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[bookmark: _Toc194342261]Executive Summary

This business plan outlines the launch of MB Luxury, a premium nail care brand offering vegan, cruelty-free, and long-lasting gel polishes. The report evaluates market opportunities, strategic direction, and operational feasibility, focusing on digital marketing, salon partnerships, and sustainability to build a strong brand presence.
MB Luxury was created in response to the growing demand for eco-friendly, professional-quality nail products. Traditional gel polishes often contain harsh chemicals, driving consumers toward vegan and sustainable alternatives (Santoro, 2022). The company operates through a direct-to-consumer (DTC) model, with outsourced manufacturing and a UK-based fulfilment centre to optimise costs (British Retail Consortium, 2023).
The UK beauty market is expected to exceed £10 billion by 2026, with 78% of consumers preferring vegan and cruelty-free beauty products (British Beauty Council, 2022). To tap into this demand, MB Luxury will focus on:
· Sustainable packaging and salon-quality formulas (Sahota, 2014).
· Social media-driven sales via Instagram, TikTok, and influencer collaborations (Monteirinho, 2022; Lassila, 2018).
· Retail partnerships with salons and beauty stores for wider brand exposure (British Retail Consortium, 2023).
With a small but efficient team, the company will build a strong digital-first presence, engage beauty consumers, and drive brand loyalty through rewards and targeted promotions. Through sustainability, innovation, and strategic marketing, MB Luxury aims to establish itself as a leading luxury nail brand with long-term growth potential.



[bookmark: _Toc194342262]1. Report Remit

This report provides a structured analysis of the company’s resources, market research, and marketing strategies, outlining how MB Luxury can effectively penetrate the competitive beauty market. By leveraging targeted social media campaigns, influencer collaborations, and direct-to-consumer sales, the brand aims to establish a strong online presence and secure its place within the growing premium nail care industry (Lassila, 2018).
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[bookmark: _Toc194342264]Figure 1: Company logo
[image: A group of nail polishes and brushes

AI-generated content may be incorrect.]


[bookmark: _Toc194342265]Business Concept & Product Offering

MB Luxury is a UK-based nail care brand offering high-performance, vegan gel polishes. The idea emerged from the growing consumer demand for clean beauty products, as traditional gel polishes often contain harmful chemicals that weaken nails (Santoro, 2022). MB Luxury addresses this gap by offering:
· Salon-quality, chip-resistant formulations that last over three weeks.
· Vegan, cruelty-free ingredients, meeting ethical beauty standards (Nguyen, 2024).
· Sustainable packaging reduces plastic waste and environmental impact (Sahota, 2014).
· Direct-to-consumer (DTC) and salon distribution ensure accessibility for both professionals and at-home users.

[bookmark: _Toc194342266]Market Opportunity

The UK beauty market is expected to reach £10 billion by 2026, with 78% of consumers preferring vegan and cruelty-free beauty products (British Beauty Council, 2022). Additionally, 65% of nail professionals demand long-lasting, non-damaging gel formulas (Figenschau, 2018). MB Luxury will capitalise on this rising demand for sustainable, professional-quality nail care through a digital-first strategy and salon partnerships.




[bookmark: _Toc194342267]2.1 Mission Statement

A mission statement defines a company’s core purpose, values, and direction (Kapferer, 2012). For startups, a clear mission helps differentiate the brand and align marketing efforts with consumer expectations.
"To provide premium, eco-friendly, and long-lasting gel nail products that inspire creativity while promoting nail health and sustainability."

