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(Mapstone-Pearce, 2016).
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[bookmark: _Toc544952706]1. Executive Summary 

Twenty 23 Beauty Limited is an established and reputable beauty and aesthetics salon located at 128 Townhill Road, Swansea, SA2 0UU. Since its founding in 2016, the salon has become known for its exceptional standards in skincare, beauty services, and advanced non-invasive treatments. Led by owner and managing director Carrie Mapstone-Pearce, the business has grown a loyal client base by delivering personalised treatments in a professional, welcoming environment.
The salon currently offers a wide range of services including skincare treatments, nails, lashes, brows, and massage therapies, along with specialist services such as semi-permanent makeup, laser treatments, and hair extensions. In 2025 the salon will expand into body contouring by introducing Bodyskulpt an advanced treatment using Teslaforma™ technology making it the only provider within an 85-mile radius to offer this innovative solution.
This business plan sets out to support strategic growth through service diversification, investment in advanced technology, equipment, and enhanced marketing. The primary goal is to strengthen profitability, increase client retention, and further establish the salon as a regional leader in premium beauty treatments.
Financially, the business is projecting a total annual revenue of approximately £72,440, with a net profit of £34,820 based on conservative estimates. Revenue will be generated through existing services, room subletting to independent therapists, and the introduction of Teslaforma™ treatments.
Looking forward, Twenty 23 Beauty aims to become the top-rated beauty and aesthetics salon in South and West Wales. By blending innovation with trusted local expertise and client care, the salon is uniquely positioned to capture a growing market of clients seeking high-end results without the inconvenience of travelling to city-based clinics




[bookmark: _Toc401616813]2. Introduction
Twenty 23 Beauty Limited, an already established beauty and aesthetics Salon known for our commitment and experience in skincare, beauty services and advanced beauty treatments. Founded in 2016 the owner has worked continuously to build the loyal customer base they have today through the delivery of high-quality, tailored services in a welcoming and professional environment. The business intends its continued commitment for client satisfaction and results by introducing Bodyskulpt to greater South and West Wales, technology that is not currently available within a 85 mile radius. This addition will keep them firmly placed as a leading name in the local beauty arena. 
[bookmark: _Toc738471492]2.1 Legal Status 
· Twenty 23 Beauty is a limited company  -  company registration number 104162
· Nature of Business (SIC) - 86900 – Other human health activities  
· Business registration date 7th October 2016
Trading as Limited allows greater financial rewards, it also grants limited liability allowing the separation of personal and business finances, which protects personal assets should the business incur debts. Additionally, it offers tax efficiency resulting in tax-free dividends and annual salary, this also assists in lowering corporation tax bills. Limited companies can also often receive improved credit meaning potential easier access to funding if required for cash flow purposes. Although the alternative of self-employment offered a much simpler option with lower outlay it does also have unlimited personal liability, meaning a person's assets will be at risk if the business fails to succeed and are likely to be subject to higher personal tax rates as their income increases making the Limited option the right one on this occasion. 
*Further information in 8.2 - Why Limited?
[bookmark: _Toc1277430002]2.2 Business ownership and experience
Twenty 23 Beauty Limited is owned and operated by Mrs Carrie Maptone-Pearce who is the sole managing director of the business and retains 100% of the business shares.  Carrie is the only employee of the company although there are currently contracts in place with 5 self-employed therapists who rent independent rooms from the business Carrie has a wealth of experience spanning 22 years within the beauty industry and holds a vast number of qualifications and credentials within this field. Within her career she regularly works with national brands to assist with product testing and gives talks to college students offering advice and guidance on entering the workplace adding to her credibility. 
[bookmark: _Toc1927921496]2.3 Management and team details
· Owner / Managing director – Carrie Mapstone –Pearce
· Accountant  - Renesto & Co Limited, Company registration number 08003039

[bookmark: _Toc1327288757]2.4 Product details
The Bodyskulpt by Teslaforms TM offers advanced body solutions in the forms of RF Skin tightening and Untrasound cavataional fat reduction both extremely sought after treatments that allow previously unachievable results with little to zero downtime.



