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Part 1 Essay: Exploring the salon industry: TrendTress Salon
For a new business venture, developing a business model canvas (BMC) is important because it will help to make sure that the entrepreneurial process is effective (Williams, 2021).  The New London-based salon will be called TrendTress Salon. Luxury and sustainability redefine the salon experience at this innovative salon. TrendTress Salon meets London's growing eco-healthy beauty needs. Newcomer TrendTress Salon can draw clients. Women and men desire quality, eco-friendly hair and beauty treatments, therefore the business thrives. TrendTress Salon London exploits London's diversity and changing tastes. The salon promotes sustainability to stand out. For social responsibility and innovation, TrendTress Salon employs eco-friendly materials and local sources (Moda and King, 2019). The salon's website and social media demonstrate its devotion to modern, convenient consumer engagement. The cutting-edge London salon TrendTress Salon combines luxury and eco-consciousness for a varied, ecologically sensitive clientele.
TrendTress Salon wants to collaborate with other similar businesses heavily. The salon ensures a steady supply of high-quality hair supplies for various hair treatments by collaborating with leading vendors. Partnering with "EcoGlow Products," a prominent eco-friendly and luxury hair care company, promotes this choice (Rickman, 2013). This contract protects TrendTress Salon's longevity and product quality. Another major partnership is with local beauty schools. The salon gains talent from internships. Through the "London Beauty Academy," TrendTress Salon gains new abilities. Salon relationships with local fashion retailers, event planners, and wedding coordinators boost awareness. Cross-promotions can give salon clients "Chic Events & Co." discounts. Both firms benefit from mutual referrals and expand.
Key Activities outline TrendTress Salon's essential services for varied clients. Salon services include cutting, style, colouring, extensions, and specialities. The "TrendTress Signature Treatment," created with renowned trichologist Dr Samantha Styles, demonstrates this decision (Burns, 2022). A specialised clientele seeks premium and distinctive services at TrendTress Salon with this personalised treatment. Training, industry events, and fashion and beauty trends keep TrendTress Salon updated. London Fashion Week and Alex Trendsetter keep the salon modern. This proactive strategy boosts the salon's reputation and attracts stylish clientele. Good CRM is strategic (Similarweb.com, 2024). TrendTress Salon customises treatments based on customer preferences and appointments. Add a loyalty scheme for unique discounts and personalised suggestions based on past services (Barringer and Ireland, 2018). A customised strategy increases customer loyalty and satisfaction, helping the salon succeed.
TrendTress Salon needs staff, goods, and space. To provide exceptional service and customer satisfaction, the salon will hire and retain competent hairstylists, assistants, and support staff. The stylish hairstylist Sarah Mane was hired (Kuan and Yang, 2020). Sarah boosts the salon's image and draws various consumers seeking contemporary hairstyles. Good hair products are vital. From the eco-friendly brand "GlowLux Hair Solutions," the salon will buy. Through this partnership, TrendTress Salon sells high-quality, ecological materials. Salon design and equipment are essential. Salon TrendTress will retreat for hair treatments. The collaboration with LuxDeco Designs creates a luxurious and inviting atmosphere that promotes consumer satisfaction. This sensible investment attracts and retains different premium salon clients.
TrendTress Salon's USP is premium products, customised services, and cutting-edge services. The salon offers individualised, cutting-edge hair care. The "TrendTress Custom Colour Palette," for instance, lets customers choose hair colours. Unique to TrendTress Salon, this individualised approach serves clients (Harness, Jamie and McMurray, 2020). Comfort is the salon's charm. Wonderful service makes a trip remember. Working with customer service specialist Emily Hospitality helps. Customer-focused standards and practices from Emily's expertise make TrendTress Salon visits delightful. Quality hair products are worthwhile. The unique relationship with "EcoGlow Products," known for their sustainable and high-quality products, ensures optimal results and hair health and integrity. TrendTress Salon promotes quality in all services.
TrendTress Salon values customer relationships through consultations, loyalty, and social media. A thorough consultation is needed to understand consumer preferences, lifestyle, and hair care needs. A complete consultation with famed hairstylist Maria Trends displays this devotion (Kokong and Naidoo, 2022). Maria tailored TrendTress Salon's services. Customer loyalty schemes foster community. The "TrendTress Royalty Club," which offers priority booking, discounts, and personal style, supports this decision. This program rewards loyalty and builds a salon community, making customers happy. Social media drives client engagement. With social media influencers like TrendyInStyle, TrendTress Salon provides style advice, before-and-after photographs, and real-time consumer feedback (Doctorado et al., 2021). Online presence boosts salon interaction with existing customers and attracts new ones seeking the newest trends and expert advice.
The TrendTress Salon targets fashion lovers, professionals, and event planners. Fashion-conscious consumers fit the salon's hair care focus. Collaboration with StyleTrendista supports this decision. StyleTrendista draws fashion-conscious hair lovers with her expertise (Jarnagin, 2020). Attracting working professionals who value grooming and will pay for quality services is crucial. Corporate connections and professional networks make TrendTress Salon a leading choice for professionals seeking convenient and high-quality grooming. Wedding and special event planners are another key market. TrendTress Salon's beauty and styling services are perfect for formal gatherings. With "Chic Events & Co.," TrendTress Salon styles exceptional events. Diversified client segmentation provides TrendTress Salon with a big, stable market.
