel 

tends to enhance their sensibility toward another communication option.  

c. Stimulating growth through digital marketing tools and SEO 

 

Lamberton & Stephen (2016) highlighted that among digital marketing tools and earned media 

a business can use to develop its growth, social media is probably the most relevant nowadays. 
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Their research showed that user-generated content (UGC) is a recent but crucial point to 

understand when using digital tools to promote a brand. UGC is all the content that can be 

generated and shared online by customers of a brand, this is broad, and it usually involves 

online reviews, photos, videos, and online WOM, it represents a highly dynamic media form.  

UGC generated by fans is the type of earned media that has the biggest positive impact on sales 

and purchase intention (Lamberton & Stephen, 2016). This is extremely efficient as it tends to 

reach fewer people than other earned media (press articles…), but the population reached is 

most of the time already aware of the brand or part of a community that likes and promotes it, 

making them more likely to buy.  

Managers should pay increasing attention to UGC, however, this is far beyond their full 

control, and they can only influence it by investing in traditional marketing, like social media, 

advertising, or communication campaigns. A firm can also encourage customers to post 

reviews or incite them to post about the brand by creating Instagram filters for example (Tang 

et al., 2014). 

Finally, the most important tool to master to be successful with an online platform is 

probably Search Engine Optimization (SEO). It was found that the Google algorithm rewards 

quality content and user-friendly websites. Therefore, it is important to follow the guidelines 

provided by Google when creating content as those same guidelines are the reference point for 

people rating webpages. Among those guidelines, content must be provided by people or 

organizations that have Expertise, Authority and Trustworthiness in this domain. Also, 

flattening the structure of the website by limiting the number of pages and crosslinking them 

vertically and horizontally is a key to success (First Round Review, 2021). 

2. THE IMPACT OF CUSTOMER EXPERIENCE MANAGEMENT ON PLATFORMS 
 

a. Customer experience relevance  

 

Customer experience was defined in the literature for the first time around 1999 by Pine and 

Gilmore who defined it as events that engage individuals in a personal way that can be 

emotional, intellectual, or spiritual. Nevertheless, it appears that customer experience is a very 

subjective concept (Hwang & Seo, 2016), that is particularly important nowadays because of 

the large choice of options consumers have. If they are not fully satisfied with one provider, 

they can easily switch until they find a solution that fully satisfies them (Batra & Keller, 2016).  

On the contrary, a positive customer experience was found to lead to high satisfaction, 

trust, re-visit or re-purchase attention, loyalty and positive word of mouth and 
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recommendations. It is therefore accepted that providing a great customer experience is a 

strong competitive advantage for a business (McLean & Wilson, 2016).  

To gain a deeper understanding of customer experience, several definitions of the 

literature were studied. Among them, Gentile et al. (2007) identified six dimensions affecting 

customer experience: sensorial, affective, cognitive, lifestyle, pragmatic, and relational 

components. Meyer and Schwager (2007), found that even though most companies realise the 

importance of customer experience and are gathering data to measure it, they do not exploit it 

to explain how their customers achieve a positive experience. The authors developed this point 

by explaining that customer experience is the result of the good points minus the bad points 

and that a positive customer experience occurs when the gap between expectations and reality 

is closed.  

Literature hasn’t agreed on a definition of what makes a good or bad customer 

experience, as this is too persona. However, Tynan and McKechnie (2009) found that a 

successful customer experience is most often achieved when customers are provided with 

feelings of enjoyment, entertainment, nostalgia, fantasising and learning.  

Meyer and Schwager (2007), added that customer experience must be deconstructed by the 

provider to understand the main touch points to achieve satisfaction and where to improve, as 

customer experience includes but is not limited to the utilisation of a product or service, but 

starts with “the zero moment of truth” that is before the buying stage, when the consumer 

discovers the product or service, and ends with the disposal (Ertemel & Başçı, 2015).  

b. Consumer experience on platforms  

 

A holistic approach to customer experience seems particularly relevant in the frame of online 

platforms; it includes service operations, product development, communication between users 

and organisations, information technology, and human resources (Meyer and Schwager, 2007). 

Kozinets et al. (2021) found that platforms tend to empower consumers who can review 

and rate the products or services they use. 

As discussed by McLean and Wilson (2016) customer experience online used to be quite poor 

due to the lack of human contact, a richer and more satisfying experience is now made possible 

by features such as live chat with customer support which was found to be one of the major 

elements to reach customer satisfaction. Besides, the authors found that online customers’ 

experience is strongly affected by their emotions while browsing and by the time they have to 

spend on the platform, meaning that if they feel like they have to spend too much time on the 

platform, their experience is negatively impacted. Wichmann et al. (2021) went further and 
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found that allowing consumers to actively interact with a brand through a platform tends to 

increase involvement, attachment and engagement. They claim that since engagement is a key 

to success for any business operating through a platform, its value should not only be perceived 

through tangibles variables (commissions, revenues, subscriptions…) but also by measuring 

metrics such as feedback or word-of-mouth. 

3. DIGITAL PLATFORMS BUSINESS MODELS 
 

a. Digital platforms, mediators between market sides  

 

Across the last decades, digital platforms such as Google, Amazon or Uber have seen 

tremendous growth. The term online platform was defined as a range of services available on 

the Internet that includes marketplaces, social media, creative content, internal search engine, 

transaction systems and communication services. Digital platforms are changing the world and 

penetrating society in various aspects such as transactions, social and cultural practices. The 

main characteristic of online platforms is that this is a service that facilitates the connection 

between two or more users that are interdependent otherwise (OCDE, 2019). To emphasize, 

platforms link agents of different market sides, allowing them to interact while maintaining 

residual control: they assume a mediator role and provide optimal matches for users relying on 

digital technologies (Wichmann et al., 2021). 

Some brands were born as platforms (eg. Airbnb), but for others, especially in sports, 

platformization is an effective way to foster engagement and add value to a tangible product 

(eg. Nike runner club) (Wichmann et al., 2021). 

An interesting example of platform support is a mobile application, a software 

application designed to work on mobile devices. This concept was initially limited to mobile 

phones, but now also includes a larger range of portable devices such as tablets, wearables, and 

smart speakers (Tang, 2016). Mobile strategy is particularly relevant as it allows to impact the 

largest part of the world population, and it is expected that in the next years, at least half of the 

world population owns one or more mobile devices (Kapinga et al., 2019; Tang, 2016).  

b. In-app marketing 

 

Mobile application platforms offer a precious and unprecedented quantity of data and insights 

about consumers (Lamberton & Stephen, 2016). A wise interpretation of these data brings 

strong opportunities for marketers to propose pertinent, timely and highly personalised 

campaigns and offers. It enables to reach consumers through SMS, In-App notifications, or 

Push notifications, offering a new way to reach, inform, engage, sell to, and learn about 
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consumers, which enables brands to create a real bond with them (Lamberton & Stephen, 2016; 

Böhmer et al., 2011).  

Besides, literature shows that platforms and mobile marketing enable the integration of 

innovations such as artificial intelligence (chatbot) and smart device, and it integrates perfectly 

with gamification (Van den Broeck et al., 2019; Tang, 2016). The integration of such features 

seems particularly relevant to target consumers from generations Z and Y and who expect 

infinite availability from brands (Childers & Boatwright, 2020). 

c. Remuneration models 

 

The development of platforms and mobile applications has created several business models 

and remuneration options.  

  Platforms known as “Peer to peer” platforms such as Airbnb or Uber are multisided. 

Meaning that those platforms put together co-dependent groups (driver and person needing a 

ride). The main advantage of these platforms compared to traditional business models is profit 

maximisation, as those companies usually have low capital and operating costs and faster 

growth. Besides, with this peer-to-peer model, the more customers are registered on the 

platform, the richer is the offer and the more appealing is the platforms for new consumers. 

This chain reaction is known as positive network effects. However, these findings need to be 

nuanced as business success is determined by the relevance of the market chosen and the need 

for two types of customers to interact (Evans & Schmalensee, 2016).  

Most platforms work with a commission system, meaning that for each transaction that 

occurs on the platform, the user and/or the retailer pay a percentage of the price to the platform 

(Hasiloglu & Kaya, 2021). 

Platforms operating through mobile apps have different remuneration models. Apart 

from subscription model, where the customer pays each week/month/year, there is the 

“Freemium” model, where the incomes come from the in-App purchases such as a premium 

status giving access to extra features, benefits, and values. This model is often used for 

productivity apps. In the gaming field, most organisations give the opportunity to users to pay 

for extra lives, new tools, or virtual currency (Tong et al., 2019; Hsu & Lin, 2016).  

Often, free applications integrate In-app advertising, that pops-up offering the users to 

download another app, or to buy something on a shopping website for instance. The profit 

made with this kind of remuneration model depends on the number of impressions and 

conversions (de Haan et al., 2018). The greater the number of consumers regularly using the 

app, the more this model is remunerating (Belov, 2019). 
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  A nuance of this model is when advertising is used as a currency, users get advantages 

when agreeing to watch advertising. This is likely to be more efficient for consumers from 

generation Z, as Dimock (2019) showed that marketers should talk to this generation “with 

their permission” because they are reluctant to advertising and skip it. This option gives a 

feeling of making trade between the company and the consumer and this is relevant as one 

knows that time and attention are not free (Tarute et al., 2017). 

  However, the limit of this business model and the reason why most businesses now avoid it 

or integrate it with paid features is that it requires to have a tremendous number of customers 

and data about them to be profitable (Roma & Ragaglia, 2016).  

 Finally, some apps are paid directly via the downloading platform, this is frequent 

for apps that are developed as a limited edition, an extension, or with a short life cycle, the aim 

is to generate money quickly on a short-term perspective (Tong et al., 2019). 

C. Relying on online communities to enhance trust in second-hand 

ecommerce 

1. CREATING COMMUNITY ENGAGEMENT THROUGH SOCIAL MEDIA 
 

a. Brand engagement 

 

This topic was approached in several ways but Brodie et al., (2013) conceptualised brand 

engagement in an online context as a psychological state of mind combining a cognitive, 

emotional, behavioural, and social commitment to an active relationship with a brand through 

its website or platform.  

The main particularity of consumer engagement seems to be the co-creative environment. 

The positive outcomes of consumer engagement in online brand communities include trust, 

commitment, empowerment, and loyalty, which leads to sales increases, positive word of 

mouth and better organizational performances (Kaur et al., 2020).  

However, Hennig-Thurau et al. (2004) found that consumers’ initial motivations to make 

a contribution to online communities are not always well-intentioned. Among them, venting 

negative feelings or experiences, concern for other consumers, advice or assistance seeking, 

social or economic benefits, helping the company. This confirms Nolan et al (2007) findings 

that showed that consumers engage with an online community or a brand when they perceive 

utility, or interest that is more important than the effort or perceived risk. 

b. Brand community  

 

https://www.sciencedirect.com/science/article/pii/S0148296311002657?casa_token=_V5K1JnNy4cAAAAA:7unHKUJ8J4jjV3PtFJQKkEy3Nqo8oJh9X4yIT5sC5AGGa8xU9iP3G_RYMvlNZxyrHF3HKdys#bb0115
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A brand community can be defined as the relationships existing between consumers and a 

brand. It is composed of members that have a bond with a brand, and this bond links them with 

the other members. The concept of brand community is built on social identity theory (Tajifel, 

1970), which suggests that individuals can experience a group identity feeling based on one or 

several specificities such as racial, national, or gender identities for example 

(Ramasubramanian & Murphy, 2014). Consumers are motivated to enhance their own identity 

by identifying with social groups, and nowadays, online brand communities. 

  These online communities were strongly enhanced by the emergence of social media 

and represent a new effective marketing channel that allows marketers to reach current and 

potential customers and gain valuable insights on them, their utilisation of products and 

expectations for the future.  

Members of brand communities can be either passive or active members, meaning that 

they respectively benefit from the community by scrolling and reading or viewing the content 

provided by the brand or other consumers, or, on the contrary, participate in the community 

life by sharing information, content, and messages (Kumar & Nayak, 2019; Vohra & Bhardwaj, 

2019). This makes this area a crucial stake for marketers who could benefit from the two-way 

interactions between consumers and brands. 

c. Engagement on social media 

 

Social media offers valuable opportunities to meaningfully engage with consumers by 

connecting with them frequently and in a rich way. This subject has been vastly studied in the 

literature over the last 10 years. Through interactions, consumers give brands the opportunity 

to tell them about the quality of their products or services. Besides, effective brand engagement 

was found to increase buying attention (Dessart, 2017).  

Engaging a community through social media is worth considering as it is an inexpensive 

way for an organisation to reach a large target audience that is not limited by geographical 

barriers. Shawky et al. (2019) found that one key factor of success to create community 

engagement on social media is to embrace the differences between them and traditional media. 

Sharing the same content on traditional and social media is inefficient. On the contrary, a brand 

should create specific, quality and useful content for consumers and share them with consumers 

on the most appropriate network to take advantage of the interactive nature of social media and 

encourage two-way communication, through tools such as stories, surveys, Q&A, lives…  

However, Fournier and Avery (2011) highlight that brands must be careful and share honest 

information as the trust level can be lower in a social media environment where brands can be 



27 
 

perceived as intrusive and forcing to purchase undermining the community engagement.  

Besides, it was found that most consumers prefer interacting with organisations at a more 

personal level (through in app messaging on Facebook or Instagram for instance). This is 

because users may be conscious about their image and believe that interacting with brands too 

closely might be disapproved by their own network. In a nutshell, it seems that brand 

engagement on social media revolves around key aspects of brand relationship quality: Trust 

and brand commitment.  

2. CONNECTING TO PLATFORM USERS THROUGH TRIBAL MARKETING 
a. Tribal Marketing 

 

A tribe is defined by Cambridge dictionary (2022) as a “group of people, who live together, 

share the same language, culture, history”, this definition is anchored to a territory, but Cova 

and Cova (2002), extended it by claiming that “the common denominator of postmodern tribes 

is the community of emotion or passion”. The tribe members are sometimes in a relationship 

with a brand, but mostly, with their fellow tribe member, which whom they want to connect. 

Tribe’s value stands in a certain narcissism or sense of identification (Pathak & Pathak-Shelat, 

2017). In short, passion is the social glue that keeps a tribe together.  

In marketing, brand tribes are particularly interesting for brands as they are not simply a 

group of loyal customers; they are passionate about a common topic. The members of a brand 

tribe can become a proper communication medium as they are often willing to advocate their 

passion, and to promote it to non-users of their tribe. They can act like innovators by creating 

new supports, new ways of using a brand’s product or services, and by sharing their best 

practices and advice (Richardson, 2014).  

The main difference between tribes and brand communities is that not every tribe is formed 

around a brand, they can cover almost any sources of interest such as sport, parenting, gaming, 

reading… The main point is that, if members of one of these tribes feel like a brand is 

supportive of the tribe identity and values, they are extremely likely to become passionate and 

strong advocates for the brand (Richardson, 2014). Tribes are particularly important in sports, 

especially when people can gather around teams or cities like with football for instance (Scott 

& Meir, 2007).  

b. Utilisation of tribes by brands  

 

With these elements in mind, it was found that tribal marketing can be an effective way for a 

brand to connect to platform users.  The Latin school stresses the importance of social bonds 
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in influencing consumer behaviour towards a brand or a product, it claims that given the natural 

human need to communicate and argue, new technologies can facilitate connections and should 

be used in business to connect to tribes (Cova et al., 2007).  

Tribal marketing mostly aims to create a relationship with consumers, to make them 

willing to promote a brand because they want to, not because they were asked to (Richardson, 

2014).  

Another marketing implication is the change in segmentation through demographic data. 

