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	[bookmark: _Toc287535392][bookmark: _Toc287535890]1 Executive summary (We suggest you complete this section after you have completed the other sections of the Business Plan).
The hair salon business plan features an advanced methodology for the effective send off and development of a boutique. The arrangement thinks about the accompanying: market and client subtleties, rivalry, advertising and deals, monetary valuations, and activities. We will focus on male and female which age group is 20-to 50-years who are looking for the best quality hair care administration and will pay something else for wonderful assistance. The discoveries of our exploration recommend that there isn't any very good quality beauty Parlor nearby and that is a once in a lifetime chance for us to fill the hole and put ourselves aside from the contenders. We will utilise a far-reaching showcasing plan that consolidates virtual entertainment commercial, email promoting, reference projects, and media relations. Moreover, we will give limits and proposition advancements to draw in new clients and hold old ones. The monetary projections exhibit that we will make a £54,500 top-line income in the principal year and a net benefit of £32,750. We anticipate that the organization's income should increment consistently in the following three years, coming to £72,000 and a net benefit of £45,250 toward the finish of year three. The salon will be available to clients 7 days every week, with extra hours to provide food for the bustling timetables. We intend to deploy an appointment-based system to significantly lessen the waiting times and improve the efficiency of our service. Our staff members, who are styling and colouring experts, will undergo frequent training to be updated with the recent styles and methods. The aim is to develop a reputation as the top-notch hair salon in the neighbourhood characterized by the provision of outstanding customer service, quality hair care products, and unmatched professionalism. Through strategic planning, execution, and paying attention to the details we are convinced that we can reach this target and develop a profitable and sustainable business model.

	

	
	
	

	
	
	

	
	
	

	
	
	

	


	
	
	

	
	[bookmark: _Toc287535393][bookmark: _Toc287535891]2 Business details

[bookmark: _Toc287535394]Company name:
TrendTress Salon
	

	
	[bookmark: _Toc287535395]Address:
82 Brick lane, London, E1 6RL
Primary contact method
 Phone: +44 7900 002233, Email: hello@trendtresssalon.com 
	

	
	[bookmark: _Toc287535398]The business will: (Provide a brief description of what your business will do)
The TrendTress Salon is an exclusive hair salon situated in the centre of fictional Brick Lane, London. Which is 5 minutes’ walk from Liverpool street. Our mission is to offer the best possible service to our clients, which is custom-made to suit their particular requirements and likes. We provide hair services, such as cuts, colours, extensions, and styling, using only the best products made with the latest equipment of the trade (Al-Maghrabi and Nieva, 2021). TrendTress Salon is dedicated to creating a cosy and friendly atmosphere, where each client can be assured of a relaxed and soothing experience (Ancibor, 2020). Regardless of whether you need a quick trim or a total makeover, we are here to provide you with all the hair services that you may desire.
	

	



	
	
	
	
	
	

	
	[bookmark: _Toc287535399][bookmark: _Toc287535892]3 Key personnel
[bookmark: _Toc287535400]Details of owner(s): 
Name: Nasima Akter
	

	
	Position/main responsibilities: Owner and Manager
	

	
	Experience and knowledge of our industry: 10 years of work experience with the hair and beauty sector in different positions such as a dresser, hair stylist, colourist and manager.
	

	
	
	

	
	Previous employment: Helped a successful saloon in a neighbouring city for five years and then chose to embark on her entrepreneurship journey.

	

	
	Key skills brought to the business: Managerial and leadership skills, good communication and customer care as well as, advanced technical skills in cutting, colouring and styling.
	

	
	Business experience and any training undertaken: Doing business management courses and attending many workshops and seminars that are like to the hair and beauty industry.
	

	
	Academic/professional qualifications:  Level 3 Diploma in Hairdressing, Level 4 Certificate in Management.
	

	
	Salary expectations £20,000 per year.
	

	
	Name: Mashuda Begum
	

	
	Position/main responsibilities:  Owner/Lead Stylist
	

	
	
	

	
	Experience and knowledge of our industry: 8 years of experience working as a stylist and colourist in various salons.
	

	
	Previous employment: Functioned as a senior stylist at a bustling beauty Parlor in the downtown area for a considerable for 4 years.
	

