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Task 1 - Analysis Report

Glow to Go Aesthetics by F.T. presents an innovative concept of a mobile aesthetic clinic offering treatments at clients  chosen locations. The business is currently in development, and a questionnaire was designed to uncover user preferences and inform strategic decisions. The ultimate goal is to offer high-quality, professional treatments in a safe, private, and highly convenient environment. This analysis integrates key findings, connects them to business strategy, and explains their influence on marketing materials, website design, and service development.
The research showed that convenience is a top priority for potential clients (Figure 1). Around 68% of respondents identified accessibility and flexibility as critical to their decision-making process, validating the mobile clinic concept. This was a central factor in developing a service model that allows clients to book treatments at home or work, an idea established in the modern consumer’s desire for time saving and discretion (Sandhu, 2020).
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Figure 1. Screenshot of questionnaire responses: Tutuiu, F. (2025).

Another key insight was the importance of trust. Respondents repeatedly mentioned professionalism, licensing, hygiene, and insurance as essential (Figure 2). As a result, our branding and communications, emphasise that our team is fully insured, licensed, and experienced. According to Pinto and Guarda (2020), clear communication of professional credentials plays an essential role in building early credibility.
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Figure 2. Screenshot of questionnaire responses: Tutuiu, F. (2025).

The treatments clients were most interested in, include anti-wrinkle injections, skin boosters, vitamin treatments, and dermal fillers (Figure 3). To align with actual demand, these services were prioritized in the initial offering, following the principles of lean startup as outlined by Reedy and Parker (2017). Rather than launching with an extensive menu, Glow to Go focuses on treatments that the target market actually wants.
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Figure 3. Screenshot of questionnaire responses: Tutuiu, F. (2025).

Perhaps most promisingly, over half of respondents said they would prefer a mobile service to traditional clinic visits, citing comfort, discretion, and convenience (Figure 4). Only a small segment remained sceptical, highlighting that the business must continue to reassure clients about hygiene and safety, especially as it lacks reviews and before-and-after images due to being in the pre-launch stage
.
[image: A screenshot of a computer

AI-generated content may be incorrect.]
Figure 4. Screenshot of questionnaire responses: Tutuiu, F. (2025).

These findings influenced the business concept in multiple ways. From service offering to pricing and branding, Glow to Go Aesthetics was designed with its future clients in mind. The mobile clinic van has been customised with luxury finishes such as white leather seating, soft lighting, gold accent, creating a calm and elegant atmosphere. This directly reflects the expectations expressed in the questionnaire for cleanliness, professionalism, and quality.
The business flyer, website, and business card all echo this tone. A minimalist black-and-gold theme signals elegance, while messaging assures potential clients of licensing and hygiene practices. The flyer invites people to complete the questionnaire to help refine the offer. Byrd (2021) states that early marketing aligned with audience needs and values increases long-term loyalty and customer retention. The flyer and business card were designed with customer preferences in mind, simple, professional layouts, clear service descriptions, and strong emphasis on safety and convenience (Figure 5, 6, 7). The colour palette, language, and layout were chosen specifically to attract the identified target segments
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Figure 5. Glow to Go business card: Tutuiu, F. (2025).
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Figure 6, 7. Glow to Go promotional flyer: Tutuiu, F. (2025).

Similarly, the website’s layout, navigation, and written tone were shaped by what respondents said they wanted: ease of access, professionalism, and clear, reassuring messaging (Figure 8, 9).
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Figure 8. Glow to Go (2025) Home page. Available at: https://glowtogo.my.canva.site/#home
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Figure 9. Glow to Go (2025) About Us. Available at: https://glowtogo.my.canva.site/#about-us

The questionnaire responses helped define three audience segments. First, new clients who are curious but cautious. For them, trust, insurance, and simplicity matter most. Second, working professionals looking for discreet and flexible appointments. Finally, regular aesthetics clients who already use such treatments and are motivated by convenience. According to Dadwal,( 2020), customizing content and messaging for each segment enhances engagement. While Glow to Go is not yet using full-scale digital marketing, the website was designed with SEO basics in mind. Strategic use of phrases like “mobile Botox in South Wales” and “aesthetic treatments at your location” are embedded in headings, metadata, and content. Pinto and Guarda (2020) state that foundational SEO boosts long term visibility without high advertising costs.

