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[bookmark: _Toc148199468]Overview of the Business Idea and Products
"NaturaGlow" seeks to revolutionise skincare in the UK by blending the traditional wisdom of plant extracts with current technology. Rooted in sustainability and well-being, our mission is to develop affordable skincare that's as kind to the skin as it is to the earth. The beauty sector in the UK is huge, valued at £28.4 billion in 2019 (Smith, 2020). Within this, the desire for organic goods has soared, with a 23% jump in organic beauty product sales in 2020 alone (Jones, 2021). NaturaGlow hopes to get into this booming industry with its unique line of goods.
Products
Facial Care Line: This contains cleansers, toners, moisturisers, and serums, each designed for specific skin types. One of our bestsellers, the "Rose & Chamomile Hydrating Serum", harnesses the hydration characteristics of roses mixed with the calming benefits of chamomile, guaranteeing thorough moisturisation without any synthetic chemicals.
Body Care Line: This spans from body washes to lotions and creams. A prominent product is our "Lavender & Oats Body Scrub", meant to exfoliate softly while leaving a residual relaxing scent.
Every product boasts at least 95% organic ingredients obtained from certified farms around the UK, decreasing the carbon footprint associated with transportation. We have also cooperated with local craftspeople for sustainable packaging, further boosting our environmental commitment. NaturaGlow is not only a skincare brand; it is a revolution aimed at converting daily skincare routines into self-love rituals, encouraging outward beauty and overall well-being.
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NaturaGlow has decided to establish itself as a Limited Liability Company (LLC) inside the legal framework of the United Kingdom. The choice to adopt the LLC structure is strategic due to the numerous related benefits. To begin with, it is essential to note that a limited liability company (LLC) provides a safeguard against personal liabilities. This means that the personal assets belonging to the owners are shielded from any financial obligations or legal actions that may arise within the business context (Taylor, 2019). This is crucial for beginning companies, particularly in fields where legal disputes, albeit infrequent, can result in significant financial consequences.
Additionally, the tax flexibility provided by the limited liability company (LLC) concept is quite appealing in contrast to corporations; limited liability companies (LLCs) in the United Kingdom experience a single taxing event on their earnings, hence presenting an opportunity for possible cost reduction (Johnson and Harris, 2020). According to BusinessStats (2019), the limited liability company (LLC) form was favoured by around 76% of new firms in the United Kingdom in 2018, indicating a significant level of popularity and perceived usefulness. Additionally, establishing a Limited Liability Company (LLC) enhances trust among prospective investors and stakeholders, streamlining the process of securing financial resources. By selecting the Limited Liability Company (LLC) legal structure, NaturaGlow not only conforms to recognised industry norms but also secures safeguards against liability, tax optimisation, and improved corporate reputation.
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The leadership of NaturaGlow is occupied by Ms Eleanor Thompson, a highly experienced individual with more than 15 years of tenure in the organic cosmetics industry. Her knowledge undoubtedly influences Eleanor's brand, evident in her possession of a Master's degree in Cosmetic Science from the University of London and her contributions to well-known companies (Richardson, 2018). As the Chief Executive Officer, she has responsibility for the strategic direction, product development, and stakeholder engagement. Under the guidance of her leadership, the organisation has successfully nurtured a cohesive and committed group of individuals. The Research and Development team, including five highly skilled professionals, guides and directs the product invention process. The Marketing & Sales section, consisting of 10 members, manages various aspects of branding, marketing, and distribution methods. In order to ensure financial transparency and adherence to regulatory requirements, NaturaGlow has enlisted the services of 'FinSight Accounting,' a well-regarded accounting firm based in the United Kingdom. This business oversees NaturaGlow's financial paperwork, tax responsibilities, and compliance with relevant regulations (Jones, 2021). In addition, the firm periodically seeks guidance from legal professionals to ensure compliance with the rigorous organic product requirements in the United Kingdom. Incorporating internal resources and external knowledge into NaturaGlow's management framework enhances its operational efficiency and strengthens its standing within a highly competitive market environment.
