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Executive Summary

Lumiere D’or is a premium aromatherapy brand dedicated to elevating women’s emotional well-being. modern women face unprecedented burn out. (Marchand A, 2018) Yet mass-market candle frequently relies on artificial fragrance, paraffin wax, and dangerous chemical that compromise respiratory health and indoor air quality (Ashcroft, 2024)
By creating candles that burn clearly and are entirely non-toxic. Lumiere D’or directly resolves this conflict. Our product which made entirely of natural coconut wax and pure. Therapeutic grade essential oils are scientifically engineered to alleviate stress, encourage profound relaxation and support improved sleep hygiene.
Conscious female consumers between the ages of 25 to 55 who actively prioritize clean living, holistic health, and self-care make up our main target market Lumiere D Or present its product as useful, active wellness tool in contrast to generics home fragrance brands that only concentrate on aesthetics or simple scenting. Our candle is intended to act as a sentimental anchor.
[bookmark: _Toc120719592]Business Concept

Business Description: 
LUMIERE D’OR is an artesian candle brand. With an specializes in handcrafted aromatherapy candles that promote emotional and well-being for woman its focuses on stress relief, relaxation, better sleep, mood enhancement, self-care routine. Lumière d’or understand of a woman’s diverse wellbeing needs across life stages from stress management and restful sleep to confidence building and hormonal comfort. Our product complies with the UK and EU safety regulation including CLP labelling and cosmetic product safely assessment requirements (candle maker advise pack, 2013)
the business will initially operate as an e -commerce store (direct -to consumer) with the potential to expand into local craft markets. Boutiques, and wholesale. Its available online 24/7

[bookmark: _Toc120719594]Product Description 
Our core product line will include:
Lavender calm 
Find your serenity. Our lavender calm candle is crafted to help reduce stress and anxiety, crating the perfect atmosphere for bedtime relaxation
Rose Harmony 
Embrace emotional balance, Our Rose Harmony candles promote a comporting atmosphere. Bringing a sense of calm and well-being to your space.
Citrus Energy
Ignite your focus. ideal for work or study. Our Citrus Energy candles boost your mood and concentration. Keeping your felling refreshed and alert.

Size & Specs
Available in our standard range
· 200ml 
· 300ml 

 We also offer a premium range featuring decorative vessels and a mini-Candle.

Our Commitment
We believe in beauty that’s kind to the planet. All our packaging is eco-friendly, recyclable and reusable.
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Business Objectives (SMART Objectives)
The company’s goal is develop using the SMART framework to direct the brand’s initial launch phase and ongoing market growth (Duran, 1981).This guarantees that each milestone is extremely precise  and quantifiable ,which has been demonstrated to  maximise overall task motivation  and performance (Latham, 2002)
[bookmark: _Toc120719596]Short-Term Objectives (less than a year)
· Finalise 3-5 signature coconut wax/essential oil candles +launch e-commerce site within 6 months
· Reach 150 sales online within 6 months of marketing start
· Grow engaged Instagram /TikTok audience to 1,500 fallowers in 12 months
· Secure stockists in local boutique/studios/spas within 9 months. 

[bookmark: _Toc120719597]Long-Term Objectives (More than a year)
 Focus revenue, loyalty. expansion
· Launch subscription boxes by year 2, reach 200 subscribers within 12 months
· Grow annual net profit by 25% y-o-y (year 2-3)
· Achieve 20% repeat purchase rate by year 3
· Launch complementary wellbeing range by year 4;30% total sales.
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Market Analysis and Marketing Plan
Market analysis maps your industry, competitors and customer needs to spot the gaps, while my marketing plan turns this insight into clear steps to connect with my audience and grow Lumiere D’OR-so every choice I make is based on evidence, not guesswork (Kotler, 2021)
[bookmark: _Toc120719599]Market Analysis (Competitors, Customers, Target Groups)
To position the brand effectively within the saturated home fragrance market a comprehensive analysis of competitors was conducted across three distinct tiers. This tiered approach was critical to identifying existing market vulnerabilities. Synthetically fragranced products (International, 2024)
Our primary research was informed by current market trends showing that while the cosmetic and fragrance remain highly competitive. Significant gaps persist in addressing consumers holistic. Emotional needs, specifically those modern women.             Market intelligence from  (Mintel, 2024)   confirm growing consumer demand for products that explicitly focus on women’s well-being.
This analysis verified our core competitive edge; a Strategic pivot away from generic scent profile instead Lumiere D’OR brand leverage a two -pronged approach.
· Pure formulation aligned with the clean ingredient trend, now expanding well beyond skincare into home fragrance.
· Scent designed with clear emotional purpose and wellness benefits, moving beyond purely aesthetic appeal.






