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[bookmark: _Toc119437629]Business Description 

The global beauty salon industry offers entrepreneurs limitless opportunities for accomplishing their missions and goals. In this regard, the entrepreneur focuses on opening a beauty salon under the name Pretty Salon. Pretty Salon will offer high-quality products and exceptional services to clients at reasonable prices. The business will provide diverse services and products to clients, namely skin care products, nail care services, and hairdressing services. Offering services and products in the 2,000-square-foot room will allow the entrepreneur to meet customers’ demand for a spacious, well-aerated, and well-furnished beauty salon. The entrepreneur will also maintain an innovative, friendly, fair, and safe environment for its diverse and multicultural workforce (Bratton & Gold, 2017). Notably, the entrepreneur will locate the full-time service enterprise in London, England. 
Pretty Salon’s mission is to provide products and services that promote mental relaxation and improve the physical appearance of customers. A conducive environment, skilled workforce, and high-quality services will allow the entrepreneur to retain and attract clients. The beauty salon’s workforce will include well-trained and skilled individuals, namely beauticians, hairdressers, shampoo technicians, and a receptionist. The beauty salon targets diverse urban dwellers with interest in improving their physical appearance, including urban working-class and college/university students. Pretty Salon will be located in London’s CBD to increase accessibility to the targeted client population. The management will offer online and telephone booking services to enhance convenience among the customers. The marketing team will utilise both social media and traditional marketing tactics in reaching its potential clients. 




Industry Analysis
The growing demand for beauty care services allowed the beauty salon industry to expand exponentially before the COVID-19 period. The global salon industry’s value increased from $144.48 billion to $201.92 billion between 2019 and 2021 in spite of the pandemic (GlobeNewswire, Inc. 2021). The UK beauty salon industry demonstrated similar resilience economic and social problems related to the COVID-19 pandemic. The growth trend indicates that the UK market provides a unique and favourable environment for new entrants in this industry. For instance, most players in this industry are small businesses with less than ten employees. The fact that this industry was valued at $5.837 billion in 2019 demonstrates its significance to the UK economy (IBISWorld 2022). The growth in the industry’s size from $1.916 billion to $2.338 billion between 2021 and 2022 demonstrates its gradual recovery from the pandemic (IBISWorld 2022).







	Porter’s Five Forces Model

	Supplier power 
	The beauty salon market has a huge population of beauty and hair product suppliers. The statistics mean that suppliers’ bargaining power in this industry is low. The phenomenon offers beauty salon businesses an opportunity to sample products based on cost and quality.


	Buyer power 
	The beauty salon business comprises a high population of financially stable adults. Customers in this industry have low price sensitivity and pursue convenient services. Low bargaining power implies that these individuals can afford premium-priced products.


	New entry threat 
	The UK beauty salon is characterised by a moderate entry threat. Situations that regulate entry into this market are strict health and safety regulations and limited insurance coverage (Rice 2022). Penetration and operation challenges mean that new entrants like Pretty Salon face limited entry threats.


	Substitute threat 
	Similarly, this industry is characterised by a weak substitute threat. The market allows businesses to offer differentiated services and adjust prices rapidly. Furthermore, demand for convenience and low price sensitivity among clients allows beauty salons to retain clients.


	Competitive rivalry 
	Nonetheless, beauty salon businesses normally experience huge competitive pressure from other players in the industry. This implies that new entrants face stiff competition from medium and small organisations. Hence, Pretty Salon will utilise quality optimisation and pricing tactics in addressing competition pressure in the industry.



