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1. Executive Summary

Luxe Glow Cosmetics is a startup business developed to respond to the growing demand for inclusive, affordable, and ethically produced makeup products in the United Kingdom. The global beauty industry has demonstrated continuous growth, driven by evolving consumer preferences, technological innovation, and the increasing influence of social media platforms (Euromonitor, 2023). Within this context, Luxe Glow Cosmetics aims to establish itself as a competitive brand by offering high-quality cosmetics that are both accessible and aligned with ethical values.The business will operate primarily through a direct-to-consumer (DTC) online model, which reduces operational costs and allows access to a broader target audience. This approach is particularly effective for new businesses, as it minimizes fixed expenses such as retail rent while enabling scalable growth (Chaffey, 2022). The company will focus on building a strong digital presence through social media marketing and influencer partnerships.The total startup investment required is estimated at £32,200. Financial projections indicate that the business will experience initial losses during the first three months due to marketing and setup expenses. However, profitability is expected from the fourth month onward as brand awareness increases and sales grow. This pattern reflects typical startup financial behaviour, where early investment is necessary to establish market presence (Burns, 2020).Overall, Luxe Glow Cosmetics represents a viable and scalable business opportunity, with strong alignment to current market trends and consumer expectations.



2. Business Overview

Luxe Glow Cosmetics will be registered as a private limited company (Ltd) in the United Kingdom. This legal structure is widely used by startups due to its advantages, including limited liability protection and enhanced credibility with investors and stakeholders (Scarborough, 2021). By limiting personal financial risk, the owner can operate the business with greater security.The mission of Luxe Glow Cosmetics is to empower individuals by providing high-quality makeup products that celebrate diversity, inclusivity, and self-expression. The company’s vision is to become a recognised and trusted beauty brand within the UK market, known for its ethical practices and innovative approach.

The organisational structure will initially be lean, consisting of:
· A Founder/CEO responsible for strategic decision-making
· A Marketing Manager responsible for branding and digital campaigns
· An Operations Assistant responsible for logistics and customer service

This lean structure is appropriate for a startup, as it allows efficient use of resources and flexibility in decision-making (Burns, 2020). As the business expands, additional roles may be introduced to support growth.

3. Products and Services

Luxe Glow Cosmetics will offer a carefully selected range of makeup products designed to meet the needs of a diverse consumer base. The initial product line will include foundations, lipsticks, eyeshadow palettes, and highlighters. A key focus will be on inclusivity, particularly in foundation shades, ensuring that customers of all skin tones can find suitable products.Inclusivity has become a significant factor in consumer purchasing decisions, particularly in the beauty industry. Brands that fail to cater to diverse audiences risk losing market share to more inclusive competitors (Kotler et al., 2019). Therefore, Luxe Glow Cosmetics aims to position itself as a brand that values diversity and representation.In addition to inclusivity, the products will be cruelty-free and vegan. Ethical consumption is an increasingly important consideration for modern consumers, with many preferring brands that demonstrate social and environmental responsibility (Chaffey, 2022).


The business will also provide additional services, including:
· Online tutorials and beauty guides
· Influencer collaborations
· Promotional bundles and discounts
These services enhance customer engagement and contribute to brand loyalty, which is essential for long-term success.

4. Market Research

4.1 PESTEL Analysis

A PESTEL analysis is used to evaluate the external factors that may impact the business.
Political:
The UK cosmetics industry is subject to strict regulations regarding product safety and labelling. Compliance with these regulations is essential to maintain consumer trust and avoid legal penalties (Gov.uk, 2024).
Economic:
The beauty industry is relatively resilient during economic downturns due to the “lipstick effect,” where consumers continue to spend on small luxury items even when income is limited (Euromonitor, 2023).
Social:
Consumer preferences are shifting toward inclusivity, sustainability, and digital engagement. Social media platforms significantly influence purchasing decisions, particularly among younger consumers.
Technological:
Advancements in e-commerce and digital marketing provide opportunities for startups to compete with established brands. Online platforms enable cost-effective marketing and direct communication with customers (Chaffey, 2022).


Environmental:
There is increasing demand for sustainable products and packaging. Businesses that adopt environmentally friendly practices are more likely to attract environmentally conscious consumers.
Legal:
Compliance with cosmetic safety standards and intellectual property laws is mandatory. Failure to comply could result in financial penalties and reputational damage.

4.2 Competitor Analysis
The cosmetics industry is highly competitive, with both established global brands and emerging startups. Established brands benefit from strong brand recognition and large marketing budgets, while smaller brands often succeed by targeting niche markets.Luxe Glow Cosmetics will adopt a differentiation strategy, focusing on inclusivity, affordability, and ethical production. According to Porter (2008), differentiation allows businesses to gain a competitive advantage by offering unique value to customers.

The company’s main competitive advantages include:
· Affordable pricing compared to premium brands
· Inclusive product range
· Strong digital marketing strategy

5. Marketing Communications

The marketing strategy will focus primarily on digital channels.
Social Media Marketing:
Platforms such as Instagram, TikTok, and YouTube will be used to promote products through tutorials, reviews, and user-generated content. Social media plays a critical role in influencing consumer behaviour in the beauty industry (Kaplan and Haenlein, 2020).
Influencer Marketing:
Micro-influencers will be prioritised due to their higher engagement rates and authenticity. This approach is more cost-effective and builds stronger connections with target audiences.
Promotions:
The business will use discounts, bundle offers, and loyalty programs to encourage repeat purchases.
Branding:
The brand identity will focus on inclusivity, confidence, and modern aesthetics. Consistent messaging across all channels is essential for building brand recognition (Kotler et al., 2019).

6. Operations and Management

The business will adopt a streamlined operational model to maximise efficiency.Manufacturing will be outsourced to third-party suppliers, reducing the need for significant capital investment. Logistics will be managed through delivery partners to ensure efficient distribution.Inventory management will follow a just-in-time approach, reducing storage costs and minimizing waste. Customer service will be handled online, ensuring quick responses and high customer satisfaction.Efficient operations are critical for startup success, as they directly impact cost control and service quality (Scarborough, 2021).









7. Financial Plan

7.1 Startup Costs

The total startup cost is estimated at £32,200. This includes product development, branding, marketing, and initial inventory.
	                      Expense
	                   Amount (£)

	Product development
	 10,000

	Branding & website
	5,000

	Marketing launch
	6,200

	Inventor
	8,000

	Miscellaneou
	3,000

	Total Startup Cost
	£32,200




7.2 Cash Flow Forecast


	Month 1
	Loss £5,900

	Month 2
	Loss £2,900

	Month 3
	Loss £2,200

	Month 4
	Profit £1,100

	Month 5
	Profit £5,250

	Month 6
	Profit £5,400




These figures demonstrate that the business will initially operate at a loss before reaching profitability. This is typical for startups investing in growth and customer acquisition (Burns, 2020).


7.3Monthly Budget & Cash Flow (First 6 Months)
Based on your provided structure:

	Month
	Total Cost (£)

	Revenue (£)
	Profit/Loss (

	Jan
	11,900
	6,000
	-5.900

	Feb
	12,400
	9,500
	-2,900

	Mar
	13,200
	11,000
	-2,200

	Apr
	13,900
	15,000
	1,100

	May
	13,800
	18,600
	5,250

	Jun
	14,100
	19,500
	5,400


Interpretation:
· Losses occur initially due to high marketing investment
· Break-even achieved around Month 4
· Profitability improves with brand growth

This pattern is typical for startups investing heavily in customer acquisition (Scarborough, 2021).


8. Conclusion

Luxe Glow Cosmetics represents a strong business opportunity within the UK beauty industry. The business aligns with key market trends, including ethical consumption, inclusivity, and digital engagement.While challenges such as competition and market saturation exist, these can be addressed through differentiation and strong branding. Continuous innovation and customer engagement will be essential for long-term success.Overall, the business demonstrates strong potential for growth, profitability, and investor appeal.
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