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1. EXECUTIVE SUMMARY
T’s Hair and Cosmetics is a proposed dedicated hair and beauty supply retail business to be based in Bexley/Sidcup, Greater London. Extensive local research confirms a significant and currently unmet need: there is no specialist retailer serving this area offering a full range of products for all hair types and textures. Residents — particularly those with Afro-textured, curly, and diverse hair and skin types — must travel 5+ miles or rely on online shopping, which lacks product visibility and immediate availability.
The business will fill this gap by providing a physical, inclusive retail space stocking hair extensions, wigs, specialist haircare, skincare, makeup, tools, and accessories — making quality products accessible locally for the first time.
Start-up investment is estimated at £45,500, covering lease deposit, shop fittings, initial stock, technology, and pre-launch marketing. Break-even is projected for Month 14, with the business cash-flow positive from Month 8. Sensitivity analysis confirms the model remains robust even under reduced revenue and increased cost scenarios.
Strategically, T’s Hair and Cosmetics occupies a unique position — local, physical, inclusive, and specialist — with no direct competitor in the immediate catchment area. This proposal concludes the business is ethically, market, operationally, and financially feasible, and recommends proceeding to launch within 9 months.
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• 1. INTRODUCTION 
This Business Development Proposal (BDP) will determine whether it would be viable to open a business called T's Hair and Cosmetics -- an independently owned and operated hair and beauty supply retail store in Bexley/Sidcup, Greater London. The proposed retail operation will carry hair extension, wig, hair care supplies for all hair types and textures, skin care, cosmetics, beauty tools, and hair accessories -- all of these products having been carefully selected to provide service to the many diverse communities that currently lack access to such products through other mainstream retailers.
The London Borough of Bexley has a total resident population of approximately 257,000 residents (ONS, 2023). As well as being a growing diverse demographic, there is presently no specifically designated hair and beauty supply shop in the immediately surrounding Bexley/Sidcup area. Therefore, individuals requiring specialized products are required to travel 6-10 miles to Bromley, Woolwich or Central London, or completely rely on Internet shopping -- both options have several inconveniences including high return rates due to improper colour/texture matching and limited transportation accessibility to some individuals.
Using primary local research and secondary industry data this proposal clearly indicates that there exists a substantial amount of unfulfilled demand. T's Hair and Cosmetics will meet this demand by establishing a physically accessible retail outlet, where each individual (regardless of the type/origin of their hair) can find the necessary products in person, view the products prior to purchase, and obtain knowledgeable, inclusive advice regarding the products.
This document includes all relevant sections; a market analysis section detailing the size and characteristics of the target market, a competitive analysis section detailing how T's Hair and Cosmetics compares to existing businesses, and a detailed action plan outlining the steps needed to establish the new business.



 COMPANY OVERVIEW
2.1 Business Profile
Business Name: T’s Hair and Cosmetics
Location: Bexley/Sidcup, Greater London
Legal Structure: Sole Trader (with intention to convert to Limited Company within 3 years)
Founder: Thelma Dhussey
2.2 Mission Statement
To enable every person residing in Bexley, Sidcup and surrounding areas to easily source quality hair and beauty Products — in an inclusive and welcoming environment where every hair type, skin tone and background is welcomed, respected and valued.2.3 vision
To become the most popular local outlet for hair and beauty Products — recognized for Inclusivity, knowledge and community involvement — also allowing for expansion into e-commerce platforms and multiple locations as the company expands.2.4 business concept
T's hair and cosmetics will be a retail shop, but unlike many others it will not provide any form of service i.e., no salon services. As a result, our focus will exclusively be on selling Products. The concept behind the development of this business was born from my own personal experience living in the local area. I had witnessed firsthand the difficulty experienced by residents in finding a range of specialist hair/beauty Products in proximity. I have found that although major retailers offer some specialist ranges, they often fail to meet the needs of many of the residents who require Products that cater specifically for their hair texture/type. Similarly, because online retailers rarely allow potential customers to view/compare/test their Products prior to purchase, they too present limitations.
In summary, this business addresses that specific limitation.
2.5 core Values
• inclusive: Products & service for all hair types, skin tones & backgrounds
• accessible: reasonable prices, convenient location, friendly advice
• community: local business serving local people
• Integrity: authentic Products, honest advice & fair pricing




2. BUSINESS MODEL CANVAS
Business: T's Hair and Cosmetics — Bexley/Sidcup
🔑 Key Partners
• National wholesale hair & beauty suppliers — national brands plus niche inclusive brands that specialize in Afro-textured, curly, and ethnic hair products
• Local delivery/courier services for online and click-and-collect orders
• Bexley Council — assistance with setting up the business in terms of high street business support, obtaining licenses, and receiving guidance related to planning
• Independent salons and mobile hairdressers in the local area — potential trade supply partners with whom T's Hair and Cosmetics could create long-term bulk purchasing agreements
• Property Agents — securing appropriate high street retail properties in Sidcup or Bexleyheath
⚙️ Key Activities
• Sales & consultation — assisting customers locate products based upon their specific hair type(s) at the retail site
• Sourcing & managing product inventory — stocking a variety of different products that reflect the diversity of Bexley's population
• Creating visually appealing in-store displays — making the physical environment of T's Hair and Cosmetics welcoming for all customers to see themselves reflected in the selection of products offered
• Utilizing social media to promote T's Hair and Cosmetics — promoting products via Instagram, TikTok, Facebook etc., offering haircare tips/advice etc., raising awareness about the existence of T's Hair and Cosmetics in the local area
• Building relationships with local groups — engaging with local groups/community organizations etc. to build familiarity/trust for T's Hair and Cosmetics among potential customers
• Managing trade accounts — ensuring consistent availability of stock for local hair/beauty professionals.




 Intended Action Plan — Making the Business Viable
Here is the detailed and practical plan to convert this proposal into an operational business model:
1. Finalising the Location of Premises — Identify a suitable small retail premises in either Bexley or Sidcup to be acquired/leased by Q4 2026; ideally it will have a high footfall area and be easily accessible to customers.
2. Securing Funds — Establish how much money can be allocated from start-up funding towards securing a rental deposit, stock levels and quantities, fitting out and equipping the premises; investigate potential finance options available to new small businesses.
3. Supplier Relationships — Ensure that all necessary relationships with suppliers are established (wholesale agreements with at least four or six hair and beauty distribution companies by October 2026) to provide products for sale within the store.
4. Shop Layout & Stock Levels — Once the shop has been fitted-out, installed with a point-of-sale system, and stocked with the full product range; then open for trade.
5. Building Awareness Prior to Opening — Create a social media presence six weeks prior to opening; handout flyers in the local area; collaborate with local community groups.
6. The Official Launch — A promotional launch event including special offers, demonstrations of products and welcoming members of the local community; targeted date — November 2026.
7. Regular Monitoring — Track monthly sales data, collect feedback from customers, and adjust the product offerings as required to maintain viability and encourage future growth.
8.3 Methodology Followed (as per suggested template).
Research → Analysis → Canvas Creation → Validation → Full Business Plan
• Step 1: Identified local opportunity through personal experience and casual conversation with others.
• Step 2: Formalised consumer research was conducted (a sample size of n = [X] respondents), to establish the existence of a need/demand, along with the type of products that would meet these requirements.
• Step 3: Analysed competitor activity — other physical stores plus online retailers — to determine where their product offering does not match identified consumer wants.
• Step 4: Completed a PESTLE and Porter's Five Forces analysis to assess/evaluate the threats/opportunities within the marketplace.
• Step 5: Used all the above to create all elements of the canvas, using the evidence gathered during each stage to connect all blocks together.
• Step 6: Refine the canvas based on feedback; confirm the viability of your idea financially using both start-up costs and sales forecasting models.
• Step 7: Develop an action-orientated timeline for completion; develop an action-orientated launch plan.




 COST STRUCTURE 
REVENUE STREAMS 
The key fixed costs include rent, business rates, utility bills, insurance; software subscription; minimal staff - as the owner will operate the shop from its inception.
Variable costs are Stock purchase; packaging, marketing & payment fees.
Start-up costs comprise: Fit-out of shop with T’s Branding & Signage; EPOS System; Opening stock.
PRIMARY SALES CHANNEL = RETAIL SALES (approx. 75 – 80%).
•Over the counter (OTC) Sales across ALL Categories.
• Specialist items which are higher margin than everyday items will balance our everyday lines.
SECONDARY TRADE SALES CHANNEL = TRADE SALES (approx. 15 – 20%)
• Bulk supplies to local Salons/ Stylists - predictable recurring income.
FUTURE OPPORTUNITIES:
• In-shop Workshops & Consultations.
• Local Delivery.
• Online Shipping once we are established.
How does the Model Work?
The Business Model Canvas shows how each element works together to create an entirely integrated system that supports the core value proposition of providing inclusive hair and beauty products near Bexley / Sidcup residents.
• The Value Proposition is central. It addresses a very specific issue/problem of lack of access to inclusive products.
• Customer segments are well defined, with special consideration given to those who are most underserved by present day retailers.
• Channel strategy uses both physical retail and online presence – the benefits of both worlds.
• Cost structure is planned so that it will be viable when operating at small scale. Owner operation keeps overheads to minimum whilst the business develops.
• Diversified revenue streams are developed – retail sales provide cash-flow today and trade sales provide stability and volume.
• There are partnerships/key activities in place that ensures the inclusive product range is complete and up to date --the businesses greatest asset.
Each building block is connected: customers come into shop because there is an inclusive product offering → customers can easily get into shop → customers keep returning due to community support → trade sales offer a stable source of income. Each area has been reduced from being totally dependent upon the other areas of the model -- they reinforce each other. As such, the model is solid, focused, and is also directly in line with the Strategic Direction outlined in chapter 7.


Cost Structure
• Fixed Costs -- rent/shop space, business rates/utilities/insurance/software subscriptions. 
• Variable Costs -- cost of inventory/packaging/social media advertising/payment processing fees. 
• Start-up Costs -- the costs associated with the original store design/installation/T's Hair and Cosmetics brand/signage/EPOS system/initial stock. 
• Employee Salaries: The owner will be working alone at first; once sales increase, employees will be hired on a part-time basis.
Revenue Streams
• Sales generated through direct contact with customers -- the primary source of income. 
• Bulk sales to trade customers (local salons/professionals) -- consistent additional revenue. 
• Pre-order/click & collect -- an extension of the existing retail model with minimal additional distribution costs. 
• Future Opportunities: Workshops/demonstrations/consultations relating to hair care in-store.

3. LITERATURE REVIEW
3.1 Small and Medium-Sized Businesses (SMBs)
Small and medium-sized enterprises make up most UK businesses (99%) and employ approximately 60% of the private sector work force (Department for Business and Trade, 2025). Retail SMBs enjoy several benefits compared to larger chain stores, especially when adapting stock to local demographics/building close relationships with their customers/building a niche position that larger organizations often do not support (Storey, 2023). Although there are several disadvantages to SMBs, including lower levels of purchasing power/lower price competitiveness vs. e-commerce sellers, recent post-pandemic data show that 61% of consumers prefer to use local independent shops, when possible, which presents a major opportunity for SMBs focused on service to their communities (Local Data Company, 2025).
The above literature supports the idea that as a local SMB operated by its owner, T's Hair and Cosmetics can meet a clearly defined need that larger chain stores will never fill.

3.2 Business Development and Value Creation
Value creation occurs when a company delivers solutions to a specific problem experienced by its customers at a level greater than any alternative — rather than simply providing products (Porter, 1985). For T's Hair and Cosmetics, value is created via four very distinct methods:
• Accessibility: Providing easy-to-access inclusive products to 120,000+ residents in areas outside of 3 miles where current options are six plus miles away. 
• Inclusivity: Providing stock for hair types that mainstream retailers consistently neglect — fulfilling a proven demand that is ignored by these same retailers. 
• Assurance: Removing the largest pain points associated with on-line shopping — colour mismatch/texture mismatch/shipping delays/returns. 
• Expertise: Providing knowledgeable counsel helps to create trust/confidence — neither of which can be provided by either an algorithm or a supermarket shelf.
These four pillars align with Osterwalder & Pigneur’s (2010) Value Proposition Canvas — Identifying customer pains and developing your business to alleviate those pains. T's Hair and Cosmetics alleviates each of the documented problems that exist — traveling long distances/not having the appropriate product and buying on-line with little certainty.

3.3 Competitive Advantage 
Competitive advantage occurs when an organisation develops value which its competitors find difficult to reproduce (Barney, 1991). Competitive advantage may arise as either cost advantage (the organisation sells at a lower price) or differentiation advantage (the organisation offers something unique). T’s Hair and Cosmetics seeks differentiation advantage using four interdependent pillars:
• An inclusive product range — no competitor operates in Bexley with such an extensive product range to cater for all hair types; national chains do not source for their central stores and therefore could never adapt to Bexley’s demographic mix
• Convenience — The only physical hair specialist retailer operating within six miles; competitors cannot match the immediacy of access offered by having a physical store location in the community
• Specialist knowledge and advice — Employees working in the store possess knowledge of different hair requirements; employees of Boots and Superdrug have received no formal training relating to providing specialist hair care advice
• Connection to the community — The owner resides in Bexley and knows the area well; the owner adapts stock based upon understanding the area and builds customer trust; chains cannot provide such a level of familiarity
As such, competitive advantage arising from local knowledge and inclusivity does not rely on pricing to provide sustainability (Barney, 1991), so even if prices are marginally cheaper online, customers will continue to purchase due to certainty, convenience and knowing they are understood.

3.4 Research Gap 
Market data shows that the overall size of the UK hair and beauty sector is now worth £14.7bn (2025) and is increasing at 3.8 per cent year-on-year, with demand for inclusive haircare increasing by 47 percent since 2021 (Statista, 2026; Mintel, 2025). As a result of this growth in demand and sector size, virtually all of the existing research into the sector has been conducted nationally or into large urban markets — there is little or no research available into smaller suburban markets such as Sidcup/Bexley, which contain a high proportion of diverse communities however do not have a significant number of retailers supplying hair and beauty services that meet those communities’ needs. Additionally, there appears to be no studies previously completed regarding the gap for inclusive hair and beauty supplies specifically located in Sidcup/Bexley. Therefore, this study fills this gap by collecting primary data directly from Sidcup/Bexley residents — the actual customers for T’s Hair and Cosmetics — to measure the demand for hair and beauty services and products within this geographic area and to determine specific needs.

4. METHODOLOGY 
4.1 Research Philosophy 
The philosophical underpinning of this research is pragmatism — concerned with developing solutions to real world problems: measuring demand in Bexley/Sidcup for T’s Hair and Cosmetics. A key tenet of pragmatism is using the best methodology to address the research question (Saunders et al., 2013). Therefore, a combination of qualitative and quantitative methodologies is being employed to develop the widest possible body of evidence to support the development of T’s Hair and Cosmetics — as opposed to purely developing academic theory.

4.2 Research Approach 
A mixed methodological approach is being employed — employing both quantitative data (e.g. how many people will visit your shop/amount spent) and qualitative data (i.e. which products you require/products that you are unable to locate). A comprehensive picture will be developed — i.e. how much demand exists PLUS what customers require. This provides a robust foundation for demonstrating viability for T’s Hair and Cosmetics by illustrating both numbers and reasoning behind those numbers — critical components for demonstrating viability.

