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[bookmark: _Toc214870309]OVERVIEW OF THE BUSINESS IDEA

Brazilian Crown UK is an online retail store specialising in premium Brazilian haircare products tailored for curly, wavy, and coily hair textures. Our mission is to introduce the UK market to high-quality, results-driven solutions that nourish textured hair, promote hair health, and empower individuals to embrace their natural beauty. We cater to a diverse audience across all ages and genders who seek effective, trustworthy products specifically formulated for textured hair. By leveraging Brazil’s rich heritage in haircare innovation, we aim to fill a gap in the UK market with authentic, proven treatments. With a strategic plan to scale nationwide within two years, Brazilian Crown UK is poised to become a trusted name in textured haircare across the UK.

[bookmark: _Toc214870310]Description of the product

[bookmark: _Toc214870311]Management structure and legal format of the Startup

At the start, the online business will operate under a Sole Trader legal format for the first two years. As the business grows, there is potential to transition into a Limited Company (Ltd). I chose the sole trader format because it is the simplest and most practical option for a new online retail business. It allows me to retain full control over decision-making and operations, and to respond quickly to market changes or new opportunities. Start-up and ongoing costs are lower, with minimal administrative requirements. This format also offers straightforward registration, flexible financial management, and a simplified tax process under the UK system. It enables me to launch the business independently and efficiently, with the flexibility to expand later if necessary.




[bookmark: _Toc214870312]PESTLE ANALYSIS: 	

A PESTEL analysis is a framework or tool used by marketers to analyse and monitor the macro-environmental (external marketing environment) factors that have an impact on an organisation, company, or industry. (Washington State University, 2025).
	[bookmark: _Toc214870313]Political:
 (Tax Policy) Import taxes and VAT increase product costs, which in turn affect pricing and profit margins. Changes in tax rules for online sales may also impact compliance and operations.
(Data privacy law) Political Rules require companies to protect users’ personal information, keep it secure.


	[bookmark: _Toc214870314]Economical:
(Inflation Rate) Rising inflation increases import and shipping costs, which in turn reduces and alters consumer spending habits on non-essential items, such as haircare products.

(Digital Advertising costs) It has a huge impact on online business, both positive and negative. Boosting visibility and sales also affects ad pricing on platforms, as higher.


	[bookmark: _Toc214870315]Social:
(Safety Emphasis) Includes strict safety cosmetic standards, product testing, and accurate labelling. Must ensure that all imported products meet standards to protect consumers and avoid legal issues.

(Demographics) The young generation is confidently shopping online.


	[bookmark: _Toc214870316]Technological:
(Technological incentives) Such as government grants, tax reliefs, and digital infrastructure support can significantly enhance the growth and competitiveness of online businesses by reducing operational costs and encouraging innovation (Department for Business and Trade, 2024).

(AI and Automation) Boost efficiency, perform tasks automatically. Save business time, reduce errors.


	
[bookmark: _Toc214870317]Legal: 
(Consumer Protection Law) It requires online businesses to provide transparent information, fair pricing, and clear return policies to safeguard customer rights (Smith, Johnson and Patel, 2025).

(Intellectual property) Avoid infringement by protecting the brand.


	[bookmark: _Toc214870318]Environmental:
(Environmental Protection) Green regulations influence package, and shipping. It must use eco-friendly packaging, lower shipping emissions, and meet sustainability standards to help protect nature and future generations.




[bookmark: _Toc214870319]MARKETING STRATEGIES

[bookmark: _Toc214870320]Target Customers
The main audience is individuals of all ages (including kids) and all genders with curly, coily, or wavy hair who are seeking to embrace their natural beauty, boost their confidence. 
[bookmark: _Toc214870321]Positioning Strategy

The business offers UK customers an exclusive, confidence-boosting online reseller that brings access to trusted and high-quality Brazilian hair care products for curly, coily and wavy hair from Brazil to customers in the UK. It focuses on Brazilian brands such as Salon line, Seda, Lolla Cosmetics and Skala- including their natural, plant-based, and clean ingredient lines, offering customers effective and accessible solutions that nourish textured hair and enhance natural beauty. We make it easier for customers to access trusted textured hair products from Brazil that are often hard to find in the UK. It aims to empower individuals from all cultures of all ages, and all genders to embrace their natural curls with confidence every day.


