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	Key partners 
Prestige Hair Outfitters (PHO) will employ 2 highly skilled hair extension/wig specialists, one of which will be the owner of the business. They will be responsible for carrying out the hair extension and wig services including fitting, cutting, styling and consultations.
We will require a private room preferably within a salon/beauty environment. This will allow us to operate without the high costs and risks involved in purchasing or leasing commercial property.  We will work with wig manufacturer Aderans which is UK based and will supply us with a reliable service where we can purchase quality human and synthetic hair wigs. The company is well established and holds a large inventory of stock for availability. We will also work with wig company ATM wigs based in China who will supply wigs and hair replacement systems. To create our bespoke wigs, we will use a well-established hair extension company Red Carpet Luxury hair who are a London based and provides high quality, ethically sourced human hair extensions. This will reduce the risk of poor-quality extensions and wigs, provide consistency and allow us to meet customer expectations and build trust. Having multiple suppliers will reduce the risk of supply shortages and dependency on a single supplier, which supports business continuity. This reflects the reflects the importance of key partnerships in helping business to optimise resources, reduce risk and create value (Osterwalder and Pigneur, 2010). We will engage a Digital marketing and SEO specialist Theo Ruby who will be responsible for managing Prestige’s SEO and business promotions.








	Key Activities 
For Prestige to be successful we will need to source and purchase high-quality wigs and hair extension pieces to maintain constituency and quality. We will provide one to one private consultation help clients choose the right wigs and ensure a comfortable fit and offer professional cutting and styling services. This will include providing aftercare advice and support to ensure client satisfaction because “customer satisfaction is influenced by customers’ evaluations of service quality” (Zeithaml, Bitner and Gremler, 2018, p. 79). We will continue to market and promote the business, manage appointments, maintain stock levels and provide a professional service to enhance the client experience. 










	Value Proposition 
At Prestige Hair Outfitters we understand the effect that hairloss can have on a woman's confidence, identity and well-being.  which is why our mission is to provide personalised wigs designed to make women look and feel good about themselves. Unlike other companies that just simply sell wigs, Prestige offers a full service where each client will receive a private consultation, get expert advice with one of our wig specialists, who has over 25 years' experience fitting hair replacement systems and wigs, and leave feeling confident knowing that they are the proud owner of a high-quality wig made from 100 % human hair that has been ethically sourced, tailored specifically to their needs. According to Grand View Research (2026), the global hair wigs and extension market is expected to grow at a CAGR of 9.6% from 2026 to 2033. Although we cater for all hair types, we are aware of the stigma around black women wearing hair extensions and wigs in relation to losing their identity therefore Prestige offers clients the choice of selecting hair that closely matches their natural hair texture or their personal preferences. “The value proposition consists of a cluster of benefits that satisfies customers’ needs” (Kotler and Keller, 2016, p. 31). With the array of colours, textures, lengths that are available we are certain that whatever you choose, it will look and feel right for you. 
	Customer Relationships
Prestige will build strong customer relationships through personalised consultations to assist the clients to purchase wigs that meet their needs, style and budget. We will create a friendly, supportive salon experience by offering hot and cold refreshments and personalised aftercare advice. We will build customer loyalty through a loyalty programme offering exclusive discounts alongside a friends and family referral programme providing 10% discounts for referring clients. According to Rosario and Casaca (2023), relationship marketing involves establishing, maintaining and improving relationships with customers, which can have a positive effect on customer satisfaction, trust and customer retention. Prestige wil create long term relationships with clients by providing a personalised and supportive service. 
We will also run monthly wig workshops to provide expert advice on purchasing wigs, maintenance and styling, helping to build stronger relationships.
	Customer Segments 
 Prestige will target a niche market of women aged 30-65, experiencing hair loss due to conditions such as alopecia, chemotherapy treatment, menopause or other hairloss related issues. According to Katayama et al. (2025), wig purchases among cancer patients is influenced by demographic and treatment related factors, this demonstrates that medical wig wearers represent an important customer segment within the wig market. Our customer segmentation is based on age, gender, cultural background, income level, lifestyle and individual needs. Our target market is socially active women from diverse backgrounds, who have an income between £30,000-£50,000, value their appearance and require comfortable, natural looking hair replacement systems and wigs that suit their personal style and budget. Prestige will also provide a ready-made range of cost-effective wigs to suit all budgets.  
 

	
	Key Resources 
Prestige human resources will require 2 trained staff members to provide hair extensions and wig services.
 The physical resources include a small private room equipped with a backwash or the flexibility to install one. We will also require salon furniture, hairdressing equipment, display shelves, wig stands and mannequin heads, a small table, access to refreshment area for hot and cold drinks and magazines.  
The inventory resources required are wigs and hair extension pieces, styling and aftercare products. 
Intellectual resources will include specialist knowledge and experience of staff members, including qualifications, a portfolio of before and after images showcasing our work, brand identity, which includes the business name and logo as well as client records. 