4.3 Research Design 
Research follows a cross-sectional design — collecting data at one point in time from residents in Bexley/Sidcup. The research design is exploratory and descriptive — examining current shopping behaviour/experience, identifying unmet needs and describing the potential market for T’s Hair and Cosmetics. Structured questionnaire(s) and short interviews will be used to collect data — which will then be analysed to identify common characteristics/demand preferences/current shopping habits.

5. Data Collection
5.1 PRIMARY AND SECONDARY RESEARCH 
The purpose of primary research is to collect data directly related to this project — based on customer needs — through three methods:
• Surveys — structured surveys will be completed in-person by 50+ residents in Sidcup, Bexleyheath and surrounding areas as well as online using social media groups specific to the areas;
• Interviews — 8-10 short one-to-one interviews will take place with local residents regarding current shopping struggles with finding certain products in the local area, what products they have difficulty finding in Sidcup and Bexleyheath and what types of products they would like to see offered at T’s Hair and Cosmetics;
• Observation — observing existing retail stores, including products offered by each store, and what seems to be missing in the area. The results will provide the answers to the following:
Who is our target audience?
What do we need to offer them?
Where else can they get what they need?
Would they even use a new local business such as T’s Hair and Cosmetics?
Secondary research is used to add an element of external validity to this study — providing a broader view of the local economy:
• Reports — Market reports provided by industry sources (Mintel, Statista, Retail Economics) detailing the overall hair and beauty market size, growth, and trends across the U.K.;
• Statistics — Population demographics (ONS, Bexley Council), including age, ethnicity, household income for the areas where the store will operate;
• Trends — Consumer trends in terms of how consumers spend money on beauty products during times of economic hardship;
• Competition Data — Location, range and prices of similar businesses (Boots, Superdrug, Sally Beauty — located in Bromley) and other competitors selling similar products online.
Using secondary research allows us to validate the idea that the local opportunity fits into larger national trends — therefore validating that opening T’s Hair and Cosmetics at this time is timely and supported by the larger hair care market.

5.3 Sampling Strategy 
Target Audience: Any resident of Bexley, Sidcup, Bexleyheath, Eltham and Welling (within a 3-mile radius of the proposed location);
Sample Size: 50+ questionnaire respondents; enough to identify clear patterns of demand;
Sampling Methodology: Convenient sampling — approaching potential customers while out in public (Sidcup High Street etc.) and supplementing this with snowball sampling utilizing local community groups;
Focus on Inclusion: We will intentionally seek to include participants representing all demographics that may utilize T’s Hair and Cosmetics, especially those with textured/ethnic hair — who represent the largest demographic under-serviced in the hair care category.

Market Demand Questionnaire / Interview Questions
Specifically designed for T’s Hair and Cosmetics — Bexley/Sidcup:
Shopping Habits
1. Where do you currently purchase hair and beauty products?
2. How frequently do you go shopping for haircare/beauty products?
3. How far are you willing to travel to locate the products you require?
4. What has frustrated you the most when trying to find hair products locally or purchasing them online?
Needs for Products
5. What type of hair do you have? (Straight/Wavy/Curly/Coil/Afro-textured/Other?)
6. What types of hair products are you having trouble finding locally?
7. Are there any difficulties you experience in locating hair products suitable for your hair type locally in Bexley/Sidcup?
Demand for T's Hair and Cosmetics
8. Would you visit and use a dedicated inclusive hair & beauty supply shop if it were established in Sidcup/Bexley?
9. How many visits per year would you anticipate making?
10. What hair products would you most want to see available at T’s Hair and Cosmetics?
11. What factors would influence your decision to select a local physical shop instead of ordering your products online?
Follow up interview questions — Why are these problems occurring? What makes a local physical shop better than an online retailer?

5.4 Data Analysis
• The quantitative data (from questionnaires) will be analysed through descriptive statistical analysis: percentages, frequencies, average values. This will be presented as charts/tables showing how many customers plan to use the store, which products they want, and where they currently purchase these types of products.
• The qualitative data (from interviews) will be thematically coded by means of: convenience, inclusiveness, available products, consulting/advice, reliability/trust. The thematic coding explains why the opportunity exists and how T's Hair and Cosmetics needs to act upon it.
• Comparative — Primary results will be compared to secondary sources to verify if the identified opportunity corresponds with larger trends within the market.

5.5 Ethical Considerations
• Consent was given by all participants — They were informed about the reason for taking part in the study and that their participation is optional.
• Anonymity — Only anonymous responses will be used; none of the participant’s identities will be known; the anonymity of each response will be maintained throughout the process.
• Data Protection — The organization is committed to GDPR compliance; all data collected during the course of this proposal will be secured and only used for the purposes outlined above.
• Withdrawal rights — At any point in time, participants can withdraw their data.
• No sensitive or identifiable data will be collected. 
• After completion of the project, all collected data will be disposed of.

5.7 Reliability and Validity
• Reliability — Each question is clearly stated; consistently worded; tested prior to being distributed; documented processes of collecting data and capable of repeating.
• Validity — Each question asks exactly what it intends to ask. The mixed method approach provides additional validation -- both provide evidence of consumer demand (numbers); and explanations for consumers' demands (interviews).
• Limits — Convenience samples do not necessarily represent all residents; although the sample size is limited (for a preliminary indication of demand), it is sufficient to support the preliminary opportunity analysis presented in section 6.1

6. INITIAL MARKET OPPORTUNITY ANALYSIS
6.1 Limitations
• The sample size of primary research was limited due to a finite amount of time and money — the results will be indicative and therefore cannot be taken as statistically representative of all consumers.
• Economic Volatility: There can be a difference between when the research takes place, and the time of launch. We have included a 10% contingency for cost-of-living changes that could affect how much people spend.
• Competitor Response: Established retailers might choose to add more products (range) into their offer, if they perceive us as a threat. This has been addressed through building strong relationships with the community, and by having products which no one else can sell. 

6.2 Identified Market Gap
	Current Option
	Strengths
	Weaknesses
	T’s Hair and Cosmetics Advantage

	Supermarkets
	Low cost, convenience
	Very limited range, no expertise
	✅ Full inclusive range + expert advice

	Online retailers
	Wide selection
	No physical inspection, delivery delays, no support
	✅ Immediate access + hands-on experience

	Distant specialist shops
	Specialist stock
	5+ miles away, travel time/cost
	✅ Local, accessible, same-day purchase

	Pharmacies
	Accessible
	Basic toiletries only
	✅ Dedicated hair/beauty focus



There is no other business operating in this way at present. It is the core opportunity.

6.3 Target Market Segments

	Segment
	Profile
	Needs & Preferences

	Young Adults (16–25)
	Students, social media users
	Trendy styles, wigs, extensions, mid-range pricing

	Working Professionals (26–45)
	Disposable income, time-poor
	Quality haircare, convenience, reliability

	Multi-cultural Communities
	Diverse hair textures
	Products for Afro, curly, mixed hair types — currently underserved

	Hair Loss & Medical Needs
	Alopecia, chemo patients
	Natural-looking wigs, sensitive skincare, discretion

	Salon Professionals
	Local stylists
	Wholesale supply, trade accounts, bulk ordering




6.4 Timeframe and Implementation Plan

	Stage
	Timeline
	Activity

	Month 1
	Sep 2026
	Complete research, finalise business plan, secure funding

	Month 2
	Oct 2026
	Secure retail premises, begin supplier applications

	Month 3
	Nov 2026
	Shop fit-out, branding, T's Hair and Cosmetics signage, stock ordering

	Month 4
	Dec 2026
	Staff training (if applicable), soft launch, social media campaign

	Month 5
	Jan 2027
	Grand Opening of T's Hair and Cosmetics

	Months 6–12
	Jul 2027 onwards
	Review sales, adjust stock, build trade partnerships, expand range



6.4 Gantt Chart
	Activity
	Sep 2026
	Oct 2026
	Nov 2026
	Dec 2026
	Jan 2027

	Complete Proposal & Research
	✅
	
	
	
	

	Secure Funding / Finance
	✅
	✅
	
	
	

	Find & Sign Shop Premises
	
	✅
	✅
	
	

	Supplier Setup & Stock Orders
	
	
	✅
	✅
	

	Shop Fit-Out & Branding
	
	
	✅
	✅
	

	Marketing & social media
	
	
	
	✅
	✅

	GRAND OPENING — T's Hair and Cosmetics
	
	
	
	
	✅






 CONCLUSION 
As shown in the evidence of this proposal, there exists a strong opportunity for T’s Hair and Cosmetics in Bexley/Sidcup. The UK hair & beauty industry is expanding; the growth rate of demand for inclusive products is increasing at a greater pace than the overall market; local consumers are unable to source a dedicated local supplier – as such they must either travel to purchase or shop on-line, which has many constraints. Primary feedback has continuously shown that local consumers desire and will support this type of business.
T’s Hair and Cosmetics does not simply offer a retail experience — it offers a solution to the existing lack of structure (inclusivity and accessibility) in the current retail offerings. As such, a national chain will not be able to supply this need as their product offering is designed from a national average perspective. Likewise, an on-line retailer will not be able to meet this need as they do not offer physical access and advice. Thus, T’s Hair and Cosmetics presents a unique competitive advantage based upon sustainability through being locally rooted and capable of duplication by other businesses.

 Market Opportunity Analysis
Introduction & Framework Overview
This chapter aims to identify whether a viable and attractive market opportunity exists to open a dedicated hair and beauty supply retail store in Bexley/ Sidcup, greater London. The analysis uses market Segmentation theory, Demand-supply gap analysis and consumer behaviour frameworks to analyse the market size, customer characteristics, drivers of Demand and external economic conditions. Insights are derived from local area observations and informal resident feedback supported by secondary data from reports from industry; retail statistics; demographics for the London Borough of Bexley. The purpose of this analysis is to prove that there is clearly unmet local Demand for the retail offering that this business will offer.
Market Size, Growth & Trends
The united kingdom's hair and beauty supplies market is a large, stable and growing industry: valued at approximately £14.7 billion in 2025, with a forecasted compound annual growth rate of 3.8% until 2030 (Statista, 2026). The consistent growth of the industry is because of increased consumer attention to personal appearance, hair diversity, and at-home beauty routines — all trends that were accelerated during the COVID-19 pandemic and have now become habitual behaviours among Consumers (Mintel, 2025).
Locally, the London Borough of Bexley has a population of more than 257,000 residents (Office for National Statistics, 2023), with Sidcup and Bexleyheath as the primary retail and residential hubs. The area has an increasingly diverse demographic profile — including an increasing number of Black, Asian and minority ethnic groups — groups who have unique hair and beauty needs that are consistently under serviced by mainstream generalist retailers. The most important aspect is that at present there is no dedicated hair and beauty supply shop operating in either Sidcup or central Bexley. Therefore, customers looking for specialist products need to travel up to 6 – 10 miles to access stores in Bromley, Woolwich or central London — or exclusively purchase via internet shopping — both options are inconvenient and limiting.
The key trends in the industry related to this business include:
• Inclusive hair care: Demand for products formulated for textured / curly / afros is increasing by 47% since 2021 — however the availability of such products on suburban high streets is very limited (Mintel, 2025). This represents the greatest opportunity for the proposed shop.
• professional beauty at home: Consumers continue to invest in professional grade products for use at home rather than just purchasing through salons — thereby increasing the amount of retail purchases.
• Preference for shopping in person: whilst online shopping is widely used — 68% of beauty Consumers still prefer to see / touch / test products prior to making a purchase (Retail Economics, 2026). This is especially critical when it comes to hair colour / texture / product consistency — areas where online shopping results in returns and dissatisfaction.
Market Segmentation
The business will serve three primary customer segments in the Bexley / Sidcup catchment area — each having unique needs that are not currently being met:
Demographic Segmentation
• age: focus primarily on age groups of 18 – 45 years — the demographic group that spends the most annually on hair and beauty products (Mintel, 2025) whilst continuing to cater for younger and older demographics.
• gender: all genders — men's grooming / beard care / hair products etc. To ensure full inclusiveness and avoid excluding any group.
• ethnicity & hair type: the defining feature of the business — stocking products suitable for all hair types — i.e. Afro textured hair / curly hair / wavy hair / straight hair / Asian hair / chemically treated hair / protective styling products. Mainstream retailers in the area typically only sell less than 5% of their range for ethnically diverse hair types — compared with the 30%+ that will be available in this shop (Equality in Beauty Report, 2025).
• income level: £25k – £60k + household income per year — Bexley’s average household income is above the UK national average — providing a solid base of discretionary spending capacity (Bexley Council, 2024).
Geographic Segmentation
• Primary catchment: Sidcup / Bexley / Bexleyheath / Eltham / welling — within a 3-mile radius covering approximately 120,000 residents who would use a local shop
• secondary catchment: Orpington, Bromley and Dartford – those Customers currently making trips to these locations to obtain supplies and would be attracted by a local alternative that is more convenient.
• location strategy: high street location providing good footpath access and nearby car parks – important for Customers needing to carry heavy bottles, hair extension kits and other bulky items, an advantage that online retailers Lack.
Behavioural Segmentation
Knowledgeable buyers: Customers who know what make or product they require – frustrated when the required item is either out of stock or does not exist locally.
Advice-seekers: Customers seeking recommendation, colour-matching, or general information relating to haircare – a service provided by no general retailer.
Trade & professional users: mobile hairdressers, beauticians and small salons in the area – require consistent stock availability, ability to purchase in bulk and trade pricing.
Occasion-focused buyers: those purchasing wigs, extensions and makeup for weddings/holidays/events etc. – generating predictable peak demand periods.
Customer Frustrations & Unmet Needs
Common & wide-spread frustration with current options identified through observation & informal conversations with residents of Sidcup & Bexley
1. No dedicated store locally: essentially, there is nowhere near enough to visit – Customers must make travel arrangements, pay to transport themselves, and use valuable time just to purchase hair products.
2. Limitations on-line shopping experience: unable to match hair colour, assess product texture, check suitability; high return rates, unexpected shipping costs and delivery delays mean that many Customers receive incorrect items or wait weeks for restock!
3. Extremely limited range available locally: Supermarkets and discount stores only stock mass-market brands – virtually no options for curly or coil hair, no wigs, no hair extensions and no professional strength treatments available.
4. Lack of product expertise among retailer employees: general retail employees have zero specialized knowledge regarding ingredients, usage, compatibility with your hair type etc. – therefore you cannot get answers to simple questions about products from them.
5. Access barriers: elderly residents, parents with young children, people without reliable transportation are effectively excluded from accessing specialist products entirely!
Core unmet need: a physical retail space located within Bexley/Sidcup where all Customers (regardless of hair type or background) can find the products they require, inspect them personally and obtain helpful information/knowledge from sales personnel without traveling miles away or waiting for deliveries.

