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Business Overview

Give an overview of the business

Marketing strategy

Marketing objective s

Within the first 6month of launching.  Ecoglow aims to establish some brand awareness and acquire a  number of customers, focusing on 1,000 new customers and at least25,000 of sales within the first 6months of its launch.in the long term, the plan is to achieve customer loyalty in terms of repeat purchasing frequency via a refill subscription service.

Legal Format and management

Key roles and management team
Position    key responsibilities
Co-founder& strategic    direction, CEO investor relations, operations
Co-founder& branding, digital marketing, customer acquisition

Head of product-supplier relations compliance
Finance budgeting, accounting,
Consultant cash flow forecasting (freelance)

The founders will also serve as directors and be listed with companies
BUSINESS NAME; ECOGLOW
     
Business Idea: Sustainable, refillable and locally produced skincare for conscious consumers.

Ecoglow is a green beauty brand and a sustain

 5. PESTEL Analysis
EcoGlow is a UK company that exists in a dynamic environment which is shaped by a number of external factors. Politically government grants such as innovate UK help the sustainable startups, and the regulation after Brexit might make imports rather challenging so it is likely that eco glow will want to rely on UK suppliers. In economic terms, inflation has increased production prices, although in consumer patterns, the skincare sector is becoming more resilient, as the ethical products market is anticipated to expand continuously.
Eco glo mission is highly supported by social factors. Eco-consciousness is on the increase, particularly in gen z and millennials have an appreciation of cruelty-free, refillable products. The trend of skincare belongs to the greater movement of wellness where people are taking social media into account when making purchases. On the technological level, Ecoglow will use e-commerce websites and a mobile application to provide refills, rewards and carbon tracking which will improve customer experience.

On the environment-friendly side, the brand addresses the problem with plastic waste by resorting to refillable packaging and local production to minimize its carbon emissions. This goes in line with the increasing consumer demand of sustainable solutions. The firm will be in compliance with the regulations of the cosmetic product in the UK and therefore be safe.it will also be in compliance with GDPR of responsible data treatment.

EcoGlow is in a good position to succeed by being adequately responsive to regulatory, social forces as well as market forces and to invest in accordance with consumer values
6.MARKETING STRATEGY
Marketing objectives
Within the first 6 months of launching, EcoGlow aims to establish some brand awareness and acquire a number of customers, focusing on 1,000 new customers and at least25,000 of sales within the first 6 month of its lounch.in the long term , the plan is to achieve customer loyalty in terms of repeat purchasing frequency via a refill subscription service and eco incentive to aim at a 40

percent repeat purchase ratio by the end of the year.

Target Audience

Demographics;

Age;18-35

Gender; primarily women, but inclusive to all genders

location; urban UK areas 

Income; middle-income earners 

Psychographics.
Environmentally conscious, health-oriented

Prefers natural, cruelty-free products

Follows influencers in beauty, self-care, and sustainable living

Likely to share experiences on social media

This segment is digitally active, socially aware, and highly responsive to sustainability narratives and transparent brand values.

Marketing mix 4ps

Product.
EcoGlow provides an upscale line of cruelty-free and veganized skincare products contained in refillable and recyclable containers. All products are ethically produced using ingredients that are ethically sourced.

Price.
EcoGlow applies value pricing strategy where the pricing talks of the sustainability, quality and convenience applied in the product. the prices of the products are 12pounds on cleansers,15pounds on moisturisers and 8 to10 pounds on refills.
Place.
It will exclusively launch the brand online through its shopify-powered site, but with a fulfilment partner that delivers carbon-natural. Eco-markets and popup stand on the territories of universities will contribute to increasing brand awareness and testing offline outlets.

Promotion.
EcoGlow will implement digital-first marketing strategy with the primary emphasis on Instagram and TikTok influencers, user-generated content, and targeted social media advertisement. The emails will advise loyalty and repurchasing, and partnerships with responsible blogs and sites, such as Etsy UK will increase the audience.
Funding requirements &financial projections
EcoGlow seeks an initial investment of £50,000, which will be used to fund product development, marketing, operations, and early-stage growth. This funding is critical to establish a solid foundation for launching and scaling the business within the first year.

Funding breakdown

The £50,000 will be allocated as follows.
Category                       Amount (£)

Product development      10,000

Website & E-commerce setup 4,000

Marketing & promotion 12,000   

Initial inventory            8,000

Fulfilment&logestics3,000

Freelance staff           5,000

Pop-up event&sampling5,000

Contingency fund          3,000

Total                              £50,000


Reference
Euromonitor, 2023.private label meets consumer needs for budget-friendly beauty. (online)Euromonitor international available at

http://www.euromonitor.com/article/inflationary-pressures-encourage-beauty-consumers-to-seek-alternatives
Hedstrom, E., 2024.navigating the product lifecycle in a luxury beauty portfolio; Strategic product discontinuation and renewal.

