[image: ]




Certificate of Higher Education in Employability Skills 
LEVEL 4 
 
 
Module Name – BMSW4011 – 
Managing Enterprise
Module Lead: Mel Squire
Student name: Maria Alina Moraru
Student Id: 2409965
 
 
 
Term 3
May – July 2025
2025- 2026

Task 1
Part 1
Business Plan for Real Care. Real Skin

1. Product/Service Proposition & Company Name
Business Name: Real Care. Real Skin.
Real Care. Real Skin. is a startup focused on affordable, sustainable, and honest skincare and haircare products, specifically targeting young adults with combination or sensitive skin. The product line includes facial cleansers, toners, moisturisers, hair masks, and serums using natural, cruelty-free ingredients and minimalist, recyclable packaging. Every product is clearly labelled and dermatologically tested.
Key benefits:
· Transparent labelling
· Products based on real customer feedback
· Environmentally friendly values
· Designed to fit Gen Z and Millennials’ beauty routines

2. The Story Behind the Idea
The concept was born from personal experience. As someone who struggled with sensitive and combination skin, I found many mainstream products either too harsh, too expensive, or full of ingredients I couldn’t pronounce. Talking with peers revealed a common concern: wanting clean, affordable skincare that works without marketing fluff.
After conducting a short survey with 8 respondents, it became clear there was a gap in the market for trustworthy beauty brands that prioritised skin health, not just trends (Solomon, 2022; Nielsen IQ, 2023).

3. Business Ownership
Type: Sole Trader
Rationale:
 Being a sole trader offers flexibility and full control in the early stages. It allows faster decision-making, especially when launching with a small product line (Burns, 2016).
Pros:
· Simple to set up
· Full control of profits
· Flexible working style
Cons:
· Unlimited liability
· Pressure of solo decision-making
Plans: to transition into a private limited company (Ltd) if investment or partnerships become viable.

4. Mission, Aim, SMART Objectives & USP
Mission Statement:
To make skincare simple, sustainable, and affordable for young people who care about real ingredients and real results.
Business Aim:
 To establish a trusted, affordable skincare brand that becomes known for its transparency and quality.
SMART Objectives:
· Launch 5 hero products by end of December 2025
· Gain 2,000 social media followers by December 2025
· Reach break-even point within 12 months of launch
· Achieve customer satisfaction score of 85%+ via feedback forms
Unique Selling Point (USP):
 Transparent ingredients, minimalist design, and skin-friendly formulas created with and for people who feel left out by generic skincare.

5. Physical Location
Business Model: E-commerce (Online Only)
Rationale:
 Operating online allows broader reach without high rental costs. Orders will be fulfilled via a UK-based third-party logistics provider, with stock stored locally.
A small co-working space in Manchester will serve as a product testing/labelling hub.
According to Statista (2024), over 55% of Gen Z and Millennials in the UK shop for beauty products online, making e-commerce a strategic starting point.

6. Human Resources
Initial Team:
· Founder (Maria): Product developer & marketing
· One part-time marketing assistant
· One freelance graphic designer
· One fulfilment coordinator (outsourced via logistics company)
Sourcing:
 Through platforms like LinkedIn, Upwork and local recruitment networks.
Organisation Chart:

         Founder (Maria)
            /      \
                Marketing Asst                Fulfilment Partner
         |
          Freelance Designer


7. Marketing Activities
Marketing will focus heavily on TikTok and Instagram, plus community-led campaigns with micro-influencers.
Examples:
· Flyers with promo codes
· Canva-designed Instagram reels
· TikTok product demos and “Get Ready with Me” routines
· Branded stickers and QR code cards in packaging
· Email newsletter with product tips and exclusive access
Branding Style: Clean, soft pastel tones, hand-drawn elements, and inclusive models.
Hootsuite (2024) shows TikTok and Instagram remain the most influential platforms in beauty purchase decisions.