SWOT Analysis for Glow to Go Aesthetics
The SWOT analysis derived from questionnaire data has significantly contributed to defining the strategic direction of Glow to Go Aesthetics. One of the key features of the mobile concept is its response to the demand for convenience and flexibility. A professionally managed service model gives the brand a market advantage. Weaknesses such as a lack of client reviews, limited initial services, and operational dependence on vehicle reliability were also acknowledged early. These informed plans to implement strong hygiene protocols, secure backup transportation solutions, and roll out core treatments first.
Identified opportunities include capitalising on seasonal demand peaks during events such as Valentine’s Day, Mother’s Day, and Christmas. Additionally, collaborating with offices or salons to offer mobile pop-up services presents a strategic avenue for growth. At the same time, potential threats such as competition from budget clinics, public perception of mobile service safety, and fluctuating operational costs like fuel and supplies were noted. These elements align with Barrow et al. (2021), who stress that a strong business plan must anticipate threats and prepare contingency strategies while capitalising on market gaps. By incorporating this structured reflection into the planning process, Glow to Go has taken a realistic, opportunity-driven approach to its launch strategy.

The development of Glow to Go Aesthetics by F.T. has been guided entirely by prospective client feedback. By placing consumer needs at the heart of planning, the business is creating a service that feels personal, professional, and relevant. While marketing efforts are still modest, and there are no reviews or photos yet, the brand is being built on solid foundations: trusted service, luxury experience, and true convenience. Every element, from interior design to web content and marketing materials, has been influenced by the survey findings. The flyer, website, and business card were all designed to reflect what our future clients value: clarity, trust, professionalism, and ease of use. These visual and strategic decisions ensure that our materials support early engagement and build credibility, laying the groundwork for stable client flow and long-term growth.
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Task 2 - Excel in the Digital Era: A Fundamental Tool for Business Strategy and Growth

In today’s fast-paced digital world, it’s easy to assume that Excel might be fading into the background, especially with the rise of artificial intelligence, automation tools, and specialised software platforms. However, for new entrepreneurs, especially those launching small, service based ventures like Glow to Go Aesthetics, Excel remains not only relevant but also indispensable (Adams, 2022). This simple yet powerful tool continues to be the foundation stone for organising, analysing, and planning key aspects of business, particularly in its early stages when flexibility and control are vital.
From the outset, Excel offers a user-friendly platform for capturing data and structuring it in ways that are easy to understand and use. For Glow to Go, which is still in the planning phase, the ability to clearly organise projected income, expenses, and stock levels in simple spreadsheets is fundamental. Broman and Woo (2018) explain how structuring data in a smooth format reduces errors and supports clear interpretation, something essential when testing business models or comparing different pricing structures. Scenarios have been simulated and Glow to Go's operations and financial expectations refined using tools available in Excel, without the need for costly software.
Financial forecasting is one of Excel’s most impactful uses. With built-in formulas like PMT, SUMIF, and conditional formatting, the tool enables clear cash flow planning, as well as identifying how seasonal trends such as Christmas, Valentine’s Day, or Mother’s Day may boost income. Mohammadi et al. (2024) suggest that businesses using spreadsheet modelling for forecasting and budgeting are better prepared to respond to economic variables. For Glow to Go, which must anticipate both fixed costs, such as insurance and accountancy fees, and variable ones, like fuel or restocking medical supplies, Excel has offered a framework to prepare, adapt, and respond with anticipation.
An important aspect in a business still developing its structure is the ability to use Excel for informed decision-making. By utilizing pivot tables and lookup functions, it is possible to compare treatments by profitability and project monthly outcomes based on estimated client volume. While these figures are simulated, they are directly informed by early market research and the questionnaire results, giving the plan grounded expectations. As pointed out by ERIC (2022), Excel helps bridge the gap between raw data and strategic action, and this has certainly been true for the ongoing development of Glow to Go Aesthetics.
Presentation is also important. Excel’s charting capabilities enable the transformation of numerical data into visuals, such as bar charts for monthly profit, pie charts for treatment popularity, and line graphs for income fluctuations. This helps in reviewing strategy and is valuable when sharing the vision with stakeholders. Kumar and Zhmke (2023) note that visual data enhances understanding and persuasion, which is key when a startup is seeking to establish credibility and direction. These visuals have already been used within Glow to Go Aesthetic internal planning documents and will support future pitches to investors or partners.
Excel has helped Glow to Go Aesthetic with operational planning by tracking vehicle maintenance, client schedules, and travel logistics. In a mobile aesthetics clinic, where consistency, professionalism, and timeliness are not negotiable, this level of detailed planning becomes a clear asset.
Beyond daily operations, Excel plays a role in long term risk management (Investopedia, 2015). The software enables scenario testing, which has helped me explore various “what if” situations. For example, what happens to monthly net profit if there is a 20% rise in fuel prices, or a sudden drop in appointment bookings during the summer? Scenario planning has helped build a more resilient business plan. Mohammadi et al. (2024) stress that this kind of simulation builds preparedness, especially in uncertain economic conditions.
Using Excel to build financial documents has also contributed to the development of marketing materials and strategic choices. The marketing materials designed were informed by the questionnaire insights, which themselves were analysed in Excel. 
In sum, while Glow to Go is still in its pre-launch phase, Excel has served as both a calculator and a compass. It has given structure to what began as a raw business idea and offered tools to test, adapt, and prepare for growth. Barrow et al. (2021) argue that the strength of a business plan lies not only in the vision but in the precision of its execution, and Excel makes that precision possible. Even with newer tools available, its reliability, adaptability, and low barrier to entry make it an essential component of modern digital literacy for entrepreneurs