[bookmark: _Toc119437630]Operations and Management Team Plan

The entrepreneur will utilise an innovative management strategy for Pretty Salon to promote its growth, enhance customer satisfaction, and promote employee welfare. The individual deems the sole proprietorship legal structure appropriate for this beauty salon business. Small business owners normally utilise this legal structure to fully control their ventures, achieve independence and adaptability, reduce operational costs, and simplify the start-up procedure (Gough 2019). Still, the business owner can adopt other legal structures to address future management demands, including LLC (limited liability company), general partnership, and corporations. The decision aligns with the long-term expansion goal for Pretty Salon, which will entail opening outlets in different UK cities. For instance, LLCs will offer the entrepreneur benefits like limited liability, pass-through taxation, and management flexibility. Currently, the management complexity associated with these legal structures makes them unsuitable for small businesses. 
Hence, the owner will serve as the CEO (chief executive officer) of the newly established Pretty Salon business. The fact that the founder has an MBA degree from the University of Cambridge makes him eligible for the top managerial position. The selected legal structure will allow the CEO to manage all operations in the beauty salon business. The legal structure tasks the owner with managing all business functions, including directing operations, financial analysis, marketing, HRM (human resource management), and customer care. The structure implies that the CEO will direct all processes in the sole proprietorship business. The structure tasks the business owner with developing, communicating, and adopting strategies and the mission for the beauty salon. The CEO will evaluate business performance, sign documents, and fix prices for the small business. The customer care program aligns with the chosen business model for the entrepreneurial venture.
Specifically, the brick-and-mortar model will be the foundational element of the Pretty Salon business. The model choice is based on the understanding that the CEO will make physical transactions and run the business offline. Beauty and salon services provision necessitates the physical interaction between organisational employees and customers (Vecchi 2017). The brick-and-mortar model provides benefits like physical employer-customer interaction, persuasive sales tactics, instant customer gratification, and excellent customer service. The beauty salon business will be open from Monday to Saturday every week between 9:00 am and 10:00 pm. The timeframe will provide target customers with a flexible schedule for accessing different services in the beauty salon business. Nevertheless, the CEO will create an online portal and display telephone numbers on social media platforms to facilitate online booking among potential and loyal clients (Hokkanen et al. 2021).
HRM program design is an essential management function for Pretty Salon’s CEO. The program will enable the CEO to create a conducive working environment for various employees in the London beauty salon shop. The individual intends to create a workplace that optimises economic satisfaction and professional development for workers (Armstrong & Taylor 2020). The CEO will recruit highly-trained, experienced, and skilled professionals to improve service quality. The manager will motivate employees through benefit packages, training programs, and huge salaries allocation. Regular training programs will enable beauty salon employees to acquire crucial technical and transferrable skills for their workplace roles. The CEO will adopt a flat, teamwork-based, and cross-functional workplace in improving service delivery at the beauty salon shop. 
[bookmark: _Toc119437631]Marketing Plan
The entrepreneur understands the marketing program’s significance to new business organisations. The marketing program comprises multiple strategies that facilitate product/business promotion. In this project, the CEO will depend on the marketing program to popularise its services and products among target customers. The beauty salon business targets London-based working class and student populations within the 18-50-year age bracket. The entrepreneur expects the diligent professionals employed in various multinational firms in London to comprise the greatest percentage of the overall workforce population. The CEO also considers that college/university students focus on improving their appearance by accessing hairdressing and beauty care services. The CEO expects to achieve customer attraction, retention, and satisfaction goals through this marketing strategy. Various elements of Pretty Salon’s marketing program are product, price, and promotional mix.
[bookmark: _Toc119437632]               Product
Pretty Salon will offer different products and services to the target consumer population based on the brick-and-mortar model. The model implies that customers will access these services and products at the beauty salon store in London. Trained beauticians and hairdressers will offer two major categories of services in this industry, namely beauty and salon services. Hairdressers will offer services like hair straightening, perming, dyeing, cutting and trimming, blow drying, tinting, washing, and setting. Similarly, beauticians will provide services like electrolysis, skin care, eyelash tinting, eyebrow tinting, skin treatment, facial massages, waxing, and make-up. The beauty care service category includes nail care services like nail fixing, polishing, nail painting, pedicures, sculpting, nail training, and manicures. The CEO will utilise innovative strategies creating differentiated services for the target clients. For instance, beauticians and hairdressers will utilise products like massage oils, custom-blended proprietary scents, scented hair shampoos, massaging shampoos, and steamed towels to improve the consumer experience.
[bookmark: _Toc119437633]Price
The CEO intends to offer high-quality services and products to clients at reasonable prices. The manager will choose affordable and preferable prices for different service categories to attract and retain customers. The entrepreneur considers that unreasonable prices may discourage individuals from purchasing products or procuring services at the salon. Specifically, the CEO considers that financial challenges normally force students to avoid expensive salon and beauty care services. In this regard, the manager will choose competitive prices for various service and product categories to satisfy the consumer group. For instance, prices for different services at the beauty salon shop are painting nails (£7), pedicure (£30), manicure (£25), eyebrow tint (£12), underarm waxing (£18), leg waxing (£23), blow-dry (£50), and hair styling (£100). Generally, the pricing mechanism for Pretty Salon is based on factors like after-sales services, service differentiation, and target groups’ medium incomes.


