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[bookmark: OLE_LINK1][bookmark: OLE_LINK2][bookmark: OLE_LINK3][bookmark: OLE_LINK4]1. Product/Service Proposition and Company Name
[bookmark: OLE_LINK6]Bloom Studio is a beauty business specialising in professional nail services in Merthyr Tydfil, South Wales,offers high-quality treatments including hard gel extensions, BIAB overlays, gel polish treatments and nail maintenance. The business is aimed at women aged 18 and above who are looking for premium nail care services in a professional, welcoming environment.
The word “Bloom” represents growth, confidence and self-care. The brand aims to help clients feel more confident while supporting the growth of beauty professionals working within the studio. The long-term vision is to develop Bloom Studio into a multi-service beauty salon offering workspace rental opportunities for independent beauty professionals and a range of branded aftercare products, creating additional revenue streams and strengthening the business identity within the local beauty market (Burns, 2022).
2. The Story Behind the Business Idea
The idea for Bloom Studio developed from my passion for beauty and creativity. During the Covid-19 pandemic, I completed a Level 4 qualification in Nail Technology, providing the skills required to work professionally as a nail technician. After gaining practical experience, I decided to establish my own business. The business combines professional expertise, creativity and long-term growth ambitions (Stokes and Wilson, 2021).
3. Business Ownership Structure
Bloom Studio will operate as a sole trader business. This structure has been chosen because it is simple to establish, requires minimal administration and allows full control over business decisions (Poff, 2023). 
As the business grows and expands to include additional beauty professionals, rental spaces and branded retail products, alternative business structures may be considered in the future if they offer greater benefits for business development, risk management and long-term growth (Griffiths and Wall, 2011).

4. Mission Statement, Business Aim, USP and SMART Objectives
Mission Statement
A mission statement helps businesses communicate their purpose and support strategic decision-making (van der Walt, Kroon and Fourie, 2004). Bloom Studio aims to provide professional nail and beauty treatments in a welcoming environment while helping clients feel confident through high-quality service.
Business Aim
The aim of Bloom Studio is to establish a profitable beauty studio in Merthyr Tydfil, build a loyal customer base within the first year of operation and gradually expand its service portfolio to include additional beauty treatments.
Unique Selling Proposition (USP)
A unique selling proposition (USP) helps businesses differentiate themselves from competitors by offering unique value to customers and creating a stronger market position (Caldieraro and Cunha, 2022).
Unlike larger salons, Bloom Studio offers a more personalised one-to-one client experience in a private studio setting. 
SMART Objectives
SMART objectives provide clear and measurable targets that support business growth and enable entrepreneurs to monitor progress effectively (Ndubisi and Nwankwo, 2013). To achieve its long-term aim, Bloom Studio has established the following strategic objectives:
1. Gain 30 regular clients within the first 12 months of operation.
2. Achieve a consistent monthly revenue of £2,000 within the first year.
3. Reach 1,000 followers across Instagram and Facebook within the first 12 months.
4. Introduce at least one additional beauty treatment within 24 months.
Location and Rationale
Bloom Studio will be located at 14 New Market Walk, Merthyr Tydfil Town Centre (see Appendix 1,2). This location was selected due to its central position within St Tydfil Shopping Centre, one of the main retail areas in the town. (Cooke & Arkwright, 2026).
The location benefits from high pedestrian footfall, nearby public transport links and proximity to a range of retail businesses, which may increase customer visibility and accessibility. In addition, Merthyr Tydfil has a large population of young adults, students and working professionals who represent an important target market for beauty services.
Compared with larger cities such as Cardiff, commercial rental costs in Merthyr Tydfil are significantly lower, making it a more financially viable location for a start-up business. The selected unit has an annual rental cost £10,500 (£875 per month), which is considered affordable for a new beauty business while still providing a professional town-centre presence. 
6. Human Resources
Initially, Bloom Studio will be operated by the owner, who will be responsible for treatments, bookings, marketing and daily operations. As the business grows, additional beauty professionals may be recruited or offered workspace rental opportunities (Greer, Carr and Hipp, 2016).
7. Marketing Activities
Marketing plays an important role in helping small businesses increase brand awareness, attract customers and support long-term growth. Social media marketing is considered a particularly effective and low-cost promotional tool for small businesses (Popescu and Tulbure, 2022). 
The business will actively encourage satisfied clients to leave online reviews, as primary research identified reviews as one of the most important factors influencing customer choice (see Appendix 9).
To attract new customers and encourage customer retention:
· 10% discount for new clients on their first appointment.
· A loyalty card scheme offering a 50% discount on the sixth appointment.
· A referral programme providing a 15% discount when an existing client recommends a new customer.
· Monthly social media giveaways to increase engagement, brand awareness and local reach.

8. Market Research
Primary research was conducted through an online questionnaire completed by 17 respondents (Appendix 8). Results indicated strong demand for a beauty studio offering multiple services in one location and identified young adults as the primary target market. Findings also suggested opportunities for repeat business through customer retention strategies. (Suman, M.N.H., Chyon, F.A. and Ahmmed, M.S,2020)
Overall, the primary research supports the proposed business model and confirms demand for a beauty studio offering multiple services in one location. This finding supports Bloom Studio’s long-term expansion strategy and may provide a competitive advantage within the local beauty market. (Barrow, C,2001)
9. Financial Resources and Forecast
Bloom Studio will be financed through personal savings and income generated from nail services. Initial start-up costs will include salon furniture, professional nail equipment, products, marketing materials and rental costs for the business premises.
Initial start-up costs will also include business insurance and any regulatory requirements necessary to operate legally within the beauty industry.
A financial forecast prepared using Microsoft Excel indicates that Bloom Studio has the potential to become profitable within its first year of operation (Gomera, Chinyamurindi and Mishi, 2018).
Profits will be reinvested to support business growth and future expansion (Mazzarol, 2014).
Appendix 11 for the Excel financial forecast.
10. SWOT Analysis
A SWOT analysis was conducted to evaluate Bloom Studio’s current position and future growth potential. The analysis identified strong opportunities for expansion through additional beauty services and workspace rental, alongside challenges associated with competition and brand awareness. The full SWOT analysis is presented in Appendix 8 (Wardana, Sukaatmadja and Setini, 2022).
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Individual Reflection
[bookmark: OLE_LINK7]Throughout this module, I developed several new entrepreneurial skills and strengthened existing ones while creating my business plan for Bloom Studio. The process helped me gain a deeper understanding of how businesses are planned, established and evaluated. It also encouraged me to reflect critically on my own strengths and areas for improvement as a future business owner.
One of the most valuable skills I developed was business planning. Before this module, I had practical experience working as a self-employed nail technician, but I had never created a complete business plan. Through the lectures, I learned how different elements of a business connect together, including mission statements, SMART objectives, market research, financial planning and marketing strategies. 
A key topic that influenced my business plan was SWOT analysis. Learning how to identify strengths, weaknesses, opportunities and threats helped me evaluate Bloom Studio more realistically. For example, I recognised that my experience as a nail technician and my commitment to customer service are important strengths. However, I also identified weaknesses such as limited financial resources and strong competition within the beauty industry. 
Another important area of learning was market research. The module taught me the importance of gathering information from both primary and secondary sources before making business decisions. By conducting research and analysing competitors, I gained a better understanding of customer expectations, pricing strategies and market demand. This allowed me to make more realistic decisions when developing my business proposition and positioning Bloom Studio within the local beauty market.
The finance lectures were particularly useful because they improved my understanding of costs, assets, liabilities and cash flow forecasting. Before studying these topics, I understood basic business expenses but had limited knowledge of how financial planning supports long-term business sustainability. Creating a cash flow forecast helped me appreciate the importance of monitoring income and expenditure to ensure the business remains financially viable. 
This project also helped me recognise some personal strengths and weaknesses as a potential entrepreneur. I found that I am creative, motivated and passionate about customer satisfaction, which helped me develop the business concept. However, I also realised that I sometimes focus more on the creative aspects of a business than the financial details. Completing the cash flow forecast and financial planning sections challenged me to improve my analytical skills and pay greater attention to budgeting and long-term sustainability.
The module also strengthened my problem-solving and decision-making skills. Models such as Porter’s Five Forces and SWOT analysis demonstrated how structured frameworks can support strategic thinking. Rather than making assumptions, I learned the importance of using evidence and research to justify business decisions.
If I were an investor, I would consider investing in Bloom Studio because the business is based on a service that I am passionate about and already have experience delivering. The market research and financial planning completed during this project suggest that there is potential demand for the business. However, I also recognise that success is not guaranteed. Competition, economic uncertainty and changing customer preferences present risks that would require ongoing monitoring and adaptation.
Overall, this module has increased my understanding of entrepreneurship and the process of developing a viable business plan. It has helped me become more confident in my ability to evaluate business opportunities.
word cunt:539
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8. What is the most important factor when choosing a beauty technician?
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6. Would you be interested in a beauty studio offering multiple services in one location?
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Monthly Costs Amount £

Rent £875.00
Utilities £100.00
supplies 300
Insurance £50.00
marketing £75.00
miscellaneous £100.00
Totalmonthlycosts  £1,500.00
Revenue Forcast Amount £

clients per month 100
Average spend per

client £35.00
motnhly revenue £3,500.00
monthly costs £1,500.00




image16.png
Month
Jan
Feb
Mar
Apr
May
Jun
Jul
Aug
Sep
Okt
Nov

Revenue
£3,500.00
£3,500.00
£3,500.00
£3,500.00
£3,500.00
£3,500.00
£3,500.00
£3,500.00
£3,500.00
£3,500.00
£3,500.00
£3,500.00

Costs

£1,500.00
£1,500.00
£1,500.00
£1,500.00
£1,500.00
£1,500.00
£1,500.00
£1,500.00
£1,500.00
£1,500.00
£1,500.00
£1,500.00

Net cash flow Opening balance Closing balance

£2,000.00
£2,000.00
£2,000.00
£2,000.00
£2,000.00
£2,000.00
£2,000.00
£2,000.00
£2,000.00
£2,000.00
£2,000.00
£2,000.00

£0.00
£2,000.00
£4,000.00
£6,000.00
£8,000.00
£10,000.00
£12,000.00
£14,000.00
£16,000.00
£18,000.00
£20,000.00
£22,000.00

£2,000.00
£4,000.00
£6,000.00
£8,000.00
£10,000.00
£12,000.00
£14,000.00
£16,000.00
£18,000.00
£20,000.00
£22,000.00
£24,000.00




image17.png
estimated annual
forecast

Annual revenue:
annual costs:
estimated annual
profit

Amount £

£42,000.00
£18,000.00

£24,000.00




image1.png
Prifysgol Cymru
Y Drindod Dewi Sant

University of Wales
Trinity Saint David




image2.png
- “jp
5 = &%,
Térkép Mdhold I FNCH
= & %, =
= 5 % High
heG’a;,, E
)
= > o &
& x &
o S R
= ¥ dR®
@ (\‘\ N
iE QP
vansea Rd '9»00 f
%

5 9
" MORGANTOWN //g Cyfarthfa High Sch

\! i g
GEORGETOWN Y Merthyr Tydfy <
E)

rthyr Tydfil o ) =
ary Surgery \%/ @ . Parc
- Thomas
\¢ 3 |
; % % 3 o
The College & it 2\ § g
Merthyr Tydfil \=/ ) 2 3
S0 £\%
t+  Merthyr Tydfil== g o
<
4 TWY
b4
oA
%’\' M “eess\
/¢
/ s
A ) P
——Halo Merthyr Tydfil o LR
% Leisure Centre \"¥7 “
43

A4102
=30

Google Billenty(iparancsok ~ Térképadatok ©2026 ! Feltételek





image3.png
14 Newmarket Walk, Merthyr Tydfil, CF47 8EL
£875 e Q Koo
B Arkwright

D View brochure

91 Size sq ft Ec::' Lease length
1,166 Ask agent
By, EPC & Parking
[ & Ask agent




