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Executive summary 

FreshStart Cleaning is a proposed household cleaning business serving 
Harborne, Birmingham. It will target busy households seeking reliable, regular 
cleaning. The owner will initially manage and deliver services, using refillable 
cleaning products to reduce packaging waste. The proposed price is £22 per 
hour, with a two-hour minimum booking. Initial funding of £1,500 will come 
from personal savings. A small operating area will control travel costs. The 
main challenges are attracting customers, establishing trust and generating 
sufficient income for the owner. 
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1. Business overview 

FreshStart Cleaning will provide kitchen and bathroom cleaning, 
dusting, vacuuming and floor cleaning in Harborne, Birmingham. Its 



target customers are working households seeking convenient help with 
routine tasks. The proposed price is £22 per hour, with a minimum booking of 
two hours. Equipment and products will be supplied. Specialist cleaning and 
hazardous waste removal will be excluded. 

The owner will initially manage bookings, purchasing, promotion, financial 
records and cleaning. However, the owner will be personally responsible for 
business debts. Registration and record keeping requirements will follow 
GOV.UK guidance (GOV.UK, n.d.). Owner illness could interrupt service, so 
customers will receive prompt notice and rescheduling options. 

Environmental sustainability will be incorporated through refillable products 
and reusable containers, following supplier instructions. Container 
purchases and refills will be recorded to monitor packaging reuse. Nearby 
bookings will be grouped to limit unnecessary journeys. These actions provide 
a practical environmental element without claiming that cleaning has no 
environmental impact. 

Mullins (2010) emphasises evaluating opportunities before committing 
resources. FreshStart will therefore seek initial enquiries and trial bookings 
before purchasing additional equipment or employing staff. A cleaning 
checklist agreed with each customer will clarify priorities and expected 
standards. Feedback after initial visits will identify improvements and help 
establish whether customers want regular appointments. 

The business will initially operate without rented premises to limit fixed costs. 
Cleaning supplies will be stored appropriately, and customer information will 
be kept securely. A short booking agreement will explain access 
arrangements, cancellation terms and how concerns can be reported. The 
owner will avoid accepting more appointments than can be completed 
reliably. Expansion will depend on repeat demand, manageable travel times 
and sufficient cash, rather than increasing customer numbers without 
considering service quality. 



2. Market research 

The Office for National Statistics (2026) estimates that the UK had 29 million 
households in 2025. This indicates a broad household market, but national 
figures do not establish demand for cleaning in Harborne. Local willingness to 
pay must therefore be tested through customer conversations and bookings. 

Before launch, the owner will seek feedback from ten local households about 
cleaning frequency, preferred times, current arrangements and willingness to 
pay. Three paying trial customers will be sought. These are planned activities, 
not completed research. The small sample may be unrepresentative, so 
responses will be compared with actual bookings. 

The PESTEL analysis identifies external influences and proposed responses. 
Its implications include controlling overheads, monitoring customer spending 
and supporting environmental claims with evidence. 

Economically, the service depends on customers having money available for 
discretionary spending. FreshStart will avoid rented premises and monitor 
cancellations rather than assuming continued growth. Socially, allowing 
someone into a home requires trust, making clear communication and 
consistent standards important. Technology can simplify enquiries and 
appointment reminders, although customer details must be protected. 

Environmentally, refill records will provide more useful evidence than broad 
claims about being green. Politically, local business support may offer 
guidance, but funding will not depend on receiving assistance. Legally, the 
owner will investigate applicable responsibilities before trading. 

HSE guidance identifies hazardous substance risks within cleaning work 
(HSE, n.d.). FreshStart will assess products, follow instructions, store 
supplies securely and use suitable protective equipment. Refillable 
packaging does not remove chemical risks. 



Competition includes Maid2Clean Birmingham and MOLLY MAID Edgbaston. 
Maid2Clean advertises regular cleaning from £16.95 per hour, depending on 
area and hours (Maid2Clean, n.d.). FreshStart’s £22 rate is higher, creating a 
potential barrier. Competitor service arrangements must be checked 
because prices may cover different provisions. 

MOLLY MAID operates locally in Edgbaston, providing an established 
alternative (MOLLY MAID, n.d.). FreshStart will compete through direct owner 
contact, consistent service and transparent pricing. However, a new business 
lacks an established reputation. Weak trial interest would trigger a review of 
price, service scope and location before expansion. 

