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[bookmark: _Toc110692344][bookmark: _Toc110686653]Executive Summary 
Artisan is a small-scale partnership business operating in the posh neighbourhood of London, The UK, Soho in the beauty service and salon industry. The partnership is funded and managed by 5 partners who have agreed to split the profits and loss of the business equally. The business will primarily target customers between the age of 18 and 30 and with an income range of 10k to 25k pounds. The marketing plan of the business extends heavily into online, social media and digital marketing. The competition in the hair salon industry in the UK is fierce. The organisational structure of the business will be small and flat in nature. The financial plan of the business is sound and the legal boundaries have been carefully drawn. 
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[bookmark: _Toc110692345]Introduction
The chosen business for this piece of study is Artisan - a small salon partnership based in the UK and located in Soho, London. The initial part of this report focuses on the overview of the business as well as the marketing research. Subsequently, the business plan will entail external environmental analysis, marketing plan and organisational structure of Artisan along with a funding plan and another financial requirement. Afterwards, it will be describing the legal and other compliance issues applicable for the salon.
[bookmark: _Toc110692346]Concept of the Business
[bookmark: OLE_LINK25]The main concept of the business is to open up and establish it trendy salon shop which will attract a wide range of customers and audiences. Facial makeover and beauty products have been in vogue in recent times all around the world regardless of age and gender. Nowadays customers wish to explore and experience different types of a makeover by spending as much low as possible. Especially with the optimisation of the cost structure as well as standardisation of beauty products, customers have been enjoying low-cost and discounted products from several shops. The main concept of the business is to provide a suitable package and application of these beauty products and body treatments within this trend.
[image: ]
Figure 1: Logo of the business
[bookmark: _Toc110686654][bookmark: _Toc110692347]Background of the business
[bookmark: OLE_LINK26]Artisan is a salon shop established by five different partners living in London, United Kingdom. The location of the shop has been a bone of contention among the partners. There are many lucrative opportunities as well as plausible destinations for the shop to call home. Nevertheless, the partners were intending to go more with the trend Especially on different types of social media networks like Facebook and TikTok trends. This is why the location of Soho has been selected. Soho is often considered as the real neighbourhood of London that hosts several fashion shows and is also popular for its nightclub culture Artisan has been intended to provide the latest and most trendy makeover solutions to those who want to have a good time with their looks and feel
[bookmark: _Toc110686655][bookmark: _Toc110692348][bookmark: OLE_LINK27]Mission statement
Artisan is a salon shop which provides the most affordable makeover and hair treatment for customers who are also eco-conscious. The company believes even a small salon shop can contribute to a greater cause by changing the traditional business model to a green sustainable business.
The main business goal of the artisan is to provide make-up and hairdressing services to the customer living in and beyond the neighbourhood of Soho with the application of environmentally friendly products and services.
[bookmark: _Toc110686656][bookmark: _Toc110692349]Objectives 
The main business objectives of artisan include providing beauty salon services to the customers at an affordable rate, capturing the highly coveted customer audience who live and frequent the neighbourhood of Soho., Marketing and advertising the importance of environmental sustainability through the application of beauty products and training and developing highly skilled beauty salon employees.
The key unique selling proposition of artisan is the procurement and application of beauty products and beauty treatment technologies that have been manufactured using environmentally sustainable means and raw materials.
[bookmark: _Toc110686657][bookmark: _Toc110692350]Market Research
The partners at Artisan being highly systematic and rigorous about facts wanted to conduct a comprehensive. study of the target market. In order to pinpoint its target audience, Artisan conducted a questionnaire survey. The organisation grouped its desired target audience in terms of different demographics and earning categories and collected their response by ensuring their animosity and ethical clearance.
[bookmark: _Toc110686658][bookmark: _Toc110692351]Questionnaire 
	[bookmark: OLE_LINK2]Question
	Age Group
	Annual Income Range

	
	Below 18
	18-30
	30-45
	45 above
	<£10k
	[bookmark: OLE_LINK1]£10k-£25k
	£25k-£50k
	>£50k

	I visit a salon twice a month
	
	
	
	
	
	
	
	

	I often come here I Soho for beauty services
	
	
	
	
	
	
	
	

	I spend £100 at Salon on an average each month
	
	
	
	
	
	
	
	

	Tiktok and Instagram influence my beauty service choice.
	
