MODULE NAME AND CODE
Managing Enterprise in the 21 st Century
BMSW4011


ASSESSMENT TITLE
Business Plan and Reflection

George Marin


UNIVERSITY OF WALES TRINITY SAINT DAVID

Student number: 2239816


Table of Contents
Task 1 – Business Plan	3
1. Product/Service Proposition	3
2. Name of Business and Type of Ownership	3
3. Mission Statement, Aims, Objectives, and USP	4
4. Physical Location and Rationale	5
5. Human Resources	5
6. Marketing Activities	6
7. Market Research	9
8. Financial Resources	12
9. Biggest Threat and Strategy to Overcome	15
Reflection	15
References	18



[bookmark: _Toc183788334]Task 1 – Business Plan
[bookmark: _Toc183788335]1. Product/Service Proposition 
George's Classic Cut delivers a premium traditional barbering experience with a contemporary twist. The core service is to deliver an accurate haircut, shave beard, and personalized styling in a warm, classic barbershop (Johnson, 2020). Customers can expect to experience a professional level with professional barbers taking time to understand individual needs and to deliver a personal grooming experience (Armstrong et al., 2023).
[image: A person in a barber shop
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The business will stand out through premium-grade grooming products used to fulfill individual customers' needs (Bailey and Milligan, 2022). It does not matter if it is a precision haircut, shave, or beard trim--all services will be approached with attention to detail. George's Classic Cut will provide service to men of all ages; this includes young professionals to old-age retirees. It would ensure a friendly, warm welcome (Hadley et al., 2021).
[image: ]
Figure 1 Business Logo
[bookmark: _Toc183788336]2. Name of Business and Type of Ownership 
Name: George’s Classic Cut
Ownership: Sole Proprietorship
Selecting a sole proprietorship for George’s Classic Cut is informed by the need to make the business simple and have George have full control over the business. The structure is also suitable for a start-up because it has relatively a low capital investment when compared to those of partnership or limited companies with less legal formalities (Olazabal and Avila, 2022). The three main benefits of a sole trader include flexibility in administration, direct supervision of business by the owner, and simplicity in tax filing since the business returns are filed under the owner’s I.T. returns. On the flip side, there are some limitations, which lets the owner become personally responsible for the business debts and obligation in a way that their private property can be used to cover the business losses in case of occurrence (Baron and Hmieleski, 2018). 
[bookmark: _Toc183788337]3. Mission Statement, Aims, Objectives, and USP 
Mission Statement: To provide an exceptional grooming experience by combining traditional barbering techniques with modern style (Salehi-Kordabadi et al., 2020).
Aim: Build a reputable and trusted brand in Cardiff, offering high-quality barbering services.
Objectives
· Establish a loyal customer base by providing exceptional service and fostering long-term relationships (Singh et al., 2023).
· Expand clientele through effective marketing, word-of-mouth, and community partnerships.
· Achieve steady growth in the first year by increasing customer retention and acquiring new clients.
Unique Selling Proposition (USP): The USP of George's Classic Cut is the blend of traditional barbering services with modern customer care. The emphasis on skilled cuts, high-class grooming products, and an old-fashioned barbershop atmosphere sets it apart from the rest (Barrow et al., 2021).
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[bookmark: _Toc183788338]4. Physical Location and Rationale 
Cardiff is a lively, booming market with a varied population of professionals, students, and families (Pickering, J., 2020). City Centre provides much-needed high foot traffic, providing numerous potential customers looking for either an in-and-out grooming session or a regular appointment schedule. The demographics of this area fit well with the targeted market—men across ages looking for quality service to improve their grooming. Since competition will certainly exist, the business difference is what George's Classic Cut offers as a rare mix of traditional barbering with personalized service, and customers want an authentic experience (Barringer and Ireland, 2022).
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Figure 2 Google Map of the Location
[bookmark: _Toc183788339]5. Human Resources 
Number of Staff: The business will be managed by the owner, George as the sole barber, but with a future plan to recruit an assistant or another barber as the business expands (Reuer et al., 2019).
Recruitment of Staff: The owner will recruit staff locally or from barbering academies to ensure a high standard of skill and customer service (Suhaimi and Sunitiyoso, 2023).
Job Profiles:
· Barber (Owner): He provides all the barbering services, handles appointments, and maintains quality control.
· Assistant (future hire): Assists with front-end customer service, cleaning, and administrative work.
· General Assistant: When expanding the business, another barber will be recruited, whose roles are concerned with service delivery and customer satisfaction (Finch, 2022).

