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Business Plan


[bookmark: _Toc214783777]Overview of the Business Idea

Becoming an entrepreneur involves spotting and seizing an opportunity, then coordinating resources to create value through a new business, often amid risk and uncertainty (Shane and Venkataraman, 2000). With this in mind, and after many failed attempts, I decided to start my own business and venture into this new and uncharted world. As I am a private hire taxi driver, I decided to establish my own chauffeuring company, “BM Cars Company”, driven by my passion for driving and discovering new places.
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I decided to start my business as a sole trader. It is easy to set up, and I have the freedom to make my own decisions, choose when to work, which gave me the opportunity to spend time with my family and enjoy fun activities with them. Of course, this also means that I am responsible for everything. Sole trader businesses carry ‘unlimited liability,’ meaning owners are personally liable for all debts. If issues arise, there is less protection for the owner. (GOV.UK, 2025).
Each year, the majority of new businesses in the United Kingdom are set up as sole traders. This route provides the benefit of minimal paperwork, and if you do not intend to register for VAT, there are limited rules about the records you need to keep (Barrow, 2021).
As I begin my journey, I will keep my business family-run, with my wife, who is also a private hire taxi driver, assisting me. In the future, I plan to collaborate with other drivers when I receive large bookings. Since we share the same passions and goals, including being a skilled driver and excellent at engaging with others, she will be a perfect fit for my business.
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Industry identification
Industry: UK private hire vehicle (PHV) and chauffeur services sector.
· This industry covers pre-booked, licensed passenger transportation provided by private hire drivers or operators, which is different from on-street taxis. All journeys must be booked through a licensed PHV operator, with drivers and vehicles licensed by the same local authority (TfL in London).
· Business fit: “BM Cars Company” will function as a chauffeur-style PHV service, emphasising comfort, professionalism, and pre-arranged bookings- such as for airports, business trips, events, or family outings. 

Key PESTEL factors
Political
·  Local and national transport governance affect demand and expenses. Policies aimed at reducing congestion and emissions in major cities may raise compliance costs but also open possibilities for adopting cleaner fleets. For example, London’s congestion-charge reforms starting January 2026 will increase daily charges and eliminate full EV exemptions (The Guardian, 2025). 
· Implication: A chauffeur business must stay politically aware, as policy changes can influence licensing standards, operating zones, and cost structures.

Economic
· Key expense factors include fuel, insurance, and vehicle financing. For sole traders, managing profit relies on controlling these variable costs. Industry advice for PHV startups emphasises the importance of licensing and insurance as fixed costs (SimplyQuote, 2024).
· Implication: BM Cars Company pricing and fleet decisions must balance affordability for customers with your margin needs.

Social
· The demand for convenient and dependable pre-arranged travel is increasing, particularly for airport transfers, commuters, families, and event transportation.
· Implication: BM Cars Company's personalised service and professionalism are key drivers of customer loyalty, surpassing price as the main factor.
Technological
· Online reputation systems (such as Google and social platforms) quickly influence trust; small businesses can enhance their visibility through high ratings and prompt responses.
· Implication: Even as a sole trader, BM Cars must implement tech-enabled booking, confirmation, and payment systems to remain competitive.
Environmental
· Stricter emissions regulations are speeding up the shift in fleet composition. In London, newly licensed PHVs must adhere to Zero Emission Capable standards and Euro 6 emissions rules, with age restrictions imposed at re-licensing (TfL, 2025b). 
· Implication: Meeting environmental standards not only incurs costs but can also serve as a competitive advantage if effectively communicated.
Legal
· Licensing is compulsory and strictly enforced, requiring you to hold a PHV driver licence, vehicle licence, and, if taking bookings directly, an operator licence—all issued by the same authority (Mooney, 2025). 
· As a sole trader, your legal risk is greater due to unlimited liability, meaning you are personally accountable for debts and claims. Therefore, robust insurance and precise record-keeping are vital (GOV.UK, 2025).
· Implication: Ensuring legal compliance and liability protection is key to maintaining business sustainability and fostering customer trust.

Align PESTEL with BM Cars business strategy
1. Based on the environment described above, BM Cars can align its strategy to optimise opportunities and minimise risks:
· Position as a “trust + comfort + reliability” chauffeur service (Social/Legal). Highlight licensed status, DBS checks, safe driving, punctuality, and family-friendly service in marketing efforts. Strategic outcome: Reinforces the premium trust segment and lessens reliance on price-based competition.
2. Implement simple, customer-visible digital systems with minimal technological complexity (Technological).
· Allow payment via card/contactless and provide digital receipts. 
Strategic outcome: Meets modern convenience expectations while keeping overhead low.
3. Use pricing and service bundles to safeguard margins (Economic).
· Offer fixed-price packages for airport or long-distance trips to reduce customer and business uncertainty.
Strategic outcome: Balances affordability with profitability and enhances customer retention.
4. Manage risks for sole traders (Legal).
· Maintain comprehensive PHV insurance, public liability coverage, and clear cancellation policies.
Strategic outcome: Minimises personal liability risks and boosts business credibility.

