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[bookmark: _Toc108045287]Business Idea and Services:
The idea behind the business plan will be to establish a beauty salon in the metropolitan of London. The probable name for the business is “Blu Care”. 
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Figure 1 Blu Care Business Logo.
Blu Care will be a comprehensive beauty and hair care store. As a result, the company will aim to deliver exceptional services tailored to the demands of each consumer group. To do this, the company will harness the expertise of its personnel to create a nice and relaxing atmosphere for its customers. As branding techniques, the suggested Ocean Beauty Center would include appropriate pricing and distinctiveness in its discussion of service delivery excellence. The Ocean Beauty Center will include cosmetics, manicure, massage, comprehensive therapy, face treatment, and hairstyling, among other treatments. 
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Fig: Uk beauty industry 
In each services mandate, these services will be tiered beyond to establish distinct brands. For example, the beauty products product will produce services such as manicures, muscle relaxants, braiding, cleaning, wash, and shaping. 
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Fig: Organic and Cosmatic Revenues Generated in UK
[bookmark: _Toc108045288]Ownership and Legal Formation of the business:
At the initial phase of the business, the legal formation of the business will be a partnership business. A business deal between two or more people is called a partnership. Each person puts money, property, time, or skills into the business and gets a share of the profits and losses. We choose partnership business for gathering capital easily which is quite hard for a single person. And governing the management system is also easier in partnership firm. The business will consist of three owners that will provide the initial fund for the business equally. In the partnership business, all the owners of the business will be liable for the outcome of the business. The profit of the business will be shared among the founders equally too. The founders of the business will also look to turn the business into a limited liability company in the coming years (Jørgensen, 2015). This will be a for-profit business which will aim to maximize the wealth of the founders along with the profit. The vitality of a company is dependent on its structure, the dedication of its proprietors, and the existence of a transparent agreement on involvement. The business that is being developed will take the shape of a collaboration. This kind of legal framework for a company is characterized by the participation of two or more persons, all of whom share ownership of the enterprise. When a firm is organized as a partnership, there is no clear demarcation between the enterprise itself and the proprietors of the business (Yeo and Park, 2021).
[bookmark: _Toc108045289]Management of Blu Care:
Blu Care will implement functional organizational format in the business management.  A functional organizational chart is a kind of organization hierarchy wherein the company is broken down into a number of subgroups. Every team has been charged with the responsibility of carrying out a certain duty and assignment (Jørgensen, 2015). For example, a business could assign different personnel to functional divisions, such as those in charge of finances, marketing, and advertising, and the information technology department (IT). Within the framework of the functional structure, every department and group are governed by a director who is accountable to an executive positioned higher up the organizational chart. The executive is responsible for overseeing a number of different divisions inside the firm (Prayoga and Putra, 2020). The organizational hierarchy of the business has been given in the chart below:
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Figure 2 Organizational Chart of the business.
[bookmark: _Toc108045290]SWOT analysis of Blu Care:
An examination of a company's strengths, weaknesses, opportunities, and threats can be done using a technique known as a SWOT analysis. "Strengths, weaknesses, opportunities, and threats" is what "SWOT" stands for in its abbreviated form. The Strengths, Weaknesses, Opportunities, and Threats (SWOT) Analysis is a method that can help you look at the strengths of your firm and come up with a plan for the future (Yeo and Park, 2021). The SWOT analysis of Blu Care has been completed below:
Strengths: one of the main strengths of Blu Care is the highly experienced owners behind the ideation of the business plan. The business owners are also in the management of the beauty salon. Moreover, the diversity of the staff and their skillset will be a great strength for the business in the long run. And the very high gross margin of the firm will be one of the key strengths behind the business idea (Jørgensen, 2015).
Weaknesses: The marketing efforts at the beginning of the business can be one of the problems for the firm in the initial stages. It will make it for the salon to enter the market along with some potential. The limited number of resources in the initial stages of the salon could also affect the overall net margin of the company from the marketing point of view. 
Opportunities: The beauty and hair salon industry are one of the largest growing markets in the personal care sector (Blaszczyk, 2013). It is somehow convenient for the business to earn some amount of profit in the coming years. There will also be opportunity for the grow exponentially because of the marketing efforts that could be put in the social media aspect. The male segment of the customers is also using salon regularly in the recent which could be a positive signal for the whole industry.
Threats: Disadvantageous regulatory initiatives, the emergence of a competing product inside of the area of business, and recent developments in commerce regulations can have a negative impact on the business (Hallikainen and Laukkanen, 2021). The cost of business is rising too in the UK which can affect the margin of the business. 
[bookmark: _Toc108045291]PESTEL analysis:
An examination of the political, economic, social, technological, legal, and environmental elements that have the greatest influence on an organisation is referred to as a PESTLE analysis. In a variety of contexts, it can be of assistance to senior managers and others who work in human resources in the process of making strategic decisions (Jørgensen, 2015). The PESTEL analysis for the beauty salon and care industry has been given below:
Political: Typically, the government introduces new laws and regulations within a sector, which might have detrimental effects on corporate operations. The regulations might be costly and complex because of the deployment rules and procedures that must be performed (Jørgensen, 2015). Typically, they are directions and refusing to meet may result in the revocation of the company's trade license by the authorities. These issues can significantly hamper the chances of success in the current political situations in the UK. 
Economic: The inflationary situation in the UK can pose a great threat for the business in the beauty salon industry as the purchasing power of the consumers are expected to dwindle (Prayoga and Putra, 2020). The recent growth in this industry can be an incentive for a startup in this industry. This sector of the economy employs close to one million individuals, includes cosmetologists, hairstylists, makeup artists, beauty products specialists, and physical therapists, amongst others. The statistics are just going to continue to rise from that point on.
Social: Brand loyalty is an important social factor in the beauty and care salon industry (Yeo and Park, 2021). Someone discovers that Company A produces both their favorite shampooing and a revolutionary lotion, and then purchases both. They purchase the lotion as they already like the shampoo. It is not unreasonable to assume that they will like another product launched by Company A. And it continues on indefinitely. In a market as crowded as the cosmetics industry, this is why new firms are always competing for consumer attention.
Technological: Technological innovation is important to the salon industry. Given that it fluctuates over time, it has a substantial impact on the company. In addition, it is expensive and old technology have become outdated. New hardware is necessary to keep up with the most recent fashions and developments in the hair and beauty business in order to compete well with other market rivals (Jeong, 2018).
Environmental: By employing organically grown products, the salon may come up with environmentally beneficial methods to discard of its goods. The most significant distinction between natural and synthetic beauty salons must be their selection of hair coloring. Botanical or indigo hair colors are often used in lieu of artificial hair products in sustainable beauty salons. 
Legal: Numerous regulations and laws govern the sector to guarantee safety, highest standards of ethics, and legal compliance. Whatever item it offers, consumes, or advises will be under the company's responsibility. In addition to the services that will be offered. Maintaining the public reputation is a crucial concern. Preventing legal issues by training personnel on the right uses of each and every good so that they should not deliberately mislead clients in a manner that leads to the illegal usage of item is also an essential topic to address and take into account.
[bookmark: _Toc108045292]4ps of Marketing:
Product, pricing, location, and promotion make up the components of the marketing mix, which is frequently referred to as the "four P's" of marketing (Yeo and Park, 2021). The 4P’s of Blu care are evaluated below. 
Product: The high standard of quality will be maintained throughout the board. Everyone has the opportunity to discover their own unique beauty with the guidance of an experienced beautician in a warm and inviting setting. Both the apparatus and the equipment are very cutting-edge and user-friendly (Prayoga and Putra, 2020).
Price: Glam and Glitz is committed to provide the highest quality service while maintaining competitive pricing. The most fundamental items will be available for as little as £ 8. When compared to the prices at other hair salons, this one is shockingly affordable. The particular service is available to young people as part of their month-to-month membership, which is thirty percent less expensive than the usual service. There are several bundles that may be purchased at attractive price reductions (Yeo and Park, 2021).
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Figure 3 4Ps of Marketing.
Place: Because it is the most economically viable option, the new company will be established in South East London. This location is well served by a variety of transportation options including DLR, train, and buses. Therefore, it has highly effective lines of communication. Because the company will be located on the roadway, it will be easy for those with disabilities or physical impairments to reach the establishment.
Promotion: Advertisement will often appear in daily newspapers such as The Metro and The Sun, amongst others. Posters will be placed in prominent locations across the community. A webpage might be helpful in promoting this company. People looking to make advantage of the service will be sent there by Nearby Stores. Spring, Thanksgiving, and the key events will each have their own unique promotional techniques used (Prayoga and Putra, 2020).
[bookmark: _Toc108045293]Target Market and Marketing of Blu Care: 
Clients are split into adults and young people of middle age. The young person sector comprises of women between the ages of 20 and 30, and the adult segment includes women between the ages of 31 and 50 and older. This indicates that any service aimed at young adults and middle-aged consumers will readily reach this marketplace (Jørgensen, 2015). Additionally, the projected business would attract clientele in the medium and upper income levels. These socioeconomic strata typically use beauty goods and services.
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Figure 4 Marketing model for Blu Care.
Given that Blu Care will function in a competitive and tough environment, a number of aggressive advertising approaches will be implemented. The major objective of these advertising activities is to enhance brand awareness and active consumption. Various promotional strategies will be implemented to reach potential customers and raise awareness about the product for Blu Care. Included in the marketing techniques are brand awareness, television advertisements, promotional offers, and direct marketing as approaches (Prayoga and Putra, 2020). The company wants to use a variety of advertising strategies to generate customer interest in the many goods and services in play.