[bookmark: _Toc194342268]Unique Selling Proposition (USP):

· Vegan & Cruelty-Free: ethically produced, free from harmful chemicals (Nguyen, 2024).
· Long-Lasting Wear: The advanced formula ensures durability for over three weeks.
· Eco-Friendly Packaging: Sustainable materials to minimise environmental impact (Sahota, 2014).
· Salon-Quality at Home: Professional-grade formulas for both consumers and nail technicians.
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[bookmark: _Toc194342270]Business Location 

MB Luxury will operate as an e-commerce business based in London, with a UK-based fulfilment centre and outsourced manufacturing to maintain cost efficiency (British Retail Consortium, 2023).
Why an E-commerce Model?
· Lower overhead costs: Avoids expenses related to renting physical stores.
· Scalability: Quick expansion into international markets via online platforms.
· Growing Market Demand: Online beauty sales are forecasted to reach £10 billion by 2026 (British Retail Consortium, 2023).
· Social media-driven sales: digital marketing plays a crucial role in beauty consumer purchasing decisions (Monteirinho, 2022).
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· E-commerce Platform: Shopify/WooCommerce for online sales.
· Inventory Management System: Integrated tracking to ensure stock efficiency.
· Manufacturing: partnered with a vegan, cruelty-free gel polish manufacturer abroad to ensure high quality and ethical sourcing.
· Fulfilment & Shipping: Outsourced UK-based logistics provider for fast delivery and streamlined operations.

[bookmark: _Toc194342272]2.3 Human Resources

To maintain a lean business model, MB Luxury will start with a small but efficient team, outsourcing specialised roles where necessary.

[bookmark: _Toc194342273]CEO & Founder
Leads business strategy, product sourcing, and brand growth. Manages supplier negotiations, financial planning, and partnerships with salons and beauty retailers. Oversees marketing to strengthen digital presence and customer engagement (Santoro, 2022).

[bookmark: _Toc194342274]Marketing & Social Media Lead
Develops brand identity, manages influencer collaborations, and drives social media growth. Runs targeted ads on Instagram, TikTok, and Facebook while working with micro-influencers to boost credibility (Lassila, 2018; Park & Hong, 2024).

[bookmark: _Toc194342275]Operations Coordinator
Ensures smooth supply chain management, inventory control, and order fulfilment. Works with manufacturers and logistics partners to prevent stock shortages and optimise deliveries (Padgett, 2015; British Retail Consortium, 2023).

[bookmark: _Toc194342276]Customer Support Representative
Handles customer enquiries, product recommendations, and returns. Assists with shade selection, order issues, and social media queries to build loyalty and drive repeat purchases (Dueñas, 2023; Figenschau, 2018).


[bookmark: _Toc194342277]Hiring Strategy:

· Freelance Graphic Designers: For branding materials, social media content, and packaging design (Wagener, 2024).
· Outsourced Manufacturing: The Vegan nail gel lab ensures cost-effective production without in-house manufacturing (Santoro, 2022).


[bookmark: _Toc194342278]Figure 2: Organisational structure
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[bookmark: _Toc194342280]Industry Trends & Consumer Demand

· 78% of UK consumers prefer cruelty-free nail care (British Beauty Council, 2022).
· Social media heavily influences beauty purchases: 85% of beauty consumers use Instagram, and 72% engage with brands on TikTok (Wagener, 2024).
· The clean beauty movement is growing, with sustainability being a key factor in purchasing decisions (Sahota, 2014).
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	STRENGTS
	WEAKNESSES

	High-quality, long-lasting formula
	New brand, low awareness

	Vegan, cruelty-free, eco-friendly
	No physical retail presence



	OPPORTUNITIES
	THREATS

	Growth in the UK vegan beauty market
	Competition from established brands

	Social media marketing & influencer engagement
	Fluctuations in raw material costs








[bookmark: _Toc194342282]Biggest Threat & Solution

Threat: Competing with established brands like The Gel Bottle Inc. and Peacci is challenging due to their strong reputation, loyal customer base, and larger marketing budgets (Chadha & Singh, 2023).
Solution: MB Luxury will stand out through sustainability, influencer collaborations, and targeted digital marketing. By offering vegan, cruelty-free, and eco-friendly products (Santoro, 2022), partnering with UK beauty influencers (Wagener, 2024), and using social media ads and SEO to reach conscious consumers, we’ll attract a niche audience looking for ethical, high-quality nail care that mainstream brands overlook.
















