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Executive Summary
Green Cut Barbers Ltd is a proposed barbershop that will provide professional grooming services while promoting environmental sustainability and community support. The business will offer haircuts, beard trims, skin fades and traditional shaving services in a modern and welcoming environment. Demand for barbering services remains strong as personal grooming continues to be an important part of consumer lifestyles (Statista, 2024).
The business will reduce its environmental impact by using biodegradable cleaning products, LED lighting, recyclable packaging and a digital booking system to reduce paper waste. In addition, Green Cut Barbers will support the local community by offering monthly free haircuts for homeless individuals and discounted services for students and pensioners.
The business will operate as a private limited company (Ltd). It will require approximately £50,000 in start-up funding to cover equipment, rent, marketing and working capital. The business aims to break even within 12 months and build a strong customer base through excellent service and marketing.

1. Overview of the Business Idea
Green Cut Barbers Ltd will operate as a modern barbershop providing high-quality grooming services for men and boys. Services will include haircuts, skin fades, beard shaping, hot towel shaves and hair styling. Retail products such as beard oils and shampoos will also be sold to generate additional income.
The business is designed around sustainability and social responsibility. Consumers are increasingly choosing businesses that demonstrate environmental awareness and ethical behaviour (Burns, 2020). Therefore, the barbershop will use eco-friendly cleaning products, reduce plastic waste and adopt digital systems for bookings and receipts.Community support is also central to the business model. One day per month will be dedicated to providing free haircuts for homeless people in partnership with local charities. Discounts will also be offered to students and pensioners to improve accessibility and strengthen community relationships.
The management structure will consist of the owner/manager, two qualified barbers and one apprentice. The business will operate as a Private Limited Company, which provides limited liability protection and improves credibility with customers and suppliers (Burns, 2020).


2. Market Research
Market research is essential because it helps businesses understand customer needs, identify competitors and recognise opportunities within the market (Kotler and Armstrong, 2021). Green Cut Barbers has analysed the external environment using a PESTEL analysis.
PESTEL Analysis
Political Factors
Government policies relating to taxation, employment and health and safety influence how barbershops operate. Employers must ensure that the workplace is safe for employees and customers by complying with health and safety legislation. Businesses are also required to pay taxes and comply with employment regulations relating to wages, working hours and employee rights.Although changes in government policy may increase operating costs, complying with legal requirements helps businesses maintain customer trust and avoid financial penalties.
Economic Factors
Economic conditions have an important influence on consumer spending. During periods of inflation, customers may reduce spending on luxury products and services. However, regular haircuts remain an important part of personal grooming and many customers continue visiting barbers even during difficult economic conditions (Scarborough and Cornwall, 2019).Careful pricing, loyalty schemes and promotional offers will help Green Cut Barbers retain customers while remaining competitive.
Social Factors
Consumer attitudes towards grooming have changed significantly over the past decade. Many men now visit barbers more frequently than in previous generations due to changing fashion trends and increased awareness of personal appearance. Social media platforms such as Instagram and TikTok have also influenced hairstyle trends and increased demand for professional barbering services.Consumers are also becoming more interested in supporting businesses that care about the environment and local communities. By combining sustainable practices with community support, Green Cut Barbers aims to appeal to these socially responsible consumers (Kotler and Armstrong, 2021).
Technological Factors
Technology allows businesses to improve customer service and increase efficiency. Green Cut Barbers will use online booking software, contactless payment systems and social media marketing to improve customer convenience.Digital marketing is particularly important because it allows businesses to reach large numbers of potential customers at relatively low cost compared with traditional advertising methods.
Environmental Factors
Environmental sustainability has become an important issue for businesses of all sizes. Customers increasingly expect businesses to reduce waste, recycle materials and use environmentally friendly products where possible (Burns, 2020).Green Cut Barbers will minimise its environmental impact by using recyclable packaging, biodegradable cleaning products, LED lighting and digital administration systems. These initiatives reduce waste while supporting the company’s brand image as a sustainable business.

Legal Factors
The business must comply with the Health and Safety at Work Act 1974, the Data Protection Act 2018 (GDPR), employment legislation and consumer protection laws. Appropriate public liability insurance and employer’s liability insurance will also be purchased to protect the business against legal claims.Following legal requirements helps reduce business risks while ensuring customers receive safe and professional services.
Competitor Analysis
The local market includes independent barbershops, franchise businesses and hair salons that offer men’s grooming services. Many competitors have experienced staff and loyal customers, making competition relatively strong.
However, Green Cut Barbers has several competitive advantages. Unlike many local competitors, the business will actively promote environmental sustainability through eco-friendly products and waste reduction initiatives. It will also provide regular community support programmes, including free haircuts for homeless individuals and discounts for students and pensioners.
According to Porter (1980), businesses that differentiate themselves from competitors are more likely to achieve long-term success. Green Cut Barbers will use its commitment to sustainability, excellent customer service and community involvement to build a strong reputation and attract loyal customers.

3. Marketing Communications
Marketing communications are essential because they help businesses promote their products and services while building relationships with customers. According to Kotler and Armstrong (2021), an effective marketing strategy allows businesses to communicate their value to customers and create a competitive advantage.

Target Market
Green Cut Barbers will target a wide range of customers, including:
· Men aged 16–60
· Students
· Young professionals
· Fathers with children
· Environmentally conscious customers
· Elderly customers who require regular grooming services
The business will focus mainly on customers living and working within the local area, as they are more likely to become repeat customers. Building customer loyalty is important because repeat customers provide a reliable source of income and often recommend businesses to friends and family.
Marketing Objectives
During the first year, Green Cut Barbers aims to:
· Build strong brand awareness within the local community.
· Attract at least 250 regular customers.
· Develop a positive online reputation through customer reviews.
· Increase repeat business using loyalty schemes.
· Promote the business as a sustainable and community-focused barbershop.
These objectives are realistic and measurable, allowing the business to monitor its progress throughout the first year.




Marketing Strategy
Product:
High-quality barbering services using professional tools and sustainable products.
Price:
Competitive pricing with student and pensioner discounts. A loyalty scheme will offer every 10th haircut free.
Place:
A town-centre location with strong foot traffic and online booking availability.
Promotion:
Marketing will focus heavily on social media such as Instagram, TikTok and Facebook. These platforms are cost-effective and highly influential for grooming businesses. Customer reviews and referrals will also be encouraged, as word-of-mouth is highly effective in local service industries.
Additional promotion includes:
· Opening discounts
· Referral rewards
· Local sports sponsorships
· Community events
· Google Business profile optimisation
4. Financial Plan
Financial planning is essential because it allows entrepreneurs to estimate costs, identify funding requirements and ensure the long-term sustainability of the business (Scarborough and Cornwall, 2019).
Funding Required
Green Cut Barbers Ltd requires approximately £50,000 to begin trading successfully.
The funding will be obtained from three sources:
· Owner’s savings: £15,000
· UK Start Up Loan: £25,000
· Family investment: £10,000
Using several funding sources reduces financial risk and provides enough working capital to support the business during its first few months of operation.
Estimated First Month Start-up Costs
	Expense
	Estimated Cost (£)

	Premises deposit
	6,000

	First month’s rent
	2,000

	Barber chairs and equipment
	12,000

	Shop refurbishment
	5,000

	Initial stock
	4,000

	Website and booking software
	2,000

	Marketing and advertising
	3,000

	Insurance
	1,500

	Licences and registration
	1,000

	Utilities
	1,000

	Working capital
	12,500

	Total
	50,000


The largest expense is barbering equipment because professional chairs, mirrors and tools are essential for providing high-quality services. Marketing is also an important investment because new businesses need to build awareness quickly in order to attract customers.
Financial Objectives
Green Cut Barbers aims to:
· Break even within the first 12 months.
· Achieve annual sales of over £180,000 by the end of Year Two.
· Build a loyal customer base of at least 250 regular customers.
· Employ an additional qualified barber during the second year.
· Increase profits through repeat customers and product sales.
Monitoring sales and expenses regularly will help the business identify problems early and improve financial performance (Burns, 2020).
Conclusion
Green Cut Barbers Ltd has the potential to become a successful business by combining professional barbering services with environmentally responsible practices and community support. Demand for men’s grooming services continues to increase, while many consumers are actively choosing businesses that demonstrate social and environmental responsibility (Statista, 2024).
The business will stand out from competitors by using eco-friendly products, reducing waste and supporting the local community through free monthly haircuts for homeless individuals and discounts for students and pensioners. These activities will strengthen the company’s reputation and encourage customer loyalty.
The market research demonstrates that there is a strong opportunity for a modern barbershop that offers high-quality services while operating sustainably. Effective marketing through social media, referral schemes and local partnerships will help attract customers and build long-term relationships.
Although there are risks such as increasing competition and changing economic conditions, careful financial planning, excellent customer service and a clear business strategy will help Green Cut Barbers achieve long-term success. Overall, the business represents a realistic and sustainable investment opportunity with the potential for future growth and positive social impact.
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