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DISCLAIMER

This information package may include certain statements, estimates or projections with respect to the anticipated future  

performance of the Company. Such statements, estimates or projections are based on assumptions or judgments about future  

events and Company actions that may or may not be correct or necessarily take place and are by their very nature, subject to  

significant uncertainties and contingencies, many of which are outside the control of the Company.There can be no assurance,  

therefore, that any estimates or projections will berealized.



Our name, Vosay, originates from the Portuguese word, você, which means you.
Our offerings celebrate the uniqueness of the individual -you.

ABOUT US

¢ƘŜ ±ƻǎŀȅ /ƻƭƭŜŎǘƛƻƴ όά±ƻǎŀȅέύ ƛǎ ŀ ƭƛŦŜǎǘȅƭŜ ōǊŀƴŘ ŦƻŎǳǎŜŘ ƻƴ ōǊƛƴƎƛƴƎ ƛƴƴƻǾŀǘƛǾŜ ƻƴŜ ƻŦ ŀ ƪƛƴŘ ǇǊƻŘǳŎǘǎ ǘƻ ǘƘŜ ǎŜƎƳŜƴǘ ƻŦ ǘhe population 

that pride themselves on their uniqueness and seeks products that highlight that uniqueness. The current portfolio of products that Vosay 

has introduced are wood based furniture products.



Wearelookingforentrepreneurs,notemployees.Theidealpartnersareateamof  

peoplewhoarereadytobuildabusinessτ peoplewhosebestyearsareahead

ofthem.

²ŜΩǊŜ looking for entrepreneurs with the right mix of experience, drive, creativity, and  

culturalfit.

Inreturn,weprovideinvestment,mentoring,tools,andresourcestohelpthemreach  

new heights ofsuccess.

4

What We Are Looking For

CONTEXT

To date over $500,000 has been invested to startup the company.

After the initial round of funding, the founders and investors of The Vosay Collection  

ŀǊŜ ƭƻƻƪƛƴƎ ŦƻǊ ǘƘŜ ǊƛƎƘǘ ǘŜŀƳ ǘƻ ŦǳǊǘƘŜǊ ŘŜǾŜƭƻǇ ǘƘŜ ŎƻƳǇŀƴȅΩǎ ŜƴŘŜŀǾƻǊǎ ŀƴŘΣ ǿƛǘƘ  

a new round of investment from the founders, take it to the next stage. 

WHAT WE ARE LOOKING FOR



Nana Baffour

Mr. Baffour is the Chairman and CEO of Getronics

and Cimcorp Group, companies focused on data

center, IT services and infrastructure businesses with

a combined 500 million euro in revenues, 5 thousand

employees and operations in 22 countries.

Prior to becoming an entrepreneur, Mr. Baffour

worked for several blue-chip global companies

including Standard and Poorôs(S&P) and Credit

Suisse First Boston in Europe and the U.S. Currently,

Mr. Baffour splits his time between homes in London,

New York and Sao Paulo.

Frank Asante-Kissi

Mr. Asante-Kissi has over 15 years of experience in

managing the operational excellence of IT services

and infrastructure businesses. Working in

conjunction with Mr. Baffour, Mr. Asante-Kissi has

been involved in the acquisition and management of

numerous companies, including Getronics, Grupo

Cimcorp, Vertex Data Science, DMW Systems,

Consonus Data Centers, and Strategic Technologies,

amongst others.

Kisha Hunter

Kisha has over 20 years in retail experience in both

hard and soft goods. She began her career at the

Limited Brand Inc where she served as Retail Sales

Manager and led her team to increase sales and

reduced shrink numbers. She would go on to work

at Ann Taylor Loft as a Retail Store Operations

Manager overseeing all faucets of the daily

operations of the business. She has also worked for

Gap Inc as well as Bed Bath and Beyond as the

Customer Service Manager in charge of the Bridal

Department, Sales Department, Employee Training

as well as the overall customer experience in stores.

Meet our Founders
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OUR FIRST COLLECTION
The first collection in the Company`s product  portfolio, 
the Phoenix Collection, is the set oftables  from original 

Sucupira rootsections.