Demand Drivers & Economic Conditions
Economic Environment & Consumer Behaviour
The ongoing economic downturn has had an adverse effect upon many household budgets across the U.K However, the beauty sector has proven resilient and consistently demonstrates "lipstick effect" behaviour: consumers may reduce spending on large luxury goods and services but continue to purchase smaller more affordable self-care products as a manageable luxury (Deloitte Consumer Tracker 2026).
While some Customers will be trading down from premium brand names to mid-range alternatives overall demand for hair and beauty supplies is stable – thus the Business will offer a balanced price range from budget to premium to ensure all income levels are able to access products.
Bexley's lower unemployment rate than the Greater London average and higher home ownership rates indicate a more stable local economy with consistent disposable income capability (Bexley Council 2024). This supports the viability of establishing a retail Business targeted at every day and regular purchases.
Specific demand drivers for this Business
• total market gap: due to the absence of direct competitors almost all local demand is currently being either met inadequately or not met at all – the Business will capture existing demand immediately upon opening.
• inclusivity as a demand driver: by catering to hair types which mainstream stores ignore the Business will identify & leverage an active underserved customer base that is loyal to businesses who understand their needs.
• convenience premium: even if prices are occasionally slightly higher Customers will choose a local physical shop over an online alternative because it saves time & effort searching out products via delivery methods.
• connection to Community: as a local owner operated Business the shop can adapt its inventory to reflect the particular needs of the Bexley Community – something national chain companies simply cannot or will not do.
Primary Research Findings 
Between July and August 2026, primary research was conducted through informal conversations with 30 residents within Sidcup and Bexley; results included:
• 90% confirmed they would most certainly or regularly use a dedicated hair and beauty product supply store if one were to open in their local area. 
• 83% reported traveling out of their local area or ordering from online retailers to locate products which meet their needs. 
• 77% reported that they regularly experience difficulties in finding products which meet the specific requirements of their hair types in the local stores. 
• 67% confirmed they strongly prefer purchasing hair and beauty products in-store versus shopping online. 
• Products most asked for: hair extensions, wigs, curly/coil hair products, braiding hair, and specialty skin care. 
Although these are preliminary sample statistics, the consistent nature of the comments combined with the frequency of positive responses confirms a significant amount of hidden demand exists — people are clearly seeking this service in their local area and are unable to obtain it at present. 
Summary of Market Opportunity 
It is evident there is a clear, quantifiable, and attractive market opportunity for this business:
• A sizable, stable resident base with above average disposable income levels. 
• A proven and expanding marketplace for hair and beauty products targeted towards consumers who require more inclusive options. 
• No direct competition is providing services in the local trade area. 
• Documented frustration and/or inability for customers to source required products using available online and traditional retailing alternatives. 
• Economic conditions supporting stability and moderate discretionary spending opportunities. 
This is not simply a growth opportunity — it is an underserved marketplace located within proximity to the target market with a considerable potential for capturing demand quickly while building strong relationships with customers through inclusiveness, accessibility, and trust.

Competitive Environment Analysis
Introduction & Framework Overview
This section examines the competitive context in which the proposed hair and beauty supply shop in Bexley/Sidcup operates. It utilizes porter's five forces model to determine the overall attractiveness of the industry and the level of competition and power in the marketplace. Additionally, it uses a PESTLE analysis to evaluate external macro-environmental elements that might affect the business. The section also provides a detailed analysis of current competitor businesses including their strengths and weaknesses as well as the competitive positioning gaps that the business will address. Overall, this section aims to provide evidence of a business understanding of the competitive environment, to outline potential risks and opportunities and to validate why the business has been positioned to create and sustain competitive advantages over time.
Competitor analysis & positioning
As stated earlier, there are no direct competitors – i.e. No dedicated hair and beauty supplies outlets – currently trading in the Bexley/Sidcup immediate area. Indirectly therefore, all competing businesses operate through various retail formats, each having severe limitations on their ability to serve customers who require specialized products for textured/ethnic hair:






 Competitor Profile
	Competitor
	Format
	Strengths
	Weaknesses

	Boots / Superdrug
	National high street chains
	Brands recognised by consumers, nationally consistent pricing, integrated internet capabilities
	Very limited (or none) hair extension/wigs products, limited product selection for textured/ethnic hair, employees knowledgeable about neither the products nor consumer requirements

	Tesco / Asda / Sainsbury’s
	Supermarket retailers
	late night/holiday extended trading hours; one stop shopping; very competitive pricing 
	no exclusive or specialty hair care products available; no customer service; no ethnic/curly/textured hair products


	Amazon / Beauty Bay / Look Fantastic
	e-commerce
	ability to browse/view products 24/7; National shipping capability
	extensive product lines buyers can't see/test products prior to purchasing; long waits for deliveries; high return rate of purchased goods; buyers receive little personal assistance; colour/texture of hair can't be confirmed

	Sally Beauty — Bromley
	Specialty retail trade prices offered, 
	wide variety of professional products trading

	location is greater than 7 miles away from target area — necessitates travel; fewer stock levels of ethnic hair products than anticipated by local consumers; no relationship with Bexley community


	Local independent salons
	local-led retailer 
	Hair salon services, established relationship with existing clientele; professional reputation 
	very limited retail floor space and inventory; higher price points; limited store hours; only selling branded products they utilize in-salon stores



 Competitive position analysis
There exist two disparate positions among competitors:
1. Generalist — mass market suppliers — convenient and affordable, but extremely limited product range. These competitors restrict the sale of non-mass-market hair types due to both limited shelf-space and restrictive distribution agreements.
2. Specialist — online retailers — large variety of products available, but lack accessibility, visibility and human interaction.
The identified niche within the Bexley/Sidcup market that this business will occupy is as follows: a locally-based, physically-located, inclusive Specialist retail outlet — affordable, accessible, in-person and fully stocked for all hair types and beauty requirements. None of the existing businesses occupying these locations in Bexley/Sidcup.
Porter’s five forces model
Threat of new entrants — moderate
• low Barriers to entry: there are no legal requirements for professionals to establish this type of business; initial capital investment required is less than most other types of businesses; wholesale suppliers are widely available.
• high Barriers to success: the business requires extensive knowledge of diverse hair types, inclusive product sources and understanding of specific community needs — expertise that an ordinary new entrant would not possess.
• availability of suitable trading locations within Sidcup/Bexley is very restricted once established. Therefore, it becomes difficult for another identical business to enter the same catchment area and compete effectively.
• conclusion: while others could potentially start up a similar business to this proposal, it is likely that few would emulate the focus on inclusivity and local market understanding that form the basis of this business’s competitive advantage.
Bargaining Power of Suppliers — MODERATE
Large international manufacturers (Unilever, L’Oréal, Procter & Gamble etc.) hold significant bargaining power as major suppliers — these companies set a variety of requirements including minimum purchase quantity and standardized pricing models.
There are also many smaller independent specialty hair cares and cosmetic manufacturers who target specialty and niche markets — especially those focused on hair texture for people of colour; these smaller manufacturers typically search out new wholesalers and distributors, often providing flexibility in terms of purchasing quantity, margin, and other wholesale terms than larger manufactures.
By stocking an assortment of both large known national brands, as well as emerging niche brands, the business limits its dependence upon one large manufacturer and maintains the ability to bargain with multiple parties.
As the volume of purchases increases, the business’s bargaining power will increase relative to manufacturers. Manufacturers may provide lower prices and/or longer payment terms which could improve profitability.
Bargaining Power of Buyers — HIGH
Customers have several alternatives such as online retailers, chain stores, travel to nearby cities and towns. Most hair care and cosmetic products are generic and are identical whether bought at a supermarket or specialty store or from an internet retailer.
This means that price alone cannot serve as the sole basis for differentiation. The company will focus on developing a unique image through the combination of a complete product line selection, convenient location, wide range of culturally diverse hair textures represented, and personalized knowledgeable service. Since buyers generally cannot replicate this combination of attributes, the business will develop customer loyalty through the localized availability of the products the buyers need, thereby creating a barrier to price-based competition.
Threat of Substitutes — HIGH/MODERATE
Online shopping represents the largest and growing threat of substitutes. However, there are two fundamental reasons why this is limited. First, customers are unable to physically touch, smell or visually match colours and textures of products before making a purchase. Second, customers require assistance with selecting the appropriate product(s). These same limitations make it difficult for customers to find substitutes among salon-only products since these products are normally significantly higher priced and therefore less accessible.
The third type of substitute — homemade or alternative products — have never been able to replace mass marketed consumer products due to lack of awareness and interest in using them.
Mitigation Strategy
The physical store will continue to provide customers with three key elements that online retailers are incapable of delivering — instant access, visual confirmation, and human guidance — thus limiting the threat of substitutes.
Rivalry Among Existing Competitors — LOW
In addition to the absence of direct competition in Bexley selling a similar product range and format, there is only one additional level of competition based on format — i.e., physical shops versus online retailers versus supermarkets. Therefore, there is no competition between like businesses.
National chain stores procure their inventory from central locations and therefore cannot adapt their product offerings to meet the specific ethnic demographics of Bexley. Thus, even though there may be national chain stores available in the surrounding areas of Bexley, the business will fill an important void that will limit national chain expansion into this geographic region.
Conclusion
At present, the level of competitive rivalry facing this new entry into Bexley is relatively low. The new business will enter a geographic market with no current competitor. The new business will gain customer loyalty and establish itself as a recognized brand without having to compete directly with existing local competition.
Five Forces Summary
In conclusion, this industry is very attractive for a new business entering this industry with the correct strategic approach: while there is little rivalry amongst competing businesses in Bexley, there is strong unmet demand for specialized products. Inclusive positioning strategies will allow the new business to neutralize both supplier and buyer power. The two greatest threats — increasing e-commerce and future new entrants — will be managed by focusing on serving the local population and building close relationships with local consumers.

PESTLE ANALYSIS 
POLITICAL
• The UK Government and Bexley Council both help small businesses through their policies, especially by providing business-rate-relief and High Street Improvement Grants. This gives an independent retailer like this one, a favourable environment in which to open and operate.
• Equality Legislation: The Equality Act 2010 supports the ‘business-case’ for inclusive provision. Providing goods/services for all communities is not only an ethical imperative; it also helps the business achieve public equality objectives.
• Local Planning: Bexley Council's Local Plan specifically promotes Independent Retailers on Sidcup High Street. This creates a favourable atmosphere to establish and run a new business.
ECONOMIC
• Cost of Living /Inflation: With households under pressure due to inflation costs there is a possibility that demand could shift towards mid-range and 'value' branded products; however, historically demand for beauty products has been quite stable – so if necessary the business can adjust its stock accordingly. 
• Economic Stability of the Area: Compared to the rest of Greater London, Bexley enjoys greater levels of employment and higher-than-average incomes - leading to greater discretionary income spent locally.
• Transparency of Prices: Due to online comparison of prices consumers are now able to immediately see how comparable other prices are -- therefore the business will ensure that it matches the main-line prices of its competitors, and then add value via customer-service, range and convenience. 
SOCIAL
• Awareness of Diversity & Inclusion: As consumers become more aware of diversity and inclusivity issues, they will increasingly seek out businesses that reflect and serve their diverse community needs -- this is a large marketing opportunity. 
• Trends of Natural Hair & Self-Care: The growing trend of natural hair and self-care has driven up demand for certain types of hair-products and made buying beauty-products, a key element of self-care. 
• Preference for Shopping Locally: 61% of consumers deliberately choose to use local, independent shops over national chains wherever possible (Local Data Company, 2025). This directly benefits this independent shop. 
TECHNOLOGICAL
• Technology as a Levelling Tool: Using social-media platforms such as Instagram, TikTok and Facebook allows a small, independent shop to show its products, give advice and create a loyal-following at very little cost -- thus competing on visibility terms with much larger businesses. 
• Accessible Technology for Retail Businesses: Even start-ups can access professional and efficient cloud-based EPOS systems, inventory-management and accounting-software. 
• Integration of Click-and-collect Options: Simple to integrate into existing retail-systems to offer consumers the option of collecting their orders from the store after purchasing them online.
LEGAL
• Regulation of Products/Services: Both the Consumer Rights Act 2015 and the UK Cosmetics Regulations provide clear and uncomplicated compliance requirements -- no unusual or expensive legal hurdles exist. 
• Compliance with GDPR/Data-Protection Laws: These laws are common-place for all businesses -- imposing few additional operational burdens.
• General Business Compliance: All retail businesses need insurance, Health & Safety assessments and licenses etc., so these do not pose any risks. 
ENVIRONMENTAL
• Customer Expectations around Sustainability: As consumers grow in expectation regarding sustainability issues (cruelty free, vegan and eco-friendly), the business will dedicate 20-25% of stock space to sustainable products. 
• Local Sources: By sourcing from UK based independent suppliers, the business is reducing transportation emissions and has a strong marketing angle based on ethics.
Key Success Factors
To have success in this business model and continue to be competitive; the company must offer these services on an ongoing basis:
1. A comprehensive product line -- A product selection that will fit each hair type and texture: The largest factor that will cause consumers to purchase at your store rather than another.
2. Convenience in shopping locally -- Your store is easy to get to, open reasonable hours, and has convenient parking.
3. Knowledgeable service -- Having the ability to answer consumer's questions and provide recommendations (something that NO other competitor does).
4. Reliable inventory -- Ensuring that the most popular items are always stocked so that the consumer can rely on purchasing from your store.
5. Honest, transparent pricing -- Pricing like major retailers on core items but offering better value through price point.
6. Connection to the community -- Creating a relationship with the consumer, providing support to local organizations, and participating in events within the Bexley community (this is something that national chain stores cannot accomplish).
Market Gaps & Strategic Implications
There are three structural gaps that define the entire strategic plan for the business based upon the research performed during the study:
• Range Gap: No local retail outlet provides products for all hair types; therefore, strategy: build a business built on inclusiveness as it relates to providing the full range of products for all hair types.
• Access Gap: Consumers may need to go miles out of their way or wait for shipping/online delivery; therefore, strategy: Provide instant access by having a high street presence and allowing consumers to pick up products immediately (same day), if needed.
• Advice Gap: There are no experts aiding; therefore, strategy: Include excellent customer service with knowledgeable staff who can help the consumer make informed decisions about hair care products.
These gaps will remain in existence forever. It is impossible for national chains to create a customized product line for a particular geographic area as they base their product offerings on a national average. Furthermore, there is no possible way that online retailers can physically show a product to a potential customer or assure them of the quality of the product. As such, these gaps represent a sustainable competitive advantage that cannot be easily duplicated or priced under by competitors.
Conclusion 
The competitive environment for the proposed business is extremely favourable. Even though the internet and general retailers exist today, neither solves the fundamental issues that local consumers encounter daily: how accessible the retailer is to them, how visible the products are for them, what an inclusive product line is available to them, or where they can obtain trustworthy advice about hair care products. By establishing itself as the local and inclusive specialist, the business can avoid direct price competition with other retailers and occupy a niche that no one else is occupying.


CHAPTER 7 — BUSINESS STRATEGY

7.1 Introduction & Strategic Frameworks
This chapter sets out the strategic direction of T's Hair and Cosmetics using various strategies which were previously identified through literature reviews of existing studies within the Bexley/Sidcup market area. By combining the previous analysis based on the literature review, market survey and competitive analysis, a strategic position that is both clearly defined and supported by evidence may now be formulated. The following strategies will be utilised:
• PESTLE — Macro-environmental external analysis
• Porter’s Five Forces — Competitive intensity and industry structure
• VRIO — Sustainable internal resources analysis and competitive advantage
• SWOT — Summary of strategic position
• Porter’s Generic Strategies — Selecting competitive strategy
The systematic application of these strategies allows us to progress from identifying our business environment to ultimately select a viable strategy that can ensure long term viability.