[bookmark: _Toc194342283]2.5 Marketing Activity: Branding & Promotional Strategy

MB Luxury will establish itself as a luxury, sustainable, and professional-grade gel polish brand through high-quality packaging, aesthetic branding, and salon partnerships, while an engaging social media presence is key to attracting beauty-conscious consumers (Wagener, 2024). 

[bookmark: _Toc194342284]Luxury Packaging
Using sustainable, recyclable materials, MB Luxury will align with eco-conscious beauty trends, appealing to environmentally aware consumers (Jayarathne, 2024).

[bookmark: _Toc194342285]Retail Partnerships
In addition to e-commerce, MB Luxury will partner with salons and premium beauty stores to increase credibility (British Retail Consortium, 2023).

[bookmark: _Toc194342286]Digital Marketing & Social Media Strategy
A digital-first marketing approach will focus on targeted social media ads, influencer collaborations, and a loyalty programme to drive brand awareness and sales.

[bookmark: _Toc194342287]Social Media Ads and Paid Promotions
MB Luxury will use Instagram, TikTok, and Facebook ads to highlight product quality, retarget customers who showed interest, and create TikTok videos of nail transformations to attract beauty buyers (Wagener, 2024).


[bookmark: _Toc194342288]Influencer Collaborations
Partnering with micro-influencers (10k-50k followers) will help promote the brand affordably through genuine reviews and sponsored videos that highlight product durability (Lassila, 2018).

[bookmark: _Toc194342289]Loyalty Program & Customer Engagement
MB Luxury will build customer loyalty by offering a points-based reward system, including discounts, VIP perks, early product access, and interactive giveaways, encouraging repeat purchases and referrals.

[bookmark: _Toc194342290]Conclusion

MB Luxury is well-positioned to establish itself in the premium nail care market through its commitment to sustainability, high-quality formulations, and a digital-first marketing strategy. By leveraging social media engagement, salon partnerships, and direct-to-consumer sales, the brand aims to build a strong market presence and long-term growth potential, with plans for international expansion within three years.
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Developing the business plan for M.B Luxury has been both insightful and rewarding. It gave me a clear view of the steps involved in starting a business, especially in the fast-paced and competitive beauty industry. This experience not only strengthened my understanding of strategic planning but also encouraged me to reflect on the kind of entrepreneur I aspire to become.

One of the key lessons I learnt was the importance of identifying a real market need. In this case, the rising interest in vegan, cruelty-free, and eco-friendly beauty products inspired the concept behind M.B Luxury. As someone who personally values ethical beauty, it was fulfilling to build a business idea around principles like sustainability and health. Discovering that nearly 78% of UK consumers prefer vegan options (British Beauty Council, 2022) reassured me that this idea is not only meaningful but also has strong commercial potential.

Writing the mission statement and USP made me realise how essential it is for a brand to clearly express its purpose and values. A well-defined identity doesn’t just help attract customers; it shapes everything from branding to team culture. It became clear to me that brands built on strong values are more likely to form lasting connections with modern consumers.

Exploring the digital-first marketing strategy gave me a better understanding of the role that platforms like Instagram and TikTok play in today’s beauty market. I learnt how smaller brands can successfully grow through micro-influencers and targeted ads, even on a limited budget. This shifted my perspective on marketing; it’s not just about selling products but about building relationships and trust with your audience.


Running the resources and operational structure helped me appreciate how important it is to keep things organised and efficient, even for small startups. I now see the value in having a lean team, outsourcing where needed, and clearly defining responsibilities. Outsourcing production while focusing on branding and customer service seems like a smart way to grow sustainably.

Completing the SWOT analysis allowed me to evaluate the business realistically. It reminded me that while there are exciting opportunities, there are also challenges, especially from well-established competitors. This encouraged me to think about the need for flexibility and constant improvement to stay relevant.

Overall, this project has improved my confidence in entrepreneurial thinking and problem-solving. I’ve learnt how important it is to align your passion with a solid business strategy and how each element – mission, marketing, and operations must work together. It has also sparked a genuine excitement about one day starting my own venture in an industry that I care deeply about.

In the end, this business plan wasn’t just an academic exercise; it gave me a glimpse into what entrepreneurship really looks like today.
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