TrendTress Salon engages customers in person and online. Salons offer hair care, consultations, and products. Working with LuxDeco Designs, a renowned interior designer, makes the room welcoming and improves customer experience. Online booking simplifies appointment scheduling and service information (Juul and Byskov, 2019). Integration with the popular online booking engine BookEase is an example. This collaboration simplifies booking by presenting available slots, service details, and ongoing incentives. A user-friendly website and social media boost salon visibility. Use social media influencers like TrendyInStyle for a consistent and engaging online presence. Instagram promotes services, updates, and client communication for TrendTress Salon, increasing brand exposure and consumer engagement.
The TrendTress Salon budget prioritises service, marketing, and staff development. The salon's hairstylist, assistant, and support personnel budget shows its service focus. This method is enhanced by contemporary hairstylist Sarah Mane (Kezic et al., 2022). Sarah boosts TrendTress Salon's credibility, but training staff ensures quality service. To retain customers, advertise, promote, and collaborate online and offline. Influencer partnerships like TrendyInStyle show this. Influencer relationships and online promotions improve TrendTress Salon's sales and industry leadership. Long-term staff development. TrendTress Salon personnel receive regularly updated industry training. This dedication to training improves service and makes the salon a beauty leader.
TrendTress Salon sells hair care, luxury products, and wedding packages. Haircuts, styling, colouring, extensions, and other services ensure income. The "TrendTress Signature Treatment," created with renowned trichologist Dr Samantha Styles, supports this option (Barbour, 2023). Niche clientele seeking innovative and high-quality services enjoy this specialised treatment. Sell premium hair care products to boost sales. Examples include "EcoGlow Products," which makes high-quality, sustainable items. TrendTress Salon sells high-quality hair care products for home usage and enhances earnings. Party, wedding, and other packages please clients (McCann and Myers, 2021). Event styling packages are available from TrendTress Salon and "Chic Events & Co." This customises TrendTress Salon's event hair care, making it clients' favourite. Revenue diversification supplements TrendTress Salon's large customer base and ensures financial stability.
London's changing beauty and hospitality business inspired TrendTress Salon. Numerous salon-boosting elements influenced these judgements. The global sustainability movement has influenced consumer preferences in several areas, including beauty (Aglan and Mansour, 2018). Environmentalists desire green beauty services. The eco-friendly techniques of TrendTress Salon and "EcoGlow Products," meet this desire. The salon's strategy is reinforced by industry data demonstrating increased eco-friendly beauty demand. The demographics of London are diverse and fashion-conscious. In this multicultural setting, TrendTress Salon can offer numerous clients with different styles. StyleTrendista and London Fashion Week help the salon stay contemporary and attract fashion lovers (Rambe, Mpiti and Khaola, 2022). Online Engagement: Beauty consumers now engage more online. TrendTress Salon's social media and user-friendly website show online connectivity. Online salon visibility increases with TrendyInStyle collaborations.
Being trendy and experimenting is crucial in the fast-paced beauty market. Staff training, collaborations with industry luminaries like Dr Samantha Styles, and treatments like the "TrendTress Signature Treatment" show TrendTress Salon's innovation and skill (Williams, 2021). Industry research suggests that staying ahead of trends is crucial to competitiveness, supporting the salon's innovation approach. Customer-centric community building fosters brand loyalty and long-term relationships. TrendTress Salon's loyalty programme, consultations, and social media presence demonstrate dedication. Successful loyalty programmes and Emily Hospitality's customer service emphasise salon community and client satisfaction. Strategic collaborations with reputable suppliers, local beauty schools, and other businesses are needed for holistic corporate development. TrendTress Salon partners with "EcoGlow Products," "London Beauty Academy," and "Chic Events & Co." to grow its talent, resources, and community. Similar successful industry links demonstrate this approach's corporate growth potential. TrendTress Salon was inspired by market realities, consumer trends, and London's beauty and fashion industry (Rickman, 2013). Critical analysis of these attributes indicates the salon's commitment to sustainability, innovation, customer-centricity, and strategic alliances, preparing it for beauty and hospitality competition.
In conclusion, London's TrendTress Salon follows international beauty and hospitality trends. Understanding this busy city's diversified and fashion-conscious clients complemented the salon's innovative and eco-friendly offers (Moda and King, 2019). Business Model Canvas (BMC) highlights major decisions that match market needs and trends. TrendTress Salon provides high-quality, eco-friendly treatments to Londoners' changing tastes. Partnering with eco-friendly product providers and processes follows the global trend towards eco-conscious buying. High-end services, goods, and event packages promote financial stability and customer pleasure. Collaborations with influencers, beauty professionals, and local companies boost the salon's talent, resources, and brand (McCann and Myers, 2021). Exclusive treatments and staff training make TrendTress Salon a leader. Digital platforms and a user-friendly website can help the salon stay visible and connected with its audience as online interaction rises.