.
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3. If you were to consider aesthetic treatments, which services would interest you the most? (Select all that apply)

Anti-wrinkle injections (Botox)

Dermal fillers (lips, cheeks, jaw line)

Skin boosters (Profhilo, Seventy Hyal, etc.)
Fat dissolving injections

Vitamin shots (B12, Biotin, etc.)

Other

10

10
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5. Would you consider having aesthetic treatments done in a mobile clinic that comes to your home, workplace, or other
convenient location?

27%
® VYes, definetly "
@ Maybe, if the setup is clean and professional 5 50%
® No, | prefer going to a salon/clinic 6
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‘wherever you are - at home, at work, or on
the go. From anti-wrinkle injections and
dermal fillers to skin-enhancing boosters
and vitamins, we bring confidence to your
doorstep with comfort, safety, and style.

Because confidence should come to you.

We're opening soon and we'd love your
input!

Scan the QR code to fill in a quick
questionnaire and help us tailor our
mobile services to your needs.





image9.png
€ 5 @ % glowtogomy.canvasite/#home % & @ FF

83 | W Vahoo [ Facutate @ Google @ workemal g As3-Unversiya. @ (acebook (@ Home-Canva

Gt

AESTHETICS

%,F. L.

Home Aboutus Products  Contact

MOBILE LUXURY AESTHETICS,
ANYWHERE YOU ARE





image10.png
€ 2 € % glowtogo.my.canvasite/#about-us ¥ & @ = F i

25 | W shoo [ Facutte @ Google @ workemal 3 Ask33-Unversiya.. @ (acebook (@ Home-Cama

%zﬁ»
0 About us

AESTHETICS
by F.T.

Home  Aboutus  Products  Contact

At Glow to Go Aesthetics by F.T., we believe that confidence and
quality care should meet you where you are.

We are a team of licensed, insured, and highly experienced
professionals passionate about delivering advanced aesthetic
treatments in a luxurious, mobile setting. From anti-wrinkle
injections and dermal fillers to skin boosters and vitamin
treatments, our goal is to enhance your natural beauty while
prioritising your comfort, privacy, and safety.

Whether you're at home, at work, or anywhere in between, we bring
the clinic to you, offering a discreet, elegant, and fully personalised
experience.