Figure 3 Organisation Chart
[bookmark: _Toc183788340]6. Marketing Activities 
Marketing Plan:
	Element
	Details

	Product
	Haircuts, sideburns, and beard trims, shaving, and style services.

	Price
	Affordable: A haircut costs £12; beard trim is done at £8 while shave at £10.

	Place
	Based in Cardiff (Cathays/Roath) but with an online booking facility.

	Promotion
	Flyers, advertisements on the social sites, cards. Promotional offers, loyalty cards. Partnerships with local businesses to increase brand awareness. 

	People
	Our strategy will focus on training and customer services. Staying up-to-date with customer needs and trends will help us ensure we meet and exceed customer needs and wants. Providing excellent customer service will enhance customer experience in our barbershop and will increase return chances. 

	Process
	Easy reservation and booking, well-organized work to minimise waiting times. 

	Physical Evidence
	Open, narrow store format, customised equipment to reflect our brand image. Extra attention to cleanliness to make sure our clients feel safe in our premises. [image: ]



Awareness creation and acquiring customers, will be done through a combination of digital and advertising tactics at George’s Classic Cut. For promotions and barbershop advertising, this business will create accounts on sites such as Facebook and Instagram (Armstrong et al., 2023). To enhance the visibility, paid advertisement will target customers within the local area. Leaflets will be scattered on stores, gyms, and other establishments around the target area for traffic presence (Hooley et al., 2020). 
PR Initiatives:
It will incorporate local celebrities and personalities who will be used to advertise the barbershop by posting on social media, calendar listing, or raffle. The advertisements in local papers or magazines will announce the grand opening and novelty of services (Murdock, 2021). In addition, there will be events organized in Cardiff where people will know the brand to be associated with (Williams, 2022).
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Figure 4 Instagram Post
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Figure 5 Flyer
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Figure 6 Poster
[bookmark: _Toc183788341]7. Market Research 
Primary Research: The survey results mainly focused on the emerging options and perceptions that George’s Classic Cut clientele have for it. The respondents’ age distribution is quite skewed towards haircuts and beard arrangements, with 51% of respondents being either 26-35 years old or 46+ years old. Barbering service using hair conditioner is most frequently used, once a month and thus the services require good quality services to the returning customers. The fact that customers want to book through website and phone call indicates there is a need to improve on website booking system.
[image: A screenshot of a computer
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The outcomes also revealed that a large number of respondents expressed willingness to refer their barbershop to other people, and hence are satisfied clients. George’s Classic Cut has the flexibility of the pound sterling budget range to be within customers’ expectations that fall between £15 and £35. Furthermore, word of mouth and brand advocates and social media influencers would be ideal marketing tools (Whittington et al., 2020).
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Figure 7 Graph 1
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Figure 8 Graph 2
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Figure 9 Graph 3
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Figure 10 Graph 4
Secondary Data Research: The UK hair and beauty industry, inclusive of barbershops, was valued at £4.4 billion in 2022 with an increase rate of 35%. Though challenges arose from the Brexit and pandemic effects, about 43% of the salons and barbers' shops recorded profit in the year 2023, while showing excellent recovery and ever-increasing demand for grooming services (PolicyBee, 2022).
[image: ]
Figure 11 Graph 5
[bookmark: _Toc183788342]8. Financial Resources 
Costs of Running the Business
	Cost Item
	Amount per Month (£)
	Amount per Year (£)

	Rent (Shop Space)
	1,200
	14,400

	Utilities (Electricity, Water, Internet)
	150
	1,800

	Staff Wages (1 Barber, 1 Assistant)
	2,500 (Owner salary + Assistant)
	30,000

	Marketing and Advertising
	250
	3,000

	Insurance (Public Liability, Property)
	100
	1,200

	Stock (Barbering Products)
	200
	2,400

	Miscellaneous (Supplies, Maintenance)
	100
	1,200

	Total Monthly Costs
	4,300
	51,000



Sources of Finance
	Source
	Amount (£)

	Owner Investment
	15,000

	Small Business Loan
	20,000

	Personal Savings
	5,000

	Total Finance
	40,000



Expenses
	Expense Type
	Amount (£)