	
	Key skills brought to the business: High level specialized abilities in cutting, shading, and styling, magnificent correspondence and client assistance abilities, solid tender loving care.
	

	
	Business experience and any training undertaken:  Went to different studios and workshops connected with trimming and shading procedures and finished a tasks in cutting edge haircutting.
	

	
	Academic/professional qualifications: Level 3 Confirmation in Styling, Level 4 Authentication in Hair Plan.
	

	
	Salary expectations: £20,000 per year.

	

	
	Name: Roberto-Alexandru Stere
Position/main responsibilities: Owner/Colour Specialist

	
	Experience and knowledge of our industry: 7 years of involvement functioning as a colourist in different salons.

	
	Previous employment: Functioned as a variety expert at a very good quality beauty Parlor in the city for a considerable for 3 years.

	
	Key skills brought to the business: High level specialized abilities in variety rectification, variety coordinating, and hair painting, magnificent correspondence and client assistance abilities.

	
	Business experience and any training undertaken: Went to different studios and workshops connected with variety rectification and hair painting strategies and finished a tasks in cutting edge shading.

	
	Academic/professional qualifications: Level 3 Confirmation in Styling, Level 4 Authentication in Hair Tone.

	
	Salary expectations: £18,000 per year.

	
	Name: Mohammed Abdul Bathen

	
	Position/main responsibilities: Assistant/Executive

	
	Experience and knowledge of our industry: 3 years of involvement functioning as a secretary at a hair salon.

	
	Previous employment: Worked as a receptionist at a small hair salon in the suburbs for 2 years.

	
	Key skills brought to the business: Excellent communication and customer service skills, strong organizational and administrative abilities, and basic knowledge of hair and beauty treatments.

	
	Business experience and any training undertaken: Completed a course in customer service and reception duties, and attended a workshop on time management and organization.

	
	Academic/professional qualifications: Level 2 Diploma in Business Administration.

	
	Salary expectations: £15,000 per year.



[bookmark: _Toc287535402][bookmark: _Toc287535893]Vision
	
	
	

	
	[bookmark: _Toc287535403][bookmark: _Toc287535894]4 The business idea
	

	
	[bookmark: _Toc287535404]Sum up your business idea using the BMC model
Customer Segments:
• The customers the store is intended for are women aged 25-50, who are fashion-savvy and have medium to high disposable income, and who live or work in the City of London.
• Tertiary target customers comprise both males and females coming from all age groups paying attention to the aspects of premium hair services (Barbour, 2023).
Value Proposition:
• TrendTress Salon is a perfect amalgamation of professional hair services, exclusive products and customer-focused services, which is what we offer which is a notch above the competitors (Barringer and Ireland, 2018).
• Through personalized consultations, custom treatment options, and expert advice, we establish credibility and ensure customer retention (Dsouza et al., 2022).
Channels:
• Email newsletters and mobile phone notifications to keep clients abreast of appointments, promotions and new services (Habib, 2020).
• Referred programs and loyalty plans to encourage customer loyalty and favoured feedback.
• Local SEO as a part of local search engine optimization techniques to make it easy to get organic traffic and rank higher among search results (Hargreaves and Page, 2013).
Customer Relationships:
• Personalized consultations individually to get to know each customer's own needs, preferences, and lifestyle (Kurniawan et al., 2020).
• Personalized treatment plans that are tailored from head to toe for each customer's hair type, texture and expected outcome.
• Continual follow up communications by email, phones or otherwise would be needed to make sure the customer satisfaction and any concerns was looked into (López-Jauregui, 2021).
• Loyalty schemes and referral programs for loyalty rewards and the tipping point for recommendation.
Revenue Streams:
• The cost of haircuts, colouring, treating hair, and other hair styling services can be based on the level of skill, experience, and demand for the services.
• Luxury hair care product sales, tools, and accessories in the retail market (Pakroo, 2020).
Cost Structure:
• Rent and utilities for the building we occupy in the City of London.
• Employee wages, benefits, and training for stylists, colourists, and general staff.
• GOSS (COGS) for retail goods and supplies (Reuter, 2020).