[bookmark: _Toc1065175747]3. Marketing 
[bookmark: _Toc2111865563]3.1 Marketing Strategy 
A hybrid marketing strategy with me adopted blending digital and traditional styles. Social media platforms (Instagram, Tik-Tok and Facebook) are essential for showcasing treatments and projecting visual content (Tuten & Solomon, 2021). Where these platforms offer an expansive reach and are generally free to utilise some can be unreliable due to changes or glitches in their algorithms so require consistent and premier content (Kaplan & Haenlein, 2019).
To retain customers, the salon will implement loyalty schemes and referral programmes, which encourage repeat visits and word-of-mouth promotion. These strategies improve customer retention and reduce acquisition costs (Rowley, 2005; Buttle, 1998) but may also lead to discount dependence or slow growth if uptake is low (Sharp & Dawes, 2001).
Partnerships with other local businesses will enhance brand awareness and assist cross-promotion, however this may take time and relationship nurturing (Cheng & Dogan, 2018). Advertisement via flyers and magazines remains effective for reaching non-digital audiences but is harder to track and is overall decreasing (Clow & Baack, 2020).
By combining these approaches, the salon can expect sustainable growth.
[bookmark: _Toc1254100932]3.2 Unique Selling Point (USP) 
Twenty 23 Beauty Limited will be the only salon offering  Bodyskulpt Teslaforma TM brand from Cardiff stretching down to Pembrokeshire, allowing us to emerge as a regional leader in the body solutions market. 
[bookmark: _Toc421369575]3.3 Pest Analysis
A PESTLE analysis helps identify external factors that may impact business strategy and operations (Cadle, Paul, & Turner, 2010).
Political Factors
· Health and safety - requirements state that beauty salons must follow strict rules set by the Health and Safety Executive (HSE) and local government permits, these include Special treatments licencing which a requirement by law when offering any treatment that's deemed to break the skin.
· Effects of Brexit - with changing trade agreements there is the risk of increased import tariffs. This affects the ease and costs to buy beauty goods or equipment from other countries.
· Business rates and taxes - Rate relief for small businesses may be available, but changes to policies in the future could influence extra costs.

Economic factors
· Cost of living crisis - With the continued rise in the cost of living and increased costs of running homes clients may find themselves with less disposable income resulting in a downturn in business.
· Employment trends - With the health and beauty sector now placing in the top 3 growth sectors employment within the industry is providing a continuous pool of highly trained professionals, but wage increases may affect profitability.
· Inflation and supplier costs - Increasing product and utility prices can massively eat into profit margins if not carefully managed.

Social factors
· Changing beauty trends - A growing demand for non-invasive treatments and wellness (e.g., body sculpting, skincare) offers opportunities for treatment diversification.
· Social media influence – Social media platforms like Facebook and Instagram push beauty standards and trends, offering powerful (but cost effective) marketing outlets.
· Customer demographics: Swansea has a diverse population including students, professionals, and retirees, allowing for service tailoring to different groups.

Technological Factors
· Digital booking and marketing systems - Online booking systems, social media and Business Google are vital for online visibility and customer awareness.
· Advanced treatment technology: New equipment (e.g., TeslaFormer for body sculpting) can enhance the level of treatments offered.
· E-commerce and product sales: Selling beauty products online provides additional revenue and brand loyalty opportunities.

Environmental Factors
· Licensing and insurance - Compliance with UK-wide and local regulations is essential this includes liability insurance and health & safety standards for beauty treatments.
· Employment law - Ensuring fair hiring practices, especially when it comes to contracts, the minimum wage, and staff hours.
· Advertising standards—The Advertising Standards Authority (ASA) says that all marketing claims, especially those about cosmetic services, must be true.

Legal Factors
· Sustainability trends – The public are increasingly eco-conscious, so offering Vegan and the option of recyclable packaging may provide a competitive edge.
· Waste management - Proper disposal of beauty waste (Single use needles etc) is essential to meet environmental regulations.
· Energy efficiency - Rising energy costs encourage salons to invest in more efficient lighting, heating, and treatment equipment.