The point is that consumers are no longer only defined by their demographic information 

(gender, age, nationality…), even though this information remains useful, the main 

characteristics to look at for marketers should be the common passion that brings them together 

(Cova and Cova, 2002; Baird, 2018).   

A great example of a brand that managed to take profit of tribal marketing would be Red 

Bull. Indeed, it was found that the brand didn’t choose to focus on amateurs of energy drinks 

themselves, which would have been a narrow market. On the contrary, Red Bull has managed 

to integrate the “extreme sports tribe”, mainly by sponsoring events, this has given them a lot 

of visibility and a link for people who enjoy extreme experiences (ICHI.PRO, 2020). 

Tribe marketing can be utilised for online platforms as there are a variety of Apps or 

platforms for almost every area of interest such as gaming, social media, entertainment, 

communication, shopping or fitness. It was found that some people are motivated to download 

an app because they feel disconnected from their peers and they try to conform to their social 

group (Chu-May & Carter, 2017). 

3. THE IMPORTANCE OF TRUST IN SECOND-HAND E-COMMERCE 
PLATFORMS 

 

Cambridge dictionary (2020a) defines “e-commerce” as the business of buying and selling 

goods and services on the internet. E-commerce is said to be one of the greatest technological 

developments in the last twenty years. It has driven revolutionary change in global business 

and in the way people consume. Usually, the wise utilisation of this distribution channel allows 

organizations to reduce their functioning costs and achieve superior marketing efficiency 

(Gregory et al., 2019). However, this advance in traditional retailing has made shopping more 

complex as it enables consumers to access online retail offerings, such as computers, 

smartphones, tablets, and Internet-enabled TV (Wagner et al., 2020). In the frame of this 

business plan, one area of e-commerce is particularly relevant: Second-hand shopping and 

sells. 
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The consumption society in which we live and the acceleration of product replacement 

cause people to own more and more idle items. The reason why items become idle is that 

children grow, and clothing items stop fitting; because our personal tastes and what is 

fashionable change across the years, or because consumers created an affective bond with a 

product and disposing of is a painful process. Moreover, the propensity of the millennials and 

Generation Z to buy second-hand items have boosted the prosperity of the second-hand 

transaction market (Parguel et al., 2017).  

However, some challenges are still preventing the full democratization of second-hand 

online shopping (Luo et al., 2020). Indeed, unlike first-hand products that consumers trust to 

be received in a good state, second-hand products lack evaluation standards, the photos 

provided may be fake and overall, the products can be part of a fraud to extort consumer’s 

money. It was found that online shopping needs greater trust than offline shopping, as one party 

is vulnerable to another party’s actions (Chawla & Kumar, 2021). All these factors are part of 

the uncertainty and risk perceived by consumers when purchasing a second-hand item. Thus, 

trust is more critical in online second-hand platforms than in traditional e-commerce (Wei et 

al., 2019). Therefore, consumer protection is a fundamental issue for any business involved in 

e-commerce.  

To ensure that, an organization should be able to provide its users with security insurance, 

secured payment methods and service support as well as a flexible return policy. A certification 

of the products sold by the platform is also a relevant aspect for customers who tend to trust an 

established business as intermediary (Chang & Fang, 2013).  

The social capital theory emphasises that social support and facilitated social interactions 

between members reduce the feeling of uncertainty and enhance consumers’ trust. Liang and 

Turban (2011) claim that online commerce sites are popular places for customers to 

communicate and exchange ideas about products and services. In fact, eCommerce platforms 

allow to create a community of buyers and sellers likely to engage with each other (Ghahtarani 

et al., 2020).  

To conclude, e-commerce for second-hand articles is a promising market, however, a 

business willing to invest in this segment must ensure strong social bases and create a 

community context, that, as mentioned earlier, enhance trust and consumer engagement. To 

facilitate the creation of such a service, the organization must be perceived as a reliable 

intermediary guaranteeing the reliability of the deals and as a safety net for customers.   
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III. Methodology 

A. Introduction  
This business plan methodology is guided by Saunders and Lewis (2017) research onion, which 

aims to guide the way of the research and identify the most relevant research philosophy and 

approach to develop theory, the methodological choices, the strategies the research will adopt, 

and the time horizon. Finally, the topic of data collection and analysis will be considered.  

 

 

 

 

 

 

 

 

Figure 3.1: The research onion  

(Saunders, Lewis & Thornhill 2015, p.124) 
 

 

 

B. Purpose of the research  
The purpose of this research is to develop a business plan providing all the key information to 

develop a viable and enjoyable platform dedicated to equestrians. Therefore, it is crucial to get 

an in-depth understanding of the potential demand from horse-riding practitioners and to learn 

from horse-riding professional experience. 

The collection of secondary data and reflection on the business plan has the following research 

questions:  

• What are the key areas of interest of equestrians, which features would they like to find 

on a platform?  

• Are they socio-demographic variables that affect horse-riding practice or interests? If 

yes, which one(s)? 

• Are they different groups of consumers who differ in interests?  

• Could e-learning and in person lesson be complementary for horse riding? 

These questions will be answered by gathering primary data, that was defined by Saunders & 

Lewis (2017) as “the data collected specifically for the research project”, the finding will be 

put in perspective with the secondary data. 

C. Research philosophy:  
According to Saunders and Lewis (2017), “research philosophy refers to a system of beliefs 

about the development and nature of knowledge”. In the case of a business plan, the most 
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important determinant of the research design is the concrete objectives, with the aim of finding 

practical solutions to make the business successful. Therefore, the most appropriate research 

philosophy seems to be “pragmatism”.  In addition, this research philosophy enhances the fact 

of combining qualitative and quantitative methods to obtain practical responses.   

 

D.  Research approach:  
The most appropriate research approach for this business plan seems to be the abductive 

approach. This approach seems more suitable as it goes back and forth between theory and data 

contrary to deductive and inductive approaches that move respectively from theory to data and 

from data to theory. It was found that this kind of research approach, where discoveries can 

occur at any stage of the research project is usually used for management research (Saunders 

& Lewis, 2017). 

E. Methodological choices and strategies:  
The point of choosing one or several strategies for research is to be able to use them efficiently 

to answer research questions. Here, the objective is to get a sufficient understanding of 

equestrians’ expectations and practices to be capable of creating a platform that satisfies their 

needs and demands.  

To do so, gathering information through quantitative method appears relevant. To 

emphasize, quantitative methods are more appropriate when there is a need of measuring 

objectively. The data is often gathered through surveys, structured observations. This kind of 

method allows to gather a large amount of data relatively easily. Accordingly, the consistent 

strategy for this part of the business plan is the “survey” strategy, that is popular in business 

and management as it consist of standardised questionnaires or structured interviews that aim 

to answer questions such as “Who? What? Where? How much/many?” (Saunders & Lewis, 

2017). The data can be collected online or in a face-to-face process. When using this strategy, 

the researcher must be careful to ensure that the used sample is relevant and representative.  

However, one of the limitations of purely quantitative data is that it doesn’t give an 

opportunity to respondents to give a personal point of view or to develop or explain their 

answers. Therefore, it was chosen to incorporate an open question to the questionnaire to 

extend the understanding of the subject and gain extensive knowledge.  

In a nutshell, for this business plan, the research methodology will be based on “mono method”, 

here, the utilisation of quantitative method, where the data is collected in the same time frame 

of one week.   
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F. Data collection: 
The realisation of this business plan is time-constrained, therefore, the researcher decided to 

opt for a cross-sectional time horizon. The data is collected at one period in time (one week) 

and do not look at the evolution in participants’ perception. The aim is to collect as much 

information as possible on the current thinking of the samples (Saunders & Lewis, 2017). 

As mentioned earlier, primary data will be collected through a questionnaire.  

In the first hand, quantitative data regarding horse riding practitioners will be collected 

through questionnaires. The questionnaire will be distributed on the Internet, and each 

respondent will be required to answer the same questions in the same order, all the questions 

are initially prepared by the researcher and presented in Appendix E. Among the questions, the 

respondent will have to answer, “category” questions, where the respondent can only choose 

to fit into one category; and rating questions, where the researcher seeks the respondent’s 

opinion and aims to evaluate his interest in the potential feature of the platform. Later, the 

collected data will be analysed statistically (Saunders & Lewis, 2017). 

In the second hand, to enrich the answers, data will be collected through an open question 

in the questionnaire. The respondents will be asked to elaborate on what they expect from a 

platform dedicated to equestrians. A colour code will be elaborated to allow to identify easily 

the main themes evoked by the participants and to understand what the key preoccupations of 

equestrians are.  This method allows participants to tell stories from their own perspectives 

which provides rich information (Saunders & Lewis, 2017).  

G. Sample selection  
Regarding the sample selection, the researcher chooses a non-probability sample, more 

specifically a purposive sample.  This means that the questionnaire is distributed by 

convenience through the internet, specifically to people who are part of equestrians' online 

groups. The reason is that the aim is not to extrapolate the results of this research to the general 

population, here the universe is composed only of horse-riding enthusiastic people.  

For the questionnaire, the sample must be constituted of people from diverse horizons who 

practice or have practised horse riding. To ensure that, Question 1, which aims to know for 

how long the respondent has been practising horse riding, has an eliminatory answer that ends 

the questionnaire if the respondent answers that he has never practised horse riding. Cottrell 

(2017) claims that for a student project, statistical significance can be obtained with a sample 

of at least 20 participants. However, this number seems too limited to allow meaningful results. 

Therefore, the researcher aims to obtain at least 100 answers to be able to get reliable results.  
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H. Data analysis 
Once collected, the secondary data needs to be analysed.  

The quantitative data gathered through the questionnaire will be mainly categorical. Among 

them, there is nominal data and ordinal data (ranked), mainly used to gain awareness on 

respondents’ demographics; and ordinal data (ranked) mainly on Likert scale to establish 

respondents’ likeliness to enjoy a feature. The data will be analysed on SPSS and four analyses 

will be conducted:  

• Sample description, the sample is analysed to understand who the respondents are.  

• T-test: this method is used to determine whether there is a significant difference 

between the means of two groups.  

• ANOVA is used to determine whether there are any statistically significant differences 

between the means of three or more independent (unrelated) groups. 

In some cases, ANOVA test cannot be performed, in this case, the researcher will move to 

a non-parametric analysis: Kruskal-Wallis test.  

• Kruskal-Wallis test is used to establish the equality of the distribution of a variable in 

three or more independent groups.   

• Cluster analysis aims to create groups of potential users that are homogeneous in their 

interest 

Regarding the data collected through the open question, it was suggested by Saunders & 

Lewis (2017) that it is crucial to examine the text transcribe to develop a meaningful code 

process and draw conclusions from it. Themes should be defined, and a colour code should be 

attributed as tags to each theme. This research is abductive and moves back and forth between 

theory and data, therefore, it is suitable to consider moving back and forth between theory and 

answers to develop a comprehensive set of themes.  
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IV. External analysis 
  

A.     PESTLE Analysis 
A business can only be successful if it is able to grow in and interact with its external 

environment. Equiworld will be operating firstly on the French market. 

1. POLITICAL  
France has a current population of 67.4 million people; it is a republic and has a very stable 

government. The current president is Emmanuel Macron, he was elected in 2017 by direct 

universal suffrage. He is the leader of his party “La Republique En Marche”, which is said to 

be a “centre-left” party, that promotes liberalism (L’Express, 2017). France is part of the 

European Union, and from January 2022 until June 2022, it has the presidency of EU 

(Consilium.europa.eu, 2022). France is part of many governmental alliances, it has a security 

seat at the United Nations Organization, and it is part of NATO (North Atlantic Treaty 

Organisation), G7 and G20. 

The presidential election that was held in April 2022 took the same candidates as in 

2017 to the second round: Emmanuel Macron who obtained 27,84% of the votes and Marine 

Le Pen (leader of the far-right party) who obtained 23,15% of the votes.  The candidate who 

arrived third was Jean-Luc Mélanchon (21,95%), the leader of the far-left communist party 

(Gouvernement.fr, 2022).  

This appeal of the French population to the extreme parties highlights the main concerns 

of the citizens, especially regarding immigration and security and purchasing power that is 

threatened by the war that is going on in Ukraine.  

The 2022 Index of Economic Freedom (IEF) ranked France 52nd freest country in the 

world. It is a poor performance as it is 31st among the 45 countries in the Europe regions. The 

IEF ranking is conceived by looking at several factors, including 12 freedoms from property 

rights to financial freedom. It aims to evaluate the capacity of a country’s citizens to control 

their labour and property. This ranking has an ideal of a country where the government allows 

labour, capital and goods to move freely (Heritage.org, 2022). 

 If France ranks high for Business Freedom, property rights and judicial efficiency, the 

main pain points are Fiscal health, tax burden and labour freedom which is the ability of 

individuals to work and find employment (heritage.org, 2022). 

During his presidential term, E. Macron has worked and taken measures to facilitate 

entrepreneurship, among them, better access to social services and training for entrepreneurs, 

diminution of taxes and charges, and facilitation of administrative work (Elysée, 2021). This 
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favourable environment has enhanced the entrepreneurial development in France, which broke 

the record in 2021 with nearly 1 million new businesses created (Capital.fr, 2022). 

After reaching 9% in 2020 because of Covid-19 and lockdown consequences, the 

unemployment rate it’s now at a very low level (7.4%). According to INSEE (2020), France is 

a country where a majority of people (76.1%) work in the tertiary sector. Among them, up to 

12.7% are employed for trade.  

2. ECONOMIC 
The coronavirus crisis has impacted the French economy in various ways. First, the level of 

public spending has reached an exceptionally high level, the state's debt reached 3$ billion in 

2020, i.e., 115% of the GDP (Country Economy, 2021). Paradoxically, the GPD has rebounded 

by 6,8% in 2021. The OCDE predicted growth for the coming years (respectively 4.2% in 2022 

and 2.1% in 2023) (OECD, 2021). 

However, the war that has started in 2022 between Russia and Ukraine, and the 

sanctions taken by occidental countries towards Russia will have severe repercussions on the 

economy according to the International Monetary Funds (IMF). The price of energy and 

primary material is expected to rise exponentially, impacting agriculture and the cost of life, 

between March 2021 and March 2022, the Consumer Price Index (CPI) that is a measure of 

the average change over time in the prices paid by consumers for a market basket of consumer 

goods and services grew by 4,5% (INSEE, 2022). The impact will be even stronger on poor 

households that were already the first impacted by the Covid-19 crisis (Forbes, 2022). 

The “ACRE” (Aide à la creation des entreprises) is governmental financial support that 

can be granted to organizations that are just starting. It is an exoneration of social taxes for the 

12 first months of activity. The level of exoneration depends on the revenue of the organization. 

If its revenue is inferior to 30 852 €, there is a full exoneration of the health insurance, family 

prestation, and pension fee. In between 30852€ and 41136€, there is a limited exoneration. 

Finally, if the revenue exceeds 41 136€, there is no exoneration.  

To be eligible; an organization needs to fill certain criteria. Among them, the person requiring 

the subvention needs to be a founder of the organization or own at least 50% of the shares.  

To benefit from the offer, one must fill one of these conditions (service-public.fr, 2021):  

- Unemployed and actively looking for a job for more than 6 months 

- Be a beneficiary of the "RSA” (Revenu de solidarité active) 

- Be between 18 and 26 years old 

- Be under 30 years old and be disabled 
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- Start a business in a priority territory regarding unemployment  

3. SOCIAL 
France has 67 million citizens living in 13 regions. Despite the existence of 11 regional 

languages, the unique official language is French. The French language is also an official 

language used in Belgium, Luxembourg, Switzerland and Canada as well as in multiple African 

countries (mlfmonde.org, 2020). 