[bookmark: _Toc119437634]Promotional Mix
The promotional mix for Pretty Salon has elements like advertising, sales promotion, and public relations. The CEO will advertise the beauty salon business through conventional and social media platforms. Conventional marketing platforms for the business includes magazines, posters, urban radio station, taxi wraps, and brochures (Malesev & Cherry 2021). The entrepreneur will advertise the business on social media platforms like YouTube, Facebook, WhatsApp, TikTok, LinkedIn, and Twitter (Bailey 2017). Sales promotion tactics for this business will include discounts, welcome offers, reward points, and demonstrations (Jin et al 2019). The entrepreneur will use different PR tactics to strengthen the brand, namely supporting homeless individuals, collaborating with influencers, and communicating with social media. 


[bookmark: _Toc119437635]Financial Plan
The entrepreneur will utilise a cost-effective strategy for starting and operating the beauty salon business to maximise profitability while protecting service/product quality. The financial plan for the Pretty Salon addresses elements like renting a shop, workforce training, equipment and tools acquisition, certification and licensing, furnishing the shop, marketing the business, utility bills payment, employee salaries, and miscellaneous. The entrepreneur expects a 2,000-square-foot shop in a busy London street to cost approximately £30,000 per annum. The individual will purchase different equipment and tools for the beauty salon shop, including hair equipment, a computer, a Wi-Fi router, hair dryers, and safety gadgets (Salibian et al. 2020). The budget covers three-month salaries and benefits for various employees in the beauty salon, including the CEO, three hair stylists, a cashier/accountant, a receptionist, and two beauticians. Similarly, the budget covers three-month marketing, utility bills, and miscellaneous costs. The entrepreneur will fund the sole proprietorship through personal savings and a bank loan.


	Month
	Month 1
	Month 2
	Month 3
	Month 4
	Month 5
	Month 6

	Revenue 
	
	£19,251
	£20,051
	£20,251
	£20,651
	£21,000
	£23,000

	Fixed Costs
	Rent 
	£2,500
	£2,500
	£2,500
	£2,500
	£2,500
	£2,500

	
	Tools and Equipment
	£2,000
	0
	0
	0
	0
	0

	
	Furnishing the shop
	£4,500
	0
	0
	0
	0
	0

	
	Licence
	£750
	0
	0
	0
	0
	0

	
	Utilities
	£333
	£333
	£333
	£333
	£333
	£333

	
	Workforce training
	£1,000
	0
	0
	0
	0
	0

	
	Salaries 
	£12,917
	£12,917
	£12,917
	£12,917
	£12,917
	£12,917

	
	Total Fixed Cost
	£24,000
	£15,750
	£15,750
	£15,750
	£15,750
	£15,750

	Variable Costs

	Overtime 
	£500
	£550
	£600
	£611
	£650
	£700

	
	Marketing 
	£400
	£400
	£400
	£400
	£400
	£400

	
	Cleaning
	£100
	£100
	£100
	£100
	£100
	£100

	
	Total Variable Cost
	£1,000
	£1,050
	£1,100
	£1,111
	£1,150
	£1,200


	Profit 
	-£5,749
	£3,251
	£3,401
	£3,790
	£4,100
	£6,050





[bookmark: _Toc119437636]Market Research
The entrepreneur has utilised the PEST analysis in examining different macro-environmental factors influencing the UK beauty salon industry. The market analysis tool shows that the UK’s political (P), economic (E), social (S), and technological (T) factors have a positive influence on this industry. First, the industry is strengthened by political factors like political stability, an effective administration system, favourable government policies, and a low corruption rate. For instance, the government has effectively managed the COVID-19 pandemic and the Brexit phenomena, thus protecting its industries. Second, positive economic factors like low tax rates, high FDI, low unemployment rates, and low inflation rates have stabilised the beauty salon industry. A stable economic condition offers the entrepreneur an opportunity for creating a successful business. Third, social factors that positively influence the UK beauty salon industry are high-income level, social mobility, London population (around 9 million), and high literacy level. A huge population means that the business will get huge revenues and high consumer traffic annually. Finally, stable internet and advanced technological gadgets have allowed beauty salon businesses to capitalise on social media marketing and online booking. 




[bookmark: _Toc119437637]Conclusion 
Today, the global beauty salon industry has grown tremendously due to the increasing demand for hairdressing and beauty care services. Innovative technologies, products, and equipment are expected to create a positive impact on the industry’s growth in the future. The market offers Pretty Salon a limitless opportunity for growth, profitability, and stability. The Pretty Salon will have design features (proper ventilation, huge floor space, and satisfactory floor height) that guarantee customers' safety from coronavirus. The total cost of establishing the sole proprietorship is expected to be around £57,600. The marketing plan for the beauty salon business will feature product/service differentiation, price, and promotional mix.
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