[image: Description: :::::::Desktop:In progress desktop:TRINITY SAINT DAVID:logo:TSD_logo2010.jpg]
Applied Leadership and Management in the Workplace
Module Assignment Submission 

	Student Name:
	Holly Skinner

	Student Number:
	2432616

	Module No:
	BMSK4012

	Module Title:
	Enterprise and Intrapreneurship


Statement of Confirmation of Authenticity
By the act of making this submission, the student declares that this is the work of the student named above. The work has not, in whole or in part, been knowingly presented elsewhere for assessment, or where assessment has been built on a previous assessment, this has been identified. Where materials have been used from other sources it has been properly acknowledged. If this statement is untrue, the student acknowledges that an assessment offence has been committed.
Attention is drawn to the plagiarism and unfair practice policies of both the University and of ILM.



Brows By Holly


[image: ]

















Holly Skinner Manager





Table of Contents
Contents
Executive Summary	4
Introduction	5
Business Background and Idea	5
Business Details	5
Legal Status	5
Ownership and Team Details	6
Product and Service Details	6
Market and Competitors	7
Market Overview, size and trends	7
PEST analysis	7
SWOT analysis	8
Target markets	9
Competitor Analysis	9
Sales and Marketing Strategy	10
Marketing Objectives	10
Marketing Strategies	11
Target Market	11
Pricing Strategy and Income Streams	12
Sales Forecast	13
Budget and Timeline	14
Operations	16
Income from Each Service	16
Location, Premises, and Equipment	17
Service Preparation and Delivery	17
Health, Safety, and Legal Requirements	18
Financial Information	18
Set-Up and Operational Costs	19
Sources of Finance / Funding Requirements	19
References	20
Appendix	21

[bookmark: _Toc205636787]Executive Summary

My name is Holly Skinner, I have developed a business plan for my own venture, Brows by Holly. This is a mobile eyebrow waxing and tinting service based in Bridgend, South Wales, designed to bring professional treatments directly to clients in the comfort of their own homes.
The aim of the business is to provide high-quality, convenient, and affordable brow services, using professional products sourced from Sally Beauty. My main target market is women aged 18–45 who value the ease of a mobile service, with secondary audiences including busy professionals, parents, students, and those who may find it difficult to travel to a salon.
The plan outlines my pricing strategy, budget, marketing approach, and growth opportunities. Initial start-up costs are estimated at £700, which I will fund from personal savings. Based on an average of 25 clients per week, the first-year projected income is £15,600, with scope for future growth through customer loyalty, referrals, and service expansion.

















[bookmark: _1ci93xb][bookmark: _Toc205636788]Introduction

My business, Brows by Holly, is a mobile eyebrow waxing and tinting service based in Bridgend, South Wales. I started the business after realising there is a strong demand for beauty treatments that fit around people’s busy lives. Many clients want professional services without the inconvenience of travelling to a salon.
I have a passion for beauty therapy and believe that well-shaped, defined eyebrows can make a big difference to someone’s confidence and appearance. By focusing on brows, I aim to deliver high-quality, personalised treatments that clients can enjoy in the comfort of their own home.
In response to the rising demand for convenient, high-quality beauty treatments, I established Brows by Holly as a mobile eyebrow waxing and tinting service based in the Bridgend area of South Wales. The idea for the business came from my passion for beauty therapy and my awareness of the growing trend for mobile services that fit around busy lifestyles (Mintel, 2023).
My aim is to combine professional eyebrow care with the convenience of visiting clients in their own homes. This approach provides a personalised and comfortable service, removing the need for travel and allowing appointments to fit easily into each client’s schedule. By focusing on quality treatments and client satisfaction, Brows by Holly seeks to build a loyal customer base in the local area.