7.2 External Analysis
7.2.1 PESTLE Analysis
• UK government schemes to support small businesses: start-up loans; business rate relief; grants to regenerate the high street (Department for Business and Trade, 2025)
• Bexley council’s local plan places great emphasis on vibrant town centre environments and promoting independent retail — beneficial to a new independent retailer on a high street
• Hair/Beauty Retailers are subject to no regulatory restrictions. Product safety is governed by the UK Cosmetics Regulations 2013 — Well established, well managed and therefore minimal risk.
Economic
• The UK Beauty Market will continue its growth trend at 3.8 per cent annum to reach £14.7bn in 2025 (Mintel, 2025). Due to being one of few markets that has continued to grow even through periods of rising inflation, we believe that there is less financial risk associated with entering this sector compared to many others
• Median Household Incomes in Bexley are marginally higher than those in other Outer Boroughs of London — Sufficient disposable income exists to purchase discretionary goods/services
• Customer Behaviour Change: Since 2021, demand for Inclusive/Diverse Hair & Beauty Products has increased by 47% (Mintel, 2025) — As consumers become more aware of diversity issues and how they are represented within their community.
• Diversity of Population in Bexley has grown significantly, however mainstream retailers’ product ranges are centralised rather than tailored to reflect the demographic characteristics of individual areas where they operate — Therefore filling a niche opportunity for T's Hair & Cosmetics
• Pandemic: Shoppers are seeking more experiences when shopping and wish to be able to physically verify/instantly try products prior to making a purchase decision. Both key advantages of shopping at a physical store such as T's Hair & Cosmetics rather than purchasing online
Technology
• Social Media platforms (Facebook; Instagram; Tik Tok) enable low cost, visually engaging marketing communications — Ideal for demonstrating hair texture, colour etc. along with products.
• EPOS systems, cloud-based inventory management systems and website building platforms allow smaller scale retail operations to be made commercially feasible and efficient.
• Online Shopping remains competition — However, T's Hair & Cosmetics uses this to its advantage by providing customers with an opportunity to personally visit the shop and receive immediate assistance/advice prior to making a purchase decision.
Legislation
• GDPR/Data Protection Act 2018 — Compliance regarding customer data storage/retrieval
• Consumer Rights Act 2015 — Returns; Description; Quality of Goods/Services Sold
• Cosmetic Products (Safety) Regulations 2013 — Safety of Cosmetic Products and Labelling Requirements
• Health & Safety; Employment Law; Business Rates etc. — All standard regulatory obligations applicable to all retail operations
Environment
• Rising number of Consumers who seek environmentally friendly packaging options and/or Ethical Brands T's Hair & Cosmetics can source suppliers accordingly.
• Local sourcing provides lower carbon footprint through reducing transportation emissions — Marketing Advantage.
• T's Hair & Cosmetics has relatively little Environmental Impact from operational activities — Low Risk and easily managed

7.3 Porter’s Five Forces Analysis
Threat of New Entrants — MODERATE
The amount of money needed to start up a new hair and cosmetics store is low, so it does not take much to enter this market. Most of the suppliers of hair and cosmetic products that would need to be purchased for a new business can also be accessed directly from their websites. Additionally, there are no formal certifications needed to become an owner/operator in this type of retail space.
T's barriers to success include Understanding of different hair types + ability to develop a trusted inclusive brand identity = not easy to duplicate by generic stores.
T has an advantage because it was established first in a gap market building customer loyalty prior to other potential entrants.

Bargaining Power of Suppliers — MODERATE
There are many large suppliers for mainstream hair and cosmetic products; however, the number of unique, niche-inclusive brands available to purchase for a specific store are relatively few. If a retailer such as T's Hair and Cosmetics were to grow larger, they will have greater bargaining power with their suppliers as well.
Strategy: Develop relationships with BOTH national distribution companies AND smaller independent inclusive brands — Diversify your supplier base.

Bargaining Power of Buyers — HIGH
Customers can go to one of several places including Boots, Superdrug, supermarkets, etc., to buy hair and cosmetic products. However, T's Hair & Cosmetics has created a barrier to entry for customers looking to access the full inclusive range of products that T offers — reducing buyer power for specialty products.
Convenience + Inclusivity = Combination that no competitor matches.

Threat of Substitutes — MODERATE
Online retailers are currently the largest threat to T's Hair & Cosmetics as substitutes. While they may provide the convenience of shopping from home, they do not provide the same level of service as T's including face-to-face consultation, immediate pickup and advice.
Salons sell these products, but at higher price points and a narrower selection than what is offered at T's Hair & Cosmetics . T's is positioned to bridge the gap between the convenience of buying online and the expertise found in salons — physically located, accessible, affordable.

Competitive Rivalry — LOW
There are zero direct competitors for T's Hair and Cosmetics in Bexley/Sidcup — no other company has a dedicated hair and beauty supply store focused exclusively on providing inclusive products.
While indirect competitors (e.g., Boots, Superdrug, Amazon) are selling mainstream hair and cosmetic products — they do not compete with T's based on its core competency — inclusive product depth.
Therefore, while competition exists within the mass-market segment — T's Hair & Cosmetics has filled a void in a previously unoccupied niche.
Conclusion: Given the favourable internal and external environments — a niche-entrant into this industry is likely to find the environment attractive. With little rivalry, and clearly defined gaps in the marketplace, T's Hair and Cosmetics should have significant opportunities for establishing itself with minimal direct competition.

7.4 Internal Analysis — VRIO Framework
Determine how which resources can create long-term sustainable competitive advantage (Barney, 1991):
Resource Is Resource Valuable? Is Resource Rare? Is Resource Inimitable? Is Resource Organized? Creates Competitive Advantage 
Hair care products for all hair types Provides Long-Term Competitive Advantage — There is no local competitor who sells this range of products; National chains cannot match this breadth of options quickly 
Owner/Operator Local Knowledge & Community Connection Provides Long-Term Competitive Advantage — Owner/Operators personal trust and understanding of the community cannot be duplicated 
High Street Physical Retail Space Short-Term Competitive Advantage — High Street locations can be matched, but finding prime locations is difficult 
Local Social Media & Engagement Neutralizes Competition — Other similar businesses can easily duplicate this resource 
Electronic Point-of-Sale Systems & Inventory Management Systems Equalizes Competition — Businesses with standard EPOS systems have equal access to this resource
Primary Learning: The two resources that have the greatest impact on creating long-term sustainable competitive advantages — inclusive product range and customer relationship/trust — are both valuable, rare and hard to replicate. Therefore, once identified, T's Hair and Cosmetics can protect its market share regardless of whether other businesses recognize the value in entering the market. Both are strategic foundations for future.

7.5 SWOT Analysis
Strengths
• ✅ The only store of its kind in the area — there is no other store like this so there is no direct competition
• ✅ A deep understanding of all the different hair requirements for different textures — I will curate the products to meet those requirements since no one else will
• ✅ Locally owned and operated — I am living in the same community as my customers and therefore I will be able to adapt and respond to their needs quickly
• ✅ Brick and mortar retail space — customers can physically see, touch and compare items immediately before making a purchase. Once purchased they can take the item(s) with them
• ✅ Low operating expenses at start-up — owner operator with few employees to pay
Weaknesses
• ⚠️ Start-up new company — no established client base or revenue history
• ⚠️ Less purchasing power than larger companies such as Boots and Superdrug
• ⚠️ One store location — reaching customers only within the radius of the store location
• ⚠️ Store traffic based upon foot traffic on the high-street — dependent upon economic conditions 
Opportunities
• 📈 The inclusive beauty market is increasing at a rate of 47% greater than the overall market (Mintel, 2025)
• 📈 Population in Bexley increasing and becoming increasingly diverse — resulting in increased demand from these groups
• 📈 Mobile hairdressers and salons — untapped trade customer potential
• 📈 pre-ordering via internet and click-and-collect — extends reach without additional lease obligations
• 📈 Educational workshops and hair care advice — increases repeat visits and builds loyalty 
Threats
• 📉 Online retailers (Amazon, etc.) — continuous pricing pressure
• 📉 Reducing consumer spending due to inflation
• 📉 Large retailers incorporating their own versions of inclusive ranges into their stores over time
• 📉 Increasing costs associated with renting commercial property 

7.6 Strategy Selection & Value Proposition

7.6.1 Porter’s Generic Strategy — Differentiation Focus
T’s Hair and Cosmetics will follow a Differentiation Focus generic strategy:
• Focus — Identifying a specific niche underserved by all others: individuals having textured/ethnic hair; those seeking inclusiveness options
• Differentiation — Providing a selection that no one else in the local market offers: a comprehensive offering of a variety of hair products for all hair types; combined with knowledgeable, inclusive service
“Differentiation refers to creating a product or service that provides something unique to your customers…that you provide value to your customers through some form of differentiation…differentiation allows you to create a competitive advantage” (Porter, 1985) 
This is NOT price-based competition; T’s doesn’t have to be less expensive than other stores; T’s simply needs to be the ONLY place consumers can acquire products tailored to their individualized hair needs. That creates a very strong and defensible positioning.

7.6.2 Unique Selling Points (USPs)
1. The Inclusive Range — All hair types are offered equal representation …not an after-thought.
2. See It, Touch It, Take It Away — No guesswork required when shopping online …no returns …immediate availability.
3. Advice That Understands — Employees familiar with curly, coil, and textured hair.
4. Your Local Shop — Created specifically for Bexley / Sidcup …by someone living 7.5.3 Value Proposition
T’s Hair and Cosmetics is providing Bexley / Sidcup residents with the inclusive hair and beauty products they currently must travel long distances or sacrifice quality for by finding them in a welcoming physical environment where every hair type matters.

7.7 Competitive Advantage
Three layered advantages working together:
1. Product Differentiation — Unparalleled Inclusivity 
National retailers (Boots and Superdrug) offer products designed for average national demographics. T’s offer products created for the actual diversity found in Bexley / Sidcup. Therefore, consumers with textured hair (the least served group), find products in our store they cannot obtain locally anywhere else. Because national retailers do not update their lines frequently and centrally, this advantage is sustainable.
2. Convenience and Accessibility — Physical Presence 
The benefits of shopping in person cannot be replicated by shopping online including the ability to visually confirm colour prior to purchase, hold products, take products home today, or return them easily. T’s combine the best of both worlds: local convenience + exclusive specialized offerings = a model no competitor can duplicate.
3. Community Trust — The Human Element 
Consumers support businesses that relate to them. Through being local, visible, and genuinely inclusive, we establish trust that transcends price. Consumers will choose T’s because they want to, not just because they must. An emotional connection that is difficult for competitors to mimic represents the ultimate competitive advantage.

7.8 Key Success Factors & Implementation
7.8.1 Success Measurement Criteria
• Traffic flow/Conversion Rate — What percentage of visitors convert into buyers?
• Repurchase Rates — Goal is 40%+ repurchases within six months of opening (Indicates Loyalty)
• Trade Account Growth — Salons/Stylists continually ordering
• Sales by Category — Identify which categories produce sales growth
• Consumer Feedback — Both in-store, social media
7.8.2 Ensuring a Secure Strategy
- Product Depth First: Establish an extensive range of products at launch to ensure that all customers' needs are met from the start (the best reason that customers return)
- Location Matters: Choose locations which allow high levels of exposure such as prime positions in Sidcup High St and Bexleyheath Broadway. Foot traffic = Awareness
- Competitive Pricing Match: Compete on standard lines as a customer may choose to purchase other products through you and then you offer specialist product lines at a premium margin.
- Build Trust Through Customers’ Testimonials (Social Proof): Create interest before opening by showing future customers using your products, post opening show them purchasing and using them too (social media).
- Continuous Improvement: Monitor sales and consumer feedback, modify stock accordingly; being small allows rapid response to changing markets.
7.8.3 Summarising the Future Direction of the Business
There is no competition between T’s Hair and Cosmetics and the likes of Boots/Amazon – T’s complements their offerings. This avoids the need to engage in price wars against larger retailers and creates a unique space within which T’s is the only supplier, the most powerful strategic position available to a small business.
Conclusion
The external assessment has shown that there is considerable growth potential in this market area that is unlikely to diminish in the foreseeable future. There are many areas of unmet demand and a lack of supply.
Internal Assessment shows that T’s Hair & Cosmetics possess significant and rare, and therefore difficult to replicate, advantages through its unique combination of product range knowledge and connections to local communities.
SWOT Analysis clearly identifies a major gap in the marketplace and T's Hair & Cosmetics capability to fill this gap. Therefore, by adopting a Differentiation Focus Strategy T's Hair & Cosmetics will deliver value to customers that no other competitor currently offers.


CHAPTER 8 — BUSINESS MODEL CANVAS
Note: a complete visual business Model Canvas for t’s hair and cosmetics is contained in appendix E. Each element of this canvas is explained in detail through narrative and how it creates, delivers and captures value.
8.1 Introduction
The business Model Canvas by Osterwalder & Pigneur (2010), outlines how t’s hair and cosmetics provides value to its clients, delivers value to its client base and creates Revenue. All elements of the business Model Canvas support the primary strategic position defined in Chapter 7; an inclusive, accessible local specialist servicing a gap created by the mainstream.
8.2 customer Segments
There are Three clearly identifiable but overlapping Segments of clients that will be supported by the company:
Primary segment — local public (16 – 65+)
approximately 120,000 Residents of Bexley, Sidcup, Bexleyheath, Eltham, and welling (a 3-mile radius) purchase hair and beauty products regularly and generally must travel long distances or make purchases online as their local options are limited.
Priority core segment — underrepresented hair types
Clients with curly, coil, Afro textured or chemically damaged hair — these clients are underserved by mainstream retailers due to understocking. These clients would be the most loyal due to the lack of alternative stores.
Secondary segment — trade clients
Local mobile hairdressers, beauty therapists and small salons who currently must travel to either Bromley or Central London to purchase stock. As trade clients, they receive discounted prices and Bulk collections creating a consistent volume of repeat orders from a reliable source.
This structure is intended to allow all client types to enhance each other; both a salon owner and a young person purchasing hair extension products can do so in the same welcoming environment.


	Segment
	Size Est.
	Needs
	Behaviour

	Multi-cultural households
	Large & growing
	Afro, curly, mixed hair products
	Struggle to find locally; travel far

	Young adults 16–25
	Significant
	Wigs, extensions, trendy makeup
	Price-sensitive; social-media influenced

	Working professionals 26–45
	Core market
	Quality haircare, convenience
	Time-poor; willing to pay for quality

	Hair-loss / alopecia customers
	Niche but underserved
	Natural wigs, sensitive skincare
	Need discretion & advice

	Local salons — trade
	5–10 salons nearby
	Bulk stock, trade pricing
	Currently travel or order online



8.3 Value Proposition
T’s hair and cosmetics has several factors that create essential aspects of the business:
• inclusion — equal representation of every hair type
Curly/coil haircare, braid products, ethnic skin care, and makeup in a wide range of colours available — all curated to ensure everyone feels included.
• convenience — see it, try it, buy it
No waiting for delivery, no trying to guess the colour of products, and no returning costly items. Having instant access to all products eliminates the largest drawbacks of online shopping.
• expertise — Knowledgeable, Inclusive Advice
Employees know the products for which they are selling them and offer trusted advice to clients — something self-service kiosks such as those found in boots could never accomplish.
• community first — local & accessible
All prices are competitive and transparent. The store is easily reached, welcoming and developed specifically for the individuals who reside locally.

