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To be an entrepreneur, you must be able to take charge. In order to be a successful leader, you must be able to motivate and encourage others to achieve their full potential (Spulber, 2014). The ability to relate to others on an emotional level is also necessary. So, your company will benefit since you'll be more likely to place your staff in a position where they'll perform at their highest level.
The transmission of information takes place via a wide range of mediums. Among the many communication skills, one should consider: Listening, Writing, Presenting, Speaking (Bessant & Tidd, 2015).
Developing any of these abilities begins with mastering the ability of clearly delivering your message so that others can comprehend and relate to it. People are more likely to grasp your idea if they can relate to you and understand your point of view.
As an entrepreneur, you must meet any obstacle head-on. Imagination and critical thinking go hand in hand. You should be able to investigate the issue and look at it from a variety of perspectives.
When it comes to becoming an entrepreneur, being able to adapt to new situations is a key talent (Roy, 2011). Learning new things and moving forward is easier when you have this ability. 
Time management is one of the most crucial abilities. Better judgments and more efficient work can be achieved by becoming aware of how you spend your time and developing the necessary discipline to adhere to a set timetable (Baron, 2012).
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Natural Colour is a London-based private corporation created in 2021. Two partners with decades of combined experience in the cosmetics industry form a management team.
Among the company's offerings are hair care and cosmetics, as well as high-quality natural cosmetics. Some of the products offered are:
· Hair dyes 
· Hair colouring treatments
For the UK market, Natural Colour revises its goals for the launch of the new Shining hair dye.
It comes in 15 different shades, from blue-black to bright red and light blonde, thanks to the inclusion of Lecithin, Keratin, and Vitamin C. Colour enhancement, gloss, and long-term durability are all added benefits. 
All three ingredients work together to rejuvenate the hair follicles, reinvigorate the keratin structure of the hair, and preserve the hair from environmental damage.
In addition to the fact that the Shining product lasts up to 10 weeks thanks to its high number of natural components and its velvety texture, it also prevents hair loss while keeping the hair velvety, smooth and brilliant.
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Market Identification
Hair colour and hair care product sales soared in the United Kingdom (Mintel, 2022). Women have a strong sense of self-care and are always looking for methods to improve their looks. The light hair colour is specifically developed for young women who don't have time to visit a beauty salon to change their hair colour. One third of women colour their hair at home, according to the data from recent reports.



The market's characteristics
High levels of concentration and stability coexist with severe competition in the hair dye, bleaching powder, and direct colour treatment sectors.
The hair colouring market is being restructured in a progressive manner. Importers and producers from around the world and across the country are all engaged at the moment (Mintel, 2022).
Branded paints are preferred by 62% of clients, while the remaining 38% prefer to purchase paints from other manufacturers (Mintel, 2022).
Because the hair dyeing industry isn't fragmented, there are only a few major companies driving sales. Price, quality, and packaging all play an important role in the demand for paint. However, in the future, consumers will place a higher value on quality and be willing to spend more to receive a product with more longevity, colour saturation, and UV blocking capabilities.

Segmentation of the market
Market segmentation is based on sociodemographic, psychographic, geographic, economic, and behavioural characteristics. The London area market is the initial focus of our product. The majority of hair colouring purchases are made by women in major cities, according to industry data.
Everyone is the primary target market for this product from a socio-professional standpoint.
The hair colouring products industry's most promising customers are women between the ages of 17 and 40 in metropolitan regions who have a special interest in distinctive and branded items.

Selection of target market for Shining
Women aged 17-40, working women, middle-income earners, and people living in metropolitan areas make up the majority of our company's target audience in the UK hair dye market.
In order to suit the needs of our customers, our product is priced, packaged, and labelled in a way that is both unique and reasonable.
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Product
Our company's hair dye will have a composition that complies with current environmental laws. Saturated and brilliant, the new dye penetrates hair fibres and colours them evenly. Hair is nourished and shined with the help of ceramides, olive oil and beeswax. During the colouring process, the oxidising emulsion's chamomile and calendula ingredients keep hair moisturised and protected. The treatment increases the hair's thickness, smoothness, and health, while also extending the vibrancy of its colour.

Product's life cycle
Shining products have a number of opportunities and threats (SWOT analysis):
Opportunities:
· A new product with many features and characteristics, highly appealing
· A well-trained marketing department that focuses on the needs of consumers
Threats:
· Fighting against established and well-known companies for market share.

Promotion
Product promotion is one of the four pillars of the marketing mix. This is owing to the fact that the goods must be advertised in order to be sold. Promotion in marketing can be described as "99% inspiration and 1% work," and that's exactly what it is.
In order to gauge consumer reaction, the product will be made available on a limited basis at all major hypermarkets in the country beginning on August 8, 2022. For that we will offer unique deals like two for the price of one or a bottle of sparkling wine as a gift.
We'll utilise advertising to get the word out about the product's advantages and get people excited about buying it.

Price
· Hair Dye Colour Pack: £5.75
The high cost of this item reflects its rarity. Although the cost of manufacture may seem high, demand for this product, which seeks to become the best-selling hair dye in our country because of its unique properties, should not be hindered by the high price. The price will be matched, if not exceeded, by its distinctive features.

Place (distribution)
In the next three years, the sales network will grow to 60 locations. Three major UK cities, Liverpool, Manchester, and Birmingham, will get new selling points and warehouses.
Customers can find what they're looking for in the warehouses, which represent the corporation in each of the three territorially defined areas. These wholesalers will market and distribute products geared toward the general public. Industrial versions will be delivered directly to end users (B2B).
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Personal Reflection

In this section I will reflect on my experience in trying to attempt to build on an idea as a young entrepreneur who is trying to promote a new product on the market of hair colouring products. My reflection will be based on the Gibbs’ model of reflection, which assumes 6 stages : a description, in which you present the facts, a feelings stage in which you mention your reactions and feelings, an evaluation stage where you again describe what went wrong and what was good about the experience, an analysis stage in which you assess the situation from different points of view, and finally a conclusion and an action plan on how to improve the experience and make it better the next time you encounter something similar.
Description: My experience was attempting to transform a business idea into a viable product and explain how a hair colouring product can be launched on the market, to whom can I address it as a target market, what characteristics should the product have to become appealing to consumers once launched and how to promote it and distribute it after launch.
Feelings: In the beginning I felt very confident and started the project with an open mind. But once I have finalized picking the product, I have realized the number of challenges a project like this involve, and I really felt lost and did not know how to proceed further. Amount of information gathered from secondary sources was so big, and at some point in time I thought my idea was not viable, until I realized that quality is what everyone is looking for, before brand names and prices, and that boosted my confidence again and allowed me to finalize the project.
Evaluation: Tring to be a successful entrepreneur requires a lot of skills, from being able to communicate your ideas clearly to everyone and lead your teams into achieving the overall objective, to solving problems as they appear and being able to bring new ideas on the table through innovation and creativity. One needs an analytical and a business-oriented mind in order to be able to launch a product on any market, and that also comes from better managing time and allocated resources. 


Analysis:
Entrepreneurial success will be based on my ability to put my idea into action. Entrepreneurs who succeed take action even when they don't know what to do (Mariotti & Glackin, 2015).
My company's marketing strategy is its foundation. A business plan is an excellent starting point for developing an idea into a sustainable and lucrative enterprise (Burns, 2011).
Increased revenue of 34% is the result of an effective commercial strategy. It also provides me a sense of where my business will go, with a 16 percent greater chance of success (Groucutt & Hopkins, 2015). I will need a strong business and marketing strategy to convince potential investors that I am capable of successfully completing my project.
I need a broad view of the world as an entrepreneur. To avoid a life of regretted omissions, it is imperative that I take the necessary steps now. Once I get the hang of it, it will be worth the effort, even though it will take some time and effort. Regardless of how I feel about it, the ability to plan and prioritise is one of the most significant abilities an entrepreneur can possess (Burns, 2011).
All of us make errors and fail more often than we succeed. My fear of failing will be reduced and my next moves will be guided if I accept that I will make mistakes. When it comes to entrepreneurship, failure is a critical part of the learning process (Baron, 2012).
Even if I'm paid a lot of money in the long term, I won't be able to work on anything that's tedious even if I'm motivated by money. When you're passionate about something, you're more likely to put in the effort, and this is the driving force behind the most successful start-ups. A powerful motivator is the act of creating something for which you have a genuine love and enthusiasm.
To come up with fresh concepts, I need to widen my views and learn about other points of view (Groucutt & Hopkins, 2015). As long as something is bothering me sufficiently, it's likely to be bothering someone else as well. Problems that make people's life more difficult deserve attention.
Getting their firm off the ground is something that many excellent entrepreneurs look forward to every day. It's human nature to be disappointed at some point during the journey. Unlike most people, entrepreneurs can pick themselves up and keep going after a failure.
Every time I feel like giving up, I recall why I started this journey in the first place. On a huge piece of paper, I record the information and put it somewhere where I can see it.
You may not always be able to maintain your motivation, but you have the option to keep going regardless of the circumstances. Your drive to succeed will usually return if you persist in your efforts. Even if you don't have to battle every time, you can tell when a concept isn't as amazing as you thought it was when you first came up with it. You either significantly alter or create a new business model (Roy, 2011). I've learned a few things along the way, and I'm confident that I'm more prepared this time.
In conclusion, and as a result of the above analysis, I have drawn the following action plan to improve entrepreneurial skills:

	Development objectives 
	Priority 
	Activities to be taken 
	 Control 
	Time bound 

	Visionary leadership 
	High
	Online courses, books, journals
	Weekly
	6 months 

	Marketing 
	High
	Online courses, journals
	Weeklu
	6 months

	IT
	Medium
	MS Office course
	Weekly
	3 months

	Human Resources
	Medium
	Training at work
	Monthly
	6 months

	Sales techniques
	Medium
	Training at work
	Monthly 
	6 months

	Communication Skills
	Medium
	Online courses
	Weekly
	3 months

	Time Management
	High
	Setting daily and weekly tasks
	Monitor tasks start and finish dates
	6 months
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