	
	
	
	
	
	
	

	I am very conscious of my looks.
	
	
	
	
	
	
	
	

	I am very conscious about the sourcing of products.
	
	
	
	
	
	
	
	

	I would love to purchase eco-friendly beauty products and services. 
	
	
	
	
	
	
	
	



[bookmark: OLE_LINK28]The questionnaire has 2 sections. The first section asked audiences based on their age. The questionnaire targeted four different age groups including those below 18, 18 to 30, 30 to 45 and 45 or above. The second section of the audience has been selected from their annual income range. The four categories are under £10,000, £10,000-£25,000, £25,000-£50,000 and above £50,000. 
[image: ]
On the question of whether the customer visits the salon twice a month, the majority of the response came from the target age group 80 to 30 and the income age group £25,000-£50,000. Similarly, these two groups provided the majority of responses to the question that they come to Soho for beauty services. And it is also apparent that those who are Putin 18 and 30 in age and earn between 25,000 and £50,000 a year spent more than £100 on beauty services. Additionally, social media networks heavily influence audiences who are below the age of 18. They are also quite conscious of their looks. When the target audience was asked if they were conscious of the sourcing of the products, the majority of responses came from the age group of 18 to 30. In terms of the income range, those who earn more than £50,000 or more are conscious of the sourcing and procurement of beauty products and services. Finally, it is also apparent that the highest income individuals are more likely to purchase eco-friendly products. On the other hand, individuals between the age of 18 to 30 are more parties and about the eco-friendliness of beauty products and services.
[image: ]
From the above analyses, it is apparent that the most lucrative target audience based on age is the group where the individuals are between the age of 18 and 30. From the income range target audience group, it is also apparent that the highest earners who earn more than £50,000 annually should be the target audience. However, the collective data shows that customers who are between the age of 18 and 30 falls generally between an annual income Ranges £10,000-£25,000. Therefore, the partnership business, Artisan will primary target this customer segment.
[bookmark: _Toc110686659][bookmark: _Toc110692352][bookmark: OLE_LINK29]Customer profile
Artisan is targeting to attract a wide range of diversified customers from every corner of London, United Kingdom. Eventually, Artisan will increase its international appeal to attract international tourists. Below is provided with a detailed look at the four segmented divisions of customer profile.
[bookmark: _Toc110686660][bookmark: _Toc110692353]Demographic segmentation
Demographic segmentation generally refers to the features of customers with respect to their age, gender, sexual orientation, educational level, income range and so on. This is the most basic aspect of segmenting a particular target audience. From the above analyses and responses gained from the questionnaire, it is apparent that The target audience of artisan will be between the age group of 18 and 30. They can be identified as both Millennials and generation Z. They are very fresh and trendy and look forward to spending a good hefty amount of money each month in their personal beauty care. They also have a considerable income range between £10,000 and £25,000, according to the results of the questionnaire.
[bookmark: _Toc110686661][bookmark: _Toc110692354]Geographic segmentation 
Geographic segmentation is the particular characteristic of the target audience that refers to a particular location within which the business is generally established. The salon parlour will be established in the neighbourhood of Soho, London, United Kingdom. Soho is one of the most happening and busiest areas within London frequented by fashion icons and travel enthusiasts (Walkowitz, 2012). This will be a great opportunity for the partners of artisan to brand itself as one of the most highly coveted and frequented salon parlours within this neighbourhood. Apart from the British nationalities, tourists and immigrants will also love the outfit of the salon parlour since it will be embedded in the element of cultural diversity and inclusiveness. 
[bookmark: _Toc110686662][bookmark: _Toc110692355][bookmark: OLE_LINK9]Psychographic segmentation 
Psychographic segmentation provides the question of why artisan will be attractive to the target audience. There are some particular psychographic traits with which the target audience can be labelled. These include personality traits, hobbies, values, beliefs, lifestyles and life goals. Compared to demographic and geographic segmentation, this is a particularly tough task for the marketers of artisan to identify and 25. Therefore, the elements of the response to the questionnaire have been implemented here with a view to exercising an incredibly effective marketing campaign to speak to services of artisan to them at a more personal level (Robertson, 2021). For example, looking at the question, if social media networks like TikTok and Instagram influence the beauty service choice, it is apparent that a large section of the target audience is affirmative about it. This only goes to say that their lifestyle and beauty care product and choice is highly influenced by what they see on social media networks.
