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[bookmark: _Toc223553526]Task 1, Part 1: Business Plan
[bookmark: _Toc223553527]Service Proposition for the Business and Company Name
Two Sisters Door to Door Home Decoration Service will offer beautiful, cost-effective event styling services to weddings, birthdays and home-based functions within Swansea under one package that includes stage decor, house decoration, handmade artificial jewellery, decorated trays, floral props and party make up, which will help it to cross-sell and differentiate itself form other single-service decorators (Burns, 2023).
[bookmark: _Toc223553528]The Story Behind the Business Idea and Reason for Passion
The concept is the result of a very long personal experience of transforming junked goods to beautiful products and subsequently extending the artistic talents of such creations into paid decoration and beauty gig from a very tender age. It is thus not a replicated trend but a project that is erected on accomplished experienced ability, stamina and an unremitting aspiration to formalise imaginative labour into an identified business (Burns, 2023).
[bookmark: _Toc223553529]Business Ownership Type
The immediate structure is a general partnership since the business currently exists with two founders who divide the work, ideas and decision-making. Its key benefits are that it is the simplest and that the start-up friction and shared responsibility will be low, whereas its drawbacks are unlimited personal liability and risk of conflict between partners, which is why a written partnership agreement is needed at the very beginning of the activity (Money.co.uk, 2025; Barraj Legal, 2025).
[bookmark: _Toc223553530]Mission Statement, Aim and SMART Objectives with USP
The mission is to make stylish celebrations accessible, personal and affordable for Swansea families. 
The aim is to become the most trusted low-budget bespoke home-event decorator in Swansea within twelve months. 
SMART objectives are-
· To secure a St Helen’s Road micro-studio within six months.
· Deliver 36 paid events in year one.
· Maintain an average customer rating of 4.7 out of 5.
· Achieve £45,000 sales with positive year-end cash. 
The USP is a bilingual, low-cost, door-to-door service combining décor, handmade accessories and make-up in one package (MacIntosh et al., 2023; Kotler et al., 2024).
[bookmark: _Toc223553531]Physical Location
The location selected is St Helen's Road, Swansea, and a proposed map location is around 163 St Helen's Road, SA1 4DQ since it is in the centre of the city, yet is not as expensive as a prestige unit. Current listings show entry points from £350 pcm, with larger St Helen’s Road space at £708 pcm or £8,500 per annum, and the area is described as centrally located among cafés, restaurants, shops and offices, which suits an appointment-led showroom model better than a high-cost walk-in retail concept (Zoopla, 2026).
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[image: ]
Figure 1: Map pin and Street View
[bookmark: _Toc223553532]Human Resources
The business will start with the number of five individuals who will include the two founder-partners, one part-time administrator and social media assistant, and two casual event-day stylists. It should be recruited through local community contacts, student creatives and referral recruitment. The organisation structure is basic, where the two partners will be in charge of the booking, design and client management, and the assistant do the enquiry and the content, the casual staff manage the set-up, transport and on-site installation.
[image: ]
Figure 2: Organisational Chart
(Author)
[bookmark: _Toc223553533]Marketing Activities
The promotion will be ensured using visiting cards, branded water bottles, tissues with the logo printed on them, review forms, Facebook and Instagram reels, Tik Tok live sessions, referral discounts, and a launch post with the introduction to a new studio. The fact that 47.9 million adults in the UK accessed social media at the beginning of 2025 and Tik Tok advertising to 45.0% of adults makes such a digital focus commercially reasonable since such a short-form visual content can be used to sell decor to a large audience (DataReportal, 2025; Selnes and Lanseng, 2024).
[bookmark: _Toc223553534]Market Research
Appendix 1 includes primary research which comprised of survey results and the response charts indicating that the customers were interested in affordable decoration, home-based events and simple digital booking. Appendix 2 contains secondary research that utilizes Swansea population data to represent the size of the local customer base that is 251,300 and the necessity to serve the Bengali community and the rest of the residents. In addition, the average wedding cost in the UK in 2024 was £23, 250, and this aspect makes value-based packages commercially viable (Swansea Council, 2025; ONS, 2023; Swansea Council, 2024; Hitched, 2026). This was used by positioning the business to be a low cost, flexible and locally oriented service. The business proposal was informed by the research, which identified that there was a demand to rent a low-cost event decoration, business location to be situated within Swansea, and the decision to advertise the service via online and telephone methods.
[bookmark: _Toc223553535]Financial Resources
[bookmark: _Int_oXgZFZRW]The business will be seed funded with £10,000 borrowed by the two founders through their husbands with regard to a planned small business loan which will provide an injection to the working capital and finance the launch of the Swansea premises. Rent, decoration materials, casual labour, transport, marketing and basic insurance are the highest cost pressures and thus cost management will be vital since the opening trading month. According to the 12-month cash flow forecast provided in Appendix 3, the business will be able to stay cash-positive throughout the year and will produce a relatively small operating surplus. This implies that the venture will be viable provided the number of bookings will remain stable and the reinvestment will be done carefully (James Hallam, 2024; Simply Business, 2026).
[bookmark: _Toc223553536]Competitor Analysis
Appendix 2 gives the local rivals which entails Simply Elegant Weddings & Events that offers services based on a showroom in Swansea and offers a combination of stationery, floral work and venue dressing and the Eden Events that competes with visually led party styling across Swansea. Swansea is also served by the regional stylists like Oh So Curious. The obvious implication is that good pictures and customized service are what should be delivered, and Two Sisters will have to compete not only based on the luxury positioning but also affordability, home-based convenience, and culturally advanced packages. No information on pricing is however available on their websites.
[bookmark: _Toc223553537]SWOT and Viability
	Strengths
	Weaknesses