[bookmark: _Toc214783780]Target Market and Marketing Strategies

Market Segmentation, Targeting and Positioning (STP)
The STP framework is a fundamental strategic marketing tool that assists businesses in creating customer value by segmenting the market into meaningful groups, choosing which segments to target, and establishing a clear position in the minds of those customers (Kotler and Keller, 2016). For a sole-trader chauffeur business, STP should therefore focus on:
· segment needs related to safety, convenience, and comfort
· targeting groups with high potential for repeat business
· positioning based on relational value rather than price.
Market segmentation for BM Cars
Broadly, BM Cars’ market can be divided into four key dimensions:
a) Journey purpose/occasion
· Airport transfers (for business or leisure)
· Local family and personal trips (school runs and weekend getaways)
The market for airport and pre-booked transfers is rapidly expanding, mainly due to the growing demand for dependability and digital booking options (Business Research Company, 2025). 
b) Service expectations
· Standard PHV / convenience-focused pricing (Uber/Bolt style)
· Premium comfort and professionalism (chauffeur service)
c) Customer type
· Individual consumers (families, tourists, locals)
· Businesses and organisations (event planners, hotels)
d) Geography
· City-to-city or regional transfers
· Airport routes (such as London–Heathrow / Gatwick lanes)




2) Targeting: BM Cars’ primary customer segments
Given its resources as a sole trader with a family-run model, BM Cars should prioritise segments that value trust, reliability, and repeat business over price competition.
Primary Target Segment 1:
Airport transfer customers:
· Professionals and families scheduling pre-arranged airport transportation.
· Includes early-morning and late-night travellers who prioritise safety.
Key characteristics and needs:
· Strong demand for punctuality and dependability (missed flights are costly).
· Preference for fixed prices and luggage-friendly vehicles.
Why attractive:
· Airport transfer services are increasing significantly in both volume and value and are less sensitive to price than casual city rides (Business Research Company, 2025). 
Primary Target Segment 2:
Local families requiring trusted transport:
· Local parents, guardians, and households needing safe transportation for children or relatives.
· Tasks include school runs, weekend outings, and shopping trips.
Key characteristics and needs:
· Emphasis on trust, DBS-checked drivers, politeness, and clean vehicles.
· Preference for familiar drivers and consistent service, supported by licensing requirements (DBS/medical fitness), reinforcing trust.
Why attractive:
· Creates steady weekday demand and fosters long- term relationships.


Primary Target Segment 3: 
Small businesses:
· Local professionals and service companies needing dependable travel for meetings, station pickups, and client visits.
Key characteristics and needs:
· Demand professionalism, discretion, and efficiency.
Why attractive:
· Willingness to pay more for reliability.

Secondary / Future Segment: 
Event and hospitality travel (weddings, sports, PR events):
This segment offers high profitability but requires scaling capacity and maintaining consistent driver standards, making it better suited for BM Cars after recruiting partner drivers.

Positioning Statement
“BM Cars Company delivers safe, dependable, and friendly chauffeur-style private hire transportation for families, airport travellers, and local businesses. We offer a premium, personalised service you can rely on, all at fair fixed rates.”

USP
BM Cars does more than just transportation from A to B! Upon request, we can offer details about local tourist spots and serve as guides for visitors. Learning about our local area helps us connect with our customers by sharing helpful tips on good restaurants, coffee shops, and farmers' markets with quality produce. Companies that consistently exceed expectations can differentiate themselves in the marketplace and gain a competitive advantage (Bitner, 1990).
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To launch my business, I am seeking funding to purchase a vehicle and invest in technology, marketing, branding, and working capital. I have created a financial forecast for the next six months to help me visualise my expected cash inflows and outflows.


	Startup Cost
	

	Vehicle (deposit)
	10,000

	Technology
	               200

	Marketing and Branding
	  1,000

	Working Capital
	  2,000

	Total
	13,200





	Fixed Costs
	

	Licensing and Compliance
	      50

	National Insurance
	      25

	MOT and Servicing
	      50

	Wages
	2,000

	Drawings
	2,000

	Insurances
	    365

	Telephone
	      50

	Accountant
	      75

	Total 
	4,615




	Variable Costs
	Jan 
	Feb
	Mar
	Apr
	May
	Jun

	Car Maintenance
	200
	200
	350
	330
	410
	  600

	Materials
	  50
	  30
	120
	185
	150
	  200

	Petrol
	600
	650
	780
	850
	900
	1200

	Repairs
	     0
	     0
	150
	   80
	250
	   150

	Total 
	850
	880
	1,400
	1,445
	1,710
	2,150




	
	Jan
	Feb
	Mar
	Apr
	May
	Jun

	Fixed Costs
	4,615
	4,615
	4,615
	4,615
	4,615
	4,615

	Variable Costs
	    850
	    880
	1,400
	1,445
	1,710
	2,150

	Total Cost
	5,465
	5,495
	6,015
	6,060
	6,325
	6,765

	Revenue
	4,500
	5,900
	4,950
	6,800
	6,750
	7,500

	Profit/Loss
	   -965
	    405
	-1,065
	    740
	    425
	    735



Based on the charts above, the investment required is the startup total, £13,200, plus the estimated loss over the next six months, £2,030, resulting in a total of £15,230.
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