[bookmark: _Toc205636789]Business Background and Idea
In response to the increasing demand for convenient, high-quality beauty services, Brows by Holly has been established as a mobile eyebrow waxing and tinting business serving the Bridgend area in South Wales. The idea for the business originated from the founder’s passion for beauty therapy and a recognition of the growing trend towards mobile beauty services that fit around client’s busy lifestyles. The business aims to combine professional eyebrow care with the convenience of a mobile service, providing a personalised and accessible experience for each client in the comfort of their own home.
[bookmark: _Toc205636790]Business Details
Brows by Holly is a fully mobile service that specialises exclusively in eyebrow waxing and tinting. Operating within the Bridgend region, the business offers flexible appointment times, including evenings and weekends, to cater to a wide demographic ranging from working professionals to stay at home parents. By focusing solely on brows, the business aims to become a specialist in this target area, delivering high quality, consistent results and building strong client loyalty. All professional products and tools used are sourced from Sally Beauty (Beauty, 2025), a reputable supplier known for its high standards in the beauty industry.
[bookmark: _Toc205636791]Legal Status
Brows by Holly will operate as a sole trader business. This structure has been chosen because it is simple to set up, cost-effective, and offers full control over business decisions (GOV.UK, 2025). As a sole trader, I will be personally responsible for the business’s profits, losses, and liabilities. This legal form allows for straightforward management of finances and flexibility in making operational changes without the need for shareholder approval.
In terms of legal compliance, I will be required to:
· Register with HM Revenue & Customs (HMRC) for self-assessment tax purposes.
· Keep accurate financial records of income, expenses, and profits.
· Comply with UK beauty treatment regulations, including relevant hygiene, health & safety laws, and the local council’s licensing requirements for mobile beauty services.
· Ensure that all cosmetic products used are compliant with the UK Cosmetic Products Enforcement Regulations 2013 and are sourced from reputable suppliers such as Sally Beauty.
· Obtain public liability insurance to protect against claims related to injury or property damage during treatments, and treatment risk insurance specific to waxing and tinting services.
This legal status aligns with the scale of the business, its mobile nature, and the need for a direct, personal approach to customer service while minimising administrative burden compared to more complex structures like limited companies (British Business Bank, 2025).
[bookmark: _Toc205636792]Ownership and Team Details
The business is founded and solely owned by Holly Skinner, who also serves as the primary beauty technician and manager. Holly is a trained and certified beauty therapist with a specialisation in brow treatments. At the current stage, the business is operated independently with no additional employees, allowing for full control over quality, service delivery, and brand development. As the business grows, there may be opportunities to expand the team to include additional mobile technicians or administrative support.
[bookmark: _Toc205636793]Product and Service Details
Brows by Holly offers a fully mobile eyebrow waxing and tinting service, operating throughout the Bridgend area. I provide flexible appointment times, including evenings and weekends, so clients can fit treatments around their own schedules. This makes my services accessible to a wide range of people — from working professionals with busy jobs to parents who prefer the convenience of treatments at home.
By focusing only on brows, I can specialise in this area and consistently deliver precise, high-quality results. This level of specialisation helps build strong relationships with clients and encourages loyalty, as they know they can rely on me for expert brow care.
All products and tools I use are sourced from Sally Beauty (Sally Beauty, 2025), a well-respected supplier in the beauty industry. Using professional-grade products ensures clients receive safe, effective treatments while supporting the quality reputation of my business.

[bookmark: _Toc205636794]Market and Competitors

[bookmark: _Toc205636795]Market Overview, size and trends

Before setting up Brows by Holly, I researched the local beauty market in Bridgend to understand demand, pricing, and trends. UK beauty services continue to grow, with more people wanting convenient, high-quality treatments at home (Mintel, 2023).
Local salons charge around £7–£12 for waxing, £8–£15 for tinting, and £15–£20 for both, which helped me set competitive but fair prices. To check interest in a mobile brow service, I surveyed 98 people locally — 83% said they would book home-based treatments. The results confirmed strong demand, and a visual breakdown is included in appendices.
Data from the Office for National Statistics (ONS), the UK’s official provider of population and economic data, shows that Bridgend has a high number of women aged 20–44, which aligns with my target market. When combined with social media trends highlighting the popularity of well-groomed brows (Beauty Guild, 2022), this supports the clear opportunity for a specialist mobile brow service in the area.