  The French population has been ageing since 1975, the median age is now 42.3, but this 

figure is expected to rise to 45.3 in 20 years (Statista, 2021). The population ageing and retiring 

added to the employment growth will lead to over 100 million job opportunities over the next 

decade in the EU. Over 45 million of them require high qualifications. In the EU, France will 

be the 2nd country with the most job opportunities (12.4 million).  

On Hostfede Scale (Hofstede Insights, 2021), France is described as a fairly high-power 

distance country (68/100) where hierarchy and centralized power are easily accepted. To 

emphasize, most French highways and train stations lead to Paris.  

In addition, France has a highly individualistic society (71/100), and people are raised with the 

idea of putting themselves and their own first. Paradoxically, France was found to have a rather 

“feminine” mentality (43/100), this is due to the attachment to the welfare system (35 working 

hours per week, long maternity leave, 5 weeks of paid holidays). However, it is interesting to 

note that the higher classes, that have higher incomes tend to be more “feminine” as they give 

more importance to the quality of life and wellness.  

France scores 86 for uncertainty avoidance, French people like to plan and for instance like to 

receive key elements and information before a meeting to avoid surprises. Unsurprisingly, the 

level of long-term orientation is high (63), however, French people demonstrate an ability to 

adapt and react to unplanned situations.  

Even though the gender gap in management positions remains a problem in most EU 

countries France is doing good as it has the highest share of women in board members in the 

EU (45.2%) (European Commission, 2020).  

Regarding sports practice, French children are at the bottom of the world rankings, only 

13% of them do more than 1 hour of physical activity per day. This is due to the French 

educational system that doesn’t free enough time to allow children to practice a sport regularly. 

Indeed, from the age of 4 until 18 years old, more children go to school from 8 am to 5 pm and 

then go home with homework to make (La dépêche, 2019).  
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4. TECHNOLOGICAL 
France’s competitiveness model is highly oriented toward sharping high technology industries 

like aerospace, automotive, nuclear, medical devices, or energy transition. The point is to keep 

and strengthen its position among the main industrial powers, through a favourable ecosystem. 

To emphasize, the government support technological innovation through tax credits, a “major 

investment plan” that has invested 13 billion euro in innovation in the last five years. 54 

“innovation clusters” were also created, which allows to enhance technology transfer between 

firms by bringing together innovation players operating in the same field. Finally, 71 centres 

of technology excellence financed by public-private partnerships were created. 

Another interesting indicator to look at is Scaleups, which is defined as a tech company 

that has raised more than 1 million euros in funding. According to European Commission’s 

(2020) report, even though Europe is still lagging behind the United States and China in terms 

of presence of tech scaleups, France, Germany and Sweden represent half of all scaleups in the 

European Union. Among these countries, France stands first with 859 scaleups in 2018 

accounting for around 21% of the number of scaleups in the EU.  

The creation of scaleups and overall digital platforms has an impact on the employment 

market as it provides new opportunities for jobs in the collaborative economy with more part-

time and freelance jobs (Eurostat, 2021).  

Regarding the French population, in 2021, 93% of households had access to the Internet. 

In 2021, 50,66 million people in France had a Smartphone, which corresponds to 76% of the 

country’s population (Statista, 2022). 

 

The emergence of the metaverse is also key to technological progress in the business 

landscape. According to Sparkes (2021), a Metaverse is a shared online space that incorporates 

3D graphics, either on a screen or in virtual reality. 

Facebook founder, Mark Zuckerberg recently announced that the company will spawn, a 

metaverse called Horizon. On top of the current web and app versions of Facebook, it will offer 

either augmented reality or virtual reality universes. Simultaneously, he announced that the 

group owning major players in social media like Facebook, Instagram and WhatsApp will 

change name to become "Meta".   

In addition, Microsoft also aims to become a leader in the field of “metaverse apps” and 

has its own augmented reality hardware, HoloLens. 
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5. LEGAL 
For the needs of this business plan, we need to examine the legislation around creating an 

online business, eCommerce, platform regulation, and data management. 

To begin with, to start a business in France, one needs to decide on the legal status it will 

take. French business law has different models, but the most relevant for this business plan is 

“Société par Actions Simplifiée (SAS) or SASU when there is only one shareholder. This status 

is the most frequently used in France as it allows the distribution of dividends among 

shareholders, and the share of parts to integrate eventual new shareholders. Creating this kind 

of business does not require any minimum capital amount. The tax system for this kind of 

business relies on “Impot sur les Société” (imposition on business) (Facon, 2020). Finally, 

executives in SAS business are assimilated as employees which is safer as in case of health 

problems they are protected. To create a SAS, the first step is to declare the company’s status, 

it includes (Ouchallal, 2021):  

• Shareholders’ names 

• Juridical form  

• Corporate name  

• Social object 

• Organisation’s lifetime 

• Contributions, it has to be detailed about what is brought to the company’s capital, it 

can be money, knowledge, work, network, brand, or tangible goods) 

• The amount of capital 

• Unique share value and number of shares per shareholder 

• The closing date of the financial year 

The next step is to declare the official domiciliation of the company. After that, at least 50% of 

the company’s capital must be deposited at the bank or with a notary. Only then you can register 

the company at the Court office and end by publishing an advertisement in a newspaper of 

legal announcements 

The cost of creating a SAS is between 600€ if you do everything by yourself, including 

writing the statutes, which is not recommended without a legal background, and 6000€ at the 

highest.  

Any business wishing to operate online and in the French market must have the following 

indication on its website (Bettach, 2021): 

• Terms of use. 
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• Terms of sales (if relevant). 

• Privacy policy. 

• Legal disclaimer with mandatory information (mentions légales) 

In addition, since 2018, the regulation around GDPR was strengthened, it is meant to 

protect personal data in the digital era. Users must now be notified of the utilisation of cookies 

and must consent to be contacted by a company by email or phone, they must be able to know 

which data a company has on them and have control over that (European Commission, 2021). 

The regulations applicable to platforms have been strengthened since 2020, mainly 

regarding fiscality. Since this date, platforms are obligated to provide the users making 

transactions on the platform with a recap of the number of transactions that they conducted 

during the civil year, as well as their value. The platform is dispensed from this obligation when 

the user has earned less than 3000€ or less than 20 transactions.  Furthermore, for each 

transaction, the platform must inform the user of his fiscal obligations. In case of non-respect 

of the previously enounced obligation, the organisation is exposed to a fine that can be up to 

5% of the not declared amount as well as a fixed fine that can reach 50.000€ (Benelli, 2019). 

 

6. ENVIRONNEMENTAL 
 

The current ecological crisis is a major concern for Frenches, on top of their concerns, they are 

topics such as Global warm up, the impact of pollution on health, and the viability of 

biodiversity.  

Regarding the quality of air, the rejection of most pollution in the environment is 

diminishing since 2000. Between 2000 and 2017, the emission of nitrogen oxide has fallen by 

49%. However, each year, numerous agglomerations in France are exposed to major pollution, 

or fine particle episodes, especially during heat waves (Lee, 2021).  

Besides, the emissions of greenhouse gas have fallen by 18% since 1997, this is a good 

start and France is under the average in the UE for this indicator, but this is still not sufficient 

to reach the objectives established by the Paris agreement (Lee, 2021). 

Those heat waves and other extreme climatic events are occurring more and more frequently, 

among them, forest fires, floods. This is a direct consequence of climate change.  

70% of French electricity comes from nuclear plants, and President Emmanuel Macron has 

announced a one billion investment in nuclear power by the end of this decade to complement 

the country’s transition away from fossil fuels (SDES, 2019). 
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The current energy crisis is a rare opportunity for France to occupy more market share of 

nuclear energy in Europe. Indeed, despite safety concerns regarding nuclear, France is 

ambitious to continue its investment plan and export electricity to the rest of Europe (SDES, 

2019). 

One major engagement of France toward the environment is the Paris agreement of 2015. 

Concretely, the main purpose is to improve citizens’ life quality, among the actions taken 

financial compensation for the purchase of new vehicles more respectful of the environment. 

Besides, one of the objectives stated in the Paris Agreement is the willingness of the French 

government to turn away from fossil fuels and commit to a carbon-neutral approach to achieve 

neutrality by 2050 (gouvernement.fr, 2017).  

 

B. The market of Horse Riding in France and the current integration of 

digital supports   
  

1.      THE MARKET OF HORSE-RIDING IN FRANCE  
Horse Riding is the third biggest sports federation in France after Football and tennis, this 

extremely popular sport had more than 700.000 licensed in 2020. It must be noted more than 

80% of the licensed are women, the French Equestrian Federation is therefore the first sports 

federation for women. There are around 9000 horse riding clubs in France.   

The French Equestrian Federation (FEF) has made this sport an activity with high added 

value. France today has the most accessible and most qualitative horse-riding teaching model 

in the world, this makes the federation able to export its development model worldwide, but 

more particularly in China where it’s now well established.  

Among the particularities of horse riding in France, there are 3 pillars.  

• Sharing horses, that are owned by the horse-riding stable, or by private owners, which 

makes the practice more affordable.  

• The extensive training program, structured by the obtention of “Galops”, that are level 

diplomas evaluating the rider competences in taking care of a horse and riding. There 

is also a theoretical exam that evaluates the rider’s knowledge about horses’ anatomy, 

alimentation, behaviour, or paces. The grading sheets for Galop 3 and 4 are displayed 

in Appendix 6 as an example. For galop 7, which is the highest level, the rider is 

evaluated in the 3 Olympic disciplines (dressage, show jumping, cross-country) (FFE, 

2021).  
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• 34 official disciplines recognized in competition. It includes classical practices like 

show jumping, dressage, hunter, cross-country or endurance, but also more 

untraditional like equifun, equifeel or pony games that are more about team games or 

testing the comprehension and the trust between rider and the horse  

  The riders’ population is geared toward various practices, most horses’ owners expect 

to ride regularly for several purposes (working on the flat, jumping, dressage…). Only two 

horses out of five purchased are specifically chosen for competition, and this is predominantly 

for show jumping. (IFCE, 2018). 

However, the equestrian population includes but is not limited to licensed riders, there are 

also a very important number of people who for example own a horse and practice horse riding 

independently from any official structure. The Institut National de la Recherche Agronomique 

(INRAE, 2012) estimates that 1,5 million people in France practice horse riding regularly, 

meaning that barely half of them are licensed riders. 

Each year, new small businesses appear and compete on the horse-riding market, in 2019, more 

than 20.000 horse-related organizations were operating in France. It was found that most of 

these businesses are:  

• Equestrian stables: The practice of horse riding is essentially based on equestrian 

structures that are member of the FFE.  In 2017 there were more than 9,300 in France. 

The majority are private structures (6,500), the others are associations (2,800). Among 

these groups, around 5,400 structures are riding schools (IFCE, 2018). 

•  Riding material creator or seller  

The equestrian industry in France is divided in four main groups: races, sport and leisure, 

agriculture work, and meat production. For the needs of this research, we are only interested in 

the sport and leisure division. It is constituted as follows:  
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Figure 3.2: 

Organisation in 

the sport-leisure 

sub-sector 

 

 

 

 

 

All these businesses employ a large workforce: 16,400 employees, i.e. more than half of the 

agricultural jobs linked to the horse sector. 

2.      CURRENT INTEGRATION OF DIGITAL SUPPORTS  
Currently, the most widely used digital support for equestrians is the FFE’s website. There, 

you can find regulations and expectations regarding galops; some learning support (from galop 

1 to 4),  and practical information about where to practice horse-riding in France. The FEF’s 

website integrates 2 platforms, namely: “FFE SIF” and “FFE compet”.   

•  FFE SIF is the platform for licensed riders who ride in competition. It allows them to register 

to participate in a competition, see it’s performances and ranking afterwards. The performances 

of every rider and horse are visible on the platform just by searching for a name.  

•   FFE Compet is the platform used by professionals (equestrian stables), to organize 

competitions, or engage riders in one.   

It must be noted that even though it is actively used, the FFE’s website and platforms are 

outdated and not intuitive for users.  

Apart from the FFE’s website, there is no digital support collegially used by equestrians. 

Some platforms such as Equisense exist, they mainly aim to inspire riders in terms of 

exercises and training to do with their horses or to monitor their trainings. Additionally, some 

technologies are developed to evaluate performances, among them SAP has developed a 

software to film and get your dressage practices analysed both by AI and professional riders 
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and Equisense has developed a motion sensor to analyse all the key indicators in your practice 

as well as your horse health.  

C. Competition analysis 
 

1. DIRECT COMPETITION 
The “Equiworld” platform is an innovation, meaning that there is currently no equivalent on 

the market for a platform integrating all the features that will be available on Equiworld, 

namely, e-learning and training proposition, performance tracker, social community, and e-

commerce for second-hand material.  

However, as mentioned earlier, some platforms dedicated to horse riding practice already exist 

in the French Market: 

a. Equisense 

 

Equisense is the most widely used app by leisure and professional riders. Equisense’s business 

started with the commercialization of its motion sensor, which is still today the heart of the 

business, and its main source of revenue. 

It is a connected sensor that needs to be installed on the strap under the horse’s stomach 

before riding. There are two categories of sensors the “motion essential” and the “motion 

sport”. The main difference between the two is that the motion sport is more targeted to riders 

that also want to monitor their horse's health as it integrates electrodes to create 

electrocardiograms. The pricing for the sensor packs is the following. 

 Motion essential Motion sport 

Price pack 279€ 399€ 

Table 1: Equisense’s pricing 

 

The sensor measures, analyses and reports on the app more than 10 sources of data.  

Among them, there are three main categories of data tracked (Equisense, 2022): 
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Training quality 
GPS data to monitor 

outdoor sessions 

Physical and health condition 

(motion sport only) 

Time spent at each gait (min) GPS Tracking on the map Heart rate per pace (bpm) 

Number of transitions 

between gaits 
Speed by gait (m/min or km/h 

Time spent in each effort zone 

(from very light to maximum 

effort) (min and %) 

Time spent at each hand (%) Distance travelled (km) 
Calories expended over the 

session (kcal) 

Symmetry at trot in a straight 

line (/10) 

Elevation gain cumulative 

positive (m) 

Time of recovery (min) 

 

Cadence and regularity by gait 

(strides/min and /10) 

  

Elevation per gait (cm)   

Number of jumps   

Analysis of sequences 

(cadence between jumps, 

quality of the approach, time 

flying phase, stride lines) 

  

Table 2: Data tracked by Equisense’s sensors 

Once the data is collected, the rider can look at it on the mobile app and also compare his 

performances to his community. 

  

 

 

 

 

 

 

 

 

 

Figure 3: Screenshots taken from Equisense 

mobile app  
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Besides the sensors, Equisense also sells saddlery accessories for the riders, allowing an 

optimized utilization of the sensors. 

An important competitive advantage of Equisense is that it is part of the "Voltaire Group” 

which is an international group including brands such as Forestier (saddlery), Rebelle Sellier, 

Equitack, Pegase, and Voltaire design. Belonging to this group is a strong advantage for 

Equisense as it allows the company to benefit from sponsors and visibility brought by well-

renowned brands in France and overseas. For example, Nicolas Touzaint an Olympic rider and 

show jumping world champion is a user a promoter of Forestier saddlery. Equisense has its 

own celebrity enhancement, with dressage and show-jumping riders such as Claudio Castilla 

Ruiz or Camille Condé Ferreira that younger and older generations of riders look up to.  

The main common point between Equisense and Equiworld is the training exercises and 

programs. Indeed, Equisense offers free access to hundreds of exercises and specific programs 

for riders. They are classified by theme and disciplines (dressage, show-jumping, outside, work 

on the flat, foot work) and can target a specific point of amelioration like horse's stretching, 

show jumping amelioration, improving horse's calm and relaxation. The exercises descriptions 

are mainly drawings and plans, there are some videos, but they are not learning content; more 

an advertising to use the Equisense sensor. 

There are exercises available for three categories of level rated from 1 to 3.  

Equisense also integrates some physical training exercises for the riders, mainly to reinforce 

the legs and, chest and back muscles to improve the posture. 

  

Figure 4: Screenshots taken from Equisense mobile app 
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b.  Equilab 

 

Equilab is a performance tracking app with a “Freemium” model. One can download, 

register, and use the basics of the app for free, to access the premium functionalities, the user 

must subscribe and pay a monthly subscription fee.  

You can choose the monthly, bi-yearly or yearly subscription, there is a decrease in 

prices for the longer subscription you choose: 

 Monthly (1 month) Bi-yearly (6 months) Yearly (12 months) 

Price total 9,99€ 49,99€ 79,99€ 

Price per month 9,99€ 8,33€ 6,67€ 

Table 3: Equilab’s pricing 

By using the free version of the app, a rider can track the performances of his sessions 

simply by putting his phone in his pocket while riding. Through the GPS tracker, the app will 

then automatically save the session’s main indicators such as the times and the paces, the speed, 

the distance, the calories spent, and the weather.  

The Premium version of the app integrates more useful features such as: 

• The “Safety following” option, that is particularly useful for the riders going to ride 

outside the stable as it allows contacts to follow the ride. In case of an accident, they 

can always see the location of the rider.  

• The vocal coach reminds you to keep a good posture during your ride. 

• Tendances and main indicators, give the user more insights on his practice of horse 

riding and stats. 

• Calendar, which allows the user to plan his future activities as well as appointments 

with the vet, trainers… 

c. FFE Reprises 

 

“FFE reprises” is the official application of the French Equestrian Federation. It gathers all the 

dressage tests and imposed figures for every level category. The application is free, but the 

display is not really user-friendly as it is only a text file. You can also download the PDF file 

of the figures; this is the same content that you can find on the Federation’s website.  

The lack of content and the unfriendliness of the app for users are disadvantages and the 

grade of the app on Appstore is 2/5.  
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Figure 5: Screenshots taken from the FFE reprise mobile app 

 

d. Equestrian material e-commerce: Crushtag and Ohlala 

 

Crushtag is a second-hand e-commerce platform exclusively dedicated to equestrian material. 

There you can buy or sell rider equipment (clothing items, footwear, hats, saddlery and bridle), 

horse-care products (brushes, halter, rugs, grooming kits).  

Ohlala is an online saddlery that sells all the materiel a rider might need, including clothing, 

riding equipment, saddlery, bridles, care products, food… 

Some products are discounted, and wish list can be created.  

The main issue about those platforms is not the need, this is their lack of recognition, as most 

riders, even those who sell their material online do not know or trust these platforms. 

2. REFERENCE PLATFORMS BENCHMARK 
In the frame of a business plan, it is relevant to benchmark some reference platforms, that are 

leaders in their categories to understand customers’ needs more extensively and get the best 

practices.  

Two main categories were identified and studied: 

• Sports platforms (which are not focused on horse riding) 

• Second-hand eCommerce platforms 

For each of these categories, it was chosen to present the most relevant example. 

a. Sport platform: Train Sweat Eat 
Train Sweat Eat is a French digital platform specialized in Fitness and Musculation practice. 

It's mainly dedicated to people who like working out from home. This platform became really 

successful during the covid crisis and has now more than 500.000 users. It was created by two 
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certified sports coaches, who makes videos for short trainings (on average 30 minutes) that the 

user can reproduce at home.  

The platform is available on internet browsers and mobile app. The mobile app is 

composed of 4 sections: 

My space: Where one can find the training program they are following as well as their favourite 

videos 

   

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 6: Screenshots taken from TSE app: Mon espace 

 

Training: All the available programs and videos are in this section, they are displayed by 

programs, focus zone or coach. The user also can search the most adapted program of video 

for him, thanks to a large set of filters. 

 

 

 

 

 

 

Figure 7: Screenshots taken from 

TSE app: training 

 

 

 

There are 4 categories of trainings: 

 

o Train: The section dedicated to musculation at home or the gym. This section has 

4 different programs and hundreds of exercises.  
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o Sweat: The most important section of the platform with 23 programs. Each program 

has a specific theme or purpose (Cardio, Christmas, Boxing) and lasts on average 4 

to 6 weeks with 4 to 5 sessions per week. New programs are regularly added so that 

users never run out of new training.  

o Flow: That is a smaller section dedicated to Yoga and meditation  

o Move: That is a small section dedicated to stretching and mobility 

 

Nutrition: This section is dedicated to nutrition, it 

gathers hundreds of recipes, for various kinds of food 

(French, Italian, Asian, snacks, breakfast). Almost 

every recipe has vegetarian options. On top of that, 

there are nutrition recommendations and educative 

content. 5 nutrition guides are available with meal 

plans for different objectives a user may have.  

 

 

 

Figure 8: Screenshots taken from TSE app: Nutrition 

 

 

My profile: In addition, each user has his own dashboard where he can 

follow his weekly and monthly training time, the number of sessions and 

programs finished and the evolution of his shape and plan his future 

trainings.  

 

 

 

               Figure 9: Screenshots taken from TSE app: Profile 

 

A reason why the platform Train Sweat Eat is so popular is the quality of the content provided. 

The videos are of high and professional quality, they come out regularly, the aesthetic is 

consistent, the coaches are professionals and friendly.  

Besides, the two co-founders have created a strongly engaged community through their 

social media. They operate on Instagram and Sissy Mua (co-founder) has 1.5 million followers 
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and the organization's account have 551K followers. They are also on Facebook, where they 

have support groups. They have a Youtube channel, with 1.89 million followers, where they 

offer 1 free 4-week program each year the “Bikini avec Sissy" but also more personal content, 

like “house tours”, alimentation videos, sport and training advice, FAQ and talk videos...  

One of the new features of the platform is the ability to work out in a video call with a 

friend, even though only one party is a user of TSE. This option is obviously limited in terms 

of number of sessions, but it allows one to test the platform for free and simulate the 

engagement as the referral friend acts like a sponsor for TSE.  

Regarding the remuneration model of TSE, downloading the application and creating an 

account is free, however, to get access to the training programs, the user has to subscribe, the 

price is lowered as the engagement time increases:  

 Monthly  Trimonthly  Bi-yearly Yearly  3 years 

Monthly 

price 

14.9€ 12.9€ 9.9€ 8€ 5.5€ 

Subscription 

price 

14.9€ 

automatic 

renewal 

38.7€ 

automatic 

renewal 

59.4€ 

automatic 

renewal 

98€ 

automatic 

renewal 

198€ in one time (no 

automatic renewal) 

Table 4: TSE’s pricing 

Apart from the TSE platform, the founders have launched some nutritional products as well 

as clothing items. 

b. Second-hand e-commerce: Vinted 

With 45 million users, Vinted is a well-renowned second-hand platform. It operates in France, 

The Netherlands, Spain, Italy, Portugal, Belgium and Luxemburg (Vinted.fr, 2022). At first, 

Vinted was exclusively dedicated to fashion, now there are as many sellers as different 

products, including a large offer of horse-riding material.  

Vinted is considered a convenient offer for the seller as the platform doesn’t take any 

commission on their side and they can list as many articles as they want. The remuneration 

model only relies on buyers who pay a 3% to 8% “safety fee” of the item’s price on top as well 

as a fixed fee of 70 cents per transaction (Bernetel, 2021). The added value of Vinted compared 

to traditional, and free second-hand e-commerce platforms is the safety guaranteed by Vinted.  

Indeed, when receiving the article, the buyer has 48 hours to declare if the product is or 

isn’t conforming to the description. In case the product isn’t matching expectations, the buyer 

must send it back to the seller and can get the payment back as Vinted is keeping it. In addition, 

after they received their articles, the buyer can rate and give a review to the seller, which allows 
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to reward good advertisers, as the more positive reviews they get, the more trustworthy they 

look, which can stimulate sales (Vinted.fr, 2022).  

The other revenue streams of Vinted rely on the seller’s willingness to pay to enhance the 

visibility of their listings for a certain period (1€ to 10€); but also on advertising on the 

platform.  

In order to make the shipment process as easy as possible, Vinted has developed four solutions 

(Vinted.fr, 2022): 

 

Solution’s 

name 
Method used 

Who pays the 

shipment? 

Pre-paid label 

generated on 

Vinted 

Vinted sends the seller a pre-paid shipping label, that 

they can just stick on the parcel and post from a drop-

out point. Once sent, the parcel is trackable by the seller 

and buyer 

Buyer 

By shipping 

instructions 

from Vinted 

For some mail services such as Colissimo International, 

the users can use this solution. The seller receives a 

step-to-step guide on how to send the parcel. The seller 

must pay the sending fees and will be refunded later. 

Seller, when 

the parcel is 

sent, the buyer 

reimburses  

Custom shipping The seller can offer the buyer delivery via a carrier other 

than the ones available on Vinted. In this case, Vinted 

won’t be able to support in case of a lost or damaged 

parcel. Pro sellers can’t use this option. 

Depending on 

seller buyer 

agreement  

No shipping 

(pick-up in 

person) 

This option can be chosen for heavy or bulky items from 

the Kids or Home categories if these items are difficult 

to ship. The seller can agree to meet the buyer in person 

to collect the items. Pro sellers can’t use this option. 

Free 

Table 5: Vinted’s shipment solutions 

Vinted also has a solution allowing businesses (French only) to register, list and sell their 

products via Vinted for free. The most important condition is to sell second-hand products. 

This can be a convenient way for small brands to increase their online visibility. 

  



52 
 

c. Conclusion 

 

The following tables provides an overview of the current state of direct and undirect 

competition of Equiworld, as well as a good source for benchmarking.  

 

 

Competitor Strengths Weaknesses Intended target 

Direct competitors, horse riding segment 

Equisense Large offer of exercises idea for 

free. 

Performance analysis that can be 

enhanced with Equisense’s sensor. 

Celebrity endorsement.  

Lack of improvement 

and new features 

Revenue mainly comes 

from the sales of 

sensors 

Frequent riders or 

professionals, with 

high budget  

Equilab GPS tracker for safe outdoor rides. 

Premium option to let contacts 

follow a ride. 

Dashboard of trainings.  

Planning of future trainings. 

Only a few features are 

available in the free 

version (GPS tracking 

and dashboard) 

No content proposition 

Outdoor riders 

Low budget 

FFE Reprise All the official dressage programs 

are available, in one app. 

Ability to get the PDF version of 

the dressage program. 

Free. 

Very basic display  

 

Riders who do 

dressage, or hunter in 

competition  

 

Reference online sports platform 

TrainSweatEat High quality content (training 

program, nutrition eBooks…). 

New training programs are 

released frequently so that users 

always have something new to do. 

 

Continual improvement of the 

platform and the features 

Some users get hurt by 

doing the programs 

alone: limit of 

eLearning  

People who practice 

fitness regularly and 

prefer to train at home, 

with a low budget 

compared to a gym 

subscription. 

The target has a high 

interest in physical 

health and well being 

Second-hand ecommerce platform 

Vinted Leader platform for second-hand 

fashion in Europe. 

Safe process for the buyer and 

seller. 

Shipment is made easy and 

trackable.  

Large inventory of clothes, 

decoration items, books… in 15 

countries. 

Scammers 

Possibility to go 

around the platform  

Millennials with 

ecological concerns, 

who wish to reduce 

their consumption and 

do savings.  

Table 6: Competition benchmark overview  
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D. Consumer research 
 

To enhance the quality and reliability of this business plan, it was chosen to collect primary 

data through a questionnaire. The studied universe was composed of French-speaking people 

who practice horse riding, independently of their gender, age, or other demographic factors. To 

collect the answers, the questionnaire was broadcasted on Facebook to five different groups 

dedicated to French equestrians. 340 participants responded. The first question of the 

questionnaire asked how long the respondent had been practising horse riding, if they answer 

“never”, the questionnaire would stop immediately. The questionnaire is presented in Appendix 

E.  

1. QUESTIONNAIRE RESULTS: 
 

The quantitative data gathered through the questionnaire was analysed with SPSS, the detail of 

the data analysis can be found in Appendix A. 

a. Sample characterisation 

 

The first part of the analysis aimed to characterise the sample of 341 

participants who answered the questionnaire.  

It was found that the sample is composed of a large majority of women (92%), 

this result is judged representative of the usual gender repartition in horse 

riding schools.  

The sample is composed of mainly experienced riders who have been 

practising horse riding for more than 15 years (48.1%).  

Three-quarters of the respondents own a horse or share one with someone 

else.  

 

Concerning the frequency of riding, nearly half of the respondents ride 

once to twice per week, and most of them have a mixed practice of horse 

riding, I.e., they ride in lessons and autonomy. 
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Finally, the respondents mainly work on the flat (67.2%), which means general 

training that can be done with or without floor poles.   The second category is “outside work”, 

with 181 respondents (53,1%), and the third one is jumping (51,3%). This is therefore 

important to offer exercises for these disciplines in priority. 

 

 

 

 

 

 

b. Parametric and non-parametric analysis 

 

The second part of the analysis aims to identify the links between demographics and practice 

habits and the interest in the different features.  

Two kinds of tests were conducted for the needs of this customer research:  

• First, Parametric T-Test was used to determine whether there is a significant difference 

between the means of two groups. In this case, we wondered whether there was a 

significant difference between male’s and female’s interest for the four proposed 

features. 

• Secondly, it was decided to run a one-way analysis of variance (ANOVA test) to 

determine whether there are any statistically significant differences between the means 

of three or more independent (unrelated) groups. However, ANOVA analysis could not 

be conducted as the statistical criteria to get reliable results from this test were not met. 

Therefore, it was chosen to conduct a non-parametric analysis instead: Kruskal-Wallis 

test. Kruskal-Wallis test is used to establish the equality of the distribution of a variable 

in three or more independent groups. Here, we aimed to determine whether factors as 

Age group, length of horse-riding practice, number of rides per week, or type of ride, 

significantly affect one’s interest in the platform’s proposed features. 

The following conclusions were drawn: 
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Feature of the 

platform 

Demographic & riding habits 

New exercises 

proposition 

• Women seem to be more interested in new exercises 

proposition 

Dashboard 

• People under 15 yo are very interested in having a 

dashboard, on the contrary, people over 45 yo are not so 

interested in that feature 

Dressage revision 

• People who don’t own a horse are more interested in 

revising dressage than horse owners 

• People under 15 yo are very interested in revising Dressage 

on the platform, on the contrary, people over 45 yo are not so 

interested in that feature 

• Riders who have been practicing horse riding for a short 

period (1-5 years) are the most interested in dressage 

revision, on the contrary, experienced riders (>15 years) are 

the les interested in that feature 

Galops exam revision 

• People who don’t own a horse are more interested in 

revising Galops exams than horse owners 

• People who are between 16 and 18 yo are interested in 

revising Galops, on the contrary people over 45 yo are not.  

• Riders who have been practicing horse riding for a short 

period (1-5 years) are the most interested in Galops revision, 

on the contrary, experienced riders are the les interested in 

that feature 

• People who ride 1 or 2 times per week are the most 

interested in revising Galops, on the contrary, very frequent 

riders (6-7 rides per week) are less interested 

• Riders who ride in lessons and in autonomy are the most 

interested in Galops revision 

Table 7: Consumer research: Link between demographic data and riding habits and features 

preferences 
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c. Cluster analysis 

 

The aim of forming clusters is to create groups of potential users that are homogeneous 

concerning their interest in the 4 application’s features.  