8. Market Research
Primary Research:
· 8 participants surveyed on skincare habits
· Key findings:
· 75% trust a brand if the website looks professional
· Haircare and skincare are top purchase categories
· TikTok and Instagram are key influence platforms
Secondary Research:
· Statista (2024): Online skincare market projected to grow 8% annually
· Nielsen IQ (2023): Consumers prefer clear labelling and trust reviews over influencer ads
Application of Research:
· Website features visible reviews, return policy, and clear filters
· Product line prioritises skincare & haircare
· Marketing focuses on TikTok reviews and customer stories
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9. Financial Resources
Start-up Costs Estimate:
· Product development & packaging: £7,000
· Website & hosting: £1,500
· Marketing & ads: £2,500
· Initial stock & storage: £5,000
· Freelancers & assistants: £3,000
· Contingency: £1,000
Total: £20,000
Sources of Finance:
· £10,000 personal savings
· £10,000 startup loan
· £50,000 Angel Investment 
12-Month Cash Flow Forecast:
 Breakeven expected in month 10 with conservative sales projections.
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10. SWOT Analysis
	Strengths
	Weaknesses

	Clear brand & niche
	New brand with no recognition

	Low overheads
	Limited budget

	Gen Z appeal
	Small product line at start


	Opportunities
	Threats

	Growing e-commerce skincare market
	Competitors with larger marketing budgets

	Collaborations with micro-influencers
	Changing beauty trends


Biggest Weakness: Lack of brand recognition

4 Actions to Overcome:
1. Partner with relevant micro-influencers
2. Showcase reviews on homepage
3. Run limited free sample campaign
4. Use email marketing to build loyalty
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Part 2
Individual Reflection (500 Words)
Working on the business plan for “Real Care Real Skin” has been an incredibly insightful experience, allowing me to develop both business acumen and personal growth. Throughout the planning process, I have acquired a wide range of new skills and knowledge that I can confidently say will benefit me as an aspiring entrepreneur.
One of the most valuable skills I gained was the ability to conduct structured market research. Before this module, I had little experience with data collection, let alone analysing it for real-world use. Designing the questionnaire, interpreting results, and applying that data to tailor my product and marketing strategy was eye-opening. It helped me understand how much consumer behaviour directly influences business decisions. I now appreciate the importance of listening to your target audience and using insights to guide everything from branding to pricing.
I also developed skills in financial planning. Creating a cash flow forecast and estimating startup and operational costs initially felt overwhelming. However, as I worked through the numbers, I began to understand the mechanics of how a business runs financially. I now feel more confident assessing financial feasibility, managing budgeting tools, and projecting revenue and expenses. Understanding the importance of break-even points and managing risk through contingency planning were lessons that stood out.
Another area of growth was in branding and visual communication. Through Canva and website tools like Google Sites, I experimented with design, messaging, and tone of voice. I learned that effective branding is not just about looking professional it’s about creating trust and emotional connection with customers. Telling the brand story through visuals and marketing content helped bring my idea to life and made it feel more real and purposeful.
An entrepreneurial trait I’ve identified in myself is risk avoidance. I tend to over-plan and hesitate when it's time to take bold steps, particularly when there's uncertainty involved. While being cautious has its benefits, it can also slow down decision-making and limit opportunities. To develop this, I aim to improve my confidence in managing calculated risks. I plan to do this by reading more entrepreneurial case studies, networking with startup communities, and challenging myself to take small but strategic risks in personal and academic projects.
If I were an angel investor, I would strongly consider investing in “Real Care Real Skin”,but I would also ask tough questions. The brand has a clearly defined niche, is supported by market research, and has been thoughtfully developed in terms of branding and financials. The concept aligns with current trends around skincare transparency, affordability, and social media influence. These are strong indicators of potential success.
However, from an investor's point of view, I would want more evidence of scalability and competitive differentiation. There are many beauty brands out there, so it would be essential to prove why this one stands out long-term. I would also expect a robust marketing plan and clear goals around growth, customer acquisition, and product expansion.
Overall, I am proud of the business plan I’ve created. I’ve grown in confidence, sharpened my business thinking, and discovered more about myself as a future entrepreneur.
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8. What social media platforms influence your beauty purchases the most?
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