Pwc, 2024. united kingdom-corporate-taxesoncorporate income.(online)pwc tax summaries.avialable at http://taxsummeries.pwc.com/united-kingdom/corporate/taxes-on-corporate-income
(Accessed11jul.2025)

Schulte, j.and knuts, s., 2022.sustainability impact and effects analysis-A risk management tool for sustainable product development. sustainable production and consumption,30, pp.737-751

Tarakanova, D .,2023E-commerce entrepreneurship:Apractical study of online shop development.

1.      

2. 1-year financial projections
Our sales and operating expenses have been projected conservatively for the first 12 months. sales will increase as brand awareness and customer loyalty grow, supported by strategic marketing and our refill subscription mode module.

Month                   (£)sales                          (£)expenses                    profits/loss(£) 

1                               1,000                                 2,000                                  -1,ooo

2                               1,500                                 2,000                                   -500

3                               2,500                                 2,000                                    +500

4                               3,000                                2,500                                     +500

5                               4,000                               2,500                                      +1,500

6                              5,000                                2,500                                      +2,500

7                              6,000                                3,000                                       +3,000

8                              7,000                                3,000                                       +4,000

9                              7,500                                3,000                                       +4,500

10                           8,000                                 3,000                                        +5,000

11                           8,500                                 3,000                                       +5,500

12                          9,000                                  3,000                                       +6,000

   Total year 1 sales:£63,000

Total Expenses£34,500

Total profit:£28,500        

Section seven

Competitor analysis

7.1 Table of competitors

	Name, location

and business size 


	Product/service


	Price


	Strengths


	Weaknesses



	     
	     
	     
	     
	     


7.2 SWOT analysis :
	Strengths

     
	Weaknesses

     


	Opportunities

     
	Threats

     


7.3 Unique Selling Point (USP):
	Unique Selling Point (USP)

     



Section eight

Operations and logistics

8.1 Production:

     
8.2 Delivery to customers:

     
8.3 Payment methods and terms:

     
8.4 Suppliers:

	Name and location of supplier

	Items required

and prices 


	Payment arrangements 


	Reasons for choosing supplier



	
	
	
	


8.5 Premises:

     
8.6 Equipment

	
	
	If being bought



	Item required 


	Already owned?

	New or second hand?

	Purchased from 


	Price



	
	
	
	
	


8.7 Transport:

     
8.8 Legal requirements:

     
8.9 Insurance requirements:

     
8.10 Management and staff:

     
8.11 Additional information:

     
Section nine

Costs and pricing strategy

	
	
	     

	A
	Number of units in calculation
	     

	B
	Product/service components

     
	Components cost
     

	C
	Total product/service cost
	     

	D
	Cost per unit
	     

	E
	Price per unit
	     

	F
	Profit margin (£)
	     

	G
	Profit margin (%)
	     

	H
	Mark up (%)
	     


Section ten

Financial forecasts

10.1 Sales and costs forecast

	
	Month


	1


	2


	3


	4


	5


	6


	7


	8


	9


	10


	11


	12


	Total


	A


	Month name
	     
	     
	     
	     
	     
	     
	     
	     
	     
	     
	     
	     
	

	
	Sales forecast


	
	
	
	
	
	
	
	
	
	
	
	
	

	B


	Product/service

     
	     
	     
	     
	     
	     
	     
	     
	     
	     
	     
	     
	     
	     

	C


	Product/service

     
	     
	     
	     
	     
	     
	     
	     
	     
	     
	     
	     
	     
	     

	
	Costs forecast


	
	
	
	
	
	
	
	
	
	
	
	
	

	D


	Product/service

     
	     
	     
	     
	     
	     
	     
	     
	     
	     
	     
	     
	     
	     


	E


	Assumptions

(e.g. Seasonal trends)


	     


10.2 Personal survival budget

	Section 


	
	Monthly cost (£)



	A 

Estimated costs
	Mortgage/rent


	     

	
	Council tax
	     

	
	Gas, electricity and oil
	     

	
	Water rates
	     

	
	All personal and property insurances
	     

	
	Clothing
	     

	
	Food and housekeeping
	     

	
	Telephone
	     

	
	Hire charges (TV, DVD etc.)
	     

	
	Subscriptions (clubs, magazines etc.)
	     