[bookmark: _Toc1457559721]3.4 SWOT Analysis
A strategic planning tool used by businesses and organisations to identify and evaluate four key aspects of their current situation (Gürel & Tat, 2017).
Strengths
· Professional and experienced staff
· Outstanding client satisfaction scores
· Continued year on year growth
· Multiple treatments under one roof
· Excellent, sought after location offering free parking
Weaknesses
· Inconsistent use of social media platforms
· Unreliable products
· Brand awareness 
· Delivery issues from suppliers

Opportunities
· Product and treatment development
· Upscaling of packages 
· Increased foot flow due to new local housing development
· Staff expansion due to increased demand

Threats 
· Current economic uncertainty
· Risk of competitor imitation
· Cost of providing hi-end treatments
· Loosing clients to budget salons
· Changing regulations and/or legal requirements

[bookmark: _Toc1528134509]3.5 VUCA Analysis
The VUCA framework—standing for volatility, uncertainty, complexity, and ambiguity helps organisations understand and navigate rapidly changing environments (Bennett & Lemoine, 2014).
Volatility
Definition: The rate, pace, and unpredictability of change in the industry or environment. 
Key Factors 
· Sudden changes in beauty trends and customer requests. 
· Sudden changes in client spending.
· Seasonal fluctuations in bookings for example holidays, wedding seasons). 
· Price fluctuations in cosmetic products and equipment. 
Strategies
· Remain adaptable by modifying your services often based on what the market wants. 
· Maintain relationships with suppliers so you can handle changes in stock and prices. 
· To keep demand cycles in balance, offer holiday deals.


Uncertainty

Definition: The lack of predictability and difficulty in anticipating future events. 
Key Factors
· Possibly changes in regulations (e.g. hygiene, licensing, or new body treatment rules). 
· Consumer spending changes due to emerging health trends or economic concerns. 
· New technologies encroaching on traditional beauty services (e.g. Home based devises). 
Strategies
· Build strong relationships with local councils and governing regulatory bodies and keep on top of industry updates. 
· Carry out customer research and collect feedback to stay ahead of changing expectations. 
· Offer free treatments test new technologies or services before full launch. 


Complexity
Definition: The number of interconnected variables and the challenge in making decisions. 
Key Factors
· Being able to manage all treatments under one business (hair, skincare, nails, body sculpting, etc.) 
· Managing all booking requests and queries, inventory, marketing, and customer satisfaction. 
· Integration of digital tools (online booking, social media, CRM systems). 
Strategies
· Implement a central management system to streamline operations. 
· Hire someone to carry out all administrative tasks or marketing
· Outsource administrative tasks like accounting or marketing. 


Ambiguity
Definition: Lack of clarity about meaning, cause-effect relationships, or possible outcomes. 
Key Factors
· Uncertain customer feedback to new services (e.g. Teslaforma body sculpting). 
· Ambiguity around long-term market trends (e.g. sustainability and natural beauty). 
· Mixed messages from influencers or beauty experts affecting consumer choices. 
Strategies 
Use small-scale pilots and gather customer feedback to validate new service.



[bookmark: _Toc1092101223]3.6 Competitor Analysis 
	NAME
	LOCATION
	SERVICES
	PRICING 
	REVIEWS
	STRENGTHS
	WEEKNESS

	Cardiff Laser Clinic
	Cardiff City Centre 47 Miles 
	CavitationLippo
	£90 - £250
	4.2/5
	Established salon with good range of services and experienced team
	Underwhelming outcomes – Focus on sales not clients

	Nip N Tuck
	Bristol
67 Miles
	EMS Skulpt
	£150 - £495
	4.5/5
	Uses hi-end machines with latest technology
	Clients report difficulties booking appointments and no parking available

	Luxe Bodies
	Cardiff
49 Miles
	Body Sculpting
	£129 - £999
	4.4/5
	Stylish and hi-end salon aesthetic, promotes clients on social media
	Promotes an influencer style salon alienating potential clients


*Continued in 8.6 - Competitor comparisons
[bookmark: _Toc2088404758]3.7 Target Market & Demographics 
[image: ]The Salons Total Addressable Market (TAM) includes approximately 1.18 million females aged 25–55 across South and West Wales, covering professionals and parents who are the primary audience due to their disposable income and lifestyle needs. About 60% of this group roughly 705,000 individuals represent the most likely regular clients. The Serviceable Available Market (SAM), focusing on reachable clients within the local area, dilutes this to around 150,000 potential customers. Secondary clients include approximately 15,000 students from the local universities wanting affordable, on trend services, and around 348,000 seniors who value wellness-focused care. The geographic target covers a total population of about 2.47 million residents in South and West Wales (Office for National Statistics, 2021; South Wales University, 2023). By targeting these clearly defined segments, the salon can tailor its marketing and service strategies to meet specific needs, preferences, and budgets, maximising engagement and loyalty.
[bookmark: _Toc1123459657]3.8 Marketing Objectives 
· Grow social media following by 30% over the next six months through a strategic mix of engaging content such as before-and-after images, targeted advertising on Instagram and Facebook, and monthly giveaway campaigns designed to boost shares and follower engagement.
· Maintain a 70% client retention rate over the next year by delivering consistently high-quality service, creating personalised treatment plans tailored to individual needs, and implementing a loyalty program that rewards repeat visits.
· Convert 35% of walk-in visitors into returning clients within six months by offering discount, packages, sending timely follow-up packages, sending reminders, and providing referral rewards to encourage client loyalty.
· Gain 50 new clients for the upcoming treatment within four months by executing a targeted local marketing campaign, forming promotional partnerships with local gyms and wellness centres, and advertising special introductory offers across social media platforms.


[bookmark: _Toc653304308]4. Financial Information
[bookmark: _Toc1019666475]4.1 Financial Projections
[bookmark: _Toc1946627634]Sales Forecast

	Month
	Existing Services (£)
	Sublet Rent (£)
	Body Sculpting (£)
	Total Revenue (£)
	Total Costs (£)
	Profit (£)

	1
	2,900
	1,700
	-
	4,600
	3,135
	1,465

	2
	3,200
	1,700
	-
	4,900
	3,135
	1,765

	3
	3,560 (peak)
	1,700
	-
	5,260
	3,135
	2,125

	4
	3,300
	1,700
	1,700 (25 sessions @ £68 avg)
	6,700
	3,135
	3,565

	5
	3,300
	1,700
	1,170 (13 sessions)
	6,170
	3,135
	3,035

	6
	3,200
	1,700
	1,350 (15 sessions)
	6,250
	3,135
	3,115

	7
	3,560 (peak)
	1,700
	1,620 (18 sessions)
	6,880
	3,135
	3,745

	8
	3,300
	1,700
	1,440 (16 sessions)
	6,440
	3,135
	3,305

	9
	3,200
	1,700
	1,350
	6,250
	3,135
	3,115

	10
	3,300
	1,700
	1,530
	6,530
	3,135
	3,395

	11
	2,900 (quiet)
	1,700
	1,170 (13 sessions)
	5,770
	3,135
	2,635

	12
	3,000
	1,700
	990 (11 sessions)
	5,690
	3,135
	2,555




Total Revenue                     £72,440.00
Existing Treatments          £38,420.00
Subletting Rent                   £20,400.00
BodySkulpt                          £13,630.00
Total Costs                          £37,620.00
Net Profit                              £34,820.00
	
	
	


	
	



[bookmark: _Toc627838000]4.2 Cash Flow projection
	
	Income (Existing Services)
	Income (Sublet Rent)
	Income (Body Sculpting)
	Total Inflow (£)
	Total Outgoings (£)
	Net Cash Flow (£)
	Cumulative Cash (£)

	0
	-
	-
	-
	-
	-
	-
	8,300

	1
	2,900
	1,700
	0
	4,600
	3,135
	1,465
	9,765

	2
	3,200
	1,700
	0
	4,900
	3,135
	1,765
	11,530

	3
	3,560
	1,700
	0
	5,260
	3,135
	2,125
	13,655

	4
	3,300
	1,700
	1,700
	6,700
	3,135
	3,565
	17,220

	5
	3,300
	1,700
	1,170
	6,170
	3,135
	3,035
	20,255

	6
	3,200
	1,700
	1,350
	6,250
	3,135
	3,115
	23,370

	7
	3,560
	1,700
	1,620
	6,880
	3,135
	3,745
	27,115

	8
	3,300
	1,700
	1,440
	6,440
	3,135
	3,305
	30,420

	9
	3,200
	1,700
	1,350
	6,250
	3,135
	3,115
	33,535

	10
	3,300
	1,700
	1,530
	6,530
	3,135
	3,395
	36,930

	11
	2,900
	1,700
	1,170
	5,770
	3,135
	2,635
	39,565

	12
	3,000
	1,700
	990
	5,690
	3,135
	2,555
	42,120


Opening Balance: £8,300
Total Inflows: £72,440
Total Outgoings: £37,620
Net Cash Generated: £34,820
Closing Cash Balance (Month 12): £42,120

[bookmark: _Toc873371434]4.3 Break-even Analysis
[image: ]
· Revenue (green line) increasing with each treatment sold as offers end.
· Total Costs (red line) starting from fixed costs and rising with each session (due to variable costs).
· To breakeven an average of 7 treatments per month is required.



[bookmark: _Toc554100547]5. Revenue & Pricing Strategy 

[bookmark: _Toc1804249382]5.1 Pricing Strategy 
Twenty 23 Beauty Ltd operates in the competitive market for body sculpting treatments within and around the city centre of Swansea, where local income levels and client expectations play a large part of businesses pricing. Competitors such as Cardiff Laser Clinic, Nip N Tuck, and Luxe Bodies offer a wide pricing range (£90 to £999), often reflecting technology and brand positioning more than value delivery. Cardiff Laser Clinic offers affordable treatments but has mixed reviews and a hard sales culture, which may damage long-term loyalty. Nip N Tuck promotes premium services using advanced equipment but has an accessibility issue, while Luxe Bodies charges high-end prices but runs the risk of excluding broader demographics with its influencer-style branding. 
 
With is in mind Twenty 23 Beauty Ltd will adopt a value-based pricing strategy, focusing on delivering quality, results, and personalized care at mid-market prices (£65–£120). Research shows that value pricing builds stronger customer trust and satisfaction than purely competitive pricing (Avlonitis & Indounas, 2005; Hinterhuber, 2008). While competitive pricing may gain customers in the short term, value pricing provided long term customer loyalty (Liozu & Hinterhuber, 2012). This strategy positions Twenty 23 Beauty as a customer-centric, results-driven alternative for clients seeking effective yet affordable body sculpting in South Wales.

[bookmark: _Toc682944842]5.2 Pricing Examples
[image: ]
[bookmark: _Toc1020524300]5.3 Income Streams 
The salon currently generates revenue through multiple income streams that contribute to our business stability growth. Our primary income stream is currently from core beauty treatments including lashes, nail treatments, and specialist services. These are consistently in demand and make up the base of the salon’s daily cash flow. Our second stream comes from retail product sales these offer a large profit margin are are largely lash cleansers, skincare products, and other retail add ons. These upsells not only increases our average transaction price but also enhances client loyalty by taking the salon experience home. A third income stream is specialist event packages including bridal and prom, pre-holiday prep packages, and groups. These bundles are regularly promoted to coincide with the seasons supporting strong revenue spikes during annual occasions. Additionally, the salon benefits from a fourth income stream through the sale of gift vouchers, these generate immediate income and help attract new business. Gift vouchers are especially profitable during periods like Christmas, Valentine’s Day, and Mother’s Day. 

[bookmark: _Toc1679935002]5.4 Revenue Forecast by Stream

[image: ]


[bookmark: _Toc483407590]6. Operations Plan 
[bookmark: _Toc578682132]6.1 Location & Premises 
The business premises is three story building comprising of a main open plan salon on the ground floor and 4 further independent treatment rooms 2 situated on each of the upper floors. The location offers free parking to the front and rear.
128 Townhill Road
Townhill 
Swansea
SA2 0UU

[bookmark: _Toc1753344463]6.2 Equipment 
This expansion requires the addition of the Teslaforma TM Bodyskulpt Machine as a cost of £9,999.00 (+VAT) over 5 years (£166.67 +VAT) to ensure healthy cashflow a rental agreement will be adopted. There are clear strategic benefits to renting equipment as a business grows. It lowers the costs up front, which helps keep cash flow for crucial functions like marketing and recruitment (Wang & Richardson, 2020). Leasing also lets you use the newest technology without making a long-term commitment. This gives you the freedom to grow or make changes if things don't go as planned during the growth. Many contracts have choices for early termination or renewal, which lowers the financial risk.
However, renting can be more expensive over time. For long-term or stable use, purchasing may be more cost-effective (Bajwa, 2021). Rental terms may also limit customisation, usage, or availability during busy periods. Despite these trade-offs, renting remains a smart option during uncertain growth phases, offering movement and a way to minimise losses if adjustments are needed. As the salon is fully set to receive the new machinery no additional equipment (I.e beauty beds) is required.
[bookmark: _Toc1160663854]6.3 Staff
Carrie Mapstone-Pearce (Owner/ Director/Lead advanced beauty specialist)
50 hours per week – Tuesday to Saturday
· Level 7 VTCT (Levels 1 to 6 complete) British Beauty Academy.
· Teeth whitening Cosmologist – All White Laser.
· SPMU – Level 3. 
· AWR Laser & IPL practitioner – AW3 Laser. 
· Various standard beauty treatments (Nails/Lashes/Brows etc).
· Hair Extensionist (7 Method) - British hair council.
[bookmark: _Toc1809942319]6.4 Suppliers
	Product & Equipment Suppliers
	Dollce-Doll Lashes
	Tatti Lashes
	Brow Code 
	Sanctuary Skin Co
	Telsaforma
	Biffa Refuse

	Terms of supply & delivery
	As required  
Postal 
	As required

Postal
	As required 

Postal
	As required 

Postal
	Rolling equipment lease
	Weekly

12 month contract

	Contract
	No
	No
	No
	No
	YES
	Yes



[bookmark: _Toc973902696]6.5 Systems and Processes
Appointment scheduling shall remain the same and will be seamlessly incorporated into our current process allowing ease for new visitors and familiarity for our returning clients.
Stock and inventory will be monitored weekly to ensure supply and demand is met.  this will also be included within our current ordering systems.
To ensure continued client satisfaction is met and maintained clients will be asked for feedback verbally as well as electronically. All Client information will continue to be stored securely and legally in compliance with current legislation. 

[bookmark: _Toc1628740378]6.6 Health, Safety & Legal Compliance
Risk Assessments 
 Are a Legal requirement under the Health and Safety at Work Act 1974. 
·  Identify potential hazards within the work space.  
· Assess who might be harmed and how this could happen.  
· Implement control measures.  
· Record and review assessments regularly, especially after any changes.
· Staff Hygiene and PPE Protocols.
Hygiene Standards
· Staff must wash hands before and after treatments. 
· Tools and surfaces must be disinfected between clients. 
· Use disposable items where possible.
· PPE Requirements - Gloves, aprons, face masks, and protective eyewear are essential when handling chemicals or performing treatments.

First Aid
 The Health and Safety (First Aid) Regulations 1981. 
· There must be at least one trained first aider present at all times. 
· A first aid kit must be easily available and checked monthly. 
· A first aid risk assessment must be conducted to determine specific requirements.

Fire Safety
Fire Risk Assessments are required by law
· Install and maintain correct fire extinguishers and alarms. 
· Ensure fire exits and evacuation routes are clearly marked. 
· Train staff in fire safety procedures. 
· Regularly test and review fire safety equipment

COSHH Compliance 
  All chemical products 
· Identify all hazardous substances used in the salon.  
· Ensure all are labelled clearly and store correctly.  
· Provide training on safe handling and emergency procedures. 
· Maintain COSHH data sheets and assessments

Insurance and Public Liability 
· Public Liability Insurance: Covers injury or damage claims from clients or visitors. 
· Employers’ Liability Insurance: Required if you employ staff. 
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[bookmark: _Toc351798113]8. Appendices 

[bookmark: _Toc133325072]8.1 Entrepreneurs Vs Intrapreneurs

 Entrepreneurs and intrapreneurs play vital roles in driving innovation, but they operate in different contexts, with unique advantages, challenges, and personality traits. Entrepreneurs are independent individuals who create and manage new ventures and carry the full financial and operational risk. This role offers creative freedom, strategic control, and the potential for high financial rewards (Rollins College, 2022; Testbook, 2025). However, entrepreneurship is also marked by uncertainty, financial risk, and personal stress, particularly in the early stages of business development (Plerdy, 2023). Successful entrepreneurs often show traits like as, self-motivation, thick skin and and have strong visionary thinking (Chell, 2008). They are typically comfortable with ambiguity, driven by personal achievement, and capable of leading others through unpredictable environments.
In contrast, intrapreneurs apply entrepreneurial thinking within existing organisations. They benefit from stable income, access to resources, and structural support, allowing them to innovate without bearing personal financial risk (SLM, n.d.; Rollins College, 2022). Intrapreneurs can make significant contributions to organisational growth and may receive recognition, promotions, or bonuses, although they typically do not retain full ownership of their innovations. Intrapreneurs often thrive in team environments and demonstrate traits such as adaptability, collaboration, political awareness, and persistence (Hisrich & Kearney, 2014). They must navigate corporate structures, build alliances, and influence internal stakeholders, requiring strong interpersonal and organisational skills.
While entrepreneurs thrive on autonomy and strong forward-thinking innovation, intrapreneurs are successful by being able to balance creativity with diplomacy and working within restrictions. Each path suits different personalities and end goals. Entrepreneurs often independent and thrive off high reward at high risk while intrapreneurs prefer innovation within the safety and scalability of an already established company (Hisrich & Kearney, 2014; SLM, n.d.).
[bookmark: _Toc1789749324]8.2 Why Limited 
[bookmark: _Int_ahVHjZm7]My decision to open as a limited company was made after considering numerous alternatives. As supported by (CN Chartered Accountants, 2024).  Trading as a LTD offers limited liability allowing the separation of personal and business finances, which protects personal assets should the business incur debts.  It also allows me to take advantage of tax efficiency meaning the option to receive additional bonuses through a blend of tax free dividends and annual salary, this also assists in lowering the amount of tax the business has to pay as (IPSE, 2023) Limited companies can also often receive improved credit meaning potential easier access to funding if required for cash flow purposes as argued by (Hobbs Thomas & Co., 2023). However limited status can also mean more administrative tasks like submitting annual accounts and corporation tax returns as well as having to disclose financial information that can be time consuming as highlighted by (Longleys, n.d.). On the other hand being self-employed offers a much simpler option with lower outlay and offer total decision-making freedom. Sole traders also have the added advantage of not being required to file company accounts maintaining financial privacy. They do also however have unlimited personal liability, meaning a persons assets will be at risk if the business fails to succeed and are likely to be subject to higher personal tax rates as their income increases as discussed by (Vally Plant Training, 2024).

[bookmark: _Toc1799837118]8.3 Competitor Comparison 
In comparison to these our salon offers a good number of competitive advantages. As the only provider of these treatments within a large area, we eliminate the need for clients to travel to major cities and be forced to pay congestion charges and expensive parking costs. Our planned introductory pricing offers will start at just £99 per session, providing not just an enticing price but it won't compromise on quality. Unlike these city-based competitors, we are an established, trusted local business with an existing loyal client base giving us a head start in both reputation and client retention. 
 Our clients benefit from a personalised and familiar environment, along with tailored aftercare plans that stand in contrast to the often generic or rushed experiences offered elsewhere. Additionally, our central, accessible location with flexible hours and easy parking makes the overall client experience far more convenient and approachable. 
 In summary, while competitors exist in Cardiff and Bristol, they are geographically distant, more expensive, and cater to niche or urban markets. Our salon is uniquely positioned to meet an unmet need for accessible, affordable, and exclusive body sculpting treatments in a wider regional market — offering not just a new service, but a complete experience that blends innovation with trusted, personalised care.


[bookmark: _Toc892231741]8.4 Curriculum Vitae

https://1drv.ms/w/c/253620c8dccbbc7c/EfsRHuud7KJHp7fK_azmTPABJVIR9kKPM7BbUfIVGGjkuw?e=rLsLWc
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