The first analysis conducted was Complete Linkage/ Furthest Neighbour to have a first vision 

on the number of clusters to create. 

In order to validate the solutions obtained previously, we conducted a non-hierarchical K-

means analysis.  

 

The analysis of the quantitative data allowed to identify 2 clusters of respondents and 

to characterise them as follow: 

 

 

Group 1 (249 people) Group 2 (91 people) 

 

 

 

 

 

Table 8: Clusters characterisation  

 

From the observations made, it is easy to conclude that group one is a more interesting target 

group.  
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2. CONSUMERS’ INTEREST: 
The last question of the questionnaire was an open question asking the respondent to talk about 

what they would expect from an application dedicated to equestrians. They were free to write 

what they wanted.  

Out of 340 participants, 313 responses were exploitable, the researcher removed the 

blank answers.  

All the responses were put in a spreadsheet, translated from French to English 

(Appendix A.1.6) Afterwards, a colour code (see below) was defined to highlight the recurring 

themes evoked by the respondents and be able to determine what is truly important for potential 

users.  

 

Categories Count Percentage 

Content, training ideas, professional advice 123 39,30% 

Ease of use 45 14,38% 

Performance tracking 38 12,14% 

Social  29 9,27% 

Price 25 7,99% 

Second Hand platform 8 2,56% 

 

Table 9: Consumers’ interests based on their answer to the questionnaire’s open question 

 

Figure 10: Frequency of consumer’s interests quoted in the questionnaire’s open question 

 

The analysis of the responses showed that the quality of the content, the training ideas 

and advice were the most important characteristics for the potential users, 39,3% named it as 

something they expect from using an application dedicated to equestrians. The fact that 

potential users expect a “complete” platform, meaning a platform where they could find 

39.30%
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exercises and training programs for all kinds of disciplines and adapted to the rider’s level 

comes back often. For instance, participant n°111 stated, “Be able to have ideas for exercises 

with different levels of difficulty”.  

It is to be noted that solutions to specific problems are needed, participant n°30 said “I 

have a problem with my mare that lays a lot when galloping in circles. I would like the 

application to offer me solutions to this concern. Why not a ranking by concern type: balance, 

speed, flexibility, etc.”. The respondents’ answers also showed a strong interest in theoretical 

content: “Practical information on equestrian sports, innovations, news etc. “.  

The second most important criteria for potential users seem to be the ease of use and the 

user-friendliness of the platform, 14,38% of the respondents mentioned it. Performance 

tracking seems to be almost equally important, for example, participant n°40 stated, “Easy 

follow up for my 2 daughters, they also go riding and a following-up of their developments on 

only one app would be great”.   

It is also important for horse owners to follow the daily care their horse needs: “I would 

be interested in an “owner” side that would allow me to follow my horse (dentist, osteo etc)” 

The interest in social media was only mentioned by 9,27% of the respondents, for most of them, 

it is important to be able to share advice and experiences with people that share their passion. 

For instance, participant n°288 said “which allows you to exchange constructively, have advice 

and be able to give it.”.  

An element that does not seem to be a big concern for the potential users is the price, only 

7,99% of the respondents talked about it. Even though they come from a minority of 

respondents, these comments highlight the importance of offering an affordable product, some 

respondents require a free app or partially free.  

The least important criteria seem to be the second-hand eCommerce platform, which was 

only mentioned in 2,56% of the responses, however, the comments about it were all optimistic. 

Participant n°180 said, “And if a second-hand space is set up would be a real plus.”.   

Among the responses, some participants made very insightful comments about the expected 

structure of the platform for instance.  

It seems crucial that every part is separated from one another to enhance clarity.  On the 

platform, as noted by participants n°74 “The most important thing is that the application is easy 

to use, readable tabs and easy to start” or by participant n°78 “A 3 -part application for example, 

the first to make a daily exercise program depending on the progress with our horses. We would 

record our progress and answer certain questions to know how to rework or how at the end of 

each session. Depending on what we say that we have successfully managed, the app would 
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adapt the exercises for the following courses. Also, a theory part to be able to train to revise 

alone. And a part to sell material because there is currently no application for that I believe.
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V. Internal Analysis 

A. VRIN Analysis:  
To establish the internal analysis of this business plan, it was chosen to conduct a VRIN 

analysis.  

This framework relies on the idea that not all resources are equally valuable in a business 

and that some of them provide competitive advantages or even sustained competitive 

advantage.  

A firm is said to have a competitive advantage when it is implementing a value-creating 

strategy that is not simultaneously implemented by any current or potential competitors.  

Those resources include all assets, capabilities, organizational processes, and firm attributes 

controlled by a firm that can be used to conceive and implement strategies. These resources are 

believed to have the VRIN characteristics, that focus on 4 essential qualities (Barney, 1991) :  

• Value:  a resource is valuable when it enables a firm to increase its efficiency or 

effectiveness.                                                                                                                                                                                                                                      

• Rareness: Resources that are available to all competitors rarely provide any significant 

competitive advantage. A firm enjoys a competitive advantage when it is implementing 

a value-creating strategy that is not implemented by many other firms.  

• Inimitability: An ideal resource shall not be easily obtained by competing businesses, 

it should be hard to copy. Valuable and rare resources can only be sources of sustained 

competitive advantage if they are imperfectly imitable.  

• Non-substitutable: An ideal resource cannot be substituted by any other resource that 

is not rare or imitable. 

 

 

The VRIN analysis for Equiworld is as follows: 
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Resource Valuable Rareness Inimitability 
Non-

Substitutable 

Type of 

advantage 

Innovative features, only 

platform incorporating features 

like Dressage session learning, 

“Galops” exams revisions 

YES YES NO YES 

Competitive 

advantage 

Quality substitute to several 

other platforms: 

- Social media 

- E-commerce 

- E-learning (equisense) 

- Dashboard (Equilab) 

 

YES YES NO YES 

Competitive 

advantage 

Price: Free trial with referral 

programs 
YES YES NO YES 

Competitive 

advantage 

Platform supported on several 

devices (Smartphones, computer, 

tablet) 

YES NO NO YES 

Competitive 

parity 

Gamified graphic charter and 

high user friendliness 
YES YES YES YES 

 Sustained 

competitive 

advantage  

Diversified revenue sources 

(Subscription, advertising, 

commission) 

YES YES YES YES 

Sustained 

competitive 

advantage 

Offline access and downloading 

sessions 
YES YES NO YES 

Competitive 

advantage 

Shared content and dashboard 

between users 
YES YES YES YES 

Sustained 

competitive 

advantage 

 

Table 10: Equiworld’s VRIN analysis 
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B. SWOT Analysis 

 Advantages Challenges 

Internal 

Strengths  

• Shared content and dashboards 

between groups or owners 

• Diversified, precise and clear content, 

exercise, and training proposition 

• Diversified revenue streams 

• User-friendliness and gamified charter 

• The platform is adapted to different 

levels and profiles of riders 

• Possibility to follow different riders 

from the same family in the same 

environment 

• Enthusiastic riders' community about 

the project, especially riders who are 

still learning with little experience 

• Free trial, referral program  

• Horse riding material brands 

potentially interested in sponsoring the 

platform 

• Researcher’s network (horse-riding 

coaches, developers, accountants, 

lawyers) 

• Equiworld will be supported on several 

devices  

Weaknesses 

• The platform utilization cannot be 

free 

• To stay engaging in the offered 

content, the platform cannot propose 

a large number of courses on every 

single discipline, which may 

discourage some potential users, 

there is room for improvement  

• Number of highly qualified 

associates needed to launch 

Equiworld (software developers, 

UX designers, professional horse-

riding coaches) 

• High starting cost, the break-even 

point is hard to reach  

• In the beginning, Equiworld will 

have low brand equity 

 

External 

Opportunities 

• Direct competition is very limited and 

there is currently no platform 

integrating all the features 

• Horse Riding is the third biggest sports 

federation in France: large number of 

Threat 

• Some competitors like Equisense rely 

on a different business model that 

allows them to offer a large inventory of 

exercises and training for free 

• Galops revision until Galop 4 is 

possible on the FFE's website for free 
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potential users, 600.000 licensed riders 

in 2020 

• France today has the most accessible 

and most qualitative horse-riding 

teaching model in the world 

• Diverse possibilities offered by 

metaverse: shared online space that 

incorporates 3D graphics, either on a 

screen or in virtual reality. 

• French government “ACRE” (support 

for business creation) allows tax 

exoneration or limitation during the 

first year of activity 

• Due to the utilization of the French 

language, the platform can easily be 

made accessible for Belgium, 

Luxembourg, and Switzerland. 

• France provides a competitive 

environment for tech-oriented start-ups 

and scaleups 

• Learn from direct and indirect 

competitors’ best practices (Equisense, 

Vinted, TrainSweatEat) 

• Increasing interest of younger 

generations in ecological concerns, 

waste reduction and money savings.  

• Horse riding is a sport that requires real-

life coaching, the platform is a 

complementary product 

• High rise in consumer price index in 

France (+4,5% in one year) is a threat 

for buying power  

• French children are at the bottom of the 

world rankings for sport practice  

• Strong regulation on GDPR and 

platform fiscality 

 

Table 11: Equiworld’s SWOT analysis 
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VI. Product presentation and goals 

A. Mission, Vision, Value 

1. MISSION 
Equiworld is a platform-based company that provides horse-riding enthusiasts with all the 

important aspects of the stable’ life in one app. It includes: 

• Giving them access to a large range of specific and professional exercises, training 

programs, and theoretical content to help them to improve their riding skills and 

knowledge. 

• Enabling them to monitor their training and their horse care, and to share this data with 

potential co-owners or family members 

• Enjoy the equestrian social life through a dedicated social media area where they can 

exchange with other riders 

• Buy and sell their horse-riding material through a secured second-hand platform. 

It is crucial for Equiworld that the utilisation of the platform is highly enjoyable to the user, 

therefore, the graphic charter is gamified and intuitive, with the aim of recreating a horse riding 

stables with its different spaces: 

• An arena to find the learning content 

• The horses’ boxes to monitor training and care history 

• The clubhouse for the social interactions 

• The locker room to buy and sell material  

2. VISION 
Equiworld intends to become the riders’ favourite application, and the number one horse-riding 

platform.  

3. VALUE 
Corporate culture is defined as the group of beliefs and ideas that a company has and the way 

in which they affect how its way of doing business and its employees behave (Cambridge 

Dictionary, 2022). Corporate culture can influence the workplace environment, 

communication, and management practices.  

 

Corporate values of Equiworld 

• Entrepreneurship and proactiveness  

• Creativity  

• Integrity  

• Kind and positive attitude 
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• Growth mindset 

• Continuous improvement  

• Animal respect  

• Customer orientation

Code of ethics of Equiworld 

• Transparency on salaries 

• Non-discriminatory employment and management practices 

• Healthy and optimized work environment  

•  Budget for learning and development 

• Management practices that enhance career development 

B. Strategic goals setting 
 

1. OBJECTIVES 
 

a. Customer objectives 

 

Private users: 

 

The development of the platform is expected to take 6 months, in the meantime, no employees 

will work for the company except for the founder who will not be paid. 

• Equiworld expects to have 1,33% of French riders on the App (free model) after one 

year (between June and December) = 1.500.000 x 0,0133 = 20.000 

• After 2 years, we expect around 3,33% of French riders to have at least the free version 

of the app = 1.500.000 x 0.035 = 50.000 

• After 3 years we expect around 80.000 free users of the app in France, I.e., 5,3% of the 

French riders. 

• Among all the users of the platform, we expect only 10% of them to pay a 

subscription. 

o As described in the price part, the subscription models can be monthly, bi-

yearly, yearly or 2 years. The following repartition of the premium customers 

is expected: 

▪ Monthly: 33% 

▪ Bi-yearly: 33% 

▪ Yearly: 23% 

▪ 2 years: 11% 

33%

33%

23%

11%

Monthly Bi-yearly Yearly 2 years
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• Brand recognition needs to be a central topic, the aim is to make 80% of the potential 

users aware of the platform’s existence 3 years from its creation (in 2026) 

• Become the most recognized application to prepare for Galops exams as well as 

dressage competitions.  

 

Ecommerce platform: 

• Match Vinted's inventory in 2 years for horse riding material (+/- 25.000 listings) 

• Generate in average 60 transactions (Completed purchase act) per day the first year, 

100 the second year and 150 the third year, with an average 25€ basket.  

• We expect the following sales repartition between private advertisers and professionals: 

Year 1 (2023) = 60 transactions per day                 Year 2 (2024) = 100 transactions / day 

 

 

 

 

 

 

 

 

Year 3 (2025) = 150 transactions per day 

 

 

 

 

 

 

 

 

• Become the most used second-hand e-commerce platform in France for horse 

riding material 

 

 

 

85%

15%

Private advertisers Professional advertisers

70%

30%

Private advertisers Professional advertisers

60%

40%

Private advertisers Professional advertisers
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Horse riding stables 

 

For Equiworld, there is a high interest to make professional advertisers use the platform as 

they also pay a commission for each sale, contrary to the private advertisers, that is why one 

of the objectives is:  

• Convince at least 3 major brands to become sellers on Equiworld and to offer old 

collections or returned / slightly damaged items at discounted prices, after 1 year. 

Advertising 

• Get 10 brands to invest in advertisement on Equiworld after 1 year.  

• Get 20 brands to invest in advertisement on Equiworld after 2 years.  

• Get 30 brands to invest in advertisement on Equiworld after 3 years.  

b. Financial objectives 

• +140% monthly sales growth between years 1 and 2. This is optimistic though realistic 

prevision as Equiworld will only operate for six months during year 1 and will start will 

a low brand recognition. From year 2, Equiworld will have one more employee and a 

higher recognition, allowing the platform to develop quickly. 

• +76% yearly sales growth between yeasr 2 and 3. All the tables allowing to make 

these forecasts can be found in Appendices 2 and 3. 

c. Operational objectives 

• Limit employee turnover, and enhance long-term collaboration 

• Offer 2 six-month internships by semester 

• Reach a grade of at least 4/5 on Glassdoor 

d. Growth perspective 

• Creation of content is niche horse-riding disciplines (treck, western…)  

• Being in the top-ranked app on AppStore and Google Play in sports category after 1 

year 

• Reach an average of 60 transactions per day the 1st year on the second-hand platform, 

100 in the second year and 150 in the third year. 
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2. CRITICAL SUCCESS FACTORS 
 

• Marketing and communication 

strategy 

• Build a strong customer 

relationship 

• Production of innovation and 

interesting content 

• Qualified business partners 

• Partnerships with brands and 

advertisers 

• Partnerships with horse riding 

stables 

• Continual improvement 

• Cost optimization
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VII. Implementation Plan 

A. Canvas Model             

Figure 11 : Canvas Model 
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B. Marketing and communication  
 

1. SEGMENTATION, TARGETING AND POSITIONING 
a. STP Model  

 

Segmentation is a crucial step in the marketing strategy of a company, it allows to tailor and 

target its products or service to fit perfectly the selected customer segment and their needs.  

However, as discussed in the literature part, the practice of horse-riding usually involves a large 

part of passion from the equestrian community, which can be called a consumer tribe.  

Table 12: Segmentation and targeting 

 

 

 

 

 

 

 

 

 
 

 

Figure 12: Equiworld’s positioning 
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b. Persona creation 

The targeting process has led to the elaboration of 3 different personas representing the 3 main 

kinds of users that Equiworld expects to have on its platform: 

 

Persona 1: Marine, 16 years old 

Marine is a high school student. She started horse riding at 11 years old and is passionate about 

it, she rides every Saturday in lessons and currently has her Galops 3, she is willing to sit for 

Galops 4 as soon as possible. 