Part 2: Reflective Essay
The Gibbs reflective cycle helps me evaluate my entrepreneurial and managerial goals from my entrepreneur questionnaire responses (Hargreaves and Page, 2013). GET2 and Entrepreneurial Questionnaire are my tests. A balanced scorecard shows moderate entrepreneurship. Though cautious, I take fair chances.
My entrepreneurship questionnaire and GET2 responses reveal early self-reflection nuance. Responsibility, challenge, and profit drive me. Risk assessment and security are crucial to me. I balance options due to my ambition and caution (Santos, Marques and Ferreira, 2020). Opportunities and risks motivate me to be entrepreneurial. This balanced approach guides my strategic decisions and helps me manage entrepreneurship's complexity with a full picture of problems and opportunities.
The quiz says ambition and prudence complicate my emotions. A strong desire for challenge and responsibility indicates a proactive and opportunity-seeking mind-set. Controlled caution is sometimes wise (Muo and Azeez, 2019). This emotional conflict intentionally balances risk-taking with ambition. Impulsive decision risks and financial stability must be understood. Ambition, caution, and financial mindfulness emotionally guide my entrepreneurial strategy, helping me overcome challenges and seize opportunities.
My GET2 score suggested a moderate but encouraging entrepreneurial tendency at 63%. Achievement eagerness denotes a strong desire to attain goals. A balanced entrepreneurial strategy balances freedom, creativity, and cautious risk-taking. These attributes show risk management, creativity, and autonomy (Caliendo, Goethner and Weibenberger, 2019). Entrepreneurs should value their agency because the locus of control score balances result in influence. My assessment shows a promising entrepreneur with determination, adaptability, and balanced entrepreneurial control and influence.
Studying my entrepreneurial intuition suggests success is key. This need motivates me to take on difficulties and responsibilities as an entrepreneur. Medium autonomy scores indicate the ability to reconcile independent decision-making with collaboration, while creative inclination indicates how to blend individual thought and creative teamwork (Boldureanu et al., 2020). Entrepreneurship mixes success, independence, and innovation. This study indicates a dynamic mix of desire, adaptability, and the ability to succeed in solo and cooperative entrepreneurial activities, laying the groundwork for my success in the dynamic commercial world.
Finally, the Gibbs reflective cycle revealed my business and management goals. I balance ambition, caution, and measured risk. Success inspires continually. This fantastic incentive makes me challenge myself like an entrepreneur (Kezic et al., 2022). My perspective supports my business potential and promotes logic and sensible decision-making. A complete understanding of my entrepreneurial mind-set lets me negotiate business difficulties with smart and intentional behaviour, enabling success and growth.
My entrepreneurial experience was ambitious, cautious, and risk-taking. The GET2 exam shows a moderate but ambitious entrepreneurial bent. I desire more freedom, risk-taking, and creativity. Increase your professional network and learn (Jarnagin, 2020). My strategy is strategic goal setting, personal branding, and failure learning. A resilient and well-rounded entrepreneurial approach demands financial management and teamwork. My motivations fit this strategic action plan's entrepreneurial growth and success phases. My entrepreneurship will be guided by this reflection. As an entrepreneur, I must be creative, challenge myself, and be myself. Recognition of my need for achievement leads me to big ambitions and business.
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Have you got what it takes to start and run your own business?
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Now look up your result from the list below and answer the questions:

0-12 points: You do not seem interested in running your own business, bt this does not mean you
cannot be enterprising!

1224 points: You may have the qualties to be an entrepreneur but you seem to want to make too
much money too quickly!

24.- 36 points: You appear to have the potential o run your own business, but some fimes you may
be too cauious.

4836 points: You appear to have all of the qualities needed to be an entreprencur
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