[bookmark: _Toc120719600]PESTEL Analysis 
Lumiere D’OR Applies the PESTEL Framework to evaluate market factors, identify opportunities, and minimize legal, compliance, and supply chain risks. (Aguilar, 1967)
· Political: Striker global safety standards require verified ingredients supply chains.
· Economic: Disposable incomes are under pressure, but demand hold s for affordable self-care luxuries.
· Social: Growing wellness culture drives demand for holistic relief, empowerment and mindful rituals.
· Technological: Social commerce and short -form video enable impactful storytelling and community building.
· Environmental: Consumers demand eco transparency, plant-based waxes clean ingredients and zero waste packaging.
· Legal: Rules mandate allergen labelling phthalate-free compliance and clear safety warnings. 

[bookmark: _Toc120719601]SWOT Analysis
           
	Strengths
	Weakness

	Women-focused wellness branding.
Flexible small batch production, premium pricing, recuring revenue potential.
	
Limited capital; labour -intensive production; new brand, competitive market, rising costs

	 Opportunities
	Threats

	Subscription boxes: wholesale partnership expands self-care ranges
	Saturated market rising raw material costs; shift to alternative wellness product,
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Marketing Mix (4Ps) 
            
            
	Hand -poured coconut wax candles, wooden wicks, reuseable jars 
Ranged names for desired mood.
	Premium positioning £32-£38; avoids under-pricing to uphold perceived quality.

	Primary: D2C Shopfity store, secondary B2B wholesale via boutique, studio spas, Aire.
	Value -focused content marketing centred on self-care, not hard selling.


	
          Product           Price             Place          Promotion                                                                                          
[bookmark: _Toc120719603]Management Team
Lumiere D’OR is led by the founder in CEO, who drives strategy and production for an efficient, cost -effective model, supported by specialist external advisers
[bookmark: _Toc120719604]Management Team and Their Background
Founder& Chief Executive officer- Melinda Mercurio
Melinda is the founder and CEO of Lumiere D’OR, oversees strategic -growth and production, focused on premium, safe wellness product.
Advisory & External Support
· Formulation& Safety: Certified aromatherapist and candle chemist for compliance.
· Digital Marketing; Specialist support for e commerce and social media growth.
· . Legal Advisor: Expert guidance on regulation business law and consumer compliance.

[bookmark: _Toc120719605]Organisational Chart




 Key Milestones

	Timeline
	Phase/Objective
	Key Deliverables&
Goal

	
Month 1-2
	
Preparation &
Compliance
	Finalize formulation &safety testing (CLP Certification)
Complete brand registry

	
Month 3

	
Preparation &
Compliance
	Complete e-commerce website development
Secure raw material supply Chains

	

Month 4
	
Brand Launch
	Official public launch via Direct to consumer
(DTC)

	

Month 8
	
Financial & B2B Pivot
	Reach business break-even point 
Launch corporate gifting
initiative

	
Month 12
	
Evaluation& Expansion
	Review Year 1 Financial 
Fitch to Regional






[bookmark: _Toc120719607]Financial Plan (One Year)
This plan uses personal Capital and UK enterprise support to cover compliance, equipment and stock with phased sales cash flow targets aligned to British small Business standards (commitee, 2024-2026)      it prioritises cost control to reach break -even by month 8.
[bookmark: _Toc120719608]Sources of Finance 

	Source of Finance
	 Description/ Team
	Amount (£)

	
Personal Saving
	My own capital-low risk, no repayments or interest.
	
£ 5,000

	
Government start-up
	New Enterprise Allowance
	
£1.000

	
Start-up Loan
	British Business Bank scheme,5 years term 
	
£4,000

	
Total
	
	
£10,000




Start-up cost  

	
Start Cost
	

	Production Equipment
	£1,200

	Initial Raw Material
	£1,800

	Packaging & Branding
	£1,000

	Compliance &Testing
	£900

	Website Tech
	£600

	Marketing Launch
	£500

	Total
	£6,000






	Fixed Costs
	Per Month

	Rent
	£1,500

	Bus Rate
	£300

	Gas Bill 
	£150

	Two Emp Salary
	£3,500

	Accountant
	£100

	Total cost
	£5,500




Variable Costs (January-June year 1)
	
Variable Costs
	
Jan
	
Feb
	
Mar
	
Apr
	
May
	
June

	Electricity
	
£300
	
400
	
500
	
700
	
700
	
750

	Raw Material
	
£400
	
600
	
650
	
800
	
800
	
1000

	Hour Paid
Emp
	
£0
	
500
	
500
	
600

	
600
	
700

	
Total Var
Cost
	
£700
	
£1,000
	
£1,200
	
£ 1,500
	
£ 1,500
	
£1,450












Monthly Financial Summary

	
	JAN
	FEB
	MAR
	APR
	MAY
	JUN

	Fixed
	£5,550
	£5,550
	£5,550
	£5,550
	£5,550
	£6,550

	Variable Cost
	£700
	£1,500
	£1,650
	£2,100
	£2,500
	£6,950

	Total Cost
	£6,250
	£7,080
	£7,200
	£7,650
	£7,650
	£8,000

	 Revenue
	£3,000
	£4,500
	£6,000
	£8,000
	£8,500
	£9,500

	Profit/Loss
	--,500
	-£1,250
	-£1,250
	£1,400
	£900
	£1,500



Investment Capital needed=£ 6,000 
Investment needed= Total Startup Cost (Operational cost – Revenue)- up to break even point 
Cash Flow Forecast 
· Q1(Months 1-3): £6,000 start up investment deployed, £4,000 buffet retained: positive cash flow from launch.
· Q2(Months 4-6) profits reinvested into larger stock batch and marketing reach.
· Q3-O4 (Months 7-12) Surplus cash support subscription launch, new product development and schedule loan repayment.

Sales Forecast
· Month 1-3 Soft launch via personal networks, local group and pre-orders.
· Months 4-6 Average 250 units/months from social media and Targeted advertising.
· Months 7-12 Average 450 units /months aligned with winter gifting and home fragrance peaks.









[bookmark: _Toc120719612]Break Even Analysis 
Key Figures:
	Item
	Amount

	Selling price per unit
	£ 30.00

	Less Variable cost per unit
	£ 5.50

	Contribution per unit
	£ 24.50

	Monthly fixed cost
	£ 400.00

	Break-even volume
	17 units per-month


                                                                                                                                                                                      
               (Calculation:400 ≈ £24,50=16.3 rounded up to 17 units)
Break-even is reached at 17 units monthly, where total revenue equals all fixed and variable costs, extra sales generate profit, achieved within schedule. (Gallo, 2014)

[bookmark: _Toc120719613]Operations and Management Plan
[bookmark: _Toc120719614]Production of Good and Service
We use a lean, small batch in house model to maintain consistent quality and control cost  (Slack, 2020) materials are delivered monthly to our dedicated studio, melting, blending, pouring, curing and safety labelling all fallow strict quality check.
Supply & Compliance 
 We prioritise reliable UK suppliers with back up options all production meet CLP safety regulation and HSE standards.
Management
The founder leads all day-to-day operation; part time support will be recruited once sales reach a sustainable level.
       




[bookmark: _Toc120719615]Technology Plan
· E-commerce platform: Shopify, used for secure payments, live inventory tracking and customer relationship management. (Chaffy, 2019) 
· Operation & finance: Trello for production and supply chain workflows; QuickBooks for real -time bookkeeping and financial reporting 
· Marketing Tools: Canva pro for brand design work: klaviyo for automated personalised email marketing and customer retention campaigns
                  

[bookmark: _Toc120719616]Human Resource Plan
· Founding Team: The founders manage daily operation in Year 1 drawing no full salary to reinvest all profits into stock and business growth. 
· Planned Recruitment: from month 6 a part-time social media and intern (15 hours/ week) will be hired through local university placement schemes to build brand reach and digital engagement (Marchington, 2020) 

[bookmark: _Toc120719617]Expansion Plan
Once retail stability is achieved in year 1, year 2 will see the migration from home-studio set to a dedicated commercial warehouse unit, this operational shift will allow the company to transition from hand -pouring to semi -automated candle machinery, expanding manufacturing capacity from 500 units a month to over 5,000 units comfortably accommodate large wholesale B2B account (Thomson, 2020)
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Lumiere D'OR
Melinda Mercurio
Founder & Chief Executive  Officer


Formullation &Safety Advisor 
Certified Aromatherapist
Cosmetic /Candle Chemist


Digital Marketing 
Specialist
Contract Agency / Freelance  
E-Commerce &Social Media Growth



Legal  Finacial  
Adviser
Retained CPA   
Bookeeping &tax Compiance           
Cash Flow  Anaysis
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