Customer research will also explore whether households prefer weekly or 
fortnightly visits. Regular appointments could improve scheduling and 
predictable receipts, while less frequent visits may suit tighter budgets. 
FreshStart will compare these preferences with its minimum booking 
requirement. Competitor websites provide advertised information rather than 
evidence of satisfaction or availability, so comparable quotations will be 
sought before claiming an advantage. Competing only through lower prices 
could weaken the ability to cover costs and maintain standards. 

 



 

3. Marketing communications 

FreshStart will communicate a clear offer: reliable household cleaning, 
supplied equipment and refillable products. Promotional material will state 
the hourly price, minimum booking, operating area and included tasks. This 
will help customers judge suitability and reduce misunderstandings. 

The first month marketing budget will be £100: £40 for local leaflets and £60 
for a small social media advertising trial. Leaflets will target Harborne. Online 



promotion will focus on nearby customers and comply with community group 
advertising rules. These allocations are estimates requiring price checks. 

Enquiries will be asked where they heard about FreshStart. The owner will 
record enquiries, paid bookings and repeat customers by channel. If £60 
advertising generates three paying customers, acquisition costs would be £20 
per customer. This is an illustration, not a guaranteed result. 

Satisfied customers will be invited to provide honest reviews and referrals. 
Photographs inside homes will only be used with permission. White, Habib 
and Hardisty (2019) identify social influence and tangible benefits within their 
sustainable consumption framework. FreshStart can apply these ideas 
through genuine recommendations and specific evidence of container reuse. 
However, environmental messaging may not overcome concerns about price 
or cleaning quality. 

The initial target is three paying trial customers during month one. Monthly 
reviews will redirect spending towards channels producing bookings. Booking 
confirmations and reminders will support reliable communication. 

Customers will be encouraged to explain their priorities before booking, 
allowing the owner to confirm whether the requested tasks fit the available 
time. Any complaint will be acknowledged promptly and investigated against 
the agreed checklist. Marketing will avoid unsupported promises about 
environmental performance. 

4. Financial plan 

FreshStart requires £1,500, provisionally funded through owner savings. This 
avoids borrowing repayments and preserves control, but exposes personal 
funds to loss. Availability of savings must be confirmed. External equity is not 
proposed because the initial funding requirement is limited. 



A loan would preserve some savings but introduce repayments before 
demand is established. Grants will be investigated but excluded from 
forecasts because no award has been secured. 

All costs are illustrative estimates requiring supplier checks and an insurance 
quotation. No premises rent, vehicle purchase or employee wages are 
assumed. Existing transport is assumed available; otherwise, funding 
requirements would increase. 

First month payments total £800, covering equipment, products, insurance, 
website setup, marketing, travel and administration. The £1,500 funding 
therefore leaves £700 before customer receipts, providing a buffer for 
unexpected spending or slower bookings. 

Receipts assume 20, 40 and 60 paid cleaning hours respectively, charged at 
£22, with immediate payment. This produces £440, £880 and £1,320. These 
are demand assumptions rather than confirmed bookings. Travel and 
administration require additional unpaid time. 

Month two and month three business payments assume £2 per paid hour for 
supplies and travel, plus £180 monthly for marketing, administration and 
other costs. Payments therefore total £260 and £300. Owner drawings are £0, 
£300 and £600 across the three months. 

Closing cash equals the opening balance plus funding and receipts, minus 
payments and drawings. Forecast closing balances are £1,140, £1,460 and 
£1,880. Cash balances are not profits: funding is not sales, while drawings are 
not business expenses. Tax payments are excluded; an appropriate reserve 
must be established. 

If month two bookings fall to 20 hours, receipts would be £440. With £220 
business payments and £300 drawings, cash would decrease by £80, leaving 
£1,060. The owner would reduce drawings and review marketing. 



The forecast indicates initial liquidity but does not establish sufficient income 
for full time self employment. Monthly comparisons with actual results and a 
longer forecast are needed before relying on the business for living costs. 

The owner will also compare supplier prices, product suitability and 
equipment durability before purchasing. Annual insurance renewal, 
replacement equipment and unexpected costs must be considered in longer 
forecasts. Separate records of business receipts, payments and personal 
drawings will support clearer financial reviews and timely decisions as the 
business develops over time. 

 

Table 2 First-month business payments: 

 

 

 

 



The funding leaves £700 before customer receipts, providing a 
contingency buffer. 

Table 3 Three-month cash-flow forecast 
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