	
	Channels 
To promote Prestige, we will establish an online presence through the marketing specialist. The customers will be reached through the optimisation of our website, educational blogs, and social media platforms, including Instagram, Facebook and Tik Tok which will be embedded on the website to provide regular updates and encourage engagement.  
For clients that are unable to visit the salon, we will offer mobile services in the comfort of their homes. 
We will also build partnerships with organisations such as Alopecia Uk, My New Hair, Cancer Haircare and the NHS to increase awareness, provide access to affordable wigs for cancer patients and offer discounted services. Strategic partnerships can enhance organisations reach and create additional value for customers (Osterwalder and Pigneur, 2010).
Prestige will also partner with local businesses, such as Virgin Active, Fulham and Hammersmith and Fulham network groups to increase customer reach. We will offer free wig workshops, to allow clients to gain advice, experience our services, and build trust in the Prestige brand. 
	

	Cost Structure 

Prestige will operate using a value driven cost structure that prioritises high-quality products, personalised services and excellent customer experience that focuses on delivering value rather than competing on price 
The main fixed costs will be
Rent (for room rental)
Staff salaries and wages
Business insurance
Telephone and internet services
Marketing and Advertising 
Accountancy fees
Loan repayment

The variable costs include 
Human hair and other materials to make wigs
Ready-made wigs
Wig care and styling products Tools and equipment for making wigs
Retail stock
It is expected that the most expensive resources will be the purchase of high-quality hair extensions and wigs, staff costs and premises. The costliest activities will be creating the bespoke wigs, providing personalised consultations, delivering expert fitting of hair replacement systems and wigs. 
Although these activities involve higher costs, they enable the business to deliver a premium customer experience, high-quality products, personalised services and customer satisfaction.


	Revenue Streams
The main source of income for Prestige will be from wig sales, including bespoke tailor-made wigs and a range of ready-made human and synthetic hair wigs. Our pricing will use a combination of fixed pricing and value-based pricing. The readymade wigs and retail products will have set list prices based on the product features such as hair quality, type, length and construction of the wigs.  Our bespoke wigs and specialised hair replacement systems will be priced according to the quality of the hair used, level of customisation, materials used and the individual requirements of the client, including length and hair texture. Prestige will also generate revenue through wig fitting, removal of hair replacement systems, maintenance and styling services. These will be priced through fixed service packages. 
We will also offer consultation services through different pricing levels to meet the needs of different customer segments. A free 10–15-minute telephone consultation will provide initial support for enquiries, to help identify the client's needs, whereas premium consultation packages that include assistance with outsourcing wigs, making the right selection and accompanying clients to purchase from suppliers, will be charged at a higher rate, based on the location, level of guidance and value provided. This service is designed to offer a personal styling experience that is tailored to individual client's needs.  
The wigs sales at Prestige are expected to provide the main contribution to the overall revenue of the business, followed by hair replacement systems, consultations, retail products and maintenance packages. By offering different price ranges and service levels, the business can appeal to a wider customer segment build long term relationships encouraging repeat business.
Our income will be generated through online sales, direct sales and retail sales of aftercare products and maintenance services. Customers will have the flexibility of paying through online payments, card transactions, bank transfer and in person payments.  
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	Key partners 
Some activities and resources in your business may need outsourcing. List the key partners and activities they will perform.  

Who are your key partners? 
Who are your key suppliers? 
Which key resources are you acquiring from partners? 
Which key activities do partners perform? 
What are your motivators for this partnership? 
· Acquisition of resources
· Reduction of risk and uncertainty 
· Optimisation and economies to scale 
	Key Activities 
Actual tasks and activities required to create and deliver the business offering. List the key activities required to be successful. 

What key activities are needed for:
· value proposition
· distribution channels
· customer relationships
· revenue streams 

	Value Proposition 
Your Value Proposition is the reason why customers turn to your company over another. It solves your customer's problem or satisfies your customer's need.

What value do you deliver to the customer?
What problem do you help to solve for your customer 
What product and / or service will you be offering?
Which customer needs are you satisfying?  
Characteristics of value proposition
· Newness
· Performance
· Customisation
· Design
· Brand / status
· Price
· Cost Reduction 
· Accessibility
· Convenience / visibility 
	Customer Relationships
It is essential to establish and maintain relationships with customers. Clarify the type and purpose of the relationship. 
What type of relationship does each of our customer segments expect us to establish and maintain with them?
Which ones have you established?
How are they carried out
How much will it cost?
	Customer Segments 
For whom are you creating value? How can you identify your customers and the segments f customers you will have?

Who are your most important customers?
Are your customers individuals / business / individuals with a business

What will they expect:
· Self service
· Automated service
· Personal Assistance 
· Communities
· Co-creation 

What does your customer segments look like:
· Mass market
· Niche market 
· Segmented
· Diversified 
· Multi sided platform

	
	Key Resources 
What key resources does your value proposition need. 

What key resources are needed for:
· value proposition
· distribution channels  
· customer relationships
· revenue streams 

Types of resources – Physical, Intellectual (brand, copyright, patents, data) Human, Financial.
	
	Channels
How will you communicate?
Through which channels do our customer segments want to be reached? 
How are you planning to reach them?
Are your channels integrated?
Which ones work best?
Which ones are most cost effective? 
How do you plan to integrate them in you customer routines 
Channel types – Sales force, web sales, own shops / stalls, partnership shops, wholesalers 
	

	Cost Structure 
What are the most important costs inherent in your business. 
· Which key resources are the most expensive 
· Which key activities are the most expensive 
Is your business more
· Cost driven (leanest cost structure, low price value proposition, maximising automation, extensive outsourcing)
· Value driven (focused on value creation, premium value proposition 
Consider- Fixed costs such as salaries, rentals, utilities 
Income, expenses, earnings or profit, sales, gross margins, break even. 
	Revenue Streams 
Consider how the business will charge and receive income. 

What are your customers willing to pay? 
What do they currently pay and how does your offering differ? 
What is your revenue model?
What are your pricing structures?
How do your customers pay now?
How would they refer to pay? 
How much does each revenue stream contribute to the overall revenue? 
Will you use: Fixed pricing, list pricing, product feature, customer segment or value dependent
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	These cells auto-calculate and are locked so you can't edit them.
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	Insert your own text/numbers into these cells as relevant.

	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	
	Select your starting month:
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	
	
	
	
	MONTHS
	

	
	Cash in-flows
	Description (as required)
	Starting point
	1
	2
	3
	4
	5
	6
	7
	8
	9
	10
	11
	12
	TOTAL

	
	Total anticipated sales
	
	£0
	£10,400
	£10,400
	£10,400
	£10,590
	£10,590
	£10,590
	£10,590
	£10,590
	£10,610
	£13,290
	£13,290
	£13,290
	£134,630

	
	Value of your Start Up Loan
	
	£20,000
	n/a
	n/a
	n/a
	n/a
	n/a
	n/a
	n/a
	n/a
	n/a
	n/a
	n/a
	n/a
	£20,000

	
	Other sources of cash or equity
	
	£0
	£0
	£0
	£0
	£0
	£0
	£0
	£0
	£0
	£0
	£0
	£0
	£0
	£0

	
	Existing assets for business purposes
	
	£0
	£0
	£0
	£0
	£0
	£0
	£0
	£0
	£0
	£0
	£0
	£0
	£0
	£0

	
	Enter other
	
	£0
	£0
	£0
	£0
	£0
	£0
	£0
	£0
	£0
	£0
	£0
	£0
	£0
	£0

	
	Enter other
	
	£0
	£0
	£0
	£0
	£0
	£0
	£0
	£0
	£0
	£0
	£0
	£0
	£0
	£0

	
	Enter other
	
	£0
	£0
	£0
	£0
	£0
	£0
	£0
	£0
	£0
	£0
	£0
	£0
	£0
	£0

	
	Enter other
	
	£0
	£0
	£0
	£0
	£0
	£0
	£0
	£0
	£0
	£0
	£0
	£0
	£0
	£0

	
	Total cash in-flows (A)
	£20,000
	£10,400
	£10,400
	£10,400
	£10,590
	£10,590
	£10,590
	£10,590
	£10,590
	£10,610
	£13,290
	£13,290
	£13,290
	£154,630

	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	
	
	
	
	MONTHS
	

	
	Cash out-flows
	Description (as required)
	Starting point
	1
	2
	3
	4
	5
	6
	7
	8
	9
	10
	11
	12
	TOTAL

	
	Total anticipated cost of sales
	
	£0
	£6,590
	£6,590
	£6,590
	£6,644
	£6,644
	£6,644
	£6,644
	£6,644
	£6,658
	£8,322
	£8,322
	£8,322
	£84,614

	
	Existing assets for business purposes
	
	£0
	£0
	£0
	£0
	£0
	£0
	£0
	£0
	£0
	£0
	£0
	£0
	£0
	£0

	
	Rent or premises costs
	
	2000`
	£1,000
	£1,000
	£1,000
	£1,000
	£1,000
	£1,000
	£1,000
	£1,000
	£1,000
	£1,000
	£1,000
	£1,000
	£12,000