[bookmark: _Toc205636796]PEST analysis

To understand the external factors that could influence Brows by Holly, I carried out a PEST analysis, which examines Political, Economic, Social, and Technological influences (Aguilar, 1967).
Political – Mobile beauty businesses in the UK must follow strict health and safety regulations, maintain high hygiene standards, and hold public liability insurance (Gov.uk, 2024a). In some cases, local authorities require businesses to register, depending on the services offered and the premises used (Gov.uk, 2024b). This means I must remain informed and ensure Brows by Holly always meets all relevant legal requirements.
Economic – The ongoing cost-of-living challenges can influence how people spend on non-essential services. However, eyebrow waxing and tinting remain relatively affordable and are often seen as a regular part of self-care (KPMG, 2023). As a mobile business, my overhead costs are low, which allows me to keep prices competitive while maintaining high-quality treatments.
Social – Demand for convenience and personalised services in the beauty sector continues to grow, with many clients preferring treatments at home for comfort and time savings (Mintel, 2023). Social media platforms such as Instagram and TikTok influence beauty trends and drive demand, with defined, well-groomed brows remaining popular (Mintel, 2023).
Technological – Technology plays a vital role in the growth of my business, from online booking systems and secure payment options to social media marketing (Beauty Guild, 2022). Sharing before-and-after photos, client feedback, and promotional offers online helps build trust and attract new customers.

[bookmark: _Toc205636797]SWOT analysis

To get a clear picture of where Brows by Holly currently stands and to help shape my business strategy, I carried out a SWOT analysis. This looks at the Strengths, Weaknesses, Opportunities and Threats facing the business (Learned et al., 1965).
Strengths
Mobile convenience – I can offer treatments in my clients’ own homes, making it easier for those with busy schedules, parents, or anyone with mobility issues (Mintel, 2023).
Specialist focus – By focusing solely on brow waxing and tinting, I can maintain a high level of skill and consistency, which helps build a strong reputation (Beauty Guild, 2022).
Low overheads – With no salon rent or large staffing costs, I can keep my prices competitive while still making a good profit (KPMG, 2023).
Personalised service – Working one-to-one with clients allows me to provide a tailored service, which helps encourage loyalty and repeat bookings (Mintel, 2023).
Weaknesses
Limited capacity – Working on my own means I can only take a certain number of bookings each day, which could slow growth in the short term.
New to market – As a new business, I do not yet have a strong client base or brand recognition.
Travel and weather issues – Being mobile means I could face delays due to traffic or poor weather, which might affect appointments.
Narrow service range – Only offering brow treatments could mean missing out on clients who want a wider choice of beauty services.
Opportunities
Rising demand for convenience – More people are looking for treatments that fit into their lifestyle, especially those that can be done at home (Mintel, 2023).
Social media growth – Instagram and TikTok give me a low-cost way to promote my work and attract new clients (Beauty Guild, 2022).
Service expansion – In future, I could add treatments like lash lifts or brow lamination to appeal to more people.
Partnerships – Working with local hairdressers, nail techs, or wedding planners could help me reach new clients.
Threats
Competition – Other mobile and salon-based beauty businesses in the Bridgend area offer similar services.
Economic pressures – Increases in living costs could lead some people to cut back on beauty treatments (KPMG, 2023).
Changes in regulations – New rules around licensing, insurance, or training could increase costs (Gov.uk, 2024).
Reputation risk – In beauty, trust is key, so one bad review could have a negative impact on bookings.

[bookmark: _Toc205636798]Target markets

Brows by Holly is aimed at clients in the Bridgend area seeking professional eyebrow treatments that combine convenience with high-quality results. The core customer group is women aged 18–45 who regularly invest in personal grooming and value services that save time without sacrificing quality (Mintel, 2023). This segment includes young professionals managing demanding work schedules and parents balancing family responsibilities, for whom in-home treatments are both practical and attractive.
A secondary but important audience consists of individuals with limited mobility or restricted access to transport. For these clients, the flexibility and accessibility of a mobile service offer a clear advantage, alongside the privacy and comfort of receiving treatments at home.
The typical customer is likely to be engaged with beauty trends, responsive to local recommendations, and influenced by visual platforms such as Instagram and TikTok, which play a significant role in shaping demand for brow services (Statista, 2024). Secondary markets also include male clients seeking brow grooming and older customers preferring discreet, personalised services delivered at home.