[bookmark: _Toc108045294]Projected Cash Flow analysis:
The project cashflow for the business in the initial six months has been given in the section below:
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£ Jon  |Feb | M: Ag May | Jur TOTAL
Opening Balance | 0 3,500 | (5,550) | (9,800) | (9,550) | (550)

CASH INFLOW

Sales 5,000 | 10,000 | 15,000 | 22,000 | 28,000 | 30,000 | 95,015
Business loan | 20,000 | 0 0 o 0 120,000
Total inflows 25,000 [ 10,000 | 15,000 | 22,000 | 28,000 | 30,000 | 115,015
‘CASH OUTFLOW

Rent 2,000 [2,000 [2000 [2000 [2,000 |2000 |12,000
Salaries 10,000 | 10,000 | 10,000 | 10,000 | 10,000 | 10,000 | 60,000
Marketing 2,00 2,000 2,000 |2,000 2,000 2,000 | 12,000
Loan repayment 0 500 | 500 500 500 500 2,500
Equipment 2,500 2,500 |0 0 5,000
Other outgoings | 5,000 4,750 | 4500 | 4,500 | 28,500
Total Outflows | 21,500 | 19,050 | 19,250 | 21,750 | 19,000 | 19,000 | 119,550
NET CASHFLOW | 3,500 | (9,050) | (4250) |250 | 9,000 | 27,000 |26,450
Closing balance | 3,500 | (5,550) | (9,800) | (9,550) | (550) | 26,450 |
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