	
	Business rates for your business premises
	
	£0
	£0
	£0
	£0
	£0
	£0
	£0
	£0
	£0
	£0
	£0
	£0
	£0
	£0

	
	Utilities (gas, electricity, water)
	
	£0
	£0
	£0
	£0
	£0
	£0
	£0
	£0
	£0
	£0
	£0
	£0
	£0
	£0

	
	Insurance
	
	£0
	£80
	£80
	£80
	£80
	£80
	£80
	£80
	£80
	£80
	£80
	£80
	£80
	£960

	
	Telephone and internet
	
	£0
	£44
	£44
	£44
	£44
	£44
	£44
	£44
	`44
	£44
	£44
	£44
	£44
	£484

	
	Marketing and advertising expenses
	
	£800
	£320
	£320
	£320
	£320
	£320
	£320
	£320
	£320
	£320
	£320
	£320
	£320
	£4,640

	
	Vehicle running costs
	
	£0
	£0
	£0
	£0
	£0
	£0
	£0
	£0
	£0
	£0
	£0
	£0
	£0
	£0

	
	Equipment purchase or leasing
	
	£0
	£0
	£0
	£0
	£0
	£0
	£0
	£0
	£0
	£0
	£0
	£0
	£0
	£0

	
	Postage, printing, stationery
	
	£150
	£40
	£40
	£40
	£40
	£50
	£50
	£50
	£50
	£60
	£60
	£60
	£70
	£760

	
	Transport and delivery
	
	£0
	£0
	£0
	£0
	£0
	£0
	£0
	£0
	£0
	£0
	£0
	£0
	£0
	£0

	
	Professional fees (legal, accounting etc.)
	
	£0
	£100
	£100
	£100
	£100
	£100
	£100
	£100
	£100
	£100
	£100
	£100
	£100
	£1,200

	
	Your salary (if PSB is in deficit)*
	
	n/a
	£0
	£0
	£0
	£0
	£0
	£0
	£0
	£0
	£0
	£0
	£0
	£0
	£0

	
	Your salary (over and above your PSB needs)*
	
	n/a
	£0
	£0
	£0
	£0
	£0
	£0
	£0
	£0
	£0
	£0
	£0
	£0
	£0

	
	Staff costs
	
	£0
	£4,000
	£4,000
	£4,000
	£4,000
	£4,000
	£4,000
	£4,000
	£4,000
	£4,000
	£4,000
	£4,000
	£4,000
	£48,000

	
	Start Up Loan monthly repayment - First Loan
	
	n/a
	£380
	£380
	£380
	£380
	£380
	£380
	£380
	£380
	£380
	£380
	£380
	£380
	£4,560

	
	Salon supplies
	
	£200
	£0
	£0
	£0
	£200
	£0
	£0
	£0
	£200
	£0
	£0
	£0
	£200
	£800

	
	Stock
	
	£7,000
	£0
	£0
	£0
	£0
	£0
	£3,400
	£0
	£0
	£0
	£0
	£3,400
	£0
	£13,800

	
	Enter other
	
	£0
	£0
	£0
	£0
	£0
	£0
	£0
	£0
	£0
	£0
	£0
	£0
	£0
	£0

	
	Enter other
	
	£0
	£0
	£0
	£0
	£0
	£0
	£0
	£0
	£0
	£0
	£0
	£0
	£0
	£0

	
	Enter other
	
	£0
	£0
	£0
	£0
	£0
	£0
	£0
	£0
	£0
	£0
	£0
	£0
	£0
	£0

	
	Enter other
	
	£0
	£0
	£0
	£0
	£0
	£0
	£0
	£0
	£0
	£0
	£0
	£0
	£0
	£0

	
	Total cash out-flows (B)
	£8,150
	£12,554
	£12,554
	£12,554
	£12,808
	£12,618
	£16,018
	£12,618
	£12,774
	£12,642
	£14,306
	£17,706
	£14,516
	£171,818

	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	
	
	Your net cash flow (A-B)
	£11,850
	-£2,154
	-£2,154
	-£2,154
	-£2,218
	-£2,028
	-£5,428
	-£2,028
	-£2,184
	-£2,032
	-£1,016
	-£4,416
	-£1,226
	-£17,188

	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	
	
	Your monthly opening business bank account balance
	£0
	£11,850
	£9,696
	£7,542
	£5,388
	£3,170
	£1,142
	-£4,286
	-£6,314
	-£8,498
	-£10,530
	-£11,546
	-£15,962
	-£17,188

	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	
	
	Your closing cash position
	£11,850
	£9,696
	£7,542
	£5,388
	£3,170
	£1,142
	-£4,286
	-£6,314
	-£8,498
	-£10,530
	-£11,546
	-£15,962
	-£17,188
	-£17,188

	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	



	
	
	