[bookmark: _Toc214870322]Marketing Mix 4Ps
Ettenson, Conrado and Knowles (2013) argue that the traditional 4Ps framework is outdated for B2B markets and propose the SAVE model—Solutions, Access, Value, and Education—as a more effective approach.
[bookmark: _Toc214870323]Product:
The business offers premium companies’ products from Brazil that are specifically designed for curly, coily, and wavy hair, such as Slon line, Seda… With huge different lines and a variety of oils, creams, moisturisers, and gels to treat and embrace textured hair beauty. The products are chosen to make customers’ hair care routine easier, address the specific needs of textured hair, improve hydration, definition, and hair health, and boost customers' confidence every day. As a fully online business, the product offering also includes: A smooth shopping experience, clear product information, usage tips, and expert-like curation.
Price:
The pricing strategy is competitive and accessible to customers who cannot find these brands locally, taking into consideration: Import costs from Brazil, shipping and logistics, competitor prices within the UK textured hair market, in addition to the need for a sustainable profit margin.
 Place: The business operates entirely online, allowing individuals from any place across the UK to buy with convenience.
Promotion:
Will focus on digital Marketing and community-driven strategies. Social media: Instagram and TikTok (educational content: about the online platform, how to use, tips, real customers before and after routines). Influencers within the curly hair community create content that celebrates inclusion and diversity.







[bookmark: _Toc214870324]FUNDING REQUIREMENTS & STARTUP COSTS
[bookmark: _Toc214870325]Expected Startup Expenses 

Startup cost amount (amount to start the business)

	STARTUP COSTS
	AMOUNT



	Initial Stock purchase (from Brazil)
	£500 - £2000

	International shipping for stock
	 £150- £300

	Import duties (Brazil to UK)
	£100- 300

	Import VAT
	£80- £150

	Website setup
	£50- £100

	Branding/ logo design
	£30- £80

	equipment
	£140

	marketing
	£150

	TOTAL
	£3.220


These are the total costs you must include before launching the shop. These costs happen one time. 

	RUNNING COSTS
	AMOUNT

	Fixed costs
	£220

	Variable cost depending on sales
	£100 - £200

	Total monthly
	£420


These are the running costs for every month, only to keep the store alive and active. 







	FIXED COST
	AMOUNT

	Website plan
	£50

	Monthly marketing
	£150

	Domain renewal
	£10

	Canva pro
	£10

	equipment
	£80

	TOTAL
	£300



These are the stable and predictable expenses; they do not depend on sales volume.


	VARIABLE COSTS

	AMOUNT

	Shipping to customers
	£20- £30

	Packaging per order
	£0.40 - £2

	Wholesale cost per unit
	£2 - £20

	Marketing per sale
	£1 - £4

	Payment process fees
	2% + 20p

	Import duties
	£15 – 50£

	TOTAL
	£106



These are costs that happen only when sales happen. The more you sell, the higher these total expenses become.
	MONTH
	JAN
	FEB
	MAR
	APR
	MAY
	JUN
	JUL

	Fixed Cost
	300
	300
	£300
	£300
	£300
	£300
	£300

	Variable Cost
	£106
	106
	206
	350
	380
	400
	480

	TOTAL
	£406
	£406
	£506
	£580
	£600
	£700
	£780

	Revenue
	£375
	£410
	£500
	£600
	£680
	£850
	£1050

	Profit/ loss
	-31
	-4
	-6
	+20
	+80
	+150
	+270



The table shows that although fixed costs stay the same each month, the variable costs and revenue increase over time, causing early losses, then break-even months, and finally some profit starting from March, as sales begin to exceed to success.
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