[bookmark: _Toc110686663][bookmark: _Toc110692356][bookmark: OLE_LINK10]Behavioural segmentation 
Behavioural segmentation is one of the most useful segmentation criteria, especially for small start-up businesses. This type of information can be obtained and gathered by contacting a total analysis of the data obtained from different types of research surveys. Some of the key elements of behavioural segmentation include spending habits, browsing habits, interaction with the brand, product feedback, browsing habits, and so many more. From the questionnaire survey, it is observable that, mini customers flock to the neighbourhood of Soho with a view to accessing beauty services. Their purchasing and spending habits are largely manifested by their income range (Chow et al., 2012). They are also quite conscious of their looks and are ready to spend a hefty amount of money in order to sustain it. Finally, from the perspective of their browsing habits, it is apparent that the target audience is very eco-conscious and will question the partnership business about the sourcing and procurement of the role materials and technologies for their business.
[bookmark: _Toc110686664][bookmark: _Toc110692357][bookmark: OLE_LINK30]Market Analysis 
[bookmark: _Toc110686665][bookmark: _Toc110692358]The Global Market
The beauty salon industry is one of the most vibrant and expanding industries that is continuously growing at a rapid pace. According to the latest estimations, the global haircare market is expected to grow from US$69 billion in 2016 to 50 87 billion US$ in 2023. The beauty care industry generally includes the haircare industry, the body care industry, the salon industry and other associated services. In addition to the ongoing trend, the needs of the customers are also changing at a rapid pace. Nowadays, there are number one choice is to look for the best salon in terms of their products and services. In order to meet up their increasing demands, the salon industry is also evolving and developing regularly. The charm of natural products is never out of fate. Nowadays, customers are attracted towards allergen free, alcohol free, skin friendly, hypoallergenic products. Especially, they prefer organic, cruelty free and eco-friendly products and services to strengthen their hair care. Subsequently, the market is getting more diversified with lots of brands and salon shops that are offering personalised products and services to the customers. Additionally, the market distribution system of beauty care products and services has also changed massively. Nowadays, customers can get their hands on tailor-made hair care and beauty solutions from different types of pharmaceuticals, local grocery stores and mass retailers.
[image: ]
Figure 2: Growth of global salon industry (Salonist, 2022)
[bookmark: _Toc110686666][bookmark: _Toc110692359]The UK Market
In the UK, the appetite for beauty salons and hairdressers is growing strong day by day. According to the latest estimates obtained for the year 2020, it can be observed that the number of business establishments for hairdressers and related beauty treatment services has reached an all-time high When considered from 2008. Between the year of 2015 and 2016, the United Kingdom saw the establishment of more than 10,000 beauty products and service shops. This trend is particularly continued even to 2020 and beyond despite the vicious impact of the COVID-19 pandemic, to a number that is roughly 45,000 (Statista, 2022). Parallel to the beauty salons and hairdressers increasing number, the annual turnover is also magnifying annually thanks to a considerable improvement over the past two years. The UK Salon market has experienced minor fluctuations however. Regardless, the UK hairdressers have experienced a generally steady course in regards to the turnover as the highest figures have met their influx to these establishments in the past two years. When taking the market analyses into profound observation, both female and male customers who come from a variety of backgrounds and demographic characteristics are attractive to these hairdressers and salon shop owners (Statista, 2022). However, the cost of beauty and grooming treatments for female customers like hair colouring and haircuts are traditionally higher than for men according to the latest estimates.
[bookmark: _Toc110688074][bookmark: _Toc110692360][bookmark: OLE_LINK31]PESTEL Analysis
PESTEL stands for political, economic, social, technological, environmental and legal factors that influence a business in its activities. The PESTEL analysis of Artisan, a salon, based in Soho, London is given below.
[bookmark: _Toc110688075][bookmark: _Toc110692361]Political Factors
Political factors mainly include different governmental rules and policies which the different industries have to adhere by. Furthermore, stability in these rules and policies is what mainly matters. As for Artisan which is based in Soho, London, the business won’t face any political issues of any kind which will only smoothen the operations of the salon.
