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Task 1: Business plan proposal
1.1. Company concept
The company of RB Beauty is majorly based on providing makeup solutions in specialized areas of hair makeover, threading of eyebrows, and overall makeup for the customers. RB Beauty is focused on branding their specialized as well as expert services in various areas of providing makeup that helps in beautifying their customers.
1.2. Company name
The organization based on providing freelance makeup solutions to the customers in the Cardiff in Wales will be named as “RB Beauty”.
1.3. Mission statement
The mission statement of “RB Beauty” is based on the idea that states, with my experience and artistry “Making your every occasion beautiful & special”.
1.4. Business aim
“RB Beauty” is aimed on applying the makeup products to the clients that helps them to achieve their desired look as well as make them feel proud and confident about themselves. Once successful plan to open my own beauty salon.
1.5. Business objectives
To successfully achieve the organizational aim of this company “RB Beauty”, the management of company will need to consider these below mentioned objectives:
●	Successfully fulfilling the makeup and skincare demands clients’ request 
●	Using skin and environment friendly products to ensure sustainability.
●	Successfully implement plans for marketing and promotional activities.
1.6. Legal identity
The idea of legal identity is based on a process of registering the company lawfully by providing documentation on the behalf of a person for accessing rights, responsibilities, as well as benefits provided by the country. According to Voogt, (2019), being unocumented in the process of carrying on a business in a state is complemented with denied possibilities and opportunities for exercising social and civil rights. Here the company of “RB freelance makeup” has chosen to be a legal identity of a sole trader, that can be explained by self-owning and running of a business as a single individual. A business entity with the legal identity of sole trader does not associate with another legal identity that can differentiate from the owner of the business. This complex perspective can be explained by stating that the legal identity of sole trader can be explained as the owner itself is the business.
As per the vows of Baker et al. (2020), a sole trader has the most absolute control over their business, the assets of the business, as well as over the profits that are left after paying taxes. In addition to the extensive benefits of having control over the business, this type of legal entity provides simplicity with versatility to the business along with many more other benefits.


1.7. Marketing and PR plan
According to Subedi, (2019), for developing an effective marketing plan for the company, tbe below mentioned points can be applied:
●	Efficient assessment of the present situation in the business with respect to organizational goal.
●	Identifying the most fruitful opportunities in the near future.
●	Considering an effective action plan that helps in prioritizing the upcoming tasks.
In accordance to Arif, (2016), in order to develop a successful Public Relation plan, the below mentioned strategies can be applied:
●	Successfully crafting a story that can compel target audience.
●	Highly promoting organizational expertise present in the business.
●	Sponsoring and taking participation in events of charity and community programs.
●	Positively reaching out to the makeup influencers in the target area.
●	Developing a media kit as well as storing it on the cloud storage.
1.8. Pricing strategy
Effective pricing strategy is considered to play an important role in setting the standards for available products and services at the target marketplace. According to Kienzler and Kowalkowski, (2017) this aspect of pricing strategy is majorly based on thorough research on the present market by paying close attention towards previous deviations in demand and competition. In the process of developing a small business, owners usually get wronged by matching their pricing strategy with the lowest possible service provider to gain the market share. This type of pricing strategy usually gains due to involving in a process where customers see the service or product as a commodity that obscures the value provided behind services and products.
Among different pricing strategies the most suitable one with respect to this scenario is the penetration pricing and economy pricing. The process of penetration pricing is based on a process of setting price of services and products at a low level that helps the company in gaining market share at the time of launching products and services. In addition to that economy pricing is majorly based on the concept of no-frills price that can be explained as a process that provides low price by eliminating non-essential features from the business.
1.9. 7Ps of marketing
Marketing is considered as a continuously evolving area that is found by companies as the major area for having a grip in the competitive market. Marketing mix is considered as a combination of parameters related to marketing that can be taken into consideration while planning for extensive marketing. This extended class of marketing mix was developed by Bitner and Booms in 1981 by adding three more parameters to the model of 4Ps of marketing mix. This method of marketing is considered as a set of identified tactics for marketing that can be applied in any possible combination to provide satisfaction to the customers within the target market. These 7Ps are highly controllable with respect to the demand in the business that can be affected by external as well as internal environments of marketing. The process of mixing these various tactics for marketing for effectively meeting the requirements of customers is commonly known as applying a tactical mix for marketing. These 7Ps are briefly described below:
●	Product: In accordance to Do and Vu, (2020), this aspect is referred to by the things or activities sold by a business that includes their features, benefits, and advantages upon purchasing done by the customers.
●	Price: This aspect is explained by the previously determined strategy for pricing and the process of affecting the business. The owner needs to identify the amount of money the target customers are willing to pay to avail the services. The allocated prices that the owner is willing to offer has been provided in the appendix. 
●	Promotion: This aspect of marketing strategy is considered as highly impactful by making the customers aware of the services as well as products offered by the business (Do and Vu, 2020). These activities of promoting the business have various modes that include tactics for sales, advertising, direct marketing, promotion, and other ways for promotion. This business will be promoted mainly via social media platforms such as Instagram, Snapchat, and Facebook. 
●	Place: This aspect of marketing refers to the places where services and products offered by the business can be observed, distributed, or sold. The main place for this business will be from the home of the owner, but the services will be made available to chosen location of customers and prices vary depending on the distance of travel required to be made by the artist. As per the views of SOFICĂ, and Cosma, (2018), starting a new business the key marketing tactic is associated with effectively finding appropriate locations for conducting the business.
●	People: People can be referred to by the workforce associated with the business that includes people for sales and working staff including the business owner. At the starting process, the only people of this business will be the artist herself, but progressively as the business expands, she would be required to recruit future artists as part of the business. 
●	Process: This aspect refers to the process of delivering services and products to the customers. This aspect of marketing is mainly focused on being easy with the business process for generating profitability (SOFICĂ and Cosma, 2018). Being equipped with an effective business process ensures maintaining standards for providing services to the customers repeatedly, as well as saving money and time by developing efficiency.
●	Physical evidence: This aspect can be explained by everything seen by the customers while encountering with the business. According to the ideas of Abdul-Hamid et al. (2017), that includes: interior designing or layouts, branding of business, packaging of products, and physical environment. The way in which the service is delivered, the first impression and presentation of the artist are the physical evidence which customers see and review their service on. 
 