[bookmark: _Toc205636799]Competitor Analysis

In the Bridgend area, competition comes from high street salons, other mobile beauty technicians, and national chain salons. High street salons offer a full range of treatments but have higher prices and less flexible hours. Mobile technicians provide flexibility and competitive pricing but may lack specialist focus. National chains have strong brand recognition but are less personal and require travel.
Brows by Holly stands out as a specialist in eyebrow waxing and tinting, offering flexible appointment times, competitive pricing, and a personalised one-to-one service. The main challenge is being new to the market with limited brand awareness, but the niche focus helps build a strong, loyal client base.
· Local beauty salons offering brow services as part of a broader treatment menu.
- Urban Beauty & Aesthetics (Urban Beauty & Aesthetics, 2025)
- Ashlee & Co Beauty and Hair
- Boe beauty (Boe’s Beauty - Professional Beauty Salon, 2017)
- Fake It - Aesthetics & Beauty Ltd - Beautician Bridgend (Fake It – Aesthetics & Beauty Ltd – Beautician   Bridgend, 2025)
- Beauty in a Blink (McCall, 2025)
- Beauty Lounge (I Love the Beauty Lounge, Brynmenyn | Facebook, 2022)
- Belle Beauty – Bridgend (Louise, 2015)
· Independent mobile beauticians, some who may offer a wider range of services. (Yell, 2019)
-Glo - Mobile Beauty Therapy 
-Belle Beauty & Aesthetics (Belle Beauty & Aesthetics | Fresha, 2025)

A table has been produced, which is in the Appendices listed as TABLE 1.
[bookmark: _3whwml4][bookmark: _Toc205636800]Sales and Marketing Strategy

[bookmark: _Toc205636801]Marketing Objectives

Brows by Holly is a mobile beauty service based in Bridgend, specialising in professional eyebrow waxing and tinting. The business delivers a high-quality, specialist service that is convenient, flexible, and tailored to each client’s needs. Treatments take place in the client’s home, removing the need for travel and creating a more comfortable experience. All products are sourced from Sally Beauty, a trusted supplier known for professional-grade tools and materials (Sally Beauty, 2025).
To support the business’s first year of growth and raise local brand awareness, the following SMART marketing objectives have been set. These are clear, measurable, realistic, and time-focused to ensure progress can be tracked and evaluated (Doran, 1981).
1. Specific – Build a client base of at least 100 regular customers within the first year by using targeted local marketing and encouraging word-of-mouth referrals.
2. Measurable – Achieve at least 1,000 Instagram followers and 500 Facebook likes by the end of month six to increase visibility and attract bookings (Statista, 2024).
3. Achievable – Generate at least 30% repeat bookings from existing clients within six months by providing a consistent, high-quality service and flexible appointment times.
4. Relevant – Distribute 500 branded flyers and business cards in Bridgend during the first three months to raise awareness in the local area (British Business Bank, 2023).
5. Time-bound – Run monthly promotional offers (such as recommend a Friend discounts and seasonal deals) to increase bookings by 10% each month.

[bookmark: _Toc205636802]Marketing Strategies

To attract and retain clients, Brows by Holly will use a mix of digital and local marketing strategies tailored to the target audience.
Social Media Marketing
Instagram and Facebook will be the main platforms for promotion, as both are highly visual and widely used among the target age group (Statista, 2023). Posts will include before-and-after images, client testimonials, appointment availability, and limited-time offers. Engagement will be encouraged using local hashtags (e.g., #BridgendBrows, #MobileBeautyWales) and collaborations with local influencers to grow reach organically (Kotler et al., 2022).
Word of Mouth and Referrals
Happy clients will be encouraged to refer friends and family through a referral scheme offering discounts to both the referrer and the new client. Delivering consistently high-quality results and excellent customer service will help encourage repeat bookings and generate positive recommendations (Cialdini, 2021).
Printed Materials and Local Outreach
Professionally designed flyers and business cards will be distributed in local cafés, gyms, and community centres to reach potential clients who may not be active on social media. Partnerships with local businesses, such as bridal boutiques and hair salons, will be explored for cross-promotional opportunities (British Business Bank, 2023).
Online Booking and Reviews
Clients will be able to book easily through a mobile-friendly booking system such as Fresha or Square Appointments. Positive online reviews on platforms like Facebook and Google Business will be encouraged to build trust and social proof (Bright Local, 2023).
Seasonal Promotions
Promotional offers will be run during key times of the year, including Christmas, Valentine’s Day, wedding season, and prom season. These targeted campaigns are designed to attract new clients while encouraging existing clients to book additional treatments (Kotler et al., 2022).

[bookmark: _Toc205636803]Target Market

Brows by Holly’s primary market is women aged 18–45 living in and around Bridgend who value professional eyebrow grooming and the convenience of a mobile service. This age group represents a strong consumer base for beauty treatments, as they are more likely to maintain regular grooming habits and engage with beauty trends (Office for National Statistics [ONS], 2023).
Within this audience, key segments include busy professionals, young mothers, and students seeking affordable yet high-quality treatments. Individuals with mobility challenges also benefit from in-home services, avoiding the barriers associated with salon visits.
Secondary markets include male clients seeking discreet brow maintenance and older clients preferring personalised, private treatments. The business also appeals to trend-conscious customers influenced by beauty content on Instagram and TikTok (Statista, 2023).

[bookmark: _Toc205636804]Pricing Strategy and Income Streams

The pricing strategy for Brows by Holly has been shaped through competitor analysis, cost-based pricing, and an understanding of how the target market perceives value. Competitor analysis was conducted by reviewing the prices of both mobile and salon-based brow services in the Bridgend area, ensuring that the business remains competitive while maintaining profitability (Kotler et al., 2022).
As a mobile eyebrow waxing and tinting service, pricing also reflects lower overhead costs compared to salon operations, allowing treatments to be offered at an accessible rate without compromising on quality (Smith, 2021). This approach aligns with the expectations of clients who seek professional results alongside the comfort and convenience of in-home appointments. By combining affordability with a high standard of service, the strategy aims to encourage repeat bookings and customer loyalty.
To set prices for Brows by Holly, I carried out competitor research focusing on both local salons and mobile beauty therapists within the Bridgend area. Online booking platforms such as Treatwell show that eyebrow waxing typically ranges between £7 and £12, while tinting services range from £8 to £15 (Treatwell, 2025). Taking this into account, I positioned my prices slightly below the average salon rate. This approach helps the business stay competitive while maintaining healthy profit margins.
In addition to market research, I reviewed my operating costs, including professional products sourced from Sally Beauty and mobile business expenses such as fuel, insurance, and equipment (Sally Beauty, 2025). This ensured my pricing not only covered costs but also reflected the added convenience and comfort of a home-based service.
Service Prices:
Eyebrow Waxing – £9.00
Eyebrow Tinting – £10.00
Wax & Tint Package – £16.00
The package option offers better value for clients and encourages multiple treatments in a single booking.
Income Streams:
At launch, the business will have three core income streams:
1. Eyebrow Waxing (single treatment)
2. Eyebrow Tinting (single treatment)
3. Wax & Tint Package (combined treatment)
As the business develops, I plan to introduce additional offers, such as loyalty discounts and group booking packages for occasions like weddings or parties. While these would provide supplementary income, they are not expected to be primary revenue sources initially.
Projected Income:
Based on an estimated 25 clients per week:
Waxing only: 10 clients × £9.00 = £90/week
Tinting only: 5 clients × £10.00 = £50/week
Wax & Tint Package: 10 clients × £16.00 = £160/week
This provides a total estimated weekly income of £300, which equals approximately £15,600 per year (based on 52 weeks). These figures do not account for holidays, cancellations, or expansion. However, with effective marketing and customer retention, the business has the potential to increase this income over time.

[bookmark: _Toc205636805]Sales Forecast

To set fair and competitive prices for Brows by Holly, I researched local salons and mobile beauty therapists within the Bridgend area using platforms such as Treatwell. On average, eyebrow waxing was priced between £7 and £12, while tinting ranged from £8 to £15 (Treatwell, 2025). I decided to set my prices slightly below the salon average, allowing me to remain competitive while ensuring a reasonable profit margin.
I also factored in the cost of professional products purchased from Sally Beauty, as well as essential mobile business expenses like travel and insurance (Sally Beauty, 2025). My pricing reflects both the quality of service, and the added convenience of treatments carried out in the client’s own home.
Standard Price List:
Eyebrow Waxing – £9.00
Eyebrow Tinting – £10.00
Wax & Tint Package – £16.00
The package option encourages clients to book multiple treatments at once, helping to maximise income per appointment.
Projected Income Streams:
1. Eyebrow Waxing (single treatment)
2. Eyebrow Tinting (single treatment)
3. Wax & Tint Package (combined treatment)
Based on a projected 25 clients per week:
10 waxing clients: £90/week
5 tinting clients: £50/week
10 package clients: £160/week
Total: £300/week (£15,600/year, based on 52 weeks).

