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Introduction

The main summary of the business plan should be summarized so that the parts add up to what remains in the memory of the parts formed. This should be a refinement of the show itself, following the same requirement as the example of the show itself, with the goal that the viewer can refer to the section manually for more information if needed (Ibidunni et al., 2017). Depending on where the business is now, perhaps starting or starting a business in hopes of expanding, the leader's overview should include where the business is located, where to go, why go there, what to do there, and what might be required, companies to achieve the original goals or development goals
Problem
We need a full-fledged salon designed to ensure reliable high-level customer loyalty, provide excellent support, quality merchandise, and create a cosy loft with the right balance of value and respect (McKeever, 2016). 
Solution
We organize great management and things that improve the appearance and mental relaxation of our clients. 
Market
We will target both male and female customers who care about style and have an arbitrary cash flow. Our clients are mostly women, but we will try to attract men who also fit the models. 
Competition
There are several salons like ours, but they are mostly located in well-paid neighbourhoods and districts. We do not expect competition with this so-called "day bath". We want to offer a centre for those clients who cannot bear the costs of these extravagant and very high quality living rooms. 
Why chose us?
Innovative, countless projects, selling a wide range of products and beauty salons. We offer quality hair, nail and skin applications as well as the best cosmetic lines. What will differentiate political opposition from opposition is our commitment to provide this government with useful territory (McKeever, 2016). 
Expectations
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The estimate shows a slight equalization of benefits in the third year. We agree that this is practical, even modest. Obviously, we will constantly monitor the real results and fundamentally change the assessment.
Needs of Financing
We are going to demand £ 60,000 from the project owners and receive £ 50,000 in commercial funding for the equipment. The initial cost includes an invoice of £ 50,000, an initial shipping cost of £ 9,000, and a substantial shipping authorization of £ 53,000 (Kusumaningrum and Hidayat, 2016). 

Demand of Market
The first step is to research the market and the business environment. One method for determining the size of an economy is to include the turnover of potential candidates. This should be possible with PESTLA research. The PESTLA study provides an explanation of how key factors such as population, monetary, financial, innovation, legal and environmental factors influence the size and capacity of the market (Türko, 2016). 
For example, if a newcomer plans to start assembling and selling another PDA in the UK, residents and the public with an advanced mobile phone will provide an estimate of the size of the mobile phone market. The population can be further subdivided into age and gender segments to further limit the target in terms of age and gender market segments; This will help you understand the scale and recognizable indicators of the target market. Naturally, the market size is likely to be larger. Financial and financial variables of the business or market environment provide an indication of the volume of purchases in the market; again, this should orient the target market and the position of the subject. For example, if the economy as a whole is terrible, shoppers may be unhappy with buying high quality products. In addition, if the total land production is low, high quality products may not be suitable for the market. Innovation, legal and natural factors further affect the market's ability to buy, or how the market is currently buying. In the mobile phone model, it may be natural that customers are now turning to "greener" phones, or legislatures have passed laws limiting the number of mobile phones a person can own, or innovative advances that now affect the type of mobile phone or technology that buy these phones. - They can now buy more online than in regular stores. The data needed to conduct this survey can be found on a targeted website such as UK Statistics, which provides surveys, the proportion of men in different age groups and how much each household in the UK receives. Kingdom, among other relevant data. On the other hand, customer survey through surveys can show that it is very valuable in determining market preferences (Fichter, and Tiemann, 2020).
After recognizing the size of the market, the next step is to cross-section it and divide the market to shape the problem and make a valuable contribution. The market can be categorized according to geology, demographics and behaviour. After the subsequent market share, one of these divisions or identified violations can be classified as a target market. It is worth noting that a large market share with the same tempting purchasing power may be an unexpected option, but uniqueness can sometimes be found in a moderate and in some cases larger market with low purchasing power. The reason for this is insurance companies that sell plans for as little as half a kilo, explaining that population is very large, which makes it a large market, but with low purchasing power (Ferreras et al., 2019). It is suggested that you keep a chart of the relevant data from this section in this section of the business plan for easy reference to the gross figures. 




           Problem and decision

· Solve valuable problems
There is interest in hairdressing, nail care and pedicure at a reasonable price. People don't have to lose the basics in order to receive treatment that makes them feel good. 
· Proposed Solution
Pioneers is a complete salon dedicated to the loyalty of trusted customers, offering excellent assistance, quality merchandise and creating a charming atmosphere with fair value and respect. We will continue to support a caring, fair and original workplace that is built on diversity, thought and hard work. 