Marine is a perfectionist rider; she gets frustrated when she doesn’t manage to do an exercise 

correctly and she likes to understand what she worked on during her lessons.  

She has been doing show jumping and dressage competitions for 1 year.  

She doesn’t have her own horse but is often coming to the stable during her free time and takes 

care of her friend's horses. She also does photography and uses her Instagram account to post 

all the photos she takes at the stable 

She has a limited amount of riding material but would like to get more, but her parents think 

riding material is overpriced and useless as she can easily use the one from the riding school. 

She has a lot of old riding clothes that are now too small for her, and she doesn't know what to 

do with them. 

 

Persona 2: Louise, 27 years old 

Louise is a young digital marketing manager in a Parisian Start-up, she has been riding for 18 

years and bought her first horse 2 years ago, she's sharing it with another rider from her riding 

school as she can't come to ride more than 3 times per week. Her horse is young, and Louise is 

struggling with problems it has with its balance. She’s very social and likes the stable's life. 

She takes a lesson once per week but usually rides by herself, she often does the same exercises 

because she doesn't have new ideas. She's passionate about dressage and often does 

competitions. She also enjoys riding outside when the weather is nice. 

She already has lots of materials for her horse and always likes to buy the last fashionable 

items, which can be costly and not very environmentally friendly behaviour.  

 

Persona 3: Sandrine, 42 years old 

Sandrine is the mom of Baptiste (13 years old) and Léa (8 years old) who both do horse-riding 

since they are 5 years old. Sandrine is also an experienced rider with her Galop 7.  
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Her and her 2 children share this passion and engage frequently in show jumping competitions. 

Sandrine is keen on looking at her children’s progress, and she encourages them to pass their 

galops. Baptiste has his Galop 4 and Léa has just passed her Galop 2.  

Sandrine has her own horse, she only rides in autonomy and tries to go to the stable 4 times per 

week. She usually goes after work, and she spends a long time there every Wednesday evening 

and Saturday during her children's lessons. She has a lot of material; she'd like to get rid of 

some items that are too small for the children or that she doesn’t use anymore because her 

locker is full. 

2. MARKETING MIX – 4PS 
a. Product 

 

Name: EquiWorld 

The name EquiWorld is composed of two parts 

EQUI: coming from the Latin root “Equus” which means horse, “Equi” or “equ” is the 

beginning of several words related to the practice of horse riding in France: “Equitation”, 

“Equestre”, “Équidé”, “Equin” ... Therefore, by choosing a name starting with Equi, users are 

supposed to understand immediately the purpose. 

WORLD: The platform aims to recreate all the elements of the rider's world, in a gamified 

manner, that is why it is important that this word appears in the platform's name. 

Logo: Several elements were important for the creation of the logo: 

• A horse and a rider are in the middle of the logo, in the middle of the 

circle. This central position aims to show that they are the main focus of 

the platform.  

• The choice of representing a jumping horse is deliberate, it shows 

dynamism and the willingness to overcome challenges.  

• The platform’s name is also taking an important part of the logo, this is 

to increase brand recognition and create awareness to the users. As the 

brand becomes more known; the brand’s name can occupy a smaller part.  

• The circle represents the “World” 

• Colours choice: Green/Blue tones were chosen for the background, to 

remember nature. Golden was selected for the circle to create a Premium 

feel. 

 

Figure 13: Equiworld’s Logo 
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The platform: 

Equiworld, aims to recreate a riding school’s life on a platform, in a gamified manner. To do 

so the first screen displays the map with the places where the user can go: 

 

Figure 14: Riding school map 

The four different spaces: 

1: The Manege: 

By clicking on the Manège, the user is led to the training part of the 

platform. There, they will have: 

• Videos of exercises 

• Training programs 

• Galops learning contents 

• Dressage competition learning  

• Quiz 

• Filers and categories  

• Search bar  

• Favourites 

• Session creation and sharing  

 

The free version only allows access to a restricted number of 

exercises, Galop 1,2 and 3 learning content,  and 1 dressage script.  

Figure 15: The manege 
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2: The lockers:  

By clicking on the lockers, the user is led to the second-hand eCommerce 

platform of Equiworld. It contains: 

• Search bar 

• Categories 

• Shopping basket 

• Chat  

• Closet, where the user can list its items 

• Orders and history  

 

 

 

3: The horses’ boxes 

By clicking on the boxes, the user is led to his personal dashboard. It contains: 

• Monitoring of activities  

• Training planning 

• Observations 

• Agenda for cares 

• Notes 

In the premium version the user can create as many horse profiles as needed, and all the 

information can be shared with another user, which facilitates horse sharing for instance. 

 

4: The clubhouse: 

The clubhouse is the social part of Equiworld, it includes a photo sharing platform, Q&As, 

group creation and chat. 

b. Price 

 
The pricing strategy of Equiworld is based on 3 main revenue streams.  

 

The Freemium platform:  

Downloading and creating an account on Equiworld is completely free, the free version also 

allows the user to use the basic functionalities of the platform and access a limited amount of 

content (cf. Product).  

Figure 16 : The lockers 

 



75 
 

To access all the content available on the platform, and unblock every functionality, the user 

needs to subscribe to the Premium account. The price of the subscriptions goes as follows: 

Price              / 

Length  

Monthly Bi-yearly  Yearly  2 years 

Month  14.99€ 12.99€ 10.99€ 8.29€ 

Year 179.88€ 155.88€ 131.88€ 99.88€ 

Table 13: Equiworld’s pricing 

To enhance long-term engagement, the pricing strategy is degressive, the longer the user is 

engaged with Equiworld, the cheaper the monthly subscription is.  

 

Twice a year, there is going to be a special offer with a 30% discounted rate on long time 

subscriptions, in order to create "fear of missing out” for the users. The applied prices during 

the offer are: 

Price        / Length  Bi-yearly  Yearly  2 years 

Month  9.50€ 7.70€ 5.80€ 

Year 114€ 92.4€ 69.6€ 

Yearly savings 41.88€ 39.48€ 30.28€ pay  

Table 14: Equiworld’s sales 

Commission on the e-commerce platform: 

The second source of revenue for Equiworld is the second-hand eCommerce platform.  

Here, the revenue will be obtained thanks to a commission taken on every transaction and 

only on the buyer's side.  

The commission will be 5% on the total amount of purchase. This commission will be 

justified as it allows the buyer to be refunded and protected if they are faced with a scammer. 

The advertiser will be able to pay 1€ to promote 1 item for a length of 48h, they can also 

pay 10€ to promote their whole locker for 1 week. The promoted articles will be shown in 

every search. 

The professional advertisers will be able to list all of their products for free as well, but 

they will also pay a 2% commission on each sale.  

 

Advertising on the platform: 

The third revenue stream of Equiworld will be advertising revenue. The platform will show 

advertising to the free users, they will also consent to watch video advertising in exchange for 
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more training credits. Depending on the kind of advertising; the advertisers will be charged 

10€ to 16€ for 1000 impressions (cost per mile). The price is quite high but is justified by the 

highly targeted audience and the potential return on investment for the advertisers.  

c. Place 

Equiworld will be available on Internet browsers, and as an application supported by IOS and 

Android, on smartphones and tablets.  

The platform will also have its own social media (Instagram, Facebook, Tiktok, 

LinkedIn) where it will be active to attract new users, advertisers, and employees.  

Equiworld will also have a YouTube channel.  

d. Promotion 

The promotion of Equiworld will take place on three distinct areas: 

 

In-App promotion: 

 

The platform itself will be used as a promotion tool for free users, a tool to enhance onboarding 

and adoption of the platform. The aim is to convince them to subscribe to the premium 

platform.  

Sales:  

For example, twice a year, for Black Friday and the “platform’s birthday” the price special 

offer will be applied for 1 week and the users will be able to subscribe for long-term for a 

beneficial price. 

Gift cards: 

Equiworld also has a “gift card” promotion tool, allowing someone to buy a 6-month, 12-

months or 24-months subscription to someone else. This is important especially around 

Christmas period or for a birthday.  

 

Figure 17: Equiworlds gift cards 
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Referral program:  

Lastly, users will be able to share a trial session with a friend who is not a premium user. 

A referral program will allow users to refer friends, through a promo code, and if the friend 

subscribes to a premium account for at least 6 months, the person who referred will get a free 

month. 

Online promotion: 

 

Email marketing: 

 

The online promotion of Equiworld will partly rely on email marketing, especially to increase 

customers’ engagement and keep them informed about the app’s evolutions, new features, new 

programs and promotions. The objective is that even if a user starts leaving the app aside or 

doesn’t use it frequently, showing the last news can keep his interest up. 

 

Social media:  

 

A large part of the online promotion of Equiworld will take place on social media, thanks to 

targeted marketing.  

One part of the online promotion of Equiworld will be through paid advertising on social 

media (paid media).  

This is made possible by “Meta Business”, which enables businesses to plan and invest in their 

social media advertisement campaigns, one can define the maximum budget to spend per day 

or per month or per day (Meta, n.d.). The main advantage of this kind of paid advertising is the 

ability to choose your audience. According to Meta (n.d.-a), a business can define the audience 

it would like to reach in three ways: 

• Core audience: Demographic criteria are considered (gender, age, geography…).  

 

 

 

 

 

 

Figure 18: Equiworld’s core 

audience 

 

 

 

• Custom audience: Reach people who have been somehow engaged with your business 

• Lookalike audience: reach people whose interest are similar to those of your current 

customers.  
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The advertised content published on Instagram will take the form of sponsored posts, stories, 

and reels. The point is to reach as impact as many potential users as possible, with posts and 

stories advertising presenting the features of the app and how it could help riders to improve 

their practice thanks to it. The point is to create customer awareness.  

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 19: Equiworld’s social media advertising 

 

 

The most important part of Equiworld’s online promotion will be made through owned media, 

with Instagram, the first interest for Equiworld will be to increase brand recognition.  

The literature review highlighted that providing users with frequent, interesting, and diversified 

content was increasing consumer engagement. Moreover, Equiworld's social media will target 

a “tribe" of horse-riding enthusiastic followers. It is crucial that there is one post per day and 

stories every day.  

Therefore, Equiworld's Instagram feed will showcase extracts of the platform’s content, 

trailers of the upcoming programs with Instagram Reels (15-second videos), as well as 

equestrian actualities, fun facts, rider's tips, recipes, FAQ...  The idea is to keep the followers 

engaged and make them willing to get on the platform or a subscription. The tone used to speak 

to Equiworld’s followers on social media is friendly and humorous.  

Here is an example of what would be Equiworld’s Instagram feed:  
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Figure 20: Equiworld’s 

Instagram feed 

 

 

To increase brand recognition, some giveaways will also be organised with key partners. 

The followers will be encouraged to repost a post in their story, or tag friends in the post 

comments to participate. Besides, to encourage tribal marketing and a community to build 

around Equiworld, several filters will be developed so that Equiworld’s fans can use them in 

their own stories and promote the platform to their friends. 

The contact between Equiworld and its followers will be maintained by direct messages, 

as well as surveys and quizzes in story.  

Another important part of Equiworld’s online promotion strategy is the company's YouTube 

channel. It will contain interviews of horse-riding professionals, famous riders, some tips 

videos about how to prepare a horse's mane for a competition, or how to cut the mane...  

On top of that, once a year, a 3-week training program with 3 videos per week will be 

posted on YouTube and accessible to anyone for free. To follow the YouTube program, users 

will be recommended to download the free eBook on Equiworld. The goal is to get riders 

involved with Equiworld with a free trial. If they want the eBook, they need to get on the 

platform, at least as free users, the end objective is to convince them to get the Premium version 

of the app to keep training with Equiworld. 
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Figure 21: Free yearly e-book, Equiworld 

 

Offline promotion: 

 

Participation in events:  

The promotion of Equiworld will also be offline and will take place through participation in 

fairs, and horse-riding competitions. 

Once a year, Equiworld will be present to: 

• “Le Salon du Cheval de Paris” (Paris Horse Show), which is one of the most important 

events in the horse-riding industry. It occurs each year and gathers more than 100.000 

visitors (JDS, 2022). 

• “Longines Equita Lyon” is a major event and an international reference in the European 

equestrian calendar. It is an event dedicated to horses, an International Horse Show and 

a trade fair (Eurexpo, 2022). 

Sales representatives: 

Besides, sales representatives will regularly go and meet horse riding instructors to advertise 

Equiworld to them and show the benefit they could get from it if they were using it with their 

student riders:  

• Creating sessions recaps with the exercises they worked on 

• Planning and organizing Galops exams revisions 

• Get better performances at Dressage competition 

• Enhance good communication between horse’s co-owners or teams for 

competition. 
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Sessions of cold calling will also be organized daily to call the people that are selling horse 

riding material online and convince them to list their articles on Equiworld.  

 

To recapitulate the promotion and communication strategies of Equiworld, an experience 

map was created to emphasize the relevance of each solution in the customer journey: 

  

Figure 22: Communication and promotion experience map 

 
 

C. Operations 

 
In this section, the goal is to identify the procedures, the structures and goals of Equiworld’s 

teams as well as the timelines. In brief, the objective of this section is to uncover the Who?  

What? Where? When? How? 
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1. WHO? 
To understand who are going to be Equiworld’s collaborators, the following organigram was 

created: 

 

 

 

 

 

 

 

 

 

 

Figure 23: Equiworld’s organigram Year 1 

 

 

a. Full timers  

For the conception and creation of the platform, an external company will be contracted. This 

is the most relevant solution as developing a platform from scratch requires the work of a full 

team for several weeks and it would not be cost-efficient to hire a full team, and not time-

efficient to hire only one person.  

In the first years, the full-time team of Equiworld will be composed of 3 people.  

I (Apolline Pasquale) will oversee sales and after-sales, marketing operations and promotion. 

One person, Yoan Le Pouhaer, will be in charge of finance and accounting. 

Sverre Klein will oversee the maintenance, enhancement and bug fixing on the platform.  

During year 2, a fourth full timer will be hired to work on the tech department, and during year 

3, a fifth full-timer will be hired to oversee the Sales and CRM. 

b. Interns 

Equiworld will also contract 2 interns twice a year for 6 months, they will be assistants in 

digital marketing, and customer service. 

The digital marketing intern will be responsible for the content creation and the 

management of social media of Equiworld, he will also work on the edition of the videos and 

training sessions and quiz.  

The sales intern will oversee managing the questions of users, as well as identifying new 

potential partners and managing existing relationships with some riding schools.  
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c. Freelancers and independents 

The lawyer of the company is independent and is not an employee of Equiworld, he will be 

invoiced monthly. 

Regarding content creation, the professional riders and official horse-riding coaches from 

the “centre equestre de Verneuil sur Avre" will be external partners with whom the training 

programs will be elaborated.  

To shoot the videos, an audio-visual freelance team will be contracted when needed.   

 

2. WHAT? 
The employees of Equiworld have different kinds of missions and tasks that are reparteed 

between departments as follows:  

 

a. Sales and CRM  

Sales:  

• Identify and convince brands to advertise on Equiworld: Among them, horse riding 

material brands such as Harcour, Flex-on, Pomme, Kentucky… will be targeted.  The 

only limit is that the brand doesn’t belong to Voltaire Group which owns Equisense and 

is therefore a competitor. 

• Get supply from privates and professional sellers on Equiworld: By doing competitive 

intelligence and finding new leads every day on free second-hand platforms such as Le 

Bon Coin. 