[bookmark: _Toc110688076][bookmark: _Toc110692362]Economic Factors
Economic factors include proper capital structure, available funds, inflation, interest rates, consumer spending etc. As a salon based in London, the overall cost will be high for Artisan due to the cost factors that come with running business in London. On the other hand, capital structure, available funds, consumer spending and as such are the favorable factors for the salon business.
[bookmark: _Toc110688077][bookmark: _Toc110692363]Social Factors
For the salon industry, social factors are a major deal as how the people of certain geographic area perceive different styles matter the most. In the case of Artisan, newer trends and fashion styles matter the most and being updated on the trends need to be the most emphasized thing for this particular salon business. (Frue, K., 2022) Again, newer products need to be availed and used as well which is also an important factor in this regard.
[bookmark: _Toc110688078][bookmark: _Toc110692364]Technological Factors
In the salon industry, technological factors are pivotal as newer technologies can bring efficiency and better prudency which can facilitate the overall experience derived by the customers which is the most important part in this industry that is whether the customers are satisfied with the service or not. Again, different hairstyles require different equipment which demand the use of newer ones if the better version comes out. 
[bookmark: _Toc110688079][bookmark: _Toc110692365]Environmental Factors
Just as any other industry, the salon industry is also bound to go absolutely green in order to be sustainable and be more relevant to the market. Different services that pollute the environment or create wastes need to be changed and Artisan needs to be aware of that. As the general mass is being more conscious of their decisions that can contribute to the pollution of environment, Artisan is no exception in prioritizing greenery. (Kim, Y.J., et, el. 2021)
[bookmark: _Toc110688080][bookmark: _Toc110692366]Legal Factors
Legal factors keep businesses in order and control. As a salon, Artisan needs to use different types of products as well as equipment. For that, there are different legalities in terms of using products that can harm the skin or any physical part of the customers that Artisan needs to abide by in order to carry out the regular operations.
[bookmark: _Toc110688081][bookmark: _Toc110692367]SWOT Analysis
SWOT refers to the strengths, weaknesses, opportunities and threats that a business faces throughout the entirety of its existence. Of these four, strengths and weaknesses are the internal factors whereas opportunities and threats are the external factors. (Blakely-Gray, R., 2022) The SWOT analysis of Artisan is given below.
[bookmark: _Toc110688082][bookmark: _Toc110692368]Strengths
As a partnership business, Artisan will have the strengths of having enough manpower and managerial capabilities. Furthermore, the financial strength can be a major one for Artisan, firstly because it’s a partnership business which pools a lot of resources into one place, secondly the UK boasts a rigid financial structure which can come in clutch for the salon. Again, there is enough demand for such services which is another area of strengths for the business. Moreover, having trained professionals can be a great area of strength as well which will ensure the best possible customer experience.
[bookmark: _Toc110688083][bookmark: _Toc110692369]Weaknesses
Artisan, being based in Soho, London, will certainly have some drawbacks of which the most debilitating one will be the overall cost incurred. Again, one single salon can’t provide all the necessary services that are related to the salon industry which can essentially make the business lose quite a big number of customers. As a partnership business, even though the risk gets diversified, the profit gets too which can be a problematic thing for Artisan if it can’t make enough revenue, in the first place. 
[bookmark: _Toc110688084][bookmark: _Toc110692370]Opportunities
As a salon, Artisan will also have a lot of opportunities that it can leverage from and gain better reputation as well as financial position. Firstly, there will always be newer trends and popular designs which many customers will look for. Secondly, the ever-changing lifestyle can be another opportunity for Artisan to grab. The styles of different celebrities can also be an opportunity for the salon business which can help it flourish in building a brand image for itself. In short, there are quite a lot of opportunities for Artisan to avail which can definitely contribute to the success.
[bookmark: _Toc110688085][bookmark: _Toc110692371]Threats
The salon industry always goes through a fierce competition and Artisan needs to face that too. In that regard, having the proper skills and competitive location is a must in order to obviate this threat, otherwise it can deleterious. Furthermore, the volume of customers is a crucial factor for Artisan as the reduction in sales figures can definitely hurt the profitability of the business to a great extent. Again, there are newer technologies coming to the market which only adds to the cost and increases the competition furthermore.