Because confidence should come to you.
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glow.to.go.annual.cashflow.spreadsheet.xlsx
Annual Cash Flow

		Category		Jan		Feb		Mar		Apr		May		Jun		Jul		Aug		Sep		Oct		Nov		Dec		Total

		Cash Inflows

		Client Treatment Revenue		£3,000		£3,200		£3,500		£4,000		£3,600		£3,800		£3,900		£3,700		£4,100		£4,200		£4,500		£5,000		£46,500

		Subscriptions		£500		£520		£540		£550		£560		£580		£600		£590		£620		£640		£660		£700		£7,060

		Gift Vouchers / Promotions		£200		£180		£300		£250		£240		£260		£220		£210		£250		£270		£400		£500		£3,280

		Fixed Expenses

		Van Finance & Insurance		£300		£300		£300		£300		£300		£300		£300		£300		£300		£300		£300		£300		£3,600

		Phone & Admin Software		£50		£50		£50		£50		£50		£50		£50		£50		£50		£50		£50		£50		£600

		Insurance (PI & PL)		£40		£40		£40		£40		£40		£40		£40		£40		£40		£40		£40		£40		£480

		Marketing / Ads		£100		£150		£120		£120		£130		£150		£140		£130		£150		£160		£180		£200		£1,730

		Variable Expenses

		Fuel		£150		£160		£170		£180		£170		£175		£180		£170		£190		£200		£210		£220		£2,175

		Restock – Botox		£400		£420		£450		£500		£470		£490		£500		£480		£510		£520		£550		£600		£5,890

		Restock – Fillers		£300		£320		£350		£370		£340		£360		£370		£350		£380		£390		£400		£420		£4,350

		Restock – Skin Boosters		£150		£160		£180		£190		£170		£175		£180		£170		£190		£200		£220		£230		£2,215

		Restock – Vitamin Injections		£100		£110		£120		£130		£120		£125		£130		£125		£135		£140		£150		£160		£1,545

		Consumables & PPE		£60		£65		£70		£80		£75		£78		£80		£76		£85		£88		£90		£95		£942

		Clinical Waste Disposal		£40		£40		£40		£40		£40		£40		£40		£40		£40		£40		£40		£40		£480

		NI Contributions		£180		£190		£200		£220		£210		£215		£220		£210		£230		£240		£250		£260		£2,625

		Annual / One-Off Expenses

		MOT & Vehicle Tax (Apr)		£0		£0		£0		£200		£0		£0		£0		£0		£0		£0		£0		£0		£200

		Accountant Fee (Jan)		£300		£0		£0		£0		£0		£0		£0		£0		£0		£0		£0		£0		£300

		Training / CPD		£0		£0		£0		£0		£150		£0		£0		£0		£0		£200		£0		£0		£350

		Website / Domain Renewal		£0		£0		£0		£0		£0		£0		£0		£0		£0		£0		£0		£120		£120

		Equipment Upgrades		£0		£0		£0		£0		£0		£0		£0		£500		£0		£0		£0		£0		£500

		Total Cash Inflows		£3,700		£3,900		£4,340		£4,800		£4,400		£4,640		£4,720		£4,500		£4,970		£5,110		£5,560		£6,200		£56,840

		Total Cash Outflows		£2,170		£2,005		£2,090		£2,420		£2,265		£2,198		£2,230		£2,641		£2,300		£2,568		£2,480		£2,735		£28,102

		Net Cash Flow		£1,530		£1,895		£2,250		£2,380		£2,135		£2,442		£2,490		£1,859		£2,670		£2,542		£3,080		£3,465		£28,738

		Opening Balance		£1,000		£2,530		£4,425		£6,675		£9,055		£11,190		£13,632		£16,122		£17,981		£20,651		£23,193		£26,273		£29,738

		Closing Balance		£2,530		£4,425		£6,675		£9,055		£11,190		£13,632		£16,122		£17,981		£20,651		£23,193		£26,273		£29,738		£58,476
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8. How important is convenience (e.g. location,flexibility,travel-free) in your decision to get an aesthetic treatment?

18%
@® Extremely important 15
@ Somewhat important 3 14%
® Neutral 4

68%
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6. What would make you feel most confident about using a mobile aesthetic service? (select up to 3)

Licenced and insured practitioner
Clean and professional set-up
Good client reviews

Transparent pricing

Before/after pictures

Discreet and private service

Other
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10

10

20