	Rent
	1,200

	Wages (Owner + Assistant)
	2,500

	Utilities
	150

	Marketing and Advertising
	250

	Stock and Supplies
	200

	Insurance
	100

	Miscellaneous
	100

	Total Monthly Expenses
	4,300



12-Month Cash Flow Forecast
	Month
	Income (£)
	Expenses (£)
	Net Cash Flow (£)
	Cumulative Cash Flow (£)

	January
	5,000
	4,300
	700
	700

	February
	5,200
	4,300
	900
	1,600

	March
	5,400
	4,300
	1,100
	2,700

	April
	5,600
	4,300
	1,300
	4,000

	May
	5,800
	4,300
	1,500
	5,500

	June
	6,000
	4,300
	1,700
	7,200

	July
	6,200
	4,300
	1,900
	9,100

	August
	6,400
	4,300
	2,100
	11,200

	September
	6,500
	4,300
	2,200
	13,400

	October
	6,700
	4,300
	2,400
	15,800

	November
	6,800
	4,300
	2,500
	18,300

	December
	7,000
	4,300
	2,700
	21,000



The financial resources for George’s Classic Cut have been planned to support business basics and future development. The estimates of monthly expenses should be roughly £4,300, rent, wages for the employees, and promotion being the primary costs. £40,000 in the start-up capital will be through personal savings, a small business loan, and the owner’s funds. Organizing the data in the form of a 12-month cash flow forecast further indicates that there is growth in terms of profit and therefore income since existing customers will be retained and there will be increased marketing. For the first year, the composite cash flow for the business is expected to be £21,000 which is an implication of a healthy business.
[bookmark: _Toc183788343]9. Biggest Threat and Strategy to Overcome 
Threat: The greatest threat to George’s business known as the classic cut is stiff competition from other barbers within the barbering industry especially in capitals like Cardiff. Second, there is little customer loyalty, which means that it might be difficult for the organization to generate more sales and revenues if clients are not frequent customers.
Strategy: In response to this threat, the business will avoid compromising its quality of services delivery and will seek to nurture its customer relations (Osterrieder, 2021). Loyal program, regular extra discounts for customers and exclusive hair care treatments will compel customers to keep coming back. Keeping strict hygiene and tidiness, being friendly and opening for customers, responding promptly to customer needs will create a competitive advantage for George’s Classic Cut and develop customer attraction.
[bookmark: _Toc183788344]Reflection
What?
I have learned a lot about the prospective of starting a business especially in the barbering industry by drafting the business plan for George’s Classic Cut. Thanks to the business plan I have been able to learn about different aspects of business operation, including market analysis and sales projections, financing and budgeting, and marketing and human resource management. I also had to take account features such as customer loyalty, competitors and financial issues. The surveys conducted in the primary research and secondary data research in the industry environment allowed me to form a better perception of my niche market and the general environment. Additionally, to come up with the financial forecast, and in understanding the expenses involved in the running of the business was essential in shaping him for real life business.
So What?
Understanding has provided me with adequate knowledge to enable me to make the right choices as I progress in the business. Knowledge of the many trends and how customer feedback influences the process of my service delivery will be very essential towards ensuring that I remain relevant to the customer and the market forces. The section on how a business need to manage its finances through financial planning & control including making a cash flow forecast or managing its expenses has been helpful for understanding how to generate enough revenue to cater for day-to-day expenses for the business to be sustainable. Such evaluation of sole proprietorship model has conveyed clear understanding of profitable factors of full control and fewer formalities as well as the exposures of personal stake and restricted fund access. In the process, I have also learnt about digital promotion, including how to design fliers and post that will capture the attention of targeted consumers.
Likewise, by learning the possible strengths of an entrepreneur I can more confidently manage some aspects of the business such as decision making and creativity. Nevertheless, I have also realized that issues such as competition management and customers’ retention will be lifelong issues a business has to deal with. I have socially learned that owning and managing a small business is not solely a mastery of certain traits but also the power to face challenges and change.
Now What?
Subsequently, the best course of action is to incorporate the lessons from the business plan into the plan of action. The most important areas to focus on will be, the establishment of a large customer base in addition to constructing brand image for the new business known as George’s Classic Cut. To improve the quality of services I will deliver, my prime area of interest would be to offer personalized services that are enhanced by conventional trimming accompanied by techniques that meet the present-day customers. To mitigate the risk of competition, I shall ensure that the quality of my services is market competitive, I focus on the clients and ensure that marketing promotes the value given by my services. Also, it means that I will need to be very active in managing the business’s finances, set the cash flow forecast, and change it if necessary, the business model.
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