8.4 Channels
Channels through which Customers obtain the value provided by t’s hair and cosmetics:
Physical store — primary channel
A high street location in Sidcup or Bexleyheath. Customers can walk in, browse the aisles, select products they wish to purchase, pay for products and then immediately remove themselves from the premises. This is where the relationship between the retailer and Customers develops trust and where the inclusion experience comes alive.
Social media — awareness & engagement
Social media platforms including Instagram and Facebook display products, use social media to show Customers how to utilize products, display photographs of Customers using products and display announcements regarding new stock. Social media engagement brings potential Customers into the physical store.
Click & collect — a bridge between online shopping & physical store experience
Online reservations or pre-orders enable Customers to Click & Collect products purchased online in the physical store. Click & Collect enables convenience while still providing Customers with an opportunity to interact with employees.


	Channel
	Purpose
	Frequency

	Physical Store
	Primary sales & experience
	6 days/week

	Instagram
	Product showcase, tutorials, engagement
	Daily posts

	Facebook
	Community updates, reviews, local info
	3–4x/week

	TikTok
	Short tutorials, behind-the-scenes, trends
	2–3x/week

	Local Flyers
	Pre-launch awareness & opening
	One-off + seasonal

	Word of Mouth
	Trusted referrals — most powerful channel
	Ongoing



8.5 customer relationships
Customer relationships will be maintained through:
• one-on-one service — employees provide product information, make recommendations and develop relationships with frequent Customers.
• loyalty program — encourage repeated visits through rewards/Points programs.
• trade pricing — dedicated pricing plans, credit terms and Bulk ordering for professional Customers.
• community participation — actively listen to customer feedback and modify product offerings based on community input and participate in local discussions.
In developing trust prior to making transactions — Customers visit t’s hair and cosmetics repeatedly not merely for products but also because they feel they have been acknowledged as valued members of the community.
8.6 Revenue streams
Revenues streams developed by t’s hair and cosmetics:
8.6
Trade Sales — secondary source (approximately 15 – 20%)
Bulk sale of products to local salons and barbers. While there is less profit margin per item than retail Sales there is also predictable, high-volume repeat income from trade accounts.
Potential future revenues streams:
• workshops/conferences within the store related to hair care/consultations.
• delivery of products within a 3-mile radius of the store.
• once established nationally — offering online shipping of products.
Multiple sources of revenues diversify and stabilize income streams — not dependent upon one product or clientele type
	Stream
	% of Revenue
	Notes

	Retail product sales — haircare
	40%
	Core daily sales

	Retail — wigs & extensions
	30%
	Higher average spends

	Retail — skincare & makeup
	20%
	Growing category

	Retail — tools & accessories
	8%
	Impulse purchases

	Trade / wholesale accounts
	2%
	Future growth

	Wig fitting / consultation
	<1%
	Premium service option



8.7 Key Resources
This is what the business will need to generate and provide its' value:
Physical — a high street retail property
An easily seen and accessed ground floor space that has plenty of natural light and car park spaces available close by. Approximately 40– 60sqm, enough to show off the entire inclusive product line but not so large that the rent would be too high.
Stock of products — the core resource
A complete, all-encompassing inventory. This is the company's most asset and why consumers visit. The company carefully curates the inventory to balance its inclusion (the number of different items) with its cash flow.
People — owner/community knowledge
Knowledge of how various types of hair require care. Understanding of the local market. Developing long-term relationships. No amount of money can buy this type of knowledge — it is unique to the founder and their competitive edge.
Systems/Digital — epos, inventory and social media
Inexpensive systems which operate from the cloud and help keep daily operations as simple and productive as possible from the start.

	Resource
	Details

	Premises
	40–60 sqm, Bexley/Sidcup high street, 3-year lease

	Initial Stock
	£10,000 — balanced across categories

	EPOS & Inventory
	Cloud-based system — £29/month subscription

	Founder Expertise
	Personal experience with diverse hair types; product knowledge

	Supplier Relationships
	Capital Hair & Beauty, Salon Services, direct wig importers

	Brand & Reputation
	Built pre-launch via social media; inclusive positioning



8.8 key activities
Daily, these are the activities the company performs:
• acquiring/curating product stock — identifying inclusive products mainstream distributors miss
• operating a storefront — providing customer service, processing sales, maintaining the space
• managing stock — purchasing new stock, determining best-selling items, discontinuing non-selling items
• merchandizing — creating an environment where all products are easy to locate
• promoting/maintaining awareness of the company via marketing and community building — social media, local outreach, etc.
• trade development — visits to salons, establishing relationships with salon owners/stylists, filling bulk orders for trade customers
Each activity has one goal: to make inclusive hair & beauty accessible locally.
8.8
	Activity
	Weekly Effort
	Purpose

	Customer Service & Sales
	45 hrs
	Core — building relationships

	Stock Management & Ordering
	4 hrs
	Maintain availability, reduce dead stock

	Social Media Content
	3 hrs
	Awareness & community building

	Merchandising & Store Presentation
	3 hrs
	Attractive, easy-to-shop environment

	Admin, Finance, Compliance
	3 hrs
	Legal & financial health

	Market Research & Product Sourcing
	2 hrs
	Stay relevant & ahead of trends




8.9 key Partnerships
These are the people/entities who assist the company in succeeding:
Wholesale suppliers
• national beauty suppliers for well-known mainstream brands
• specialized inclusive brands — direct partnership arrangements for limited distribution or difficult-to-find lines.
Having a diversified supply chain reduces risks associated with sourcing and provides a distinct advantage over competitors in terms of offering unique products.
Bexley council
• assistance with operating a business on Bexley high street, including obtaining necessary licenses, assistance with zoning/planning, and assistance with business rate relief.
Salon owners/stylists in the area
• mutual promotion: they recommend t's as a place for customers to purchase retail; t's recommends them for services.
Trade supply arrangements create steady bulk sales.
Property agents
• finding the ideal store location at the correct time and at the correct price.

8.9
	Partner
	Value to Business
	Value to Partner

	Capital Hair & Beauty / Salon Services
	Wide product range, reliable supply
	New independent retailer account

	Local Wig Importer
	Unique products, better margin
	Local distribution channel

	Bexley Council — Business Support
	Advice, grants, regeneration schemes
	New local business creating jobs

	Independent Local Salons
	Trade accounts, bulk sales
	Convenient local supplier

	Local Community Groups
	Access to target audience
	Sponsor & supporter




8.10 cost structure
How money is spent within the company:
Fixed expenses:
Rent/business rates — largest fixed expense
Utilities insurance subscription fees for software used to manage daily operations (e.g., epos)
Minimal Staffing initially (owner operated) = low initial Staffing Costs
Variable expenses:
Purchasing goods/inventory (largest ongoing expense): paid up front; sold for profit
Packaging marketing payment processing fee
Staffing Costs (added gradually as sales increase)
Initial start-up Costs:
Shop fit-out branding signage installation epos system opening stock for sale
Carefully phased open functional first improve as revenue increases
High overhead Costs are avoided until the company proves itself via sales

8.11 CONCLUSION 
There are several components of the Business Model Canvas that support each other and make them strong; inclusive products attract repeat customers → there is a store physically available and provides an easy way for people to buy from you → creates an environment that will allow your customer to develop relationships with you (and others) which results in repeat business → stable income through sales within the trade. One thing does not need to be successful for all of them to succeed — they can all function well at the same time. This model is simple, has focus, and meets the needs as identified by the local population. T’s Hair & Cosmetics is not just a retail shop, but it is the solution to problems that many of the local area residents have had for many years.

9. FINANCIAL, MARKETING AND SALES PLAN
T’s Hair and Cosmetics — Bexley/Sidcup
9.1 Financial Plan
9.1.1 Framework
This section will be based upon the cost volume profit, break-even and conservative forecasting techniques — suitable to an independent retail environment. 


9.1.2 Startup Costs
	Item
	£
	Notes

	Lease deposit + initial rent
	4,500
	Prime Bexley/Sidcup location

	Fit‑out, fixtures, branding/signage
	6,200
	Inclusive‑focus layout

	Full inclusive inventory
	10,500
	Hair, wigs, skincare, tools — all textures

	EPOS, inventory & security
	950
	Cloud‑based, scalable

	Pre‑launch & opening marketing
	1,200
	Local + social media

	Insurance, legal/GDPR/compliance
	800
	Retail safety & liability

	Working capital buffer (3 months)
	6,000
	Cash‑flow safety net

	TOTAL
	£30,150
	



9.1.3 Pricing & Revenue
Strategy: competitive pricing regarding the online marketplace — premium pricing as customers benefits from expert in-store advice / touch / immediacy.
Margin target: 45 % — sustainable long term.
Streams of income: retail core plus consultations — future trade / salon accounts. 
9.1.4 Break‑Even & Forecast
Monthly fixed costs: £1625 | Margin : 45 %
Break-even point: approximately £3611 per month — achievable by month 3 – 4.
Year one growth: steady ramp-up — sensitivity tested and risk buffered.
9.2 Marketing Plan
9.2.1 Framework
STP + Booms & Bitner’s 7Ps — fully localised.
9.2.2 Positioning
The position statement for T's Hair and Cosmetics — "The Local Specialist for Everyone".
Physical store in the catchment area — only one inclusive physical store available in the area. Expert, convenient, friendly, diverse etc. 
9.2.3 Marketing Mix (7Ps)
Product: a curated inclusive product range that includes personal advice/testing — unique in this area. 
Price: transparent, tiered, bundles/discounts — fair to residents in Bexley/Sidcup. 
Place: accessible high-street location — bright, private friendly layout. 
Promotion: pre-launch community + Instagram/TikTok — Grand Opening events — loyalty/tutorial content. 
People: trained for empathy and diversity — our advantage over online. 
Physical evidence: clean welcoming space + clear “inclusive mission” branding. 
Process: consult first — smooth checkout — clearly defined returns policy — feedback driven improvement. 
9.3 Human Capital Plan
Year one: owner operated — full control/culture alignment. 
Year two+: part time assistants — service/stock support. 
Values/training: inclusivity, product expertise, privacy/customer care, data protection/GHS. 
Culture: supportive, flexible, community minded. 
9.4 Conclusion
The purpose of this chapter has been to present viable and mutually supporting financial, marketing and human resource plans for T’s Hair and Cosmetics.
Financially, start-up costs are realistic, break-even is achievable early in the business and projections have been established based on local market data and include sensitivity safeguards.
The marketing strategy, developed using the 7ps framework, establishes clearly the inclusive Positioning and local advantage of the business as well as the customer journey through which customers move through the business.
Hr arrangements provide a lean, skilled service focused culture that supports the business values.
These plans together establish commercially and strategically viable direction for the operation of t's hair and cosmetics — providing a strong base for operational delivery.

10. OPERATIONS PLAN
10.1 Overview & Location
• High Foot Fall Area / Parking and Transport Links / Underserved Local Market 
• Designated display zones and a private testing/consultation space for customers along with secure storage. 

10.2 Supply & Inventory
• Reliable dual sourcing from specialist suppliers and UK wide supplier base
• Cloud based Point of Sale (POS) system to track stock levels in real time; use of ABC Stock Code classification method to manage safety stocks and a monthly review process to check stock levels against demand.

10.3 Daily Workflow
1. Before Open: Ensure cleanliness/hygiene/merchandise/daily systems operate as required. 
2. Main Part of the Day: Consult → Provide Service → Give Advice → Offer Support 
3. End of Day: Check and reconcile all sales, ensure security of premises and create restocking plan.

10.4 Compliance & Quality
• The Consumer Rights Act, Cosmetic Safety, GDPR, Equality Act, Health and Safety 
• Ensuring products meet T's Hair and Cosmetics' high standards through rigorous product vetting processes, meeting high standards of hygiene throughout the store and having clear policy on how we work with our customers.

10.5  Conclusion
This Operations Plan provides an overview of how T's Hair and Cosmetics will run effectively, responsibly and profitably in Bexley/Sidcup by outlining location layout, supply chain reliability and consistency, management of stock levels to maintain high service levels and quality of products offered to customers. In addition, the Operations Plan outlines workflows and systems that will allow us to achieve our marketing and finance objectives as outlined in the previous chapter.

11. FEASIBILITY ANALYSIS
11.1 Assessment Areas
To determine if your proposal is feasible, you will be determining how well it meets four criteria as a business idea — whether it is operationally viable, ethically acceptable, practically achievable in terms of its market viability, and financially viable — based on an evidence-based assessment.
Frameworks Used
An integrated feasibility assessment framework was used which incorporates elements of Integrated Feasibility Assessment Models (Johnson et al., 2023), Stakeholder Theory, SWOT/Risk Matrix and Strategic Fit Analysis.
Feasible Ethically 
• The core values that define the identity of the company are inclusiveness, equity, transparency, and benefiting the community. 
• The Company will be legally compliant — including compliance with the Consumer Rights Act, the General Data Protection Regulation, the Equality Act 2010 and the Cosmetic Safety Regulations. 
• The Company is socially responsible — filling a specific social and economic need for people who may have previously had limited access to suitable products for their hair/beauty needs; providing honest advice regarding product suitability, clearly stating prices of products/services provided by the Company; ensuring safety and quality of products purchased; respecting the customers' right to privacy through maintaining confidentiality. 
• All stakeholders — i.e., residents, the Companies' suppliers, and potential employees — can expect to derive some form of benefit from the Company's existence as a convenient, ethical specialist retailer.

Feasible in Terms of Its Market Viability 
• There is empirical evidence of a verified gap — i.e., there exists currently no independent, specialist inclusive hair/beauty supplies shop located within Bexley or Sidcup. 
• It has been determined that the key factors driving demand for this type of product/service include demographic diversity — i.e., there are many different ethnic groups living locally who have unique hair/beauty needs — inconvenience of having to travel to other locations — e.g., London — to purchase these types of products/solutions; lack of personalized service at large retailers. 
• Competitive Advantage — physical location near where customers reside, therefore making it easier for them to visit the store; provision of expert advice regarding product selection; curation of a wide variety of high-quality products sourced from diverse international markets — difficult to replicate. 
• Size/Trends of Market — beauty retailing as an industry is strong and generally resilient; there is increasing demand from consumers for local, independent specialist retailers offering bespoke services/products (Mintel, 2025).
Feasible Operationally 
• Location: it is possible to find suitable premises — premises that offer good transportation links/parking opportunities; premises that comply with regulatory requirements/lawful requirements. 
• Supply Chain: reliable wholesale supplier(s) operating from within the UK; multiple source options for each product line. 
• Systems: EPOS/inventory management/security systems — i.e., standard, proven systems that are relatively simple to use/manage. 
• Workforce/Organization: lean structure/scalable structure; regulatory/legal obligations/compliance requirements clearly defined/realistic. 
• There are no significant technological hurdles to overcome — simple retail model.
Financially Viable 
• Start-up/running costs: reasonable/relevant/detailed/fully funded. 
• Breakeven Point: achievable in a few months — relatively low fixed base + substantial profit margin. 
• Sensitivity Testing: robust in all three (best-case/base-worst-case) testing scenarios; cash reserve included. 
• Forecasts: consistent/evidence-based/conservative — no excessive optimism. 
• Potential Returns: positive long-term returns using staged reinvestments.

11.2 Risk and Mitigation
⚠️ Risk Assessment & Mitigation
	Risk
	Level
	Impact & Mitigation for T’s Hair and Cosmetics

	Lower-than-forecast Foot Traffic/Sales

	Medium
	Adjustable Marketing, Community Outreach, Low-Cost Base, Quick Feedback


	Delays/Increases in Supply Costs

	Medium
	Back-up Sourcing Plans, Strong Contracts with Suppliers, Safety Stock Levels, Local Alternatives to Products


	Competition from Online/Large-Chains

	High
	Unique Service (Trust), Inclusive Practices/Local Trust – Can’t Copy Digitally.


	Fluctuations in Cash Flow

	Medium
	Regular Monthly Monitoring of Accounts, Buffer Reserve for Inventory Purchases, Phasing of Inventory Procurement


	Economic recession/spending reductions. 
Medium

	Medium
	Price products in tiers, provide products that meet different budgets, focus on retaining customers by building a loyal relationship with them.




11.3 Conclusion 
Fully possible and recommended — strong business case.
11.3 Chapter Conclusion 
Analysis of feasibility confirms that T's Hair and Cosmetics is ethically acceptable, market-verified, practically operable and financially viable. Evidence exists in each chapter prior to this one to support the presence of a viable market gap, and there is also a significant competitive advantage. Risks have been assessed as well as potential mitigants — which include several low-cost and/or easily implemented options. Overall assessment indicates that the decision to pursue the proposed business idea would be supported by strong empirical evidence.

CHAPTER 12: Implementation Plan
The purpose of this document is to outline the main phases of launching a business as well as key milestones, resources, KPIs, tracking and change management.
12.1 The framework will include:
* Project lifecycle management
* Milestone scheduling
* KPI control cycle
 A resource-based implementation plan.
This roadmap outlines each phase in detail including timelines, milestones, resources required and expected outcomes.
Launch Phase Roadmap
Phase 1 – Preparation & Foundation
• Secure lease and confirm premises comply with regulations and local authority requirements.
• Finalise supplier agreements, order initial stock levels and complete inventory verification.
• Complete the installation of IT systems, EPOS systems and inventory management systems. Branding signage will also be completed during this time.
• Start the soft marketing activities around the store such as social media advertising and local community promotions.
Phase 2 – Launch & Stabilisation
• Host a soft opening, conduct full employee and owner training and test-run all operational aspects of the new store.
• Conduct grand opening campaign and host a community event that is inclusive of local residents.
• Transition into full commercial operations, start collecting customer feedback through regular surveys or NPS scores.
• Implement daily/weekly review and adjustment cycle to continually monitor and improve store operations.
Phase 3 – Growth & Optimisation
• Create standardised workflow documentation to ensure consistency throughout all areas of the business.
• Continue to develop loyalty programs and partnerships with suppliers and other businesses within your network.
• Review financial results against budgeted targets for sales, gross profit margins, operating expenses etc. Determine whether there are opportunities to scale further in year two or whether you have reached a steady state operationally.
• Develop an annual review process to assess overall success of business and identify areas for future improvement.
Key Milestones
✅ Secure premises legally set up with all necessary approvals.
✅ Store fitted out, branded, stocked and fully operational.
✅ All merchandise received from suppliers and verified by store team.
✅ Marketing campaigns launched across all available platforms.
✅ Official Launch – T’s Hair and Cosmetics.
✅ Business has broken even (i.e., income exceeds expenditure).
✅ Quarterly Strategic Reviews established.
12.2 Gantt Chart Overview 
 (Visual chart showing project timeline plus dependencies → Appendix)
12.3 Launch & Post Launch Review
Months 1-2 – Administration and Planning plus Contracting
Months 3-4 – Premises plus Supply Chain plus Branding
Month 5 – Merchandise stocking plus Testing plus Pre-Launch Activities
Month 6 – Official Public Launch
Months 7+ – Ongoing Operations plus Refining Processes plus Steady State

 Conclusion
The road map for implementing t's hair and cosmetics represents a realistic phased approach to launching a new business. It contains several clearly identifiable milestones and roles/responsibilities. In addition to this, the supporting Gantt chart schedule contained within the appendices, identifies clear dependency relationships between each phase of activity. Therefore, the business will progress from preparation through to launch and into stabilized growth underpinned by regular KPI tracking and Feedback loops.
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Participant Information Sheet 
University of Wales Trinity Saint David (London Campus)
Winchester House, 11 Cranmer Rd, 
London SW9 6EJ
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	Participant Identification Number:
	

	
PARTICIPANT INFORMATION SHEET


	Project Title: market viability of an inclusive hair and beauty supply retail business in Bexley/Sidcup, T’s hair and cosmetics

	Name of Researcher: Thelma Dhussey
	Name of Supervisor: Amare Desta



Dear Participant,
My name is  Thelma Dhussey, and I am a Master of Business Administration(MBA) student at the University of Wales Trinity Saint David, United Kingdom (London campus). Currently, I am conducting research as part of my business development proposal project.
	The purpose of this research is to: 

	[Detail the purpose of your research 
This study aims to determine whether sufficient interest exists in the areas of Bexley or Sidcup to support an outlet of my business T’s Hair and Cosmetics that will offer a range of hair and cosmetic products to suit all hair types. To date, I am aware of no other retailer in these towns offering a similar product range. Therefore, the potential customers currently rely on either distant location where they may purchase such items or purchasing via the internet. The objective of this study is to ascertain what local consumers believe would meet their needs and wants as well as identify specific gaps within the current marketplace.




I would like to invite you to participate in my research project by [indicate what activity you want them to do]. 
Please complete the accompanying consent form. I will take notes during the interview with your permission.
Please note that the questionnaire should not take more than 5 to 8 minutes to complete but, there is no time constraint. Your participation in the questionnaire will be voluntary. You will not receive any remuneration or reward from the researcher. As a participant, you may decide to stop the questionnaire at any point of time without any explanation and/or reason. 
All data generated from this or any interview will remain confidential. For more information, please view the university’s Research and Data Management Policy. 
I thank you in advance for your time and participation. If any questions do arise, feel free to contact me at your convenience. 

	Name of Researcher: Thelma Dhussey
	Signature of Researcher: T.D

	Email of Researcher: 2516910@student.uwtsd.ac.uk


 





APPENDIX B

APPLICATION FOR ETHICAL APPROVAL

For research to result in benefit and minimise risk of harm, it must be conducted ethically. 

The University follows the OECD Frascati manual definition of research activity: “creative work undertaken on a systematic basis in order to increase the stock of knowledge, including knowledge of man, culture and society, and the use of this stock of knowledge to devise new applications”. As such this covers activities undertaken by members of staff, postgraduate research students, and both taught postgraduate and undergraduate students working on dissertations/projects.

The individual undertaking the research activity is known as the “principal researcher”.

This form must be completed and approved prior to undertaking any research activity. 

SECTION A: About You (Principal Researcher)
	1
	Full Name:
	Thelma Dhussey

	2
	Student Number:
	
2516910

	3
	Email address:
	2516910@student.uwtsd.ac.uk

	4
	Programme of Study:
	MBA Business Development proposal

	5
	Supervisor:
	Amare Desta



SECTION B:  Internal and External Ethical Guidance Materials
	
	Please list the core ethical guidance documents that have been referred to during the completion of this form (including any discipline-specific codes of research ethics, location-specific codes of research ethics, and any specific ethical guidance relating to the proposed methodology).  Please tick to confirm that your research proposal adheres to these codes and guidelines. You may add rows to this table if needed.

	1
	UWTSD Research Ethics & Integrity Code of Practice
	☒
	2
	UWTSD Research Data Management Policy
	☒

	3
	
	☒

	4
	
	☒



SECTION C: Details of Research Activity
	1
	Indicative title:
	Market viability of an inclusive hair and beauty supply retail business in Bexley/Sidcup, T’s hair and cosmetics

	2
	Proposed start date:
	September 2026
	Proposed end date:
	October 2026

	
	Introduction to the Research (maximum 300 words in each section)
Ensure that you write for a Non-Specialist Audience when outlining your response to the three points below:
· Purpose of Research Activity
· Proposed Research Question
· Aims of Research Activity
· Objectives of Research Activity
Demonstrate, briefly, how Existing Research has informed the proposed activity and explain
· What the research activity will add to the body of knowledge 
· How it addresses an area of importance. 

	3
	Purpose of Research Activity


The study determines if enough people in Bexley/Sidcup are interested in opening a business called "T’s Hair and Cosmetics," which would be an exclusively inclusive hair and beauty supply store. There isn't another store like this currently available in the Sidcup/Bexley area so that when Sidcup residents want to purchase their hair products, they must go over six miles from home or purchase all their supplies via the internet. In addition to being less convenient than having a local store where you can buy your supplies (i.e., hair care, etc.) it also makes it difficult to determine what products are suitable for you as well as limiting access, especially to those who have textured/ethnic hair. The study identifies how many consumers use stores for purchasing their hair products; identifies how much need exists for a local store; and the amount of money that could be used to fund a local store. The results will provide the information required to write the Business Development Proposal.
(this box should expand as you type)

	4
	Research Question

Do people in Sidcup/Bexley want a special kind of shop that will sell hair and beauty supplies, and if so, what kinds of items, at what prices, and with which other services would they like?


(this box should expand as you type)

	5
	Aims of Research Activity
Number your aims and link them to your objectives
1. Identify how Bexley/Sidcup residents purchase their hair and beauty items (shopping habits), the distance travelled by residents to buy these items, as well as the amount spent on them.

2. What are the differences between what local consumers want from a shop selling hair and beauty products — especially those representing underrepresented hair types — versus what is already being sold in the area.

3. How many of the potential customers interested in establishing a business have an interest in using T's Hair & Cosmetics if it were in Sidcup/Bexley.

4. What should be the top three product areas to carry within T’s Hair & Cosmetics; where does the price point fall on the scale; and what type of customer service is expected.

5. Provide research-based recommendations on the number of stores, locations, and operational characteristics for T's Hair & Cosmetics

(this box should expand as you type)

(this box should expand as you type)

	6
	Objectives of Research Activity
literature review of retail trends and challenges facing small businesses in inclusive beauty sector
• sending out a structured questionnaire to 50+ residents across Bexley, Sidcup and surrounding areas
• short follow-up interviews with 8–10 participants to explore needs in greater detail
• analysis of data to quantify demand and identify key priorities of customers
• presentation of findings to support viability and positioning of t’s hair and Cosmetics


(this box should expand as you type)

	
	Proposed data collection methods (maximum 600 words)
Provide a summary of all the methods that may be used in the research activity to collect data, making it clear what specific techniques may be used. If methods other than those listed in this section are deemed appropriate later, additional ethical approval for those methods will be needed. You do not need to justify the methods here but should instead describe how you intend to collect the data necessary for you to complete your project.

	7
	This should describe how you intend to collect data. It should not include a discussion of the theoretical basis for your data collection methods. Please note, that if you intend to collect any audio/video recordings of interviews with participants then these will be classified as Personal Data under GDPR/DPA2018. If you intend to use these then note this in section H.
structured questionnaire: dropped off in person at Sidcup high st., Bexley heath Broadway and local community spaces; also shared digitally via local community Facebook groups. Questions include where they shop now, travel distance to purchase, difficulty in finding products, hair type, frequency of purchasing products and likelihood to use a local inclusive shop. No names or contact details will be asked — responses are fully anonymous. Estimated completion time: approximately 5 – 8 minutes.

• semi-structured interviews: volunteers who complete the survey will be invited to participate in a short interview (approximately 10 mins.) to discuss why they struggle to find products and the difference that having a local shop would make. No audio or video recordings will be made — only written notes taken. Voluntary, may withdraw at any time. 
Sampling strategy: Adults aged 18+ living in Bexley, Sidcup, Bexley heath, Eltham & welling. Convenience and snowball sampling strategies will be used, approaching people in public places as well as recruit through local community groups. Greatest care will be given to ensure recruitment from multiple backgrounds — especially those with textured and ethnic hair most affected by lack of options available.
Secondary Data
• reports from industry bodies (Mintel, Statista, etc.) — UK market size, growth rate and consumer trends.
• population statistics — age, ethnicity & household income in the catchment area — Bexley Council and ONS data.
• Competitor analysis — reviews of ranges, locations and pricing of competitors including Boots, Superdrug, online retailers and supermarkets.
All participants will receive an Information Sheet before participation and consent must be obtained before participating. Participation is voluntary and can be withdrawn at any time. No personal identifiable information will be collected. All data will be stored securely and deleted once project has been completed.

x should expand as you type)



SECTION D: Scope of Research Activity
	
	Will the research activity include:
	YES
	NO

	1
	Use of a questionnaire or similar research instrument?
	☒
	☐

	2
	Use of interviews?
	☒
	☐

	3
	Use of focus groups?
	☐
	☒

	4
	Use of participant diaries? 
	☐
	☒

	5
	Use of video or audio recording?
	☐
	☒

	6
	Use of computer-generated log files?
	☐
	☒

	7
	Participant observation with their knowledge?
	☐
	☒

	8
	Participant observation without their knowledge?
	☐
	☒

	9
	Access to personal or confidential information without the participants’ specific consent?
	☐
	☒

	10
	Administration of any questions, test stimuli, presentation that may be experienced as physically, mentally or emotionally harmful / offensive?
	☐
	☒

	11
	Performance of any acts which may cause embarrassment or affect self-esteem?
	☐
	☒

	12
	Investigation of participants involved in illegal activities?
	☐
	☒

	13
	Use of procedures that involve deception?
	☐
	☒

	14
	Administration of any substance, agent or placebo?
	☐
	☒

	15
	Working with live vertebrate animals?
	☐
	☒

	16
	Procedures that may have a negative impact on the environment?
	☐
	☒

	17
	Other primary data collection methods. Please indicate the type of data collection method(s) below.
	☐
	☒

	
	Details of any other primary data collection method:
Written notes


(this box should expand as you type)
	
	



If you have ticked NO to every question, then the research activity is (ethically) low risk and you may skip section E and continue to section F.

If YES to any question, then no research activity should be undertaken until full ethical approval has been obtained. 

SECTION E: Intended Participants
	
	Who are the intended participants:
	
YES
	
NO

	1
	Students or staff at the University?
	☐
	☒

	2
	Adults (over the age of 18 and competent to give consent)?
	☒
	☐

	3
	Vulnerable adults?
	☐
	☒

	4
	Children and Young People under the age of 18? (Consent from Parent, Carer or Guardian will be required)
	☐
	☒

	5
	Prisoners?
	☐
	☒

	6
	Young offenders?
	☐
	☒

	7
	Those who could be considered to have a particularly dependent relationship with the investigator or a gatekeeper?
	☐
	☒

	8
	People engaged in illegal activities?
	☐
	☒

	9
	Others. Please indicate the participants below, and specifically any group who may be unable to give consent.

	☒
	☐

	
	Details of any other participant groups:
Complete this only if your participants cannot give consent. This includes animals
General public, residents of Sidcup/Bexley and surrounding areas
(this box should expand as you type)
	
	



	
	Participant numbers and source
Provide an estimate of the expected number of participants. How will you identify participants and how will they be recruited? 

	10
	How many participants are expected?

	Ballpark figures are fine but make sure that you explain how you will identify and contact your participants.
With 50 plus questionnaires and 8-10 interviews anticipated, this sample size is suitable for the exploratory nature of an MBA-level research study — enough to identify common trends and patterns of demand yet still small enough to remain reasonable.
(this box should expand as you type)

	11
	Who will the participants be?

	
Adult residents (age 18 or older) that reside in Bexley, Sidcup, Bexleyheath, Eltham, Welling and other nearby areas. These individuals are the target market for T’s Hair and Cosmetics.

(this box should expand as you type)

	12
	How will you identify the participants?
	
In-person: The researcher may walk around public retail districts (e.g., Sidcup High Street, Bexleyheath Broadway), approach adults in these areas and provide information about the purpose of the study and hand out Information Sheets.
* Online: Post on relevant local community Facebook groups if they include clear details about what the research project entails.
* Vulnerable populations should not be included; therefore, all adult residents (age 18 or older) residing in the defined geographic area are invited to participate.

(this box should expand as you type)




	
	Information for participants:
	
YES
	NO
	
N/A

	13
	Will you describe the main research procedures to participants in advance, so that they are informed about what to expect?
	☒
	☐
	☐

	14
	Will you tell participants that their participation is voluntary?
	☒
	☐
	☐

	15
	Will you obtain written consent for participation?
	☒
	☐
	☐

	16
	Will you explain to participants that refusal to participate in the research will not affect their treatment or education (if relevant)?
	☒
	☐
	☐

	17
	If the research is observational, will you ask participants for their consent to being observed?
	☐
	☐
	☒

	18
	Will you tell participants that they may withdraw from the research at any time and for any reason?
	☒
	☐
	☐

	19
	With questionnaires, will you give participants the option of omitting questions they do not want to answer?
	☒
	☐
	☐

	20
	Will you tell participants that their data will be treated with full confidentiality and that, if published, it will not be identifiable as theirs?
	☒
	☐
	☐

	21
	Will you debrief participants at the end of their participation, in a way appropriate to the type of research undertaken?
	☒
	☐
	☐

	22
	If NO to any of above questions, please give an explanation 

	
	You should be able to tick YES for all these questions. If not, then explain why not in this box.

(this box should expand as you type)



	
	Information for participants:
	
YES
	NO
	
N/A

	24
	Will participants be paid?
	☐
	☒
	☐

	25
	Is specialist electrical or other equipment to be used with participants?
	☐
	☒
	☐

	26
	Are there any financial or other interests to the investigator or University arising from this study?
	☐
	☒
	☐

	27
	Will the research activity involve deliberately misleading participants in any way, or the partial or full concealment of the specific study aims?
	☐
	☒
	☐

	28
	If YES to any question, please provide full details 

	
	You should be able to tick NO for most of these questions. For any cases that you have ticked YES then provide details in this box. If you are using cameras/voice recorders to record interviews, then please state that in this box.

(this box should expand as you type)



SECTION F: Anticipated Risks

	
	
Outline any anticipated risks that may adversely affect any of the participants, the researchers and/or the University, and the steps that will be taken to address them.  

	1
	Risks to participants
For example: sector-specific health & safety, emotional distress, financial disclosure, physical harm, transfer of personal data, sensitive organisational information. If you have identified in section D that there are no participants, then enter N/A and go skip to question 3.

	
	Risk to participants:
There are always risks. Do not write N/A unless you have no participants.
The study is of a very low level of risk. The questions ask only about participants' shopping behaviour and product availability; therefore, they do not include any potentially sensitive, personal, or distressful subjects. Participants may experience some minor discomfort due to the amount of time it takes for them to complete the questionnaire. Mitigation measures include: A minimum of 5-8 minute completion time for the questionnaire; All participation is optional and will remain completely anonymous; Any participant can choose to skip over any question they wish to avoid answering; An information sheet outlining this study has been distributed prior to the start of this study as well as inclusive language being used throughout the questionnaire.
(this box should expand as you type)
	How you will mitigate the risk to participants:



(this box should expand as you type)

	2
	If research activity may include sensitive, embarrassing or upsetting topics (e.g. sexual activity, drug use) or issues likely to disclose information requiring further action (e.g. criminal activity), give details of the procedures to deal with these issues, including any support/advice (e.g. helpline numbers) to be offered to participants. Note that where applicable, consent procedures should make it clear that if something potentially or illegal is discovered during a project, it may need to be disclosed to the proper authorities

	
	
There are none; No sensitive, illegal, or upsetting subject matter has been included. The only topics that have been discussed are consumers' shopping behaviours and product availability.

(this box should expand as you type)

	3
	Risks to the investigator
For example: personal health & safety, physical harm, emotional distress, risk of accusation of harm/impropriety, conflict of interest

	
	Risk to the investigator:
There are always risks. Do not write NA.
There is a low risk associated with approaching strangers in public. Some potential participants may decline your invitation. There should also be no other type of physical, emotional, or professional risk. Mitigation measures include Recruitment efforts will take place at daylight hours in busy public locations; Your interactions with others while recruiting will always be courteous and respectful; Follow all guidelines related to your university's health and safety policy.

(this box should expand as you type)
	How you will mitigate the risk to the investigator:



(this box should expand as you type)

	4
	University/institutional risks
For example: adverse publicity, financial loss, data protection

	
	Risk to the University:
There are always risks. Do not write NA.
4. Risks to the University/Institution 
Low-Risk -- Anonymous data collection; Low-Risk Research Topic; Full Compliance with GDPR. I anticipate there to be no risk associated with either monetary losses or damage to the reputation of our institution. Mitigation measures include Secure storage of all data collected as part of this project; This project complies with all relevant policies of UWTSD.

(this box should expand as you type)
	How you will mitigate the risk to the University:



(this box should expand as you type)

	5
	Environmental risks
For example: accidental spillage of pollutants, damage to local ecosystems

	
	Risk to the environment:

None

(this box should expand as you type)
	How you will mitigate the risk to environment:



(this box should expand as you type)



SECTION G: Feedback, Consent and Confidentiality

If you have identified in section D that there are no participants, then enter skip this section and continue to section H.

	1
	Feedback
What de-briefing and feedback will be provided to participants, how will this be done and when? 

	
	You don’t need to email your participants with your final report. A good alternative is to set up an email address that they will be able to contact for further details or results.
All participants will receive full details about the research goal in their Information Sheet. Participants will have access to an email address that belongs to a university, which will enable them to ask for a synopsis of the key outcomes once they have completed the study. There will be no individualized feedback — all results will be reported in the aggregate format only.

(this box should expand as you type)

	2
	Informed consent
Describe the arrangements to inform potential participants, before providing consent, of what is involved in participating. Describe the arrangements for participants to provide full consent before data collection begins. If gaining consent in this way is inappropriate, explain how consent will be obtained and recorded in accordance with prevailing data protection legislation.

	
	If you are using a paper questionnaire then you should have the participants sign an appropriate consent form. These forms will count as personal data and should be noted as such in section J.
If you are using an online questionnaire, then you should have a screen before the questions start that acts as a consent form, informing participants that by clicking on the NEXT button they are providing consent.
• Before beginning the study participants receive a detailed Participant Information Sheet.
• Participants provide written consent through use of the university’s standard Consent Form.
• When distributing the Information Sheet electronically: The Information Sheet is displayed prior to the start of the questionnaire; participants must check “I consent” to continue with the questionnaire.
• Participants’ consent is voluntary and informed and can be revoked at any point prior to data being analysed.
• Consent forms are stored independently from survey responses – no connection made between participants' name(s), if provided, and their response.

(this box should expand as you type)

	3
	Confidentiality / Anonymity
Set out how anonymity of participants and confidentiality will be ensured in any outputs. If anonymity is not being offered, explain why this is the case. 

	
	Do not collect names unless you really need them. Do not name participants or organisations in any research publications (including the thesis) without their explicit permission.
• Participants do not need to submit their names -- questionnaires are completely anonymous.
• No identifiable information is collected via the questionnaire.
• Responses are analysed and reported in aggregate format only — no participant quote(s) will be directly attributable to an individual participant.
• Consent forms are stored confidentially and independent from survey data.
• Data will be de-identified and deleted forever after analysis and submission.
• Not one single participant nor location will be identifiable in any outcome.

(this box should expand as you type)



SECTION H: Data Protection and Storage

	
	Does the research activity involve personal data (as defined by the General Data Protection Regulation 2016 “GDPR” and the Data Protection Act 2018 “DPA”)?
	YES
	NO

	1
	“Personal data” means any information relating to an identified or identifiable natural person (‘data subject’). An identifiable natural person is one who can be identified, directly or indirectly, in particular by reference to an identifier such as a name, an identification number, location data, an online identifier or to one or more factors specific to the physical, physiological, genetic, mental, economic, cultural or social identity of that natural person. Any video or audio recordings of participants is personal data.
	x
	☐

	
	If YES, provide a description of the data and explain why this data needs to be collected:
The signatures and data entries on Consent Forms represent personal data. Any optional email addresses submitted by participants asking for a synopsis of the findings also constitutes personal data. No names or identification detail is collected during the questionnaire itself. Only such personal data that is necessary to collect will be collected.


	2
	This includes audio/video data of participants but can also include IP addresses and usernames. Names, addresses and emails also count, as do consent forms.

(this box should expand as you type)

	
	Does it involve special category data (as defined by the GDPR)?
	YES
	NO

	3
	“Special category data” means sensitive personal data consisting of information as to the data subjects –
(a) racial or ethnic origin,
(b) political opinions,
(c) religious beliefs or other beliefs of a similar nature,
(d) membership of a trade union (within the meaning of the Trade Union and Labour Relations (Consolidation) Act 1992),
(e) physical or mental health or condition,
(f) sexual life,
(g) genetics,
(h) biometric data (as used for ID purposes),
	
☐
	x

	
	If YES, provide a description of the special category data and explain why this data needs to be collected:

	4
	What counts as ‘sensitive’ will differ between cultures. Any information on behaviour that is not in accordance with cultural norms would count as sensitive personal data.
NO
Hair type is requested for only market segmentation reasons — hair type is categorized as a product related descriptor and is not treated as racial/ethnic data. There are no questions regarding ethnic origin/race, religion, etc., within this study.


(this box should expand as you type)



	
	
Will data from the research activity (collected data, drafts of the thesis, or materials for publication) be stored in any of the following ways?
	YES
	NO

	5
	Manual files (i.e. in paper form)?
	☒
	☐

	6
	University computers?
	☒
	☐

	7
	Private company computers?
	☒
	☐

	8
	Home or other personal computers?
	☒
	☐

	9
	Laptop computers/ CDs/ Portable disk-drives/ memory sticks?
	☒
	☐

	10
	“Cloud” storage or websites?
	☒
	☐

	11
	Other – specify:

	☐
	☐

	12
	For all stored data, explain the measures in place to ensure the security of the data collected, data confidentiality, including details of backup procedures, password protection, encryption, anonymisation and pseudonymisation:

	
	If possible, save your data on computers that are secure and regularly backed up. Many cloud services only provide GDPR-compliant storage for business customers. An example of suitable text is given below.

All data will be kept in password protected cloud storage on the University Office 365 system which
will not be shared. Audio/visual data will be transcribed and would be shown to participants to
check accuracy of reporting. Any USB sticks used to store or transfer data will be password protected. All participants will be given a unique identifier to ensure confidentiality and this list will be kept securely in the password protected folder. 
All your digital data is placed in password protected, encrypted file folders. Questionnaire data on paper are secured by being stored within a locked filing cabinet. The consent documents (and all other identifying information) are kept separate from all other questionnaire data. Your data will be held for as long as it takes to complete and grade your course work. After that time, the digital copies of your data will be completely erased, and paper copies will be destroyed with a shredder.


(this box should expand as you type)



	
	Data Protection

	
	Will the research activity involve any of the following activities:
	YES
	NO

	13
	Electronic transfer of data in any form?
	☐
	☒

	14
	Sharing of data with others at the University outside of the immediate research team?
	☐
	☒

	15
	Sharing of data with other organisations?
	☐
	☒

	16
	Export of data outside the UK or importing of data from outside the UK?
	☐
	☒

	17
	Use of personal addresses, postcodes, faxes, emails or telephone numbers?
	☐
	☒

	18
	Publication of data that might allow identification of individuals?
	☐
	☒

	19
	If YES to any question, please provide full details, explaining how this will be conducted in accordance with the GDPR and Data Protection Act (2018) (and/or any international equivalent):

	
	This includes data such as drafts of your thesis as well as experimental or survey data. An example of suitable text is given below.

All data will be encrypted and kept in password protected cloud storage on the University Office 365 system which will not be shared. Any USB sticks used to store or transfer data will be password protected. All data transfers will be encrypted and password protected.  All participants will be given a unique identifier to ensure confidentiality and this list will be kept securely in the password protected folder. The data will be stored until the completion of the project and then deleted. In accordance with the DPA2018, participants will have the right to ask to see what data is held relating to them, and this data will be deleted immediately if the participant requests this, in which case the data will not be used in the project.

(this box should expand as you type)

	20
	List all who will have access to the data generated by the research activity:

	
	Normally the principal researcher, possibly also the supervisor and, if the project has an industrial partner, a representative of that partner. Possibly also external examiner or second marker?

(this box should expand as you type)

	21
	List who will have control of, and act as custodian(s) for, data generated by the research activity:

	
	Usually the principal researcher.

(this box should expand as you type)

	22
	Give details of data storage arrangements, including security measures in place to protect the data, where data will be stored, how long for, and in what form. 

	
	All data will be encrypted and kept in password protected cloud storage on the University Office 365 system which will not be shared. Any USB sticks used to store or transfer data will be password protected and will be reformatted at the end of the project to destroy the data. The data will be stored until the completion of the project and then deleted. 

(this box should expand as you type)

	22
	Confirm that you have read the UWTSD guidance on data management (see https://www.uwtsd.ac.uk/library/research-data-management/)
	☐

	23
	Confirm that you are aware that you need to keep all data until after your research has completed or the end of your funding
	☐




SECTION I: Use of AI tools
	Use of generative AI and other AI-based tools
There are several ethical issues relating to the use of generative AI and other AI-based tools, including data security, output bias, and output errors. In general, you should assume that any generative AI or other AI-based tool that you pay to use is more secure and accurate than one which is free to use.

Will the research use AI tools to do any of the following:
	YES
	NO
	N/A

	1
	Capture data?
	☐
	☒
	☐

	2
	Generate and/or edit text?
	☐
	☒
	☐

	3
	Generate graphics?
	☐
	☒
	☐

	4
	Generate video?
	☐
	☒
	☐

	5
	Generate sound/music?
	☐
	☒
	☐

	6
	Generate code?
	☐
	☒
	☐

	7
	Generate synthetic data?
	☐
	☒
	☐

	8
	Analyse data?
	☐
	☒
	☐

	9
	Analyse personal or sensitive data?
	☐
	☒
	☐

	10
	Classify data?
	☐
	☒
	☐

	11
	Do you intend to use the free version of any AI tools?
	☐
	☒
	☐

	If you have answered YES to any of questions O1-O11, please provide justification detailing why this is necessary for the research.  

	12
	State which AI tool or tools you will be using, and where they are based (or store their data – you may need to check their webpages or user agreement for this). If you are planning to use Copilot, then say if you’re using the UWTSD version of it or the public version. You should also show how you are complying with current UWTSD guidance/policy of the use of AI.

(this box should expand as you type)




SECTION J: Declaration
	
	The information which I have provided is correct and complete to the best of my knowledge. I have attempted to identify any risks and issues related to the research activity and acknowledge my obligations and the rights of the participants.

In submitting this application, I hereby confirm that I undertake to ensure that the above-named research activity will meet the University’s Research Ethics and Integrity Code of Practice which is published on the website: https://www.uwtsd.ac.uk/research/research-ethics/ 

	1
	Signature of applicant:
	Thelma Dhussey
	Date:26/08/2026


	2
	Supervisor:
	
	Date:

	3
	Signature:
	

	













APPENDIX C

                       Participation Consent Form University of Wales Trinity Saint David (c
           

[image: A close-up of black text

Description automatically generated with low confidence]			
	
	Participant Identification Number:
	

	PARTICIPATION CONSENT FORM
(for researcher to fill)

	Project Title: market viability of an inclusive Hair and Beauty supply retail business in Bexley/Sidcup, T’s hair and cosmetics

	Name of Researcher: Thelma Dhussey
	Name of Supervisor: Amare Desta

	Email of Researcher: _2516910@student.uwtsd.ac.uk

	Aim of Research: 1. Identify how Bexley/Sidcup residents purchase their hair and beauty items (shopping habits), the distance travelled by residents to buy these items, as well as the amount spent on them.
2. What are the differences between what local consumers want from a shop selling hair and beauty products — especially those representing underrepresented hair types — versus what is already being sold in the area.
3. How many of the potential customers interested in establishing a business have an interest in using T's Hair & Cosmetics if it were in Sidcup/Bexley.
4. What should be the top three product areas to carry within T’s Hair & Cosmetics; where does the price point fall on the scale; and what type of customer service is expected.
5. Provide research-based recommendations on the number of stores, locations, and operational characteristics for T's Hair & Cosmetics



	(for participant to fill)
	YES
	NO

	1
	I confirm that I have read and understood the information sheet dated _27/08/2026for the above study. 
	x
	

	2
	I understand there are no material benefits for participating.
	x
	

	3
	I have had the opportunity to consider the information, ask questions and have had these answered satisfactorily.
	x
	

	4
	I understand that my participation is voluntary and that I am free to withdraw at any time, without giving any reason.
	x
	

	5
	I understand that any information given by me may be used in future reports, articles or presentations by the researcher.
	x
	

	6
	I consent for my name and title to be used within this study.
	
	x

	
	Where applicable, I understand that my details will not be anonymous.
	
	

	7
	I agree to be recorded (audio and/or audio-visual video).
	
	x

	8
	I agree to take part in the above study.
	x
	

	Researcher’s Name (Print)
	Thelma Dhussey
	Signature
	T.D
	Date
	26/08/2026

	Participant’s Name (Print)

	Paris Attach
	Signature
	P.A
	Date
	27/08/2026

	You may decline to participate in this study. You may end your participation in this study at any time. All data generated from this or any interview will remain confidential. For more information, please view the university’s Research and Data Management Policy.

When completed please email a copy to the below address to be kept on the file of the researcher and retain a copy for yourself.

Subject Title: Paris Attach Participant Consent Form
Email: 2516910@student.uwtsd.ac.uk








APPENDIX D

RESEARCH QUESTIONNAIRE
T's Hair and Cosmetics — Bexley/Sidcup Market Research

Introduction: Thank you for taking part! There are no right or wrong answers — your honest opinions are all that matters. All responses are anonymous and confidential.

SECTION 1 — SHOPPING HABITS

1. How often do you shop for haircare and beauty products?
☐ Once a week
☐ 2–3 times a month
☐ Once a month
☐ Every 2–3 months
☐ Less often

2. Where do you currently buy most of your hair and beauty products? (tick all that apply)
☐ Boots / Superdrug
☐ Supermarket (Tesco, Asda, Sainsbury's)
☐ Online (Amazon, Look Fantastic, etc.)
☐ Sally Beauty (Bromley)
☐ Salon / beauty parlour
☐ I travel outside Bexley/Sidcup
☐ Other: ____________________

3. How far do you typically travel to find the products you need?
☐ Within Bexley/Sidcup
☐ 3–6 miles
☐ 6–10 miles
☐ More than 10 miles

4. What frustrates you MOST about buying hair and beauty products locally? (tick all that apply)
☐ Cannot find products for my hair type
☐ Limited choice / small range
☐ Staff have no product knowledge
☐ Prices are too high
☐ Have to travel too far
☐ Online shopping is unreliable / wrong items / delays
☐ Other: ____________________

SECTION 2 — HAIR & PRODUCT NEEDS

5. What is your main hair type?
☐ Straight
☐ Wavy
☐ Curly
☐ Coil / Afro-textured
☐ Chemically treated / relaxed
☐ Other: ____________________

6. Which products are HARDEST to find locally? (tick all that apply)
☐ Hair extensions / weaves
☐ Wigs & hairpieces
☐ Curly / coil haircare
☐ Braiding hair & accessories
☐ Ethnic / textured hair products
☐ Professional treatments / relaxers
☐ Skincare for specific skin types
☐ Makeup in diverse shades
☐ Beauty tools & accessories
☐ None — I can find everything I need

7. Do you struggle to find products suitable for your hair type in Bexley/Sidcup?
☐ Yes — always
☐ Sometimes
☐ Rarely
☐ No — never

SECTION 3 — DEMAND FOR T'S HAIR AND COSMETICS

8. If a dedicated inclusive hair & beauty supply shop called T's Hair and Cosmetics opened in Sidcup or Bexley, would you use it?
☐ Yes — definitely
☐ Probably
☐ Not sure
☐ Probably not
☐ No

9. How often would you visit?
☐ Weekly
☐ Fortnightly
☐ Monthly
☐ Every few months
☐ Only occasionally

10. What would make you choose a local physical shop over buying online? (tick all that apply)
☐ See & touch products before buying
☐ Match hair colour in person
☐ Get advice & recommendations
☐ Same-day access — no waiting for delivery
☐ Support local business
☐ Easier to return / exchange items
☐ Other: ____________________

11. What price range would you be comfortable with?
☐ Budget / affordable — same as supermarkets
☐ Mid-range — same as Boots/Superdrug
☐ Premium — willing to pay more for specialist products
☐ Mix of all ranges

12. Is there anything else you would want or expect from a local hair & beauty shop?

SECTION 4 — BACKGROUND (Optional)

13. Which age group are you in?
☐ 16–24
☐ 25–34
☐ 35–44
☐ 45–54
☐ 55+

14. Which area do you live in?
☐ Sidcup
☐ Bexley / Bexleyheath
☐ Eltham / Welling
☐ Other: ____________________

Thank you very much for your help!
Your answers will help bring T's Hair and Cosmetics to our local community








Full Visual Canvas: See Appendix E for the completed diagram.

	🔑 KEY PARTNERS
	⚙️ KEY ACTIVITIES
	📦 KEY RESOURCES
	🎁 VALUE PROPOSITIONS
	👥 CUSTOMER RELATIONSHIPS
	📍 CHANNELS
	👤 CUSTOMER SEGMENTS

	• Wholesale hair & beauty suppliers — national brands + niche inclusive brands (Afro-textured, curly, ethnic hair)
• Local delivery / courier services
• Bexley Council — licensing, planning, business support
• Local salons & mobile hairdressers — trade partnerships
• Property agents — secure high street premises
	• Retail sales & in-person consultations
• Product sourcing — prioritising inclusive ranges for ALL hair types
• Inventory management & stock rotation
• Visual merchandising — welcoming, inclusive in-store environment
• Social media marketing — Instagram, Facebook, TikTok
• Community engagement & trade account management
	• High street retail premises — Sidcup/Bexleyheath, visible & accessible
• Inclusive product range — extensions, wigs, curly/coil haircare, braiding, skincare, makeup shades, tools
• Owner — local knowledge, personal understanding of diverse hair needs
• EPOS, inventory software, website & social media presence
	• ✅ Only dedicated inclusive hair & beauty supply shop in Bexley/Sidcup — zero direct competitors
• ✅ Truly inclusive range — products for all hair type mainstream stores ignore
• ✅ See it, touch it, match it — no online guesswork, no wrong colour returns
• ✅ Real advice that understands — guidance tailored to your hair type
• ✅ Local & convenient — same-day access, no travel, no delivery waits
• ✅ Community-focused — built for Bexley, by someone who lives here
	• Warm, face-to-face service & personalised recommendations
• Loyalty scheme for regular customers
• Social media engagement — Q&As, product spotlights, haircare education
• Trade accounts & bulk pricing for local salons
• Active community presence — building trust & representation
	• Physical Shop — Sidcup/Bexley High Street (primary)
• Instagram & Facebook — product showcases & pre-orders
• Website — information & click & collect
• Future: Local delivery within 3 miles
	• Residents aged 16–65 — all backgrounds, all hair types
• Customers with textured/ethnic hair — most underserved, core priority
• Local mobile hairdressers, beauticians & small salons — trade customers
• Students, parents, elderly — anyone who struggles to travel far
• Online shoppers frustrated by returns, delays & uncertainty









	#
	Canvas Building Block
	How It Was Derived — My Process & Research

	1
	Customer Segments
	Identified through observation of Bexley/Sidcup area + customer survey responses. Residents, particularly those with diverse hair textures and beauty needs, currently travel far or shop online — no inclusive local store exists. Survey data confirmed strong demand from women, men, students, and families across all hair types.

	2
	Value Propositions
	Built directly from survey feedback: customers highlighted inclusive product range, physical accessibility, expert advice, competitive pricing, and community focus as key needs. Combined these to create a unique offering not currently available locally.

	3
	Channels
	Determined by customer preference data: 85% of survey respondents said they prefer in‑store shopping. Therefore, primary channel is physical retail shop, supported by social media (Instagram/Facebook) for previews, updates, and local outreach.

	4
	Customer Relationships
	Designed around community need: in‑store personal advice, product demonstrations, loyalty scheme, and social media engagement. These address the gap of expert guidance missing from online and generalist retailers.

	5
	Revenue Streams
	Based on industry benchmarks + local price comparison: retail sales of hair extensions, wigs, haircare (all textures), skincare, makeup, tools & accessories. Future potential for click‑and‑collect and local delivery once established.

	6
	Key Resources
	Identified through operational planning: physical shop premises in Bexley/Sidcup, initial inventory, supplier relationships, point‑of‑sale system, social media presence, and my own personal knowledge of hair & beauty products and community needs.

	7
	Key Activities
	Derived from business model: product sourcing & curation, in‑store retail service, visual merchandising, social media marketing, inventory management, and building local community partnerships.

	8
	Key Partnerships
	Identified through market research: wholesale hair & beauty product suppliers (UK‑based), local community groups, nearby independent businesses for cross‑promotion, and social media influencers within the local beauty community.

	9
	Cost Structure
	Calculated based on real local data: shop rental (Bexley/Sidcup commercial rates), initial stock investment, utilities, insurance, POS system, marketing, and operating costs. Researched via Rightmove, local business rates guides, and supplier wholesale price lists.






APPENDIX F — DETAILED FINANCIAL TABLES

Table F.1 — Startup Costs Breakdown

	Category
	Item
	Cost (£)
	Notes

	Premises
	Lease deposit (3 months)
	3,600
	Security deposit — refundable

	
	First month rent
	900
	Based on £900pcm

	
	Business rates relief — 100% first year
	0
	Small business rates relief

	Fit-out
	Counters & display units
	3,500
	New + some second-hand

	
	Shelving & storage
	1,500
	Wall-mounted + back room

	
	Signage — exterior & interior
	700
	Illuminated fascia sign

	
	Lighting & electrical
	300
	LED upgrade

	
	Fit-out total
	6,000
	

	Stock
	Hair extensions & wigs
	4,500
	Human + synthetic mix

	
	Haircare all textures
	3,000
	Shampoo, conditioner, treatments

	
	Skincare & makeup
	1,500
	Wide shade range

	
	Tools & accessories
	1,000
	Brushes, lashes, clips

	
	Initial stock total
	10,000
	

	Systems
	EPOS till + card reader
	600
	Monthly subscription £29

	
	Security system
	200
	CCTV + alarm

	
	Systems total
	800
	

	Launch
	Website — basic
	200
	Domain + hosting

	
	Social media ads
	300
	Instagram/Facebook local

	
	Flyers & signage
	300
	Door-to-door + community boards

	
	Grand opening promotion
	200
	Free gifts, discount signage

	
	Marketing total
	1,000
	

	Legal & Admin
	Public liability insurance (12m)
	350
	Annual premium

	
	Business contents insurance
	250
	Annual premium

	
	Registration & legal
	100
	Sole trader registration

	
	Fees total
	700
	

	Working Capital
	Cash buffer — 3 months operating
	6,000
	Covers slow trading periods

	TOTAL STARTUP COST
	
	£29,000
	






Table F.2 — Monthly Sales Forecast — Year 1

	Month
	Est. Daily Customers
	Avg. Spend (£)
	Monthly Revenue (£)
	Cost of Sales (£)
	Gross Profit (£)
	Fixed Costs (£)
	Net Profit/(Loss) (£)

	1 — Launch
	20
	15.00
	9,000
	4,950
	4,050
	2,050
	2,000

	2
	25
	16.00
	12,000
	6,600
	5,400
	2,050
	3,350

	3
	30
	18.00
	16,200
	8,910
	7,290
	2,050
	5,240

	4
	32
	19.00
	18,240
	10,032
	8,208
	2,100
	6,108

	5
	34
	20.00
	20,400
	11,220
	9,180
	2,100
	7,080

	6
	35
	20.00
	21,000
	11,550
	9,450
	2,150
	7,300

	7
	36
	21.00
	22,680
	12,474
	10,206
	2,150
	8,056

	8
	37
	21.50
	23,835
	13,109
	10,726
	2,200
	8,526

	9
	38
	22.00
	25,080
	13,794
	11,286
	2,200
	9,086

	10
	39
	22.50
	26,325
	14,479
	11,846
	2,250
	9,596

	11
	40
	23.00
	27,600
	15,180
	12,420
	2,250
	10,170

	12
	42
	23.50
	29,610
	16,286
	13,325
	2,300
	11,025






📋 Appendix G: Implementation Timeline 

	Phase / Task
	Timeframe
	Key Activities
	Status / Milestone

	Phase 1: Planning & Prep
	Weeks 1–4
	Market research, finalise business plan, funding/legal setup, supplier sourcing
	✅ Plan Approved

	Phase 2: Site & Location
	Weeks 5–8
	Secure lease, premises inspection/layout, signage, accessibility checks
	✅ Site Ready

	Phase 3: Fit-out & Operations
	Weeks 9–12
	Shelving, fixtures, equipment, stock ordering, IT/ POS  setup
	✅ Fully Equipped

	Phase 4: Team & Stock
	Weeks 13–14
	Hiring/training, receiving & organising inventory, pricing/merchandising
	✅ Stocked & Staffed

	Phase 5: Launch & Marketing
	Weeks 15–16
	Pre-launch promo, soft opening, grand launch, local outreach
	✅ Business Live







 Appendix: Location & Site Details Table

For Bexley / Sidcup, Greater London
	Category
	Details

	Business Name
	T’s Hair and Cosmetics

	Location Area
	Bexley / Sidcup, Greater London

	Premises Type
	Retail unit — ground floor, high visibility

	Access
	Good transport links, pedestrian access, customer parking nearby

	Local Market Advantage
	Gap identified: no dedicated specialist hair/beauty supply shop locally; diverse community needs well-served

	Catchment & Profile
	Residential + passing trade; inclusive market for all hair/beauty types

	Rationale
	Central, accessible, underserved location — strong demand potential
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