	
	Entertainment (meals and drinks)
	     

	
	Car tax, insurance, service and maintenance
	     

	
	Children’s expenditure and presents
	     

	
	Credit card, loan and other personal debt repayments
	     

	
	National Insurance
	     

	
	Other
	     

	B 
	Total costs (£)
	     

	C 

Estimated income


	Income from family/partner
	     

	
	Part time job
	

	
	Working tax credit
	     

	
	Child benefits
	     

	
	Other benefits
	     

	
	Other
	     

	D
	Total income (£)
	     

	E
	Total survival income required (£)
	     


10.3 Cashflow forecast

	
	Month
	Pre-start
	1
	2
	3
	4
	5
	6
	7
	8
	9
	10
	11
	12
	Total

	A
	Month name
	     
	     
	     
	     
	     
	     
	     
	     
	     
	     
	     
	     
	     
	

	
	Money  in (£) 
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	B
	Funding from The Prince’s Trust
	     
	     
	     
	     
	     
	     
	     
	     
	     
	     
	     
	     
	     
	     

	
	Funding from

other sources 
	     
	     
	     
	     
	     
	     
	     
	     
	     
	     
	     
	     
	     
	     

	
	Own funds
	     
	     
	     
	     
	     
	     
	     
	     
	     
	     
	     
	     
	     
	     

	
	Incomes from Sales
	     
	     
	     
	     
	     
	     
	     
	     
	     
	     
	     
	     
	     
	     

	
	Other
	     
	     
	     
	     
	     
	     
	     
	     
	     
	     
	     
	     
	     
	     

	C
	Total Money in (£)
	     
	     
	     
	     
	     
	     
	     
	     
	     
	     
	     
	     
	     
	     

	
	Money out (£)
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	D
	Loan repayments 

The Prince’s Trust
	     
	     
	     
	     
	     
	     
	     
	     
	     
	     
	     
	     
	     
	     

	
	Personal drawings 
	     
	     
	     
	     
	     
	     
	     
	     
	     
	     
	     
	     
	     
	     

	
	
	     
	     
	     
	     
	     
	     
	     
	     
	     
	     
	     
	     
	     
	     

	
	
	     
	     
	     
	     
	     
	     
	     
	     
	     
	     
	     
	     
	     
	     

	
	
	     
	     
	     
	     
	     
	     
	     
	     
	     
	     
	     
	     
	     
	     

	
	
	     
	     
	     
	     
	     
	     
	     
	     
	     
	     
	     
	     
	     
	     

	
	
	     
	     
	     
	     
	     
	     
	     
	     
	     
	     
	     
	     
	     
	     

	
	
	     
	     
	     
	     
	     
	     
	     
	     
	     
	     
	     
	     
	     
	     

	
	
	     
	     
	     
	     
	     
	     
	     
	     
	     
	     
	     
	     
	     
	     

	
	
	     
	     
	     
	     
	     
	     
	     
	     
	     
	     
	     
	     
	     
	     

	
	
	     
	     
	     
	     
	     
	     
	     
	     
	     
	     
	     
	     
	     
	     

	
	
	     
	     
	     
	     
	     
	     
	     
	     
	     
	     
	     
	     
	     
	     

	
	
	     
	     
	     
	     
	     
	     
	     
	     
	     
	     
	     
	     
	     
	     

	
	
	     
	     
	     
	     
	     
	     
	     
	     
	     
	     
	     
	     
	     
	     

	
	
	     
	     
	     
	     
	     
	     
	     
	     
	     
	     
	     
	     
	     
	     

	
	
	     
	     
	     
	     
	     
	     
	     
	     
	     
	     
	     
	     
	     
	     

	
	
	     
	     
	     
	     
	     
	     
	     
	     
	     
	     
	     
	     
	     
	     

	E
	Total money out (£)
	     
	     
	     
	     
	     
	     
	     
	     
	     
	     
	     
	     
	     
	     

	F
	Balance (£)
	     
	     
	     
	     
	     
	     
	     
	     
	     
	     
	     
	     
	     
	     

	
	Opening balance
	     
	     
	     
	     
	     
	     
	     
	     
	     
	     
	     
	     
	     
	     

	
	Closing balance
	     
	     
	     
	     
	     
	     
	     
	     
	     
	     
	     
	     
	     
	     


10.4 Costs table

	Cost item
	What is included and how you worked it out
	Total cost

	     
	     
	     

	     
	     
	     

	     
	     
	     

	     
	     
	     

	     
	     
	     

	     
	     
	     

	     
	     
	     

	     
	     
	     

	     
	     
	     

	     
	     
	     

	     
	     
	     

	     
	     
	     

	     
	     
	     

	     
	     
	     

	     
	     
	     

	     
	     
	     

	     
	     
	     

	     
	     
	     

	     
	     
	     

	     
	     
	     

	     
	     
	     

	     
	     
	     

	     
	     
	     

	     
	     
	     

	     
	     
	     

	     
	     
	     

	     
	     
	     

	     
	     
	     

	     
	     
	     

	     
	     
	     


Section eleven

Back-up Plan

11.1 Short-term plan:


11.2 Long-term plan:


11.3 Plan B:


11.4 Plan B continued...:


