Name: Connor Pitson 
Business Idea: Curbside cuts 
Assignment: Developing a venture plan for sustainable deliver and longevity 
Executive summary
Curbside Cuts is a hybrid barbering business operating between Ammanford and Swansea combining a premium mobile service with a future fixed location barbershop. The business is designed to maximum income while working only three days per week due to university commitments and health. The core value proposition convinces and reliability, but also high standards of services delivered directly to client's homes or workplaces. The business targets busy professionals and students and individuals who prioritise time efficiency over traditional barber visits as shown in strategic market research (2025). By operating on an appointment basis Curbside Cuts reduces idle time and increases productivity per working day. The mobile model also lowers initial overheads costs compared to a physical shop and improving short term financial sustainability. In the long term profits will be reinvested to improve the mobile experience and to fund a fixed barbershop location this will create a dual income model. This approach supports business growth and brand visibility and customer retention. Additional revenues streams such as product sale and merchandising and subscriptions packages will further strengthen financial stability. This business plan outlines how Curbside Cuts will achieve sustainable growth through efficient bookings and targeted marketing and customer loyalty strategies whilst maintaining flexibility and adapting to changing markets demands.
Project overview and context  
Curbside Cuts operates within the personal grooming industry which has seen steady growth due to increasing demand for convenience based services and self care. The business is positioned as a mobile barbering service offering professional that offer high quality haircuts in a client's home or workplace. This model responds to changing consumer behaviour where time saving services are increasingly valued H,Jung (2019). The service will operate in Ammanford and Swansea targeting a local population that includes approximately 7,419 males in Ammanford and surrounding areas based on recent census estimates (2026). This provides a strong potential customer base. The business will appeal to a wide demographic including working professionals or students and elderly individuals and those with limited mobility. Unlike traditional barbershops Curbside Cuts focuses on flexibility and personalisation. Clients can book appointments that fit their schedules removing the need to travel or wait. This aligns with service marketing theory particularly the concept of customer convenience as a competitive advantage. The business also fills a gap in the local market while there are many static barbershops fewer services offer fully mobile grooming TRIM IT being a prime example BBC stories (2019). This creates differentiation allowing the business to charge premium prices based on added value and convenience. P,Gratton (2025). The personalised nature of the service also supports stronger customer relationships which is key for retention of customers. Curbside Cuts operates as a service based business model where value is created through the delivery of intangible services rather than physical products. This aligns with modern trends towards servitisation where businesses increasingly focus on providing tailored services to enhance customer experience and convenience Bressanelli et al (2023). The mobile barbering model exemplifies this by prioritising accessibility and personalisation but also time efficiency which are key drivers of customer satisfaction in service industries.  The business will maintain a professional image through branding punctuality and consistent service quality. This helps build trust and encourages repeat business. Strong customer base will support expansion into a physical shop location creating a hybrid model that combines mobility with accessibility.
Strategy for longevity  
The long term sustainability of Curbside Cuts relies on a combination of efficient operations and also strong customer retention and diversified income streams. Several business models and strategies will be used to support this. Firstly customer retention will be a key focus Research shows that retaining customers is more cost effective than acquiring new ones. Curbside Cuts will implement loyalty schemes such as discount cards with referral rewards and subscription packages. Subscription models e.g. monthly haircuts at a fixed price provide predictable income and improve financial stability. Secondly targeted marketing will be used to reach different customer segments. Social media platforms such as Instagram and Facebook will be used for advertising showcasing work and also building brand awareness and build a strong image for the future shop. L, Driel and D, Dumitrica (2020). Paid advertising will focus on local audiences in Ammanford and Swansea. This aligns with digital marketing strategies that emphasise targeted and cost effective promotion. The business will also explore partnerships with local organisations such as care homes and workplaces. For example offering group bookings or discounted services at workplaces can increase efficiency by serving multiple clients in one location. Entering the care sector is another opportunity as mobile services are highly valuable for individuals with limited mobility and can land council contracts. Operational efficiency is another key factor Since the business operates only three days per week, time management is critical. Booking software will be used to schedule appointments and minimise gaps between clients. Route planning tools will reduce travel time and fuel costs improving profitability. Pricing strategy will reflect the premium nature of the service While prices will be higher than standard barbershops they are justified by convenience and personalisation. This follows a value based pricing strategy where customers are willing to pay more for convenience and personalised service. Investopedia (2024). To support long term growth profits will be reinvested into the business. The goal is to open a fixed location barbershop after the first or second year. This creates a hybrid business model increasing revenue potential and brand visibility. The shop can employ additional barbers that will generating income even when the owner is not working. Additional revenue streams will include selling grooming products online and during appointments. This creates passive income and increases overall profitability. Offering branded products can also strengthen the business identity. An alternative strategy could involve remaining fully mobile to keep costs low. However this limits growth potential compared to opening a shop. The hybrid model is considered the most effective long term approach. Overall the strategy focuses on balancing flexibility with growth and ensuring the business remains sustainable while adapting to market changes.
Business model canvas – 
	Key partners 

Barbershop owner (chair rental agreement for fixed day). equipment and product suppliers (for consumables and stock for products). Booking platform (contract, fix rates) informal referral network (clients and peers eg word a mouth). These will contribute to operational efficiency and ensure successful resource access.
Socal media platforms   

	Key Activities 

Hair cutting,grooming activities and  product sales. 