[bookmark: _Toc110688086][bookmark: _Toc110692372][bookmark: OLE_LINK32]Porter’s Five Forces
Porter’s five forces is a tool that can be used to identify the core competitions that a business can face in the industry it operates. The five forces include competitive rivalry, supplier power, buyer power, threat of substitution and threat of new entry. (Bachelorprint.eu. 2022) The analysis of Porter’s five forces in relation to Artisan, a salon based in Soho, London, is provided below.
[bookmark: _Toc110688087][bookmark: _Toc110692373]Competitive Rivalry
The degree of competitive rivalry is quite high in the salon industry and Artisan being based in London just contributes to this particular force. There are many established salons in Soho, London and neighboring places which can be quite detrimental to the profitability of Artisan. (2021, U., 2022)
[bookmark: _Toc110688088][bookmark: _Toc110692374]Supplier Power
The supplier power in this industry is low because how massive the industry is. (Usmani, F., 2022) Furthermore, there are many manufacturers for different products and equipment which only help to keep the power of suppliers down for Artisan.
[bookmark: _Toc110688089][bookmark: _Toc110692375]Buyer Power
Just as the supplier power is low, the buyer power is extensively high in this area of business because when the supply is very high, and the buyers have the extensive list choices, the power keeps climbing up. Artisan facing high competition also needs to properly work around the buyer power that it faces.
[bookmark: _Toc110688090][bookmark: _Toc110692376]Threat of Substitution
Even though the technological advancements are making it easier for people to take care of their personal care by themselves, still the threat of substitution for a salon business which is Artisan in this case, is quite low, mainly due to people’s catering towards getting the best possible service when it comes to their haircuts or other personal care services.
[bookmark: _Toc110688091][bookmark: _Toc110692377]Threat of New Entry
The threat of new entry in the salon industry is quite high, especially when the salon is based in London. If the service is not up to the mark and a proliferated range of services cannot be given which are crucial in establishing brand image that helps to be competitive against new entrants, the chances of being in business diminishes away.
[bookmark: _Toc110688092][bookmark: _Toc110692378]Marketing Plan
[bookmark: _Toc110688093][bookmark: _Toc110692379][bookmark: OLE_LINK33]Marketing Mix
Marketing mix is one of the most important and widely used marketing planning LMS specially for small-scale start-up businesses. The elements of marketing mix may also vary from context to context. Below is provided seven elements of marketing mix in regards to the planning of the marketing segment for artisan salon. 
[bookmark: _Toc110688094][bookmark: _Toc110692380]Product
Product is the first element of the marketing mix and marketing planning of artisan. Generally, product refers to the tangible and intangible goods and services that contain the utility to quote the need and demand of customers. And the products and services catalogue of autism is based on a number of factors. Firstly, there will be a mix of products and services that are highly in demand from the customers like haircuts, facial, spa, pedicures and manicures and makeovers. Then there will be some services for which parties and will create a distinction in the market. These include home service, special makeover services for the LGBT community and pet services.
[bookmark: _Toc110688095][bookmark: _Toc110692381]Price
Prices generally known as the element at which the customer is ready to exchange for joining the utility of the product or service. Price will be a vital factor to the business success of artisan since there are lots of high-quality and cutting-edge beauty salon shop in Soho and overall in London. The partnership business will focus on competitive pricing strategy. According to porters generic business strategy, there are four types of pricing strategies that an organisation can implement. These are, consider shape, differentiation, niche cost to intership and niche differentiation. Artisan will follow niche cost leadership strategy by offering the most affordable range of price for products and services to a particular audience. The characteristics of this audience include the age bracket between 18 and 30, the income bracket between £10,000 and £25,000 and finally, the purchasing behaviour of eco-friendly products and services.
[bookmark: _Toc110688096][bookmark: _Toc110692382]Place
Place is generally known as the market place from which a customer can interact with the seller. However, please can we also a number of distribution strategies implemented by the seller. In the case of artisan, the company the partnership business will first open its signature outlet in the neighbourhood of Soho. Apart from this, the beauty salon shop will also provide different types of services through eight syndicated online retail channels to which customers can place their orders and make payment through digital transactions. The partnership business will be planning to open other branches in neighbourhoods like Westminster, Kensington and Berkeley.
[bookmark: _Toc110688097][bookmark: _Toc110692383][bookmark: OLE_LINK34]Promotion
Promotion will be a key factor to achieve long-term success by the partners of autism. The business needs to blend a number of contemporary and systematic marketing strategies to ensure widely accepted promotional activities. The promotional strategies of artisan are listed below.
[bookmark: _Toc110688098][bookmark: _Toc110692384]Brand consistency. 
Artisan cannot hope of succeeding from walk-in business alone. Potential customers need to know who artisan is and why they should come to this salon shop instead of others. Therefore, promotion via online and off-line materials are compulsory nowadays. In order to create a powerful Salon brand, online systems can be as effective as the off-line system. Artisan needs to come up with a straightforward message with the same look and feel so that it may maintain a consistency.
[bookmark: _Toc110688099][bookmark: _Toc110692385]Website
Artisan should implement a user-friendly website that can be available to them 24 seven. A successful website will be always vital to inspire visitors for recurrent purchases. Through the website, the main model of artisan will be to feel that client with experience and not just a major transaction of beauty services. The partnership can also write blogs on the improvement of beauty care by using very attractive and high-quality images so that it can create a premium perception in the eyes of the customers. Since, most of the customers serve through the Internet using their mobile, the website should also support and integrate mobile optimisation. Finally, there is the provision of search engine optimisation so that customers can look up to the services of artisan through any of the network platforms.
[image: ]
Figure 3: Website
[bookmark: _Toc110688100][bookmark: _Toc110692386]Social media networks
People are nowadays glued to their smart phones scrawling through countless pages of social media networks like Instagram, Facebook and TikTok. If a business does not reap the benefit of potential customers spending a large amount of time in scrawling through unpaid media like Facebook and Instagram, it cannot ensure long-term success achievement. Therefore, artisan should come up with a professional plan to take the maximum benefits from this social media networks. It should keep posting regularly and attractive content. You can also hire dedicated social media network planner and manager to oversee that strategy. The marketing manager can also allow the employees to create user interactive content so that user can interact with each other themselves.
[image: ]
Figure 4: Instagram Post
[bookmark: _Toc110688101][bookmark: _Toc110692387]Physical evidence
Physical evidence refers to the beauty shop, establishment and other tangible elements that give the partnership business framework.
[bookmark: _Toc110688102][bookmark: _Toc110692388]Process
It generally refers to the business framework of manufacturing products and services as well as delivering them to the customers. The process of artisans business will be primarily based on sustainable green business solutions.
[bookmark: _Toc110688103][bookmark: _Toc110692389]People
Artisan is very serious about concepts like inclusiveness and diversity. It will employ and recruit a number of employees from different ethnic backgrounds.
[bookmark: _Toc110441656][bookmark: _Toc110692390][bookmark: OLE_LINK35]Competitor Profile
A small salon partnership called Artisan, based in Soho, London, UK, will shortly begin operations. As salon service is a very in-demand service, there must be a lot of competitors around them. There are many popular salons and grooming centres around the town of Soho, London. Artisan competitors can be classified into three categories: direct competitors, indirect competitors, and replacement competitors (Dey, Clegg and Bennett, 2010). The three types of contestants are briefly discussed below.
Direct Competitors: When two or more firms compete directly for the same prospective market by providing practically identical goods or services, this is known as direct competition (Rockley, Kostur and Manning, 2003). Direct competitors are those who participate in this competition. In the Artisan's aspect, salons and grooming facilities that compete for the same clients are in a direct competitive relationship with one another. Direct rivals of Artisan include Oliver Stephen Salon, Feel Hairdresser, Element Hair, and others.
Indirect Competitors: Indirect competition occurs when two or more businesses fight for the same market to satisfy the same consumer demand despite offering distinct products or services (Rockley, Kostur and Manning, 2003). Additionally, the participants in this tournament are also direct rivals. The face & grooming salons, skincare clinics, and parlours are Artisan's indirect rivals. Competition between companies whose goods or services are different but might meet the same consumer need is known as "indirect competition.".
Replacement Competition: The contestants in a replacement competition present an alternative to the good or service that other rivals provide. Although their methods differ, they both aim to