	· Existing event experience
· Creative customized service
· Low-cost service model
· Strong word-of-mouth in community
	· Limited capital
· Small team dependence
· Limited wider market reach
· Limited formal systems

	Opportunities
	Threats

	· Expand beyond Bengali community
· Open a Swansea shop unit
· Grow through social media
· Use council and community links
	· Local competition
· Rising material and rent costs
· Seasonal demand changes
· Reputation risk from poor reviews



The business is viable because it already has proven customer demand, practical experience, and a clear low-cost market position. Its success will depend on managing costs carefully, maintaining service quality, and attracting a wider Swansea customer base beyond the current community network (Swansea Council, 2024; Development Bank of Wales, 2025).
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[bookmark: _Toc223553539]Task 1, Part 2: Reflection on Entrepreneurial Skills Development
[bookmark: _Int_DI34ociB][bookmark: _Int_8SZVb3Ip]I am now much clearer about what entrepreneurship actually requires in practice after the series of lectures as I was preparing my assessments. I already possessed some inborn entrepreneurial attributes, such as creativity, tenacity, self-confidence of interacting with people, and ability to see opportunities in ordinary circumstances, before this module. I previously applied those attributes to my work with event decoration without necessarily realising that these skills were entrepreneurial skills. As I was learning this module, I started to realise that many of the things that I used to do intuitively, including being able to solve problems fast, making services more customer-oriented, and marketing my work via personal networks are the key components of entrepreneurial behavior.
[bookmark: _Int_QHkj61xO][bookmark: _Int_UKI1kppb]Simultaneously, the module allowed me to acquire a number of new skills in a more organized manner. Business planning was one of the most significant ones. I came to know how to take an idea which was made on passion and transform it into a more viable and structured business concept with specific objectives, operational planning and financial consciousness. I also enhanced my research capabilities in the market by being more mindful of customer base, local demand, competition, and location. This brought me to think more seriously of whether or not a business idea is not only appealing but also viable. There was also an improvement in financial thinking in this process. When I looked at the start-up costs, sources of funds, prices and the cash flow, it challenged me to look beyond creativity and think about sustainability, risk and long-term decision-making processes.
[bookmark: _Int_LETU4HdP]The other competency that I was able to practice was communication. Writing tests taught me to be articulate in expressing my thoughts, to support choices and lay out my business vision in a manner that sounded professional and persuasive. This assisted me to be surer about the ability to articulate my vision in a structured manner. My reflective thinking was also developed. Rather than just trying to concentrate on what I want to do, I began to have questions to myself as to why a decision is reasonable, what are the potential weaknesses to the decision, and how the weaknesses can be addressed.
[bookmark: _Int_XNMNYbni]Business planning and financial awareness are the most significant skills and knowledge that influenced me. These made the worst impression on me as they altered my perception of my own dream. In the past my conception was largely fuelled by passion, talent and customer appreciation. It is not enough to be passionate now I know. Planning, evidence, budgeting and realistic goals also have to be supportive of a business. That change was a career change that was emotionally strong to me since my aspiration felt easier to attain and more professional. My business is no longer a creative passion to me. I currently view it as something that can be constructed, tended to and nurtured with care and responsibility.

[bookmark: _Toc223553540]Appendices
[bookmark: _Toc223553541]Appendix 1: Primary Data
Primary Research Survey Summary Link
Market research survey – Results
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[bookmark: _Toc223553542]Appendix 2: Secondary Data
[image: ]
Figure 3: Percentage of usual residents by age group
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Figure 4: Evidence of commercial unit rent listing
(Zoopla, 2026)
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Figure 5: Competitors website
(Eden Events Swansea, 2026)
[bookmark: _Toc223553543]Appendix 3: Cash Flow Forecast Analysis
	Month
	Opening Balance (£)
	Sales Receipts (£)
	Finance Received (£)
	Total Cash In (£)
	Total Cash Out (£)
	Net Cash Flow (£)
	Closing Balance (£)

	Month 1
	0
	2,000
	20,000
	22,000
	5,000
	17,000
	17,000

	Month 2
	17,000
	2,200
	0
	2,200
	2,500
	-300
	16,700

	Month 3
	16,700
	2,600
	0
	2,600
	2,700
	-100
	16,600

	Month 4
	16,600
	3,200
	0
	3,200
	3,000
	200
	16,800

	Month 5
	16,800
	4,200
	0
	4,200
	3,600
	600
	17,400

	Month 6
	17,400
	4,800
	0
	4,800
	3,900
	900
	18,300

	Month 7
	18,300
	5,200
	0
	5,200
	4,200
	1,000
	19,300

	Month 8
	19,300
	4,800
	0
	4,800
	3,900
	900
	20,200

	Month 9
	20,200
	3,800
	0
	3,800
	3,000
	800
	21,000

	Month 10
	21,000
	3,400
	0
	3,400
	2,800
	600
	21,600

	Month 11
	21,600
	3,200
	0
	3,200
	2,700
	500
	22,100

	Month 12
	22,100
	5,600
	0
	5,600
	2,220
	3,380
	25,480



Annual Summary
	Item
	Total (£)

	Total Sales Receipts
	45,000

	Total Finance Received
	20,000

	Total Cash In
	65,000

	Total Cash Out
	39,520

	Net Cash Surplus Before Loan Repayment/Drawings
	25,480

	Operating Surplus Excluding Finance
	5,480



Key Assumptions Behind the Forecast
	Cost Area
	Annual Estimate (£)

	Rent and premises costs
	8,500

	Materials, décor stock and casual labour
	25,120

	Utilities, software and administration
	1,800

	Transport and delivery
	2,400

	Marketing and promotion
	1,500

	Insurance and miscellaneous
	200

	Total Annual Cash Out
	39,520
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