Figure 1: 7Ps of Marketing
(Source: Abdul-Hamid et al. 2017)
1.10. Marketing samples
In todays’ world marketing of any business has been majorly done on various social media platforms such as Instagram, Facebook, Snapchat, marketing by influencers in respective areas on social media. These are the chosen means through which the artist wants to market her work and service. A major number of beauty brands are shifting from conventional marketing strategies to more digitally focused ways of marketing for acquiring more attention from their target customers. There are some examples mentioned below from some of the reputed brands associated with beauty products who the artist is interested to invest towards. Those are:
●	Digital launch of latest products by “Fenty”.
●	Publishing magazines for introducing latest products that will be launched by “Brichbox”.
●	NYX has introduced an event of face award that helps in increasing awareness about the brand of NYX .
●	Another beauty brand named Rimmel has launched a campaign that coincides with the baseline of the organization changing to “live the london look” from “get the London look”.
1.11. Physical location
The company has developed their market segment that is primarily based on taking orders for makeup in the areas of Vale of Glamorgan, and Cardiff. Cardiff is the capital of the country of Wales and the other area is also a part of Cardiff where this business will be grown.
1.12. Human resource strategy
For effectively running the business for providing services of makeup the business owner will need to recruit a few strategic business partners for managing the human resources that will be required in the business. According to the ideas of Vrchota and Řehoř, (2019) managing and establishing the organizational relationships are required for understanding the clients as trusted advisors for effective business. The members of human resource management will also be required to be proactive in the process of offering effective solutions with relation to people related and organizational issues. The associates of HRM are also required to provide their expertise in the below mentioned areas for managing the work more efficiently and contributing to organizational productivity. Those areas are performance management, organizational development, managing relation with the employees, providing appropriate coaching, strategizing for programs of learning and development and prompt data analytics. In addition to that, they are also required to have appropriate ability for investigating and understanding the intimate connection among organizational goals, available skills, and talent needs.
As per the views of Mustafa and Elliott, (2019), the employees of human resource management need to have the ability of effective management by executing the duties of human resources at fullest. These duties need not be limited to the processes of gathering key talents, maintaining, and writing up job descriptions, effectively developing procedures and policies while overseeing the annual processes of human resource management. These annual processes include head counting for budgeting, effectively carrying out the processes of performance management in form of appraisals. When the owner of the company is ready to recruit future employees, having employees with qualifications on makeup would be better. Also experienced employees would certainly aid in the progress and success of the company. 
According to Mustafa and Elliott, (2019), the employees of human resource management also need to be proficient in consulting, communicating, and facilitating other relevant skills. These skills are required in the process of solving a problem effectively while having the ability of employing their sound judgments for various complex situations. They also need to be excellent at offering motivation as well as influence by developing impactful relationships with employees (Vrchota and Řehoř, 2019). In addition to previously mentioned aspects of being a member of human resource management, the ability of handling the most complex set of stakeholders of business will be appreciated. They also need to be comfortable enough to take firm steps for getting done the right things for betterment of the business.
The organizational chart for this business is illustrated below:
 
Figure 2: Organizational Chart
(Source: Otoo and Mishra, 2018)
1.13. Source of finance
The projected start-up cost for initiating the business by “RB Beauty” is at an amount of £10,000. Among this amount £5,000 is set to be spent on the purpose of purchasing the required products as well as costs for marketing. The rest of the £5,000 will be kept at the other side for any event of shortage in the process of income. For sourcing this preliminary amount of money for starting the business will be done by using hereditary money. In addition to that the business owner will also use up her personal investments. Lastly, the business owner will seek for getting bank loans in case of facing any difficulty in the process of starting up the business.
1.14. Cash flow forecast
The cash flow has been divided into three parts that includes purchasing and set up cost, marketing cost, and service charge. In the former one £2,500 has been allotted for renovating the room and purchasing required products for starting up the business. An amount £1,500 is allocated for marketing cost and traveling cost is projected at £1,000. For more detailed cash demarcation please (refer to appendix1, 2 and 3)
1.15. SWOT analysis
	STRENGTHS: 
· communicating with customers because of excellent at interpersonal communication skills
· Knowledge on products
· Highly experienced on artistry
· Qualified brow specialist 
· Always up to date on latest trends
· Very patient 
· Location
	WEAKNESSES:
· new business will take longer for customers to trust you
· Online presence not so strong
· Do not drive
· location

