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Business description
The company ‘Nature Lux’ Skincare was open by Deyvid Krumov, me, in 2023. I saw the potential for a great business, and I took it. I always wanted to bring joy to people’s faces, and this is my way of doing it – providing natural skin care product for the people in need of it. This is not just a business for me, it is a mission to create happiness and to treat bad skin conditions. 
I am  the full owner of the company. I started with 20,000£ and I invested in creating a new natural formula for creams, that helps for wrinkles (antiaging products), lotions for dry skin, product for natural nails and more. All of those had a great effect on my customers and most of them are returning for more. 
The business mission is not just to help others with how they skin looks, but to make them feel comfortable in their own skin. This is the only way of living a happy life, full of excitements and also to be proud of who you are. 
‘Nature Lux’ skincare is also an environmentally friendly company. We are creating fully recyclable packaging, that is not harmful for the environment, but is also sustainable. We are looking forward to inspiring more people to look after our planet, our home.

Industry Analysis
Political considerations play a pivotal role in shaping the landscape for market entry, product development, and compliance costs within the skincare industry. Economic factors exert influence on both consumer purchasing power and production costs, thereby impacting pricing strategies and market demand. Social factors are crucial in shaping consumer behaviour, steering product trends, and guiding marketing strategies within the skincare sector. Technological factors act as catalysts for innovation, affecting the processes of product development and influencing the selection of distribution channels within the skincare industry. Environmental factors have a substantial impact on product design, influence decisions regarding packaging, and contribute to the formulation of comprehensive corporate sustainability strategies.
For established skincare brands, possessing a robust customer base can confer a competitive advantage. Higher barriers to entry can act as a deterrent, reducing the potential threat from new market entrants. In a highly competitive market, buyers may wield more bargaining power, necessitating skincare companies to distinguish their products and foster brand loyalty to counterbalance this influence. The limited availability of key ingredients or reliance on a small number of suppliers can heighten the bargaining power of suppliers, impacting production costs. The presence of substitutes can significantly affect the demand for specific skincare products, requiring companies to differentiate and showcase the unique value of their offerings.
The intense competition prevalent in the skincare industry necessitates companies to perpetually innovate, cultivate brand loyalty, and differentiate their products to sustain and enhance market share. Analysing these factors through a PEST analysis and Porter's Five Forces empowers our skincare company, "Nature Lux" Skincare, to comprehensively understand the external forces influencing its industry. This strategic analysis aids in identifying opportunities, devising strategies to address challenges, and ultimately, gaining a competitive advantage in the dynamic skincare market.
Some of our biggest competitors are: ‘Loreal’, ‘Dior’, ‘Dove’, ‘Garnier’, ‘Gratie’, ‘Sakare’, ‘Gillete’, ‘Nivea’, ‘Schwarzkopf’ and more. But all of them have one big issue – they are not focused in one niche. Those brands are huge, that is a fact, however sometimes having everything from everything is a bit confusing for the customers. People like to put their faith in brands that are specifically designed for their problem. That is where ‘Nature Lux’ skincare comes in. Our products are not toiletries, there are no perfumes, there are no soaps and hair sprays. Our products are specific, and this is the beauty of it. 
Expanding on this analysis, it becomes evident that political stability or instability can profoundly affect regulations and policies governing the skincare industry. Economic fluctuations impact consumer spending habits, potentially influencing their prioritization of skincare products. Social factors extend to cultural shifts, demographics, and lifestyle trends, all of which contribute to the evolving preferences of skincare consumers. Moreover, technological advancements not only drive innovation but also impact how consumers discover, purchase, and use skincare products.
On the environmental front, the increasing focus on sustainability and eco-consciousness shapes consumer perceptions and preferences. This necessitates skincare companies to align their practices with environmental sustainability, from sourcing ingredients to packaging materials. Considering these extended dimensions provides a more nuanced understanding of the intricate interplay between external factors and the strategies that "Nature Lux" Skincare can employ to thrive in a rapidly evolving market.
Operations and Management Team
The business process of ‘Nature Lux’ Skincare is simple but working. Our current and only location is on Bond Street in London, UK. We have our physical shop located there and a small office with a storage space. 
First our dermatologists manufacture the products in Netherlands, then we make a shipping to London every month or twice a month depending on the demands. We store them in our storage, and we sell them in the shop or online, currently only in the United Kingdom. 
Since our products are based on natural ingredients, they have longer lasting life and we do not have worry about them going bad. Also, one other advantage is that the orders we make are depending on the forecasting purchases for the next month. So, this is one way of saving from overproducing. 
Our team includes me as a CEO and a store manager, our sales consultants, accountant and in the near future a marketing agency. 
The sales consultants are the core of our business. We present the product to the people, by giving them free samples. The process of engaging with the customers is natural and most of them are even returning for more purchases. 
Entrepreneurship is very much in the air today, with the present times seeming to be an age of entrepreneurship (Becker et al., 2022) with somehow the idea of entrepreneurship appearing to fire the imagination of everyone, especially the youth with a good education.
This is very true for my business as well. My ambition is to hire likeminded individuals, students, or people with entrepreneurial way of thinking. Those qualities are important for our business because they bring more point of view and create motivational and challenging environment.  
We are able to up sale our clients by promoting further the rest of the products we have, of course if they are interested. The most important for us is to create long lasting relationships with our customers and to build trust with them.

Marketing Plan and Strategy
As a new business ‘Nature Lux’ Skincare is ready with its own marketing plan and strategy for growing. We are prepared to imply plan B if plan A did not work. 
After careful research of the industry, I established that the four P’s are equally important in crafting a strategic marketing plan. 
As I mentioned before, our products are based on natural ingredients. They are gentle for the skin, hypoallergenic, not tested on animals and really effective for all skin types. Currently on the market we have: body scrub; nail kit including professional nail buffer, nail file, hand and body lotion and a cuticle oil; puffiness treatment that reduces the dark circles and minimizes the appearance of wrinkles around the eye are; eye cream and eye serum that both are for maintaining the result of the puffiness treatment. 
The products we have are one of the most desired on the market and that is our ‘ace’. We have what people’s need.
We have implemented a competitive pricing strategy, positioning "Nature Lux" as a premium yet accessible brand. We offer bundle deals, loyalty programs, and periodic promotions to enhance customer value and incentivize repeat purchases.
Our place or in other words the location of the shop is positioned on the best shopping street in London. We have wide range of customers there and every day we see new faces. That is a great opportunity for our brand to expand and get the attention that we are looking for.
The business could start good, but at some point, to reach a constant level of sales and not growing further. In this case we apply the fourth ‘P’ as in promotions. We have many ideas for promoting the business. Some of them requires further investment and this why we are looking for a Dragon. 
Some of our ideas includes collaborating with celebrities or a popular influencers on the social medias like Instagram or TikTok. This way we can expand the business online and our gross margins on Amazon will grow.


Financial Plan
[image: ]
This is my financial plan for the next 3 years. I am looking for an investment of £100,000 in exchange of 10% equity of my business.
The revenue for 2023 is promising, considering that I initially invested £20,000. The growth of the business became natural so far, however I am willing to take the next step and create not just a shop for a skincare product, I would like to create a brand that provokes happiness, that brings a good feeling when you think about it. 
The funding I am looking for is will be invested in expanding the business in London – taking over Selfridges and Harrods.
Business Expansion:
Secure space in Selfridges and Harrods: £40,000
Marketing and promotional activities: £10,000
Initial inventory purchase: £20,000
Working capital: £5,000
Technology and Infrastructure:

Upgrade and enhance Point of Sale (POS) systems: £10,000
E-commerce platform development: £10,000
Store setup and renovation: £5,000
The funds are allocated properly for the first 6 months, and as you can see the forecast for 2024 is looking promising. This is only if we take over those shopping centres. The main shop on Bond street will continue to provide additional income and once we have 3 shops in total, the revenue will grow 3 times faster.
Closing Summary
Being an entrepreneur is far from a walk in the park. Despite the perception that running a business and being your own boss seem easy, the reality is often overshadowed by the countless extra hours dedicated to keeping the business alive and continuously improving it. Managing a skincare company adds an additional layer of complexity. As a new business owner, a significant portion of my time is devoted to nurturing the growth of the company. Drawing upon my personal traits, skills, and experiences, I consistently make crucial decisions related to product development, financial management, and stakeholder engagement.
The heart of our company lies in our sales consultants, who play a pivotal role in establishing connections with customers on a personal level. Their ability to present our products uniquely goes beyond a one-time purchase; it aims to foster repeat business and encourage customers to share their positive experiences with others. With the anticipated funding, my plan is to initiate the first phase of our business expansion by opening new stores in prestigious locations such as Selfridges and Harrods. This marks the initial step in expanding our presence across the UK, including the establishment of an online presence.
At "Nature Lux" Skincare, our overarching goal is to cultivate trust with our customers. We aim to exceed their expectations, leaving them with a 'wow' experience that enhances their confidence and well-being. Simultaneously, we are committed to environmental sustainability, striving to minimize our impact on the planet and contribute to a healthier home for all.
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Income Statement

Revenue

Cost of Goods Sold
Gross Profit

Gross Margin %
Revenue Growth %

Payroll

Rent
Advertising
Office

Total Expenses

Net Profit
Net %

2023
150000
20000
130000
13%
n/a

40000
30000
2000
5000
77000

53000
35%

2024
500000
70000
430000
14%
333%

130000
90000
10000

7000

237000

193000
39%

2025
1300000
140000
1160000
11%
867%

260000
185000
12000
9000
466000

694000
53%