Financial Forecast
One of the main advantages of a mobile beauty business is lower overhead costs compared to a fixed salon. However, there are still start-up and running expenses to account for.
Start-up Costs:
Professional waxing and tinting kit – £120 (Sally Beauty, 2025)
Portable treatment bed and lighting – £150
Public liability insurance – £80/year
Marketing materials (flyers, business cards) – £60
Initial social media advertising – £50
Total: £460
Ongoing Monthly Costs:
Product restocking – approx. £50 (Sally Beauty, 2025)
Fuel and travel – approx. £40
Insurance (monthly) – approx. £6.70
Social media promotion – £20
Total: approx. £116.70/month

Break-even Analysis
With a projected income of £1,200 per month and running costs of £116.70, around £1,083.30 would remain each month to recover start-up costs and generate profit. Based on this, the £460 start-up cost could be covered in under two months, meaning the business could become profitable very quickly. This financial position would allow for reinvestment into marketing, product range expansion, or further training.

[bookmark: _Toc205636806]Budget and Timeline

The budget for Brows by Holly has been designed to keep initial costs low while ensuring the essentials for delivering a professional service are in place. As a mobile business, the main expenses involve professional beauty products, portable equipment, and marketing materials. Sourcing supplies from Sally Beauty ensures both quality and cost-effectiveness (Sally Beauty, 2025).

Start-up:
Professional waxing and tinting kit – £120

Portable treatment bed and lighting – £150

Public liability insurance – £80/year

Marketing materials (flyers, business cards) – £60
Initial social media advertising – £50
Total: £460

This initial investment will be funded through personal savings, avoiding the need for loans or external financing.

Monthly Running Costs:
Product restocking – approx. £50 (Sally Beauty, 2025)

Fuel and travel – approx. £40

Insurance – £6.70/month

Social media promotion – £20
Total: approx. £116.70/month

Business Launch Timeline
To ensure a smooth start, the launch will follow a structured four-week preparation plan:

Week 1 – Planning & Setup
Register the business name and set up social media pages.
Purchase professional kits and equipment.

Week 2 – Marketing Preparation
Design and print flyers and business cards.
Create branded social media content for launch.

Week 3 – Pre-Launch Promotion
Distribute flyers locally (cafés, gyms, community centres).
Engage with potential clients on Instagram and Facebook using targeted hashtags (Beauty Guild, 2022).

Week 4 – Official Launch
Begin taking bookings via Fresha or Square Appointments.
Offer a limited-time introductory discount to attract first-time clients.



Following the launch, the first three months will focus on building a consistent client base through social media engagement, word-of-mouth referrals, and seasonal promotions.

A full Business Launch Timeline has been prepared to outline the order of tasks and key deadlines. This can be found in the Appendices and demonstrates my understanding of effective start-up planning listed as TABLE 2.

	Week
	Key Activities
	Details

	Week 1 – Planning & Setup
	Register business name and create social media pages
	Secure name, branding, and online presence before launch

	
	Purchase professional kits and equipment
	Order waxing/tinting kit, portable bed, lighting from Sally Beauty

	Week 2 – Marketing Preparation
	Design and print flyers and business cards
	Use professional design for a consistent brand image

	
	Create branded social media content
	Prepare before-and-after photos, promotional graphics

	Week 3 – Pre-Launch Promotion
	Distribute flyers locally
	Place in cafés, gyms, community centres

	
	Engage with potential clients on Instagram/Facebook
	Use local hashtags and follow relevant accounts

	Week 4 – Official Launch
	Begin taking bookings
	Use Fresha or Square Appointments for scheduling

	
	Offer introductory discount
	Attract first-time clients and encourage repeat bookings



[bookmark: _Toc205636807]Operations

The operations of Brows by Holly are designed to provide a smooth, professional mobile beauty service, with a strong focus on customer convenience, health and safety, and meeting legal requirements. This section outlines how the business will function daily, including income sources, location, equipment, suppliers, staffing, and operational systems.

[bookmark: _Toc205636808]Income from Each Service
The business will generate income from three main treatments. Based on an estimated 25 clients per week, the projected weekly and annual earnings are:
Eyebrow Waxing: 10 clients × £9 = £90/week
Eyebrow Tinting: 5 clients × £10 = £50/week
Wax & Tint Package: 10 clients × £16 = £160/week
Total Weekly Income: £300
Projected Annual Income (52 weeks): £15,600
These figures provide a realistic starting point and will help guide decisions around marketing, reinvestment, and potential business expansion.