	OPPORTUNITIES:
· get my clients to promote me on social media 
· Learn how to drive
· Open up my own shop/franchise
· Master classes/one to one 
·  training academy
· You tube channel 
	THREATS:
· Competitors
· More online 
· Price points
· Changing makeup trends
· You tube tutorial teaching how to’s 
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Appendices
Appendix 1: Total cost
Total Cost	10000
Reserve amount	5000
Other costs
•	Water 
•	Electricity
•	Interior designing
•	Beauty Products
•	Furniture
•	Electrical equipment’s
Total	
200
300
400
500
600
500
(200+300+400+500+600+500=2500)
Remaining amount	5000-2500=2500

 Appendix 2: Marketing cost
Total Cost	1500
Marketing cost
•	Digital advertisement
•	Leaflet
•	Social media	
600
300
600
Remaining amount	(2500-1500)= 1000
Appendix 3: Service charges
Service charges	
Bridal makeup	175
Bridal hair	55
Bridal trial	75
Bridal hair/makeup trial	125
Party makeup	45/55 (including lashes)
Eyebrow threading	15























[image: ]

[image: ]






[image: ]

[image: ]




[image: ]

[image: ]





[image: ]

[image: ]





[image: ]


[image: ]




[image: ]

[image: ]





[image: ]
RUJI BEGUM
1915094
UWTSD
image4.png
Objevtives :

» To successfully achieve the organizational aim of
this company “RB Beauty”, the management of
company will need fo consider hese below
mentioned Successfull fulfiling the makeup and
skincare demands clients’ request

» Using skin and environment friendly products to
ensure sustainabilty.

> Successfully implement plans for markefing and
promotional activities.





image5.png
Marketing
plan
(physical)

Marketing Results Triangle

the servic  MEDIA (how)
prodi

considered o be ]

highly effective &
(Miladinova,





image6.png
Marketing
plan (digital)

.. 8=

2

(alalalal





image7.png
Promotional activities

> Creating a frustful community for developing advocacy of the
brand.

> Seeking assistance from micro-influencers in finding ways to heart of
target customers (Assadinia et al. 2019)




image8.png
Promotional
activities

> Having a previously
set standard for
recognizing
potential customers
by the help of social
listening .

> Effectively
collaborating with
Tocal small- and
large-scale hotels
and spas (Assadinia
et al. 2019).





image9.png
optimize

Potential
marketing
activity

>

Implementing the idea of
“beauty for all” supported
by launching services and
products for every person
(Tcivina, 2020).

Shifting more focus
toward digital morketing




image10.png
Potential
marketing

»> Implementing the ideas
of marketing from
reputed brands in beauty
products.

> Adopting practices from

distinctive and

empowering messages

(Teivina, 2020).





image11.png
Public relation
activity

» Implementing activities of
advertorials and media
relations for effectively
conveying the brand.

» Amanging business events,
and providing brochures
and catalogs are proven
10 be helpful for
developing public
relations (Mew, 2020).

» Affending wedding fairs
and events to promote
business.

H
i
g
i





image12.png
Public relation activity

Distributing newsletters for
effectively promoting the
ava

company (Mew, 2020).

Conducting events of speaking
engagements are also proven to
be helpful in the process of
building public relation.




image13.png
SWOT ANALYSIS

STRENGTHS: WEAKNESSES:





image14.png
Reference li

> Miladinova, Y., 2020. Business-To-Business PR in Small-
To-Medium  Enterprises. Journal of  promotional
communications, 8(1). pp. 212-219

» Assadinia, S., Kadile, V., Golgeci, I. and Boso, N., 2019.
The effects of leaming orientation and marketing
programme planning on export performance: Paradoxical
moderating role of psychic distance. International Small
Business Journal, 37(5), pp423-449.

> Tcivina, A., 2020. Social Media Marketing Plan for Hard
Rock Cafe Helsinki. pp. 651-741

> Mew, M.E., 2020. Small Business Social Media Marketing
Strategics in the Retail Industry. pp. 34-87




image1.png
PRIFYSGOL CYMRU
Drindod Dewi Sant
‘ NIVERSITY OF WALES

rinity Saint David





image2.png
MISSION STATMENT l

RB Beauty
“Making Your
Every Occasion
Beautiful”

STUDENT ID:1915094

STUDENT NAME: RUJI BEGUM




image3.png
RB Beauty
“Making your every
occasion Beautiful”
(Freelance make-up Artist)

»Specialized in Halr, Make-Up
and Brow Threading for any
occasion or events.

Briclals
Bridesmaids
Birthdays
Hen parties
Proms

Night outs
Graduation

YYvYvYvYvy

others

TEL: 07940713952