ÁThe design process is focused on maintaining the natural contours and grain of this  
particular root ςwhich gives each table its unique shape. The creation process is focused  
onmakingthatpieceof root afunctionalproductthataccentuatesaroombybecominga  
focal point in a room and a focus of sharing and collaboration. The root section is then  
complimented with metal or wood feet and in some cases a glass top to provide more  
functional art. Created by nature, enhanced byVosay.

ÁEachSucupiraroot sectionisevaluatedbysizeandshapeto fit with classictablefunctions;  
accent table, dining table or occasional table. Our design team then matches this top,  
specified function with a base/leg design constructed for stability and sized to fulfil the  tables 
function. A finish is then specified and production is completed, top and base are  packed for 
White GloveDelivery.

ÁCurrently,thereare100+piecesininventoryreadyto ship.
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In the short-term, the company must sell the current phoenix collection in inventory of 100+ products produced. That  meanscreate and
implementasophisticatedsalesanddistributionstrategyfor theVosayluxuryfurnitureproducts.Inthe  mid/long-term,thecompanycan
explorestrategieswith differentlinesofproducts.

TheCompanyapproachesitsproductsinthesamewayanartistapproacheshis/hercreationsandsothemarketing  approachof
thebusinessismodeledafterthehigh-endfashionandartmarkets.

The products have to be displayed and presented in a manner that speaks to their unique nature as well as tries to link  the product to 
the lifestyle and aspirations of the purchasers. The Company intends to use a branding strategy that seeks  to linkitsproductsto the
uniquenessofeachindividualandthepersonalchoicesthatwemakeregardingproducts.

We all recognize the retail paradigm shift from brick and mortar toward the digital world. Constructing a sales plan that  incorporates this 
paradigm shift while recognizing that the Phoenix Collection, truly speak to customers when they are  presented in a complete 
environment in person. This classic presentation allows the collector to see, touch the details  and beauty of the wood, appreciate the size 
and weight of each piece, recognize the presence, individuality and value of  eachitem.Creatingbothphysicalanddigitalenvironments
thatcanportraythesefeatureswill becriticalto thesuccessof  thebusiness.Canthisbedone.Whatisthecost?Howandwhereto we
developtheseenvironments?

KEY MESSAGES FOR APPLICANTS



Luxury Furniture Market is expected to garner $37 billion in 2020, registering a CAGR of 4.1% during the forecast period 2016-

2020.
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Global Market Size (2016)

USD 33.01 BN

Historical Growth

2016

33. BN

2020

37.01 BN
CAGR  

4.1%

Highlights

CAGR  

4.1%

Å Luxury furniture showcase the best of an elite quality, and design associated with a certain  

era. Often crafted out of metal, glass,wood andsoon, they add to the aesthetic value of an  

establishment suchashomes,hotels, offices andother indoor or outdoor areas.

Å Out of the total furniture market share, the domestic furniture segmentandcommercial  
segmentaccounts for approximately 70%and30%respectively.

Å Theconvenienceof online shoppingaswell asincreasingvisibility of luxury furniture through  

displays in malls and furniture shops are together bolstering the growth of the global luxury  

furniture market.

Å Growing disposable income of the people is also supporting the growth of the luxury  

furniture market acrossthe globe. This is becausean increasein the income hasled to ashift  

in the preference of consumersfrom ordinary furniture to luxury furniture items.

Å Europewill emerge asthe most lucrative market for luxury furniture andreach the figure of  

US$8,779.6 mn by 2022. In addition to Europe, the Middle East will also be an attractive  

market in yearsto comeon account of the growing hospitality sector.

GLOBAL LUXURY FURNITURE MARKET

33

37

2016 2020

Source:LuxuryGoodsWorldwide Market Study, Fall-Winter  

2016, BainCompany



LUXURY FURNITURE MARKET vs TOTAL LUXURY MARKET

Luxury Furniture Market is the 7th biggest market out of ten categories in the global luxury market.

Source:LuxuryGoodsWorldwide Market Study, Fall-Winter  

2016, BainCompany
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