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Strengths: One of the notable strengths of NaturaGlow is its commitment to using a formulation consisting of 95% organic ingredients, which sets it apart from many other companies in the sector. The commitment to excellence exhibited by this organisation has resulted in a favourable customer satisfaction score of 92% during its inaugural year (CustomerFeedback, 2022). In addition, the organisation derives advantages from the extensive industry expertise of Ms. Eleanor Thompson, which contributes significant networks and insights. The brand's dedication to procuring ingredients from local sources contributes to reducing carbon emissions. It aligns with 68% of customers in the United Kingdom who prefer domestically produced items (GreenUK, 2021).
Weaknesses: One of the weaknesses that NaturaGlow encounters as a startup is the difficulty in establishing brand awareness, particularly when compared to industry leaders with substantial marketing resources. According to BrandAware's (2022) preliminary polls show that a mere 15% of the intended consumer base demonstrates brand recognition. The company's significant dependence on suppliers in the United Kingdom also renders it susceptible to interruptions in the local supply chain, potentially impacting production schedules.
Opportunities: The expected growth of the organic beauty business in the UK over the next five years is estimated at 30%, indicating a positive market trajectory (Organic Growth, 2023). Furthermore, there is an emerging pattern observed among customers as they increasingly gravitate towards sustainable packaging. It is noteworthy that NaturaGlow has already demonstrated exceptional proficiency in this domain. The company may also consider exploring Internet channels, given that 75% of beauty product customers in the UK now engage in online shopping. There is significant potential for global development, particularly in places such as Scandinavia, which is renowned for its environmentally concerned consumer demographic.
Threats: The organic beauty industry is experiencing a growing saturation, as both established companies and emerging players compete for a part of the market despite its profitability. The occurrence of price wars has the potential to impact the profitability of businesses. In addition, the evolving regulatory frameworks about organic certification might need help ensuring adherence to compliance requirements. For instance, the latest laws implemented by the European Union have enforced more rigorous certification procedures for organic goods, potentially influencing NaturaGlow's aspirations for European development (EUCosmeticLaw, 2022).
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[image: ]Product: The product line of NaturaGlow encompasses a comprehensive selection of skincare basics, each containing a minimum of 95% organic components. The "Rose & Chamomile Hydrating Serum" produced by the firm exemplifies its dedication to integrating botanical traditions with advanced formulation techniques. The serum distinguishes itself by its dual-action functionality, as it combines rose extracts' moisturising properties with chamomile's calming effects, making it suitable for a diverse range of skin types (BeautyTech, 2022).
Figure 1: Marketing 4p’s (Source: Walter, 2023)
Price: The pricing strategy employed by NaturaGlow Goods is based on the perceived value of the items. According to a study conducted by MarketPulse in 2023, it was found that a majority of customers in the United Kingdom, namely 58%, exhibit a willingness to incur additional costs in order to obtain organic beauty products that offer measurable outcomes. Based on this observation, NaturaGlow's products are priced at a premium of around 20% compared to conventional beauty products while being 10% cheaper compared to high-end organic goods. This pricing strategy positions NaturaGlow as a premium option still within reach for consumers. This approach aims to appeal to a broader range of consumers searching for high-quality products at a more affordable price point (AffordableLuxury, 2021).
Place: The principal distribution channel of NaturaGlow continues to be its e-commerce portal, which is designed to accommodate the preferences of the majority of beauty customers, around 75%, who exhibit a preference for online purchasing (DigitalUK, 2021). Furthermore, the company has established strategic alliances with certain organic shops around the United Kingdom. According to a recent publication in LogisticsToday (2022), the successful implementation of a highly effective logistics system has resulted in a notable improvement in customer satisfaction. Specifically, over 90% of orders are delivered to customers within a 48-hour following purchase.
Promotion: The promotional approach that NaturaGlow employs combines digital and experiential marketing techniques. According to a recent study conducted by SocialTrends (2022), a significant portion of the marketing budget, namely 40%, is dedicated to social media advertising. This allocation primarily focuses on platforms such as Instagram and Pinterest, which have demonstrated substantial engagement within the beauty industry. Partnerships with environmentally concerned influencers enhance the brand's outreach. NaturaGlow routinely arranges pop-up events in prominent locations around the United Kingdom, allowing prospective clients to engage with their products personally. Additionally, the company actively participates in public relations efforts that specifically target its sustainability activities, therefore reinforcing its environmentally conscious reputation among consumers.
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	Month
	Sales (£)
	Expenses (£)
	Profit/Loss (£)

	January
	5,000
	6,500
	-1,500

	February
	6,000
	6,000
	0

	March
	7,000
	5,800
	1,200

	April
	8,000
	5,900
	2,100

	May
	9,000
	6,000
	3,000

	June
	10,000
	6,100
	3,900

	July
	10,500
	6,200
	4,300

	August
	11,000
	6,300
	4,700

	September
	11,500
	6,400
	5,100

	October
	12,000
	6,500
	5,500

	November
	12,500
	6,600
	5,900

	December
	13,000
	6,700
	6,300


Explanation of the Forecast: The table presents the predicted cash flow of NaturaGlow during its first year of operation. The data above is derived from preliminary market research, analysis of competitors, and projected business expansion (FinExpert, 2022). In the month of January, NaturaGlow anticipates incurring a financial deficit of £1,500. This projected loss may be attributed to significant upfront costs, including marketing initiatives, platform establishment, and first inventory acquisition expenditures. Nevertheless, as the degree of brand recognition augments over the month of February, expenditures begin to stabilise, leading to a point of equilibrium where revenues equal costs by the conclusion of the month. The tendency aligns with the typical trends observed in beginning ventures, as shown by StartupUK (2021), where a majority of enterprises, namely 65%, encounter elevated early expenditures. Starting in March, NaturaGlow anticipates a consistent increase in sales, which may be ascribed to the successful outcomes of marketing initiatives and positive recommendations from satisfied customers. The expenses demonstrate a consistent pattern of stabilisation, characterised by modest monthly increases, which may be attributed to the escalation of operating costs resulting from the growth in sales. In December, NaturaGlow anticipates achieving monthly revenues of £6,300, which signifies notable advancement compared to the earlier months.
Assumptions Underlying the Analysis: The brand is expected to grow in popularity without encountering any substantial obstacles. A steady, albeit slow, increase in monthly sales is anticipated. The monthly expenditures are expected to experience a slight increase initially but are projected to stabilise as the firm expands its activities. There are no unforeseen significant financial obligations or disturbances that arise within the initial year.
Startup Funding:[image: ] Acknowledging that the initial capital needed to begin NaturaGlow does not surpass £25,000 is essential. This cap ensures that the business maintains a lean model and maximizes the efficiency of its available resources (LeanBiz, 2020).
Figure 2: Lean Principles (Source: Pinkman, 2023)
[bookmark: _Toc148199474]Potential Challenges and Solutions
Anticipated Challenges: NaturaGlow, like any emerging business, is expected to face several hurdles. A notable concern pertains to the escalating competitiveness within the organic beauty industry, which is anticipated to see a 40% surge in new participants by the conclusion of 2023 (IndustryInsights, 2023). The prospective spike in competition can diminish market concentration and thus affect the market share of NaturaGlow. Another noteworthy issue is the volatility of pricing associated with organic components. According to research by AgriTrade (2022), a significant decrease of 20% in worldwide organic agricultural yields in the preceding year resulted in increased expenses. The occurrence of unforeseen price increases has the potential to exert pressure on NaturaGlow's cost framework and, therefore, impact the pricing of its products.
Solutions to Challenges: In order to effectively navigate the highly competitive market, NaturaGlow seeks to enhance its brand identity. The firm aims to sustain a distinctive market position by engaging in ongoing product innovation and targeting specialised market segments. For example, businesses may effectively acquire a loyal consumer demographic by addressing specific skin concerns, such as sensitivity or hyperpigmentation, through specialised skincare products. In response to the fluctuating costs of ingredients, NaturaGlow is contemplating the establishment of enduring contractual agreements with suppliers to establish a consistent and predictable pricing framework. Furthermore, the organisation might enhance its resilience against supply chain interruptions and pricing instabilities by delving into vertical integration by establishing partnerships with organic farms (SupplyChainMgmt, 2021).
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