	

	
	
	

	
	
	

	
	
	

	
	
	

	
	
	

	
	[bookmark: _Toc287535405][bookmark: _Toc287535895]5 Business goals
	

	
	1. What do you want to achieve in your first year of business? (for example, turnover of £100,000 or trading at breakeven)
	

	
	· Secure £100,000 worth of conversions.
· Get the 500 frequent clients to become the loyalists of the market.
· Collaborate with local businesses which could offer bundles & discounts (Rickman, 2013).

	

	
	
	

	
	2. Where do you see your business in 3-5 years?
· Bring the business into two more places, in the City of London.
· Make a mobile app to make a booking and management for appointments (Sax, 2020).
· Enter our revenue to £500,000 and sustain profitability.









	

	
	
	

	
	
	

	
	

	
	
	

	
	[bookmark: _Toc287535406][bookmark: _Toc287535896]6 What the business does

	

	
		Product/service
	Features
	Benefits

	Premium hair salon services
	Highly experienced and qualified stylists and colourists
	Professional, high-quality hair services tailored to each client's specific needs (Williams, 2021)

	Cuts
	Exclusive use of top-range hair care products
	Access to premium hair care products not readily available elsewhere

	Colours
	Personalized consultations to ensure bespoke service (Xiao et al., 2020)
	Exceptional customer service and personalized attention

	Highlights
	Comfortable and modern salon atmosphere
	Welcoming and comfortable salon environment (Barringer and Ireland,  2018)

	Blowouts
	Convenient scheduling options, including evenings and weekends (Williams, 2021)
	Flexible scheduling options to accommodate busy lives

	Styling
	Convenient scheduling options, including evenings and weekends
	Access to premium hair care products not readily available elsewhere (Burns, 2022)



	

	
	
	

	
	[bookmark: _Toc287535407][bookmark: _Toc287535897]7 What makes the business different (Value Proposition)
Your product/service is unique or different compared with the competition because:
	

	
	TrendTress stands out from the competition for achieving high-quality customer experiences, personalized consultations, and using best-range hair care products at the salon only. While larger chain salons may have the same services for all, TrendTress can offer a truly boutique experience that is customized to meet each client's individual needs (Nelson, 2013). Also, our team of talented and skilful stylists and colorists meets the latest trends and innovative techniques, providing clients with the best care they deserve (Rickman and Roddick, 2013).
	

	
	
	



	
	
	

	
	[bookmark: _Toc287535408][bookmark: _Toc287535898]8 Legal requirements (including regulations and licences particular to your business)
The legal and insurance requirements that apply to your business are:
· Licensing: Obtain a License from a Local Authority to Operate a Hair Salon.
· Health and Safety: Enforce health and safety rules, including scheduled inspections in addition to correct waste disposal.
· Employment Law: Comply with employment regulations and laws, e.g., minimum wage, working hour regulations and employees' working rights (Blackwell, 2011).
· Insurance: Get liability and indemnity insurance that would cover risks and potential damages (Mariotti and Glackin, 2012).

	

	
	You will meet your legal and insurance requirements by:
1. Getting licenses and permits in advance before the salon opening.
2. Carrying out health and safety checks frequently as well as proper removal of wastes that pose risks.
3. Ensuring compliance with employment laws and regulations, such as employees being provided with contracts and fair compensation offered (Zimmerer and Scarborough, 2011).
	

	
	
	



[bookmark: _Toc287535409][bookmark: _Toc287535899]Marketing
	
	
	

	
	[bookmark: _Toc287535410][bookmark: _Toc287535900]9 Market research
	

	
	[bookmark: _Toc287535411]Trends in your chosen market are:
· Increased demand for sustainable and eco-friendly practices.
· Growing popularity of male grooming services (Al-Maghrabi and Nieva, 2021).
· Rise of digital technology, including online booking systems and virtual consultations.
	

	
	[bookmark: _Toc287535412]How you know this: (Provide examples with references)
· Analysing industry reports and surveys.
· Conducting customer surveys and interviews (Ancibor, 2020).
· Monitoring social media and online reviews.
	

	
	[bookmark: _Toc287535413][bookmark: _Toc287535901]10 Profiling customers
[bookmark: _Toc287535414]The customer groups you will be selling to are: (4 x Customer profiles minimum)
· Young professionals (22-35) seeking stylish, low-maintenance hairstyles.
· Busy mothers (30-45) looking for quick, affordable, and quality hair services.
· Creative entrepreneurs (25-50) want unique, edgy styles that reflect their brand.
· Eco-conscious consumers (25-60) seeking sustainable and cruelty-free hair care options.