• Manage the biggest accounts and upsell (integration of new adds) 

• Advertise and sell Equiworld to horse riding-schools: this must be a big part of the 

sale’s job as by onboarding riding schools, Equiworld can reach quickly and efficiently 

a large part of the riders. To do so, in-person visits to riding school will be planned as 

well as demo versions of the app to show Equestrian instructors how their riders could 

benefit from the app.  

CRM 

• Ensure the best possible user experience by providing fast and efficient answers 

• Sell the premium version of Equiworld to users, by communicating with them on the 

phone, via email or social media. Free trials are possible 

b. Marketing 

• Social media management 



84 
 

• Content creation  

• Elaboration of trainings in collaboration with horse riding professionals 

• Data and trends analysis  

• Identify and organise the participation of Equiworld in the most relevant events 

c. Engineering  

• Platform enhancement 

• Bug fixing 

• Integration  

d. Finance  

• Invoice generation  

• Payroll 

• Company accounting 

• Refunds management 

3. WHERE? 
The offices of Equiworld will be located in Issy-les-Moulineaux, near Paris in France. The 

reason is that the rents of offices there are more affordable than in Paris, and the city is well 

connected to Paris and the suburb by public transportation, it is also easy to reach this city by 

car. The horse-riding school where most videos will be shot is located in Verneuil sur Avre. 

This place is easily reachable by taking the train from Paris for one hour, or by driving 1h30.  

The employees of Equiworld will be required to work from the office, with a flexibility of 5 

days of home office per month. The working hours are 9 am to 6pm from Monday to Friday. 

4. HOW?  
To work efficiently, all the employees will be provided with a working laptop (A Mac book 

pro) as well as a mouse and a Jabra Headset.  

Every employee has access to Microsoft office suite, and the marketing employees will 

have access to the Adobe suite.  
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VIII. Financial analysis 
 
The following financial analysis is meant to be as accurate as possible to evaluate the potential 

of Equiworld project, however, it is crucial to bear in mind that this is built on estimations that 

can be inaccurate. Indeed, the expenses and the incomes can be underestimated or 

overestimated. For this business plan, the first year of activity considered is 2023.  

A. CAPEX expenses:  
 

The CAPEX investment in tangible fixed assets is presented in the table below: 

 

CAPEX investment  Value (€) 

Platform and Application development  75.000€ 

MacBook pro x 6 7.200€ 

Photoshop yearly license x 2 720€ 

Microsoft 365 yearly x6  367€ 

Desks, chairs, furniture 2.000€ 

Total 85.287€ 

Table 15: CAPEX Investment 

The quotations used to make the CAPEX estimation can be found in Appendix D. A large range 

of prices were found for the creation and development of the App. The prices varied between 

39.000€ and 200.000€. It was chosen to first invest 75.000€ in the app creation, and to reinvest 

at least 15.000€ each year to work on improvements. 

The initial investment will be financed partly by the author herself (46.000€) and by family 

investment (44.000€) in exchange for 49% of the company shares. A bank loan of 100.000€, 

with an interest rate of 1,75% will be made and reimbursed fully in year 2.  

B. Sales estimates:  

According to the estimations made in the customer objective part, Equiworld should have 

20.000 users after one year. The following sales estimates were made for the first year (2023), 

with in mind that the platform will only operate for 6 months in the year.  
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Table 16: Sales estimates computation Year 1
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According to the objectives settled earlier, Equiworld expects an average 252% sales growths 

each year until year 3, the estimated sales would be as follow:  

Year 2: 935.700 € 

Year 3: 1.649.447 € 

The sales estimate computation for years 2 and 3 can be found in Appendix B and C. 

C. Costs estimates:  
In order to conduct a financial analysis of Equiworld, it is necessary to prepare an accurate 

estimation of the types of costs: 

1. HUMAN RESOURCES:  

One of the most important expenses for Equiworld will be the Human resource costs.  

The full-time employees at Equiworld are people with Master level of studies and at least 

2 years of work experience, their work in the company will be a key to success, as a matter of 

fact, their gross yearly salary must be at least 35.000€ per year.  Regarding the interns, the 

minimum wage in France for their contract type is 3,90€ per hour, with a normal week of 35 

hours, therefore the minimum monthly wage is 546€.   The advantage is that companies doesn’t 

pay social contribution at this wage. During the first year, employees will be hired only for 6 

months. 

Payroll cost map 

2023 (6 

month) 2024 2025 

Per full timer       

Yearly Wage 16 153,85           35,538.46 €      39,076.92 €  

Organisational social contributions 45% 45% 45% 

Yearly organisational social contributions 7 268,85 €            15,992.31 €      17,584.62 €  

Yearly cost of one full timer     23 423,08 €            51,530.77 €      56,661.54 €  

        

Number of full timers = 3 for Y1, 4 from 

Y2, 5 from Y3   70 269 €         206,123.08 €    283,307.7 €  

    

Per intern       

Monthly Wages          546€                 546 €           546 €  

Organisational social contributions 0% 0% 0% 

Yearly cost of 1 intern       3 276€              6,552.00 €        6,552.00 €  

        

Number of interns = 2 6 552 €            13,104 €      13,104 €  

    

Payroll cost map   76 821 €         219,227.08 €    296,411.7 €  

 

Table 17: Payroll cost map 
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2. EXTERNAL SUPPLY AND SERVICES 
 

As mentioned earlier, some expenses are externalised, they are presented in the table below: 

 

Description Total / month Total / Year Fixed or variable? 

Electricity € 258,00 € 3096,00 Fixed 

Water € 15,00 € 180,00 Variable 

Internet € 43,00 € 516,00 Fixed 

Insurances € 120,00 € 1440,00 Fixed 

Maintenance  € 60,00 € 720,00 Fixed 

Accountings € 200,00 € 2400,00 Fixed 

Lawyer € 150,00 € 1800,00 Fixed 

Audio-visual team  4000 48000 Variable 

Professional coach and riders x 2 € 2400,00 € 28800,00 Variable 

Other € 150,00 € 1800,00 Fixed 

TOTAL 7.396,00€ 88.752,00€  

 

Table 18: External Supplies and services  

 

The main external expenses are the audio-visual teams as well as the professional coaches. We 

need them approximately 3 to 5 days per month, 5 hours per day to shoot new videos and 

trainings.  All the prices and estimations were retrieved from suppliers’ website. It was 

established with professional horse-riding coaches that 1 hour of private lesson would cost 80€. 

(Fournisseurs electricité, 2021) 

(Orange, 2022) 

(Coover, 2022) 
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3. PROFIT AND LOSS FORECAST 
 

The point of preparing a profit and loss forecast is to enable a business to enhance financial 

planning, allow a clear vision of the investments one can make and at what stage. 

 

Description Year 1 Year 2 Year 3 

Gross revenue       

Sales 194.789 € 935.700 € 1.649.448 € 

Retained earnings  3.029 € 100.000 € 

Bank Loan 100.000 €    

Gross revenue 294.789 € 938.729 € 1.749.448 € 

Expenses       

Platform and Application development   €        75.000   €        15.000   €        17.000  

Macbook pro x 6  €          7.200   €                -     €                -    

Photoshop yearly license x 2  €             720   €             720   €             720  

Microsoft 365 yearly x6   €             367   €             367   €             367  

Desks, chairs, furniture  €          2.000   €             500   €             500  

Rent  €        30.000   €        30.000   €        30.000  

Wages / Salaries  €        76.821   €      219.227   €      296.411  

Marketing cost  €          8.500   €        20.000   €        40.000  

Utilities  €          8.352   €          9.000   €          9.100  

Accountings  €          2.400   €          2.400   €          2.400  

Lawyer  €          1.800   €          1.800   €          1.800  

Audio-visual team   €        48.000   €        52.000   €        60.000  

Professional coach and riders x 2  €        28.800   €        35.800   €        40.000  

Other  €          1.800   €          2.000   €          2.200  

Dividends  €                -     €                -     €      162.440  

Loan payment   €                -     €      175.000   €                -    

Total expenses  €      291.760   €      563.814   €      662.938  

Profit before tax 3.029 € 374.915 € 986.510 € 

Tax 30% 0 € 112.474 € 295.953 € 

Before tax net margin 2% 40% 60% 

Profit after tax  3.029 € 262.440 € 690.557 € 

 
Table 19: Profit and loss forecast 

 

According to the profit and loss forecast made, Equiworld should start to be profitable after 

year two and will pay dividends to its shareholders from year 3.  
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IX. Project timeline  
 

A. Timeline 
In order to successfully achieve the project, it is important to have a clear idea of the timeline 

to respect and the steps to follow. The predictions for the first year of operations are 

presented below: 

 

Department Colour 

External contractor  

Supply; Marketing, HR  

All departments  

Horse riding professionals  

 

Figure 24: Project timeline of activities 

 

The first seven months of activity will be dedicated to technical and strategic work like the 

development of the platform by professional developers, the acquisition of listings and the 

creation of content. The official launch of the platform will be in July 2023. 

After this stage, the focus will be on creating new content for the platform, training programs 

as well as new theoretical content. The stress will also be put on the acquisition of new listings 

and advertisers for the eCommerce part. 
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B. Breakeven point  
 

 
Figure 25: Breakeven point (in days) 

 
In order to breakeven, Equiworld would need approximatively 12 months (365 days) in 

order to cover the starting costs and operating costs. 
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X. Conclusion 
 

This business plan aims to guide the implementation of Equiworld: an innovative and 

disruptive platform dedicated to improving the practice of horse riding in each of its aspects. It 

can be used by any equestrian, thanks to the large variety of exercises proposed and the highly 

customizable and enjoyable customer experience brought by a gamified design.  

 

This paper provides the founder and the stakeholders with clear guidelines and 

perspectives about the stakes of creating such a platform and the current state of the concerned 

industries.  

 

Across this business plan, the literature was examined to gain sufficient theoretical 

knowledge on all the academic areas related to the creation of Equiworld. Besides, the external 

and internal factors likely to influence Equiworld’s development were reviewed.  

 

When coming up with the idea of a platform for equestrians, the author had lots of ideas 

in mind, but this business plan allowed her to create a focus and develop only relevant ideas. 

This was done by carefully benchmarking the competition and some reference platforms, to 

identify sources of sustainable competitive advantage were identified.  

 

Even with a good idea, a business project cannot work without the right customers. It 

was therefore crucial to identify Equiworld’s customers, understand them, their needs, and their 

interests. With that objective, customer research was carried out through a questionnaire.  

 

Based on the obtained results, growth and marketing strategy was developed, and 

financial forecasts were made based on the market’s data.  

The financial forecast concludes that Equiworld’s project is economically viable with a 

breakeven point reached after 1 year, and a profit after tax estimated around 3.029€ after the 

first year, which is very positive.  

 

However, as always when starting a business, risks and uncertainties persist regarding 

the success of Equiworld, mainly regarding the number of riders that the platform will be able 

to involve the first year, when still missing recognition.   
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Appendices: 
 

Appendix A. Data analysis – questionnaire 

1.1 Sample description:  
The questionnaire was created on Google form, it was distributed via 4 Facebook groups 

dedicated to French equestrians: 

• Cavaliers FFE – petites annonces 

• Cavaliers, chevaux, pensions et matériel dans le 78 

• Aide entre cavaliers et cavalières 

• Tous les cavaliers/cavalières on se rejoint ici 

341 responses were collected.  

Gender: 

The sample is composed in large majority of women 

(92%), and of 8% of men. This is representative of 

the average gender repartition in horse riding clubs 

 

. 

Age: 

Participants were reparted in 6 age groups. The 

repartition is almost homogenic in term of size of 

the groups, however, the largest groups are the 

one with respondents between 19 and 25 years 

old (33,7%), followed by the group 26 – 35 yo 

(18,5%) and the group 16-18 yo (16,4%).  

The smaller group is the one composed by people 

under 15 years old. 

 

 

 

For how long have you been practising horse 

riding?  

This question was eliminatory if the participant 

answered “Never”. The responses collected show 

clearly that most respondent have been horse 

riding practitioners for more that 15 years 

(48,1%), after that comes the group with 

respondents that have been practicing horse 

riding for 11 to 15 years (22,9%). The people who 

responded the questionnaire are mainly very 

experienced riders. 

 

 

 

Do you own a horse or are you sharing one? 

¾ of the participants owns a horse or shares one with 

other people. The 25% left probably are riders from 

clubs where they practice horse riding.  

 



101 
 

 

How many times per week do you do horse riding? 

Almost half of the participants (47,5%) only ride 1 to 

2 times per week. The second largest group composed of 

28,7% of the respondents ride 3 to 4 times per week.  

 

Do you ride in autonomy, or do you take lessons? 

52,2% of the respondent have a hybrid practice of 

horse riding, and ride by themselves in autonomy but 

also take lessons with a horse riding professional. 28,7% 

ride only in autonomy, and19,1% only take lessons and 

never ride alone. 

 

What do you mainly work on? 

(3 responses) 

When asked what respondents mainly work on in 

their horse-riding practice, the largest part (229 

people - 67,2%) answered work on the flat, which 

means general training that can be done with or 

without floor poles.   The second category is “outside 

work”, with 181 respondents (53,1%), and the third 

one is jumping (175 – 51,3%).  

 

 

 

Do you sell the material you are no longer using? 

68,8% of the respondents sell their material when they don’t 

use it anymore. Those 232 people are potential advertisers 

that could provide Equiworld ecommerce platform with 

supply. 

 

Do you buy second-hand material? 

76,2% of the respondents buy second-hand material, those 

are 259 potential buyers for Equiworld ecommerce platform. 

 

 

 

 

 

 

Would you use a new platform allowing you to buy 

and sell second-hand horse-riding material? 
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71,3% (243 people) of the respondents answered that they would use such a platform. 11,4% 

(39) are not sure, and 17,3% (59) wouldn’t use it.  

 

Are you a member of groups dedicated to horse riding on 

social media, or do you follow any equestrian influencer?   

94,7% of the respondents are part of an online community 

dedicated to horse riding. 

 

 

 

 

 

Would you be interested in a platform integrating 

Dashboard / Dressage learning / Galops learning / 

New exercises ideas? (1 not at all – 5 very interested) 

The respondents are interested in all the feature 

proposed, but mainly the dashboard (4,34/5) and the 

new exercises propositions (4,33/5). 

 

 

 

A.1.2 Parametric Analysis: T Test  

 
In this research, T –test is used to determine whether there is a significant difference between 

the means of two groups. In this case, we would like to know whether there is a significant 

difference between male and female interest for the four proposed features. 

Does gender influence the interest in proposed features? 
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Levene test to the Equality of variances of the variable under analysis (interest 4 potential 

features of the app (New exercises, Galops revision, Dashboard, Dressage revision) in the 

two groups (here defined by gender)  
Hypotheses:  

H0= σ²1 = σ²1 

H1 = σ²1 ≠ σ² 
Here, Sig > 0.05 for every feature of the application, therefore, H0 is accepted, do not reject 

that samples come from populations with equal variance of the variable. To test the equality 

of means, choose the test statistics that assumes the equality of variances of the variable 

under analysis in the two groups (first line of the table: equal variances assumed). 
t-test to the equality of means of a variable in two independent groups:  

Hypotheses:  

H0: µ1 = µ2  
H1= µ1 ≠ µ2 

Feature 1: new exercises  

(Sig=0.050) ≤ (σ=0,05) Reject H0, and conclude that the interest in new exercises is not the same 

for women and men. The result suggest that Women tend to be more interested than men in this 

feature. 

Other features:  

σ > 0,05, Accept H0 and conclude that thar the interest revising galops, having a dashboard and 

revising dressage does not depend on the participant’s gender. 

 

Does being a horse owner influence the interest in proposed features? 

 

 
 

 

 

 

 

 

 

 

Levene test:  
Hypotheses:  

H0= σ²1 = σ²1 

H1 = σ²1 ≠ σ² 
Feature 1: new exercises  

Here, Sig > 0.05. H0 is accepted, do not reject that samples come from populations with 

equal variance of the variable. To test the equality of means, choose the test statistics that 

assumes the equality of variances of the variable under analysis in the two groups (first line 

of the table: equal variances assumed). 
Feature 2: Galops revision 
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Here, Sig < 0.05. H0 is rejected, we assume that samples come from populations with 

unequal variance of the variable. To test the equality of means, choose the test statistics that 

assumes the inequality of variances of the variable under analysis in the two groups (second 

line of the table: equal variances not assumed). 
Feature 3: Dashboard 

 Here, Sig > 0.05. H0 is accepted, do not reject that samples come from populations with 

equal variance of the variable. To test the equality of means, choose the test statistics that 

assumes the equality of variances of the variable under analysis in the two groups (first line 

of the table: equal variances assumed). 
Feature 4: Dressage revision 
 Here, Sig > 0.05. H0 is accepted, do not reject that samples come from populations with 

equal variance of the variable. To test the equality of means, choose the test statistics that 

assumes the equality of variances of the variable under analysis in the two groups (first line 

of the table: equal variances assumed). 
 
t-test to the equality of means of a variable in two independent groups: 

  

Hypotheses:  

H0: µ1 = µ2  
H1= µ1 ≠ µ2 

 
Feature 1: new exercises 

 σ > 0,05, Accept H0 and conclude that that the interest in new exercises does not depend on 

horse ownership 
Feature 2: Galops revision 

 (Sig=0.00) < (σ=0,05) Reject H0, and conclude that the interest in Galops revision is not the 

same depending on horse ownership. The result suggests that participants who doesn’t own a 

horse are more interested in revising Galops 

Feature 3: Dashboard 

 σ > 0,05, Accept H0 and conclude that thar the interest in dashboard does not depend on horse 

ownership 
Feature 4: Dressage revision 
 (Sig=0.03) < (σ=0,05) Reject H0, and conclude that the interest in Dressage revision is not the 

same depending on horse ownership. The result suggests that participants who doesn’t own a 

horse are more interested in revising dressage. 

 

A.1.3 Parametric Analysis: ANOVA and Kruskal-Wallis test 
 

It was decided to run a one-way analysis of variance (ANOVA test) to determine whether there 

are any statistically significant differences between the means of three or more independent 

(unrelated) groups.  

Here, we want to know whether the interest for the proposed future is different according to 

each age group, to the start date of horse-riding practice, and the number of rides per week.   

The aim of this analysis is to compare the distribution of the interest given to each attributes 

according to: Gender, age group, time of practice of horse riding, horse ownership, number of 

rides per week, riders that practice in lessons or in autonomy. 

ANOVA analysis could not be conducted as for each studied variable, we one obtained  

Sig > 0,05, the assumption of equality of variances is rejected, therefore, the ANOVA analysis 

cannot be pursued, and the researcher conduct a non-parametric analysis: Kruskal-Wallis test.  
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Kruskal-Wallis test is used to establish the equality of the distribution of a variable in three or 

more independent groups.   

Factor n°1: Age Group 

Ranks 

 Age N Mean Rank 

Interested new exercises de 15 ans 19 158.45 

de 45 ans 55 130.72 

16 - 18 ans 56 160.07 

19 - 25 ans 115 159.43 

26 - 35 ans 63 160.12 

Total 308  

Interested Galops de 15 ans 19 179.37 

de 45 ans 55 108.62 

16 - 18 ans 56 185.79 

19 - 25 ans 115 161.79 

26 - 35 ans 63 145.93 

Total 308  

Interested Dashboard de 15 ans 19 182.87 

de 45 ans 55 130.37 

16 - 18 ans 56 161.56 

19 - 25 ans 115 165.09 

26 - 35 ans 63 141.40 

Total 308  

Interested Dressage de 15 ans 19 184.92 

de 45 ans 55 126.49 

16 - 18 ans 56 174.04 

19 - 25 ans 115 154.24 

26 - 35 ans 63 152.88 

Total 308  

 

Test Statisticsa,b 

 

Interested new 

exercises 

Interested 

Galops 

Interested 

Dashboard 

Interested 

Dressage 

Kruskal-Wallis H 6.268 29.828 12.530 12.465 

df 4 4 4 4 

Asymp. Sig. .180 .000 .014 .014 

a. Kruskal Wallis Test 

b. Grouping Variable: Age 

 

Hypotheses:  

H0: the distribution of the interest in 4 potential features of the app (New exercises, Galops 

revision, Dashboard, Dressage revision) is the same for each of the 6 studied age groups  
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H1: of the interest on 4 potential features of the app (New exercises, Galops revision, 

Dashboard, Dressage revision) is different for at least one of the 6 defined age groups.  

 

Significance level = 0,05  

 

Decision:  
 

Feature Sig Decision Comment 

New 

exercises 

Sig = 0,180 > 

0,05   

Accept 

H0 

The distribution of the interest in being proposed new 

exercises is the same for each of the 6 studied age 

groups 

Galops 

revision 

Sig = 0,00 < 0,05 Reject 

H0 

The distribution of the interest in Galops revision is 

different for at least one of the 6 populations defined 

by age group.  

If we look at the sample mean ranks, we conclude 

there is evidence from the sample that revising Galops 

exams is lower for participants over 45 years old and 

higher for people between 16 and 18 years old. 

Dashboard Sig = 0,014 < 

0,05 

Reject 

H0 

The distribution of the interest in Dashboard is 

different for at least one of the 6 populations defined 

by age group.  

If we look at the sample mean ranks, we conclude 

there is evidence from the sample that Dashboard 

feature interest is lower for participants over 45 years 

old and higher for people under 15 years old. 

Dressage 

revision 

Sig = 0,014 < 

0,05 

Reject 

H0 

The distribution of the interest in Dressage revision is 

different for at least one of the 6 populations defined 

by age group.  

If we look at the sample mean ranks, we conclude 

there is evidence from the sample that dressage 

revision feature interest is lower for participants over 

45 years old and higher for people under 15 years old. 

 

 

 

 

 

 

Factor n°2: Length of horse-riding practice  
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Decision:  

Feature Sig Decision Comment 

New 

exercises 

Sig = 0,633 > 

0,05   

Accept 

H0 

The distribution of the interest in being proposed new 

exercises is the same for all groups independently of 

when they started horse riding  

Galops 

revision 

Sig = 0,01 < 0,05 Reject 

H0 

The distribution of the interest in Galops revision is 

different for at least one of the 5 populations defined 

by practice length.  

If we look at the sample mean ranks, we conclude 

there is evidence from the sample that interest in 

revising Galops exams is lower for participants that 

are experienced (ride for more than 15 years), and 

higher for unexperienced riders (1 to 5 years) 

Dashboard Sig = 0,381 < 

0,05 

Accept 

H0 

The distribution of the interest in a dashboard is the 

same for all groups independently of when they 

started horse riding  
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Dressage 

revision 

Sig = 0,004 < 

0,05 

Reject 

H0 

The distribution of the interest in dressage revision is 

different for at least one of the 5 populations defined 

by practice length.  

If we look at the sample mean ranks, we conclude 

there is evidence from the sample that interest in 

revising dressage lower for participants that are 

experienced (ride for more than 15 years), and higher 

for unexperienced riders (1 to 5 years) 

 

Factor n°3: Number of rides per week 

 
Decision:  
 

Feature Sig Decision Comment 

New 

exercises 

Sig = 0,293 > 

0,05   

Accept 

H0 

The distribution of the interest in being proposed new 

exercises is the same for all groups independently of 

how many rides they have per week  

Galops 

revision 

Sig = 0,01 < 0,05 Reject 

H0 

The distribution of the interest in Galops revision is 

different for at least one of the 4 populations defined 

by frequency of riding.  

If we look at the sample mean ranks, we conclude 

there is evidence from the sample that interest in 

revising Galops exams is lower for participants that 

ride 6 to 7 times per week, and higher for participant 

that ride 1 to 2 times per week. 

Dashboard Sig = 0,819 < 

0,05 

Accept 

H0 

The distribution of the interest in a dashboard is the 

same for all groups independently of how many rides 

they have per week 
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Dressage 

revision 

Sig = 0,479 < 

0,05 

Accept 

H0 

The distribution of the interest in dressage revision is 

the same for all groups independently of how many 

rides they have per week 

 
Factor n°4: Type of ride 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Decision: 

Feature Sig Decision Comment 

New 

exercises 

Sig = 0,182 > 

0,05   

Accept 

H0 

The distribution of the interest in being proposed new 

exercises is the same for all groups independently of 

how they ride  

Galops 

revision 

Sig = 0,00 < 0,05 Reject 

H0 

The distribution of the interest in Galops revision is 

different for at least one of the 3 populations defined 

by type of ride.  

If we look at the sample mean ranks, we conclude 

there is evidence from the sample that interest in 

revising Galops exams is lower for participants that 

ride in autonomy, and higher for participant that ride 

in lessons. That’s probably because the rider who can 

ride alone are more likely to have already passed their 

Galops. 

Dashboard Sig = 0,304 < 

0,05 

Accept 

H0 

The distribution of the interest in a dashboard is the 

same for all groups independently of how they ride 

Dressage 

revision 

Sig = 0,00 < 0,05 Reject 

H0 

The distribution of the interest in Dressage revision is 

different for at least one of the 3 populations defined 

by type of ride.  

If we look at the sample mean ranks, we conclude 

there is evidence from the sample that interest in 

revising Dressage is lower for participants that ride in 
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lessons, and higher for participant that ride in lessons 

and autonomy. That’s probably because the riders 

riding in lessons and autonomy is experienced and 

thus, likely to engage in dressage shows. 

 

A.1.4 Cluster Analysis 
 

The aim of forming clusters is to create groups of potential users that are homogeneous 

concerning their interest in the 4 application’s features. 

Hierarchical Cluster 
The first step is hierarchical cluster analysis, because we don’t know how many groups to 

form.  

The first analysis conducted is 

Complete Linkage/ Furthest 

Neighbour.  

Solutions with 2, 3, 4, and 5 groups 

From the Dendogram obtained 

suggest solutions with 2, 3, 4 and 5 

clusters, and we can observe that the 

largest jump suggests 3 groups (blue 

line).  

 

In order to get more interpretable 

results, we conducted a Ward’s 

method cluster analysis.  

 
Ward Analysis shows that the 

largest jump is between groups 2 , 3 

or 4 groups 

 

 

 

 

 

 

 

 

 

 

 

 

 

Non-hierarchical K-Means Cluster Analysis:  
 

In order to validate the solutions in 2, 3 or 4 clusters obtained with Ward’s method, we will 

conduct a non-hierarchical K-means analysis.  
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Below are the solutions obtained for 2, 3 and 4 groups with Ward’s methods 

 

2 solutions:      3 solutions: 

 

4 solutions: 

 

 
 

Below are the solutions obtained for 2, 3 and 4 groups with K-means methods 

 

      2 solutions:      3 solutions: 

4 solutions: 

 
 

 

 

 

By cross tabulating the solution in 3 groups from Ward’s method with the solution in 3 

groups from K-Means, it is possible to conclude that the proportion of individuals equally 

grouped in the two procedures equals (163 + 7 + 54) / 340 = 0.659 
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By cross tabulating the solution in 4 groups from Ward’s method with the solution in 4 

groups from K-Means, it is possible to conclude that the proportion of individuals equally 

grouped in the two procedures equals (33 + 160 + 19 + 24) / 340 = 0.694 
 

 

 

By cross tabulating the solution in 2 groups 

from Ward’s method with the solution in é 

groups from K-Means, it is possible to 

conclude that the proportion of individuals 

equally grouped in the two procedures equals 

(241+85) / 340 = 0,959 

 
 

In brief: it is possible to conclude that the solution in 2 groups is the one that has the highest 

proportion of individuals equally grouped when using a non-hierarchical and a hierarchical 

cluster analysis procedure, and therefore is the one that is going to be preferred and chosen. 
 

 

A.1.5 Characterizing the 2 groups that were obtained  
We will characterize the groups that were obtained in the solution we have chosen with 2 

clusters using Ward’s method. To characterize each of the groups we use information about 

the grouping variables, as well as about other characteristics of the respondents.  

 

Groups 1 is the largest, with 249 respondents, and group 2 is the smallest, with 91 

respondents.  

 

• Plot with the means of the grouping variables (the score for interest in the 4 features) 

for each group: 



113 
 

Group 1 participants are really 

interested in every feature of the 

app, with a mean over 4,5/5 for 

every feature. 

Group 2 is composed by 

participants who are slightly less 

interested in the feature. They 

don’t want to use the Galops and 

Dressage revision feature 
 

 

• Characterizing the 2 groups 

using information about other 

characteristics of the respondents 

Age group: 

There is no extremely clear pattern 

regarding the repartition of ages in the 

groups. However, it can be noted that: 

56% of group 1 is composed by people 

between 19 and 35 yo, 2/3 of them being 

between 26 and 35 yo. 

In group 2, the largest group is the one 

composed by respondents between 16 

and18 yo. 

 

 

Practice length: 

The main information brought is that in 

group 1, there are riders from every 

group, on the contrary, group 2 is largely 

focused on experienced riders with 58,2% 

of people riding for more than 10 years. 

This group almost doesn’t have beginners 

with only 2,2%. 

 

Number of rides per week: 

In group 1, there are 50% of equestrians 

that ride 1 to 2 times per week. Only 21% 

can be considered very frequent riders with 

more than 4 rides per weeks 

 

In group 2, there are 30,8% of riders that 

ride more than 4 times per week and only 

40% that ride 1 or 2 time.   
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Ride in lessons or in autonomy: 

In both groups, nearly 40% of the participant have a 

mixed practice of horse riding, meaning that they ride 

both in lessons and in autonomy.  The most striking 

difference between the two groups is that 40,7% of 

the participants in group 2 only ride in autonomy.  In 

group 1, that is only 24,4%. Again, that shows that 

group 2 is composed of more experienced or 

independent riders who do not take lots of lessons. 

 

 

 

 

Second Hand platform: 

The result show that participants of group 1 are largely 

more interested in using a second-hand platform to sell and 

buy horse riding material. In group 2, 29,7% of the 

respondent claimed that they would not use such a service. 

 

 

 

 

 

 

Horse ownership: 

Before interpreting these results, it is important to 

note that the initial sample of 341 respondents had a 

strong majority of horse owners (75%).  

Here we can see that group one is composed by 

29,6% of non-horse owner and only 70,4% of horse 

owners, which is less in proportion than in the initial 

sample. 

On the contrary, group 2 is composed of 84,6% of 

horse owners which is proportionally more than in 

the initial sample.  
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A.1.6 Open question data analysis: 

The next pages contain the exhaustive list of the answered to the question: What do you 

expect from a platform dedicated to equestrians 
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Appendix B. Sales computation year 2  

 
Table: Sales computation Year 2 
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Appendix C. Sales computation year 3 
 

 

Table: Sales computation Year 3 

  



131 
 

Appendix D. Expenses quotation, platform creation 
 

 
(Sergent Web, 2022) 

 

 
(La fabrique du net, 2022) 

 

Appendix E. Questionnaire 
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Appendix F: Evaluation criteria Galop 3 
 

 
 

 

(FFE.com, 2022) 
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(FFE.com, 2022) 

 