[bookmark: _Toc205636809]Location, Premises, and Equipment

As a mobile service, the business will operate in client’s homes within the Bridgend area. This removes the need for renting a salon and significantly reduces overhead costs. A small, organised area at home will be used for storing products and equipment, following strict hygiene standards.
Key equipment will include:
Portable treatment bed or chair
Wax heater and waxing kits
Tinting products and tools
PPE (gloves, masks, disposable aprons)
Cleaning and sterilisation supplies
Marketing materials (flyers, business cards)
All products will be purchased from Sally Beauty, a well-established supplier of professional beauty equipment and consumables (Sally Beauty, 2025).

[bookmark: _Toc205636810]Service Preparation and Delivery

As a service-based business, production means preparing and delivering treatments. Bookings will be made via phone, social media, or an online scheduling platform such as Fresha or Square. Before each appointment:
Client patch test and treatment history will be checked
Equipment will be cleaned and prepared
The mobile kit will be packed for travel
Treatments will be carried out using portable tools at the client’s home. Waste will be disposed of safely according to local authority guidance. Travel time between appointments will be built into the schedule to ensure punctuality.

People, Suppliers, and Customers
At launch, the business will be solely run by the owner, Holly. As demand grows, there may be opportunities to hire a part-time assistant to help with marketing, administration, or treatments.
All supplies will come from Sally Beauty, chosen for its reliable stock availability, professional-grade products, and trade pricing (Sally Beauty, 2025).
The main customer group will be women aged 18–45 looking for high-quality, convenient eyebrow treatments without the need to visit a salon.

Systems and Processes
To ensure efficient daily operations, the following systems will be in place:
Booking System – Fresha or Square for managing appointments
Stock Control – Spreadsheet or app to track product usage and reordering needs
Finance Tracking – QuickBooks or Wave to manage income and expenses
Client Records – GDPR-compliant digital storage for patch test results, consent forms, and treatment notes

[bookmark: _Toc205636811]Health, Safety, and Legal Requirements

The business will follow UK health and safety regulations, as well as professional beauty industry standards (HSE, 2025) includes:
Completing regular risk assessments for treatments and travel
Performing patch tests 24–48 hours before tinting to prevent allergic reactions
Using sanitised or disposable tools for each client to prevent cross-contamination
Holding valid public liability insurance, as required for mobile beauty services
Following GDPR rules for managing personal client data
Staying updated on council licensing requirements for mobile therapists (Gov.uk, 2025)
All used PPE, wax strips, and similar waste will be disposed of safely to minimise environmental and health risks.

[bookmark: _Toc205636812]Financial Information

The cashflow forecast format is useful for tracking monthly income and expenditure, making it easier to monitor the business’s financial position over time. This approach also highlights how the business is expected to recover quickly after the initial start-up phase (British Business Bank, 2024).
A Cash flow table has been prepared. This can be found in the Appendices and demonstrates my understanding listed as TABLE 3.

[bookmark: _Toc205636813]Set-Up and Operational Costs

The estimated start-up costs for Brows by Holly are approximately £700, covering essential equipment and materials required to begin trading. These include:
Portable waxing bed and stool – £150
Brow kits, wax heaters, and starter stock from Sally Beauty – £150 (Sally Beauty, 2025)
Insurance and licensing – £150 (Gov.uk, 2025)
Marketing materials and branding – £100
Booking system (if required) – £50–£100
Ongoing monthly expenses such as fuel, replacement supplies, and insurance – approximately £150–£250 per month


[bookmark: _Toc205636814]Sources of Finance / Funding Requirements

The business will be entirely self-funded by the owner, Holly Skinner, using personal savings. No external finance is required for the initial set-up. However, as the business grows, potential funding options could include-
Start Up Loans via the UK Government (Gov.uk, 2024)
Business grants through the Welsh Government’s Young Person’s Start-Up Grant scheme
Reinvestment of profits generated during the first 12 months of trading
[bookmark: _qsh70q]These funding sources would support future developments, such as adding new treatments or expanding services to reach a wider client base.
[bookmark: _3as4poj]
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	Competitor Name / Type
	Service Range
	Location / Service Area
	Pricing (Eyebrow Wax & Tint)
	Strengths
	Weaknesses

	Local High Street Salon
	Full beauty menu (brows, nails, facials)
	Bridgend town centre
	£20–£25
	Established brand; walk-in trade; full salon facilities
	Less flexible hours; requires travel; higher prices due to overheads

	Independent Mobile Beauty Technician
	Brows, nails, lashes, tanning
	Bridgend & surrounding villages
	£15–£20
	Flexible appointments; lower prices; home visits
	Broad focus reduces specialism; variable quality depending on training

	National Chain Salon (e.g., Superdrug Beauty Studio)
	Brows, lashes, nails, basic facials
	Cardiff / larger retail areas
	£18–£22
	Recognised brand; set treatment standards; accessible locations
	Not local; fixed hours; impersonal service

	Brows by Holly (My Business)
	Specialist in eyebrow waxing & tinting
	Bridgend area – fully mobile
	£15–£18
	Specialist expertise; flexible hours incl. evenings/weekends; one-to-one personalised care; low overheads
	New to market; limited initial brand awareness; dependent on travel conditions


TABLE 1
	



TABLE 2


	Week
	Key Activities
	Details

	Week 1 – Planning & Setup
	Register business name and create social media pages
	Secure name, branding, and online presence before launch

	
	Purchase professional kits and equipment
	Order waxing/tinting kit, portable bed, lighting from Sally Beauty

	Week 2 – Marketing Preparation
	Design and print flyers and business cards
	Use professional design for a consistent brand image

	
	Create branded social media content
	Prepare before-and-after photos, promotional graphics

	Week 3 – Pre-Launch Promotion
	Distribute flyers locally
	Place in cafés, gyms, community centres

	
	Engage with potential clients on Instagram/Facebook
	Use local hashtags and follow relevant accounts

	Week 4 – Official Launch
	Begin taking bookings
	Use Fresha or Square Appointments for scheduling

	
	Offer introductory discount
	Attract first-time clients and encourage repeat bookings



	Category
	Month 1
	Month 2
	Month 3
	Month 4
	Month 5
	Month 6
	Month 7
	Month 8
	Month 9
	Month 10
	Month 11
	Month 12

	Opening Balance (£)
	0
	-700
	190
	1,290
	2,490
	3,690
	4,890
	6,040
	7,190
	8,340
	9,490
	10,640

	Income from Treatments
	0
	1,040
	1,300
	1,300
	1,300
	1,300
	1,400
	1,400
	1,400
	1,400
	1,400
	1,400

	Total Income (£)
	0
	1,040
	1,300
	1,300
	1,300
	1,300
	1,400
	1,400
	1,400
	1,400
	1,400
	1,400

	Expenses (£)
	700
	150
	200
	200
	200
	200
	250
	250
	250
	250
	250
	250

	Closing Balance (£)
	-700
	190
	1,290
	2,490
	3,690
	4,890
	6,040
	7,190
	8,340
	9,490
	10,640
	11,790


TABLE 3








CV-

Holly Skinner
Bridgend, South Wales
07521977425 | hollyskinner94@gmail.com

Profile
Motivated and creative Level 4 university student studying Leadership and Management in the Workplace, with a fully qualified Level 3 Beauty Therapy background. Skilled in customer service, organisation, and business planning, with strong experience in the beauty industry. Founder of Brows by Holly, a mobile eyebrow waxing and tinting service in Bridgend, combining professional treatments with convenience and accessibility for clients.
Education
Leadership and Management in the Workplace (In Progress)
University of Wales Trinity Saint David United Kingdom — Expected Graduation: 2026
Key Modules: Business Planning, Marketing Strategy, Financial Management, Leadership Skills.

Level 3 Diploma in Beauty Therapy (Completed)
Bridgend College, South Wales — 2013-2015
Key Skills Gained: Professional waxing, tinting, skin care, client consultations, health and safety in the salon environment.


Experience
Founder & Owner – Brows by Holly (2025 – Present)
Bridgend, South Wales
· Developed and launched a mobile brow waxing and tinting service.
· Conducted market research and competitor analysis to set pricing.
· Created a marketing plan using social media to attract and retain clients.
· Managed all finances, customer bookings, and supply ordering.
Car Sales Assistant
 Bridgend Ford, Bridgend 2018-2020
· Delivered high-quality service in a fast-paced environment.
· Handled customer queries and complaints professionally.
· Worked effectively in a team to meet daily targets.

Skills
· Customer Service Excellence
· Time Management & Organisation
· Marketing & Social Media Promotion
· Attention to Detail

Car Sales Assistant
Vw Cardiff, Cardiff 2016-2018




References
Available on request.
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