	

	
	[bookmark: _Toc287535415]Your customer research has shown what your customers want is: 
	

	
	1.  (What research did you undertake and what were the results?) 
· Convenient appointment times and flexible scheduling.
· Personalized, attentive service from skilled stylists.
· High-quality hair products that align with their values (Barringer and Ireland, 2018).
· Competitive pricing and value for money.

	

	
	
	

	
	[bookmark: _Toc287535416]How you know this:
Based on our prediction, 500 customers per group will be won with each visit costing from £30 to £120 depending on the service and duration of an appointment. The revenue during yearly operation will range between £150,000 to £300,000.
	

	
	[bookmark: _Toc287535417]Number of customers you expect to win in each group and what they might pay:
	[bookmark: _Toc287535418]Group
	[bookmark: _Toc287535419]Number of customers
	[bookmark: _Toc287535420]The price they might pay per unit

	A
	10
	£120

	B
	20
	£80

	C
	30
	£60

	D
	40
	£40

	E
	50
	£25



	

	
	
	



	
	
	

	
	[bookmark: _Toc287535442][bookmark: _Toc287535902]11 Profiling competitors
	

	
		Competitor name
	Strengths
	Weaknesses

	Aria salon
	Well-established reputation in the area
	Limited availability of appointments, leading to long wait times

	Hair Grande
	Experienced stylists with a strong client following
	Higher prices compared to other salons in the area

	Beauty Base
	A wide range of hair services offered
	Lack of innovative services and techniques

	Bombshell Studio
	Affordable prices for services
	Lower-quality hair products are used compared to other salons

	Beauty Republic
	Friendly and welcoming staff
	Lower-quality hair products are used compared to other salons



[bookmark: _Toc287535443]How you can improve on their offer and/or price(s) unique offerings:
	

	
	· Ensure that the pricing for the products and services provided is competitive without compromising the quality (Dsouza et al., 2022).
· Offer a single and individualized experience that suits each client, which helps you to create connections and loyalty with the customers.
· The use of social media and online marketing will enable us to reach large groups of potential customers thus growing the business (Habib, 2020).

	

	
	
	

	
	
	

	
	[bookmark: _Toc287535444][bookmark: _Toc287535903]12 Managing market risks
[bookmark: _Toc287535445]Write down the risks you have identified:
· Changes in consumer spending habits and preferences
· Competition from newer, trendier salons
· Economic downturns affecting discretionary spending (Hargreaves and Page, 2013)

	

	
	[bookmark: _Toc287535446]How will you manage these risks so that they become less of a threat:
	

	
	1. Stay abreast of the latest trends and fashions to have a feel of how the customer's tastes change.
2. Encourage diversity by providing options and packages that can address different client demands and budgets.
3. Build trust with clients to gain customers' loyalty and keep them coming for more products.
4. Continuously keep track of financial performance and price services pragmatically as per requirements.
	

	
	[bookmark: _Toc287535447][bookmark: _Toc287535904]13 Pricing
	

	
	[bookmark: _Toc287535448]How you can calculate your prices:
	

	
	· Define the cost of each service they are offering, taking into account overhead and product costs as well as the salaries of the staff.
· Study the prices of competitors and adjust yours if they need to match the prices.
· Your stylist personnel expertise and level of qualification should be considered when setting prices (Kurniawan et al., 2020)
· Give the clients a chance to save by offering package deals and promotions which will encourage repeat business and draw new customers.
	

	
	
	



	
	
	

	
	[bookmark: _Toc287535449]How your prices compare with the competition:
	

	
	
	Product/service
	Your price(s)
	Range of competitor prices (per unit)

	Basic Haircut
	25
	20-30

	Advanced Haircut
	35
	25-40

	Hair Colour
	40
	25-40

	Hair Extensions
	60
	50-65

	Makeup Application
	80
	70-80

	Bridal Package
	150
	120-150

	Basic Haircut
	25
	20-30




	

	
	[bookmark: _Toc287535450]Reasons for the difference between your price(s) and your competitors’ price(s):
· Quality of Service: We provide excellent service by using highly trained and experienced professionals which makes us a perfect fit for a higher price point. Our competitors might not have a similar level of expertise and quality of service, which causes prices to be lower (López-Jauregui, 2021).
· Location: Our salon is positioned in a retail spot that is high-profile rents higher, and also comes with higher overhead. This price reality is seen in our pricing. Competitors positioned in less desirable areas of the area can sell their goods cheaper (Pakroo, 2020).
· Marketing Strategy: We consider marketing, advertising, and PR as our main priorities to attract new clients or retain existing ones. The value of what we invest in our products is reflected in our prices. Our competitors may not have such aggressive marketing tactics, thus charging lower prices (Reuter, 2020).
	

	
	
	



	
	
	

	
	[bookmark: _Toc287535451][bookmark: _Toc287535905]14 Promotion and advertising
[bookmark: _Toc287535452]How and where will you promote your product/service?
	

	
	
	

	
	· Social media marketing (Facebook, Instagram, Twitter)
· Online directories (Yelp, Google My Business)
· Email marketing campaigns
· Referral programs for existing clients (Sax, 2020)








	

	
	
	

	
	
	



[bookmark: _Toc287535453][bookmark: _Toc287535906]Running the business
	

	
	

	
	[bookmark: _Toc287535454][bookmark: _Toc287535907]15 Staff


	

	
		Role
	Total cost
	Necessary experience
	Specialist skills and/or qualifications

	· Hairstylist 
	£25,000
	· 4+ Years
	· 4+ years of experience NVQ Level 2/3 in

	· Junior Hairstylist x2
	£36,000
	· 2+ years
	· 2+ years of experience NVQ Level 1 in Hairdressing

	· Receptionist 
	£15,000
	· 1+ year
	· 1 year of experience Excellent communication skills, knowledge of salon software



	

	
	[bookmark: _Toc287535455][bookmark: _Toc287535908]16 Premises

	
	Cost £

	Premises required at start-up: 450 square feet
	£1,500 per month

	Premises required in the future (if different): (electricity, water, gas)
	 £150 per month



	

	
	[bookmark: _Toc287535456][bookmark: _Toc287535909]17 Suppliers
[bookmark: _Toc287535457]Your key suppliers and their credit terms
	Supplier
	What you’ll buy from them
	Number of days’ credit

	· Haircare products 
	· shampoos, conditioners, etc.
	· 30 days

	· Beauty tools 
	· scissors, clippers, etc.
	· 30 days

	· Salon furniture
	· chairs, benches, etc.
	· 60 days

	· Decorations and accessories  
	· towels, robes, etc.
	· 30 days

	· Hair colouring products
	· Hair colouring products 
	· 30 days

	· Hair extensions
	· Pro Hair extensions
	· 30 days



	

	
	
	

	
	
	




	
	
	

	
	[bookmark: _Toc287535458][bookmark: _Toc287535910]18 Equipment
	

	
	

	Resource 
	When
	How funded
	Cost £ per unit

	· Haircare products 
	· Immediately
	· Cash
	£2000

	· Beauty tools 
	· Immediately
	· Cash
	£3000

	· Salon furniture
	· Immediately
	· Loan
	£15000

	· Decorations and accessories  
	· Immediately
	· Loan
	£10000

	· Hair colouring products
	· Immediately
	· Loan
	£3000

	· Hair extensions
	· Immediately
	· Loan
	£1,500



	

	
	
	

	
	
	

	
	
[bookmark: _Toc287535459][bookmark: _Toc287535911]19 Managing operational risks

	Risk
	Solution

	Staff
· Staff turnover 
· 
	
· Provide a competitive salary, offer benefits packages, and encourage professional growth (Williams, 2021).

	Suppliers
· Supply chain disruptions
· 
	
· Many suppliers should be maintained, safety stocks should be kept, and backup sources should be considered (Xiao et al., 2020).





	

	
	
	



[bookmark: _Toc287535460][bookmark: _Toc287535912]Finance 
Please double-click in the table below to access the embedded Microsoft Excel sheets to input your figures, Microsoft Excel will automatically update the total for you. If you do not have access to Microsoft Excel, you can use the link below this table and save the file onto your PC. You can then use Open Source Software such as Google Docs or OpenOffice to access the information by uploading the file into this software. Please note that all tables can be customised and additional rows and categories can be added.			
	
	
	

	
	[bookmark: _Toc287535461][bookmark: _Toc287535913]20 Start-up costs
	

	
	[bookmark: _Toc287535462]Calculate how much money you need before you start trading


                  * Total from here should be used in 22 Sourcing finance below
	

	
	
	

	

	
	

	
	
	

	
	
	

	
	
	

	
	

	

	
	21 Profit and loss forecast


	

	
	
	

	
	
	

	
	
	

	
	
	



	
	
	

	
	[bookmark: _Toc287535465][bookmark: _Toc287535915]22 Sourcing finance
	



	
	[bookmark: _Toc287535466]Total borrowing requirement for the business



	



	
	[bookmark: _Toc287535467][bookmark: _Toc287535916]
23 Managing financial risks (such as, sales being less than forecasted or start-up finance taking three months longer to obtain)
[bookmark: _Toc287535468]The risks that you have identified for your financial forecast are:
	

	
	· Sales are less than forecasted
· Start-up finance takes three months longer to obtain

	

	
	[bookmark: _Toc287535469]How you will minimise their impact:
1. Sales are less than forecasted:
· Contemplate a contingency plan to cut costs in the event that the sales are less than expected.
· Use an aggressive marketing and selling approach to have as many sales as possible  (Xiao et al., 2020).
2. Start-up finance takes three months longer to obtain:
· Identify the fundraising alternatives like angels or crowdfunding if Plan A, which focuses on bank loans or venture capital, fails (Barringer and Ireland, 2018).
· Talk with your suppliers for extended payment plans.



	

	
	
	



	
	
	
	
	
	

	
	[bookmark: _Toc287535917][bookmark: _Toc287535470]24 Cash flow forecast (Click on the tabs within the Microsoft Excel sheet to view the second 6 months and summary) 

	

	
	[bookmark: _MON_1359208776][bookmark: _MON_1359208978][bookmark: _MON_1359210541][bookmark: _MON_1359210628][bookmark: _MON_1359211449][bookmark: _MON_1359883300][bookmark: _MON_1360654336][bookmark: _MON_1360654421][bookmark: _MON_1360654694][bookmark: _MON_1360654807][bookmark: _MON_1360654832][bookmark: _MON_1360654889][bookmark: _MON_1360654920][bookmark: _MON_1360657838][bookmark: _MON_1360657871][bookmark: _MON_1360661380][bookmark: _MON_1360661467][bookmark: _MON_1360661873][bookmark: _MON_1360662743][bookmark: _MON_1360662773][bookmark: _MON_1360663044][bookmark: _MON_1360663105][bookmark: _MON_1360663130][bookmark: _MON_1360663156][bookmark: _MON_1360663227][bookmark: _MON_1360663260][bookmark: _MON_1360669868][bookmark: _MON_1360670623][bookmark: _MON_1360670662][bookmark: _MON_1360671336][bookmark: _MON_1360672200][bookmark: _MON_1360672454][bookmark: _MON_1361017821][bookmark: _MON_1361092800][bookmark: _MON_1363596608][bookmark: _MON_1363596877][bookmark: _MON_1363596918][bookmark: _MON_1363596931][bookmark: _MON_1363596949][bookmark: _MON_1363596980][bookmark: _MON_1363597548][bookmark: _MON_1363598874][bookmark: _MON_1364047378][bookmark: _MON_1413714481][bookmark: _MON_1359207878][First 6 Months]
	Month
	Cash Inflows
	Cash Outflows
	Net Cash Flow

	January
	£100,000
	£50,000
	£50,000

	February
	£80,000
	£40,000
	£40,000

	March
	£120,000
	£60,000
	£60,000

	April
	£90,000
	£50,000
	£40,000

	May
	£100,000
	£60,000
	£40,000

	June
	£80,000
	£50,000
	£30,000


[Second 6 Months]
	Month
	Cash Inflows
	Cash Outflows
	Net Cash Flow

	July
	£120,000
	£70,000
	£50,000

	August
	£90,000
	£60,000
	£30,000

	September
	£100,000
	£70,000
	£30,000

	October
	£80,000
	£60,000
	£20,000

	November
	£120,000
	£80,000
	£40,000

	December
	£90,000
	£70,000
	£20,000


[Summary]
	Cash Flow Item
	6 Months Ending June 30
	6 Months Ending December 31

	Total Cash Inflows
	£600,000
	£720,000

	Total Cash Outflows
	£350,000
	£420,000

	Net Cash Flow
	£250,000
	£300,000



The cash flow forecast projects the business to generate positive cash flows during the 24-month period, amounting to a net cash flow of £250,000 in the first 6 months and £300,000 in the second 6 months. This indicates that it will be having a good level of liquidity to pay off its debts and investments. At the same time, make the cash flow forecast regularly updated so that it is accurate and relevant to the business as it continues to grow and face changing market situations  (Williams, 2021).
	



	


	
	

	
	
	

	
	
	
	
	
	





25 Conclusion. 
In summary, the financial projection for the first three years of operation of this business concern is showing steady sales and profit growth. The first round of £10,000 will go towards the start-up costs like equipment, supplies and initial salaries. The sales growth rate for the company was forecasted at 10% per year, therefore the total revenue for year three was expected to reach £30,000. 
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START UP COSTS

						£

		IT and computers				2,000

		Telephones and broadband				2,000

		Equipment				18,000

		Stock				10,000

		Tools				6,000

		Vehicles				0

		Professional fees				2,500

		Insurance				2,000

		Rent/rent deposit				20,000

		Stationery				2,000

		Marketing				5,000

		Consumables				5,000

		Licences				1,000

		Training				1,500

		Association fees				500

		Wages/recruitment				15,000

		Security/health and safety equipment				1000

		Market research costs				2,000

		Other (Charity)				500

						0

						0

						0

						0

						0

		TOTAL  £				96,000






image2.emf
Bank/HP/Interest 

(payable to your bank)

200 250 300 350 400

Stock 300 400 500 600 700

Consumables 400 500 600 700 800

Equipment and vehicle 

leasing

200 250 300 350 400

Depreciation 100 100 100 100 100

Other (please specify) 50 50 50 50 50

Other 100 100 100 100 100

Other 50 50 50 50 50

Total fixed costs 5,700 6,945 8,300 9,620 10,090

Net profit (gross profit 

less fixed cost)

-700 1,055 2,700 10,380 11,910

Calculate your net profit 

margin (net profit 

divided by total sales x 

100)

0 7 14 42 40

Calculate your break 

even

Year 1 (£) Year 2 (£) Year 3 (£)Year 4 (£)Year 5 (£)

Total variable costs + 

total fixed costs (B)

10,700 13,945 17,300 14,620 18,090

Break even (B) divided 

by (A)

21,400 26,149 31,455 27,414 32,891
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						Year 1 (£)		Year 2 (£)		Year 3 (£)		Year 4 (£)		Year 5 (£)

				Total expected sales		10,000		15,000		20,000		25,000		30,000

				Less variable costs		5,000		7,000		9,000		5,000		8,000

				Gross profit (sales less variable costs) =		5,000		8,000		11,000		20,000		22,000

				Calculate your gross profit margin % (gross profit divided by total sales x  100) (A)		50%		53%		55%		53%		55%

				Salaries/wages (survival income + any staff		2,000		2,500		3,000		3,500		3,000

				Premises (including rent, rates, utilities)		1,000		1,200		1,500		2,000		2,500

				Telephone and broadband		500		500		500		500		500

				Printing, post and stationery		200		250		300		300		300

				Advertising and promotion		300		400		500		450		500

				Bank charges		50		75		100		100		150

				Professional fees		150		200		250		300		350

				Insurances		100		120		150		170		190

				Bank/HP/Interest (payable to your bank)		200		250		300		350		400

				Stock		300		400		500		600		700

				Consumables		400		500		600		700		800

				Equipment and vehicle leasing		200		250		300		350		400

				Depreciation		100		100		100		100		100

				Other (please specify)		50		50		50		50		50

				Other		100		100		100		100		100

				Other		50		50		50		50		50

				Total fixed costs		5,700		6,945		8,300		9,620		10,090

				Net profit (gross profit less fixed cost)		-700		1,055		2,700		10,380		11,910

				Calculate your net profit margin (net profit divided by total sales x 100)		-0		7		14		42		40

				Calculate your break even		Year 1 (£)		Year 2 (£)		Year 3 (£)		Year 4 (£)		Year 5 (£)

				Total variable costs + total fixed costs (B)		10,700		13,945		17,300		14,620		18,090

				Break even (B) divided by (A)		21,400		26,149		31,455		27,414		32,891
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				Personal start-up contributions		-		50,000

				Other start-up contributions		-
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				The assets you have available as security
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BUSINESS DETAILS

Company name: TrendTress Salon.

Address: 82 Brick lane, London. E1

The TrendTress Salon is an exclusive hair
salon situated in the centre of fictional
Mayfair, London. Our mission is to offer
the best possible service to our clients,

which 1s custom-made to suit their

particular requirements and likes.

Partner
and
Manager

Key
personnel
Partner Partner& Assistant/
& Lead Colf)u-r Executive
Stylist Specialist
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Customer Value
Segments Proposition

Secure £100,000 worth of conversions.
Get the 500 frequent clients to become the loyalists of

the market.

Customer Collaborate with local businesses which could offer

Channels Relationships bundles & discounts (Rickman, 2013).

Bring the business into two more places, in the City of
London.
Make a mobile app to make a booking and management

for appointments (Sax, 2020).

Enter our revenue to £500,000 and sustain profitability.
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Premium hair salon services

Highlights

|
Styling

Highly  experienced and
qualified stylists and
colourists

Exclusive use of top-range

hair care products

Personalized consultations to
ensure bespoke service (Xiao

etal., 2020)

Comfortable and modern

salon atmosphere

Convenient scheduling
options, including evenings
and weekends (Williams,
2021)

Convenient scheduling
options, including evenings

and weekends
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Product/service __lFeatures __________lgenefits ______

Professional, high-quality hair
services tailored to each client's

specific needs (Williams, 2021)

Access to premium hair care
products not readily available

elsewhere

Exceptional customer service and

personalized attention

Welcoming and comfortable
salon environment (Barringer and

Ireland, 2018)

Flexible scheduling options to

accommodate busy lives

Access to premium hair care
products not readily available

elsewhere (Burns, 2022)
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Managing Market Risks

Product/service Your price(s) Range of competitor
prices (per unit Reasons for the difference between your price(s) and your competitors’

Ba5|c Haircut P& 20-30 price(s):

Advanced *  Quality of Service: We provide excellent service by using highly trained and

experienced professionals which makes us a perfect fit for a higher price point.

Haircut 35 25-40

(Lopez-Jauregui, 2021).
40 35-40 Lo T

Location: This price reality is seen in our pricing. Competitors positioned in less

Hair desirable areas of the area can sell their goods cheaper (Pakroo, 2020).
Extensions 60 50-65 * Marketing Strategy: We consider marketing, advertising, and PR as our main
Makeup priorities to attract new clients or retain existing ones. Our competitors may not have
such aggressive marketing tactics, thus charging lower prices (Reuter, 2020).
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Total cost | Necessary

experience

Hairstylist ££25,000 ° 4+ Years

Junior £36,000 ° 2+ years

Hairstylist X2

Receptionist £15,000 ° 1+ years

Premises required at start-up: 450 square feet

Running The Business

Specialist skills and/or

qualifications

. 4+ years of experience NVQ

Level 2/3 in

Beauty tools

Level 1 in Hairdressing

. 1 year of experience Excellent
communication skills,

knowledge of salon software

£1,500 per month

Premises required in the future (if different): (electricity, water, £150 per month

gas)

. Decorations and

accessories

Hair colouring

products

Immediately

Immediately
Immediately

Immediately

Immediately

Immediately

Cash £2,000
. Cash £3,000
. Loan £15,000
. Loan £10,000
. Loan £3,000
. Loan £1,500

Provide a competitive salary, offer benefits
packages, and encourage professional growth

(Williams, 2021).

Many suppliers should be maintained, safety
stocks should be kept, and backup sources

should be considered (Xiao et al., 2020).
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U In summary, the financial projection for the first three years of operation

of this business concern is showing steady sales and profit growth.

O The first round of £10,000 will go towards the start-up costs like

equipment, supplies and initial salaries.

O The sales growth rate for the company was forecasted at 10% per year,

therefore the total revenue for year three was expected to reach £30,000.
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