Travel logistics (mobile operations). 
Appointment booking and time management. 
Digital marketing. 
Customer relationship management. 








	Value Proposition 

The business will help solve the customers problem of waiting in barbershops and the inconvenience of traveling as it will be brought to them .

Students –
 offering a cheaper and quick services whilst being to a good quality. 

Call out  (work, offices) –
 a custom experience providing a personalise experience of high quality. 

Care sector partnerships –
 a grooming service that caters for a cheaper price and providing the accessible a grooming service that comes to their home or care home. 

	Customer Relationships
Using loyalty cards and discounts to retain customers 

Subscription packages to assist with customer discounts and steady income stream 

Personal interaction providing a perosnalied services for each client 

Referral rewards to assist with new customers and passive advertising by existing clients 



	Customer Segments 
University students, young working professionals, familys , offices workers. 

Will focus on working with price sensitive and frequent students whilst delivering a quick and convient hair cut for students. Whilsts utilising the convenience of being mobile i can work with time constrainted clients and focus on delivering convenient and premium services to my clients. 

Care homes or hospitals, partnering with places like this will help me enter the nicish market and get my name out in the community and provide repeat and consistent income stream. 

Focus on 2-3 week repeat appointments  

	
	Key Resources 

Physical assists (barber equipment). 
Human capital (technical skills and in grooming).
Time (2-3 days a week ).
 customer base (customers repeats). 


	
	Channels 

Instagram (marketing).
Tic tok (marketing).
Word and mouth referrals. 
University network. 
Booking apps. 
Direct emails.
Leaflets for local bookings.
	

	Cost Structure 
Fuel
Equipment maintenance (monthly)
Chair rent (weekly)
App fees 
Business rates 
Public liability insurance (monthly) 
Marketing (monthly)






	Revenue Streams 
Shop cuts (£15-25)
Mobile cuts (£30-40+)
Group bookings (family discount)
Subscriptions (monthly set price £60 shop , call out £!00)
Beard services (£10+)
Nose and era wax (£7) 
OAP (£12)

Using cash payments and booking app with card payment.
Students , OAP and childrent will work on speed and efficient booking appointment and utilising add on services and product sales to keep income stream higher as these are cheaper cuts but will assist in revenue.
Mobile will provide a boosed income stream attracting higher paying clients for connivance.



The business model is structured using the Business Model Canvas a widely used framework for developing and analysing small business strategies from new to existing entity's P,Ilmah and  M,Rakib and A,Syam (2024). 

Viability , finance and resources 
The financial viability of Curbside Cuts is based on low startup costs with the efficient use of time and strong demand for convenient services. The business will initially be funded through personal savings reducing the need for external finance and limiting financial risk. Startup costs will include essential equipment such as clippers and trimmers, a mobile chair and cleaning products and transportation expenses. Compared to a traditional barbershop these costs are significantly lower making the business easier to establish. Revenue will be generated through appointment based services with pricing reflecting the premium mobile offering. By working three days per week and maximising appointments per day, the business can maintain a steady income while balancing university commitments and health problems this will help with work life activities  R,Cohen (2010) . The business also benefits from low overhead costs as there is no rent or utility expense associated with a fixed location in the early stages  Appacut (2024). This improves profit margins and allows more money to be reinvested into growth. After the first year the plan is to seek additional funding either through a business loan or a partner to open a physical barbershop. This will increase income through walk in customers and allow the hiring of additional staff. Resources required include equipment a vehicle for transport also booking software and marketing tools such as social media platforms. Human resources are minimal initially as the business is owner operated but will expand as the business grows. The business is financially viable due to its low costs and scalable model but also strong market demand.





Implementation and learningn loop 
The implementation of Curbside Cuts will follow a phased approach. In the first stage the focus will be on building a customer base through mobile services. This includes setting up booking systems with launching social media pages and promoting the business locally. Continuous self development will play an important role in business development. The owner will regularly attend training courses to improve barbering skills and expand service offerings. This may include advanced haircutting techniques or additional grooming services. Attending barber expos and industry events will also support professional development and meeting like minded these events provide opportunities to learn new trends network with other professionals and gain insights into industry best practices. Customer feedback will be used as part of a learning loop to improve the service. After each appointment feedback can be collected to identify areas for improvement. This aligns with continuous improvement models where businesses adapt based on customer needs and strongly relates to the 4 ps of sustainability to make a profit in (appendix 1) where the perseverance of high skilled knowledge  increasing the potential for a better clients experience will in turn return a profit and reputation this will take patients to develop clients and a steady income. Performance will be monitored through key indicators such as number of bookings with customer retention rate and income per day. This data will help identify what is working well and where changes are needed. As the business grows the second phase will involve planning and opening a fixed location shop. This expansion aligns with growth strategies outlined in the Ansoff Matrix particularly market development and service expansion. K,Peterdy (2024). Lessons learned from the mobile business will inform decisions about location and pricing and services. The learning loop ensures the business remains adaptable and competitive and also focused on long term success. 

Conclusion and recommendations 
Curbside Cuts has strong potential due to its flexible model and focus on convenience. To succeed the business should priorities customer retention and effective scheduling and also reinvest into the business is a must. Expanding into a hybrid model with a fixed shop will improve long term sustainability and increase revenue opportunities.
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Appendix 
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This is the model for the 4 ps of sustainability . 
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