Strategy and competition
This part of the business plan should describe the business attractiveness and competitive strategy of the industry. The industrial bait can be smashed and found by examining Porter's five energy studies, which basically determine the performance of companies, driven by 5 main sources, 5 porter’s capacity. 
Replacement or Management Risk: The cost customers are willing to pay for an item depends in part on the supply of spare parts. However, if you do not replace the product or management proposal, customers may have to pay a little more, for example, for cigarettes and gasoline. In addition, the likelihood that the customer will switch between options or controls affects how much the premiums reduce costs and benefits. For example, if customers are more likely to switch from sugar to nectar, the cost and benefits of sugar will decrease to attract more customers.
Income risk: If the industry attracts too much capital beyond its value, it will spin like a magnet for non-profits. It is clear that if there are no new restrictions on competitors in business, the rate of profit will drop to a serious level. And in more serious matters, less useful. It will then be possible to check if there are constraints for the divisions of this industry, for example, high capital requirements, differentiation of cases, economies of scale, administrative and legal obstacles, etc. The more there are, the more serious they will be, the more profitable the company will be (Kusumaningrum and Hidayat, 2016). 
Power of Bargaining by Suppliers and Customers: Refers to whether customers are cost sensitive and dependent on various factors. Disputes between companies will depend on the number and size of opponents, as well as how comparable they are. If they are comparable, they can refrain from being bold and try to figure out the methods of assessment. Likewise, the degree of segregation of objects determines the strength of competition: more division means less competition and lower cost, while the opposite is true.
Target Market
· Size and market shares 
The market is our city, the working class, women in general, mostly mothers, working mothers and single people. We do not conduct formal statistical research because we know this market well and are satisfied with the market opportunities of our city. We have been in this business for the past decades. If we do everything right, our clients will come when we have cosmetologists and hairdressers. 
· Current selection 
We are aware of the great competition existing salons throughout the city. We will not try to combine expensive resorts with wasteful space; and we will look better and cheaper compared to less modern animation studio and other worlds. We do not confess as individuals. We hope to win loyal customers because we are acceptable people who are easy to work with, we do what we do, we are kind and helpful. 
· Our strength 
Innovators need to differentiate themselves from other salons that can only offer a few types of controls. Arriving from such a salon, Curly admitted in a conversation with her clients that they need everything the same that we offer, but still disappointed, considering that the hairstyle should be finished in one place, and the nails in another. Although Trend Setters is a hair donation centre, we want to offer our clients accommodation for these different administrations in the same area (Ferreras et al., 2019). 
There are a few shops similar to ours, but they are mostly in well-paid indoor spaces. We are not going to compete with the so-called "day bath". We want to offer an advantageous location for those clients who cannot afford the cost of these magnificent living rooms. Our business environment will be free because customers can reciprocate and corrupt. At the entrance to the administration, customers will be offered carbonated drinks. TVs will be located in the pause and dry area. 


Means to Achievement
The keys to achievement in our business are: 
· Location: Provide clients with efficient open space.
· Environment: create a climate conducive to relaxation and professional assistance.
· Convenience - Offers customers a wide range of management options in one environment and more business hours.
· Reputation: Reputation of owners and other “beauticians” for offering personalized support.

Execution 
· Plan of Marketing 
We tend to imagine the constant presence of online media on Facebook and Twitter. Our experience shows that online media is the best advertisement for this type of business. Despite this, we sometimes carry out special operations. We will also look to clients for online media recommendations and reward them with limited or free administration and trust how many clients they bring. We will also offer limits for new referred clients (Türko, 2016). 





· Plan for Sales 
We expect salaries to grow steadily over the next three years as the reputation of the salon, its beauticians and management becomes apparent to the public. Second year earnings also include the opportunity for a new beautician. 
· Facilities & Locations
The bathroom will be located in a shopping centre on xyz Stylish Road, in the city. Toilet area - 1540 square meters. The territory is specially landscaped, possibly on the busiest roads in the city. A zone of convenient access from all points of the city is allocated. Key actions that make this company successful: 
· Average income per customer per month.
· Average breakdown of revenue from previous customers versus revenue from new customers. We will create clear instructions and follow them first. This will allow us to return to doing business and possible forms of informal entrepreneurship.
· New informal clients. We will receive a request to ask new customers how they contacted us. As we build the business, we will monitor this measurement and watch how different people analyse.
· Twitter follows and Facebook likes. We will create guidelines when building a company. We need information to understand how it works. 




Organization Overview
· Property and structure 
Independent ownership by Bianca Polyak founded and own this llc. 
· Company Management 
Spent two years in a renowned modern studio. Bianca Polyak has acquired a large clientele by doing her job and dedicating herself to it. Bella’s talented team of beauticians have things that make this project incredibly effective. We believe that our established reputation should motivate new clients and beauticians to contribute to our development.
Financial Proposal
Equity has several doubts: 
1. We will use a full commission model whereby beauticians and hairdressers will receive a commission of 60% of income. Industry is usually 45% to 65%. We rank high on the list because we don't offer a solid foundation. We are used to it. The owner will charge a direct commission in addition to the profit.
2. We know that the rental model is just around the corner, but we are used to the fact that it is a more methodical and phased cycle, and all beauticians are ready to use our Visa account.
3. Coincidentally, problems may arise with the agency listed on the income disclosure, but we are a small agency with a common current owner.
4. Basically, we get lower income than usual in the first months, and then stable. We expect annual growth to remain stable over the next year to represent typical results for new clients entering the office. Sales and development revenue estimates are intentionally underestimated, but on the other hand, estimated costs are skewed to account for the most difficult outcome possible (Türko, 2016).
5. Our direct cost is basically a power of attorney for beauticians and stylists that aligns the cost of the products we intend to sell with the current cost of goods, consumables, etc.
6. Sales of Product are an insignificant factor in our market. We're not entirely sure how much revenue this item will generate, so we used a low-scoring strategy and estimated sales at £ 800 per month. In addition, the sales forecast table lists boards such as nails and back wipes. We're not entirely sure how much revenue these two governments will receive. We're confident that these boards will play a large role in our revenue over time, but if we fail on the moderate side, we estimate that revenue from these boards will be just £ 1,500 per month for the main year (McKeever, 2016).
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· Usage of Funds
We estimate the initial purchase of equipment at £ 50,000, of which £ 1,000 for the initial inventory and £ 2,000 for other available resources (general inventory) and £ 9,000 for each initial accident due to transportation costs. This includes legitimate site repairs, upfront marketing costs, labels, logos, and online media. We also recommend when we need a £ 50,000 account to get started. Thus, the total start-up costs are £ 9,000 plus £ 103,000 in resources, including £ 53,000 in material and £ 50,000 in hidden money (Ibidunni et al., 2017). 
· Fund Sources 
We expect that £ 60,000 will be invested in the share capital of the mutual fund, which is likely to be paid up in equity; with a 5-year dealer / manufacturer loan of £ 50,000 to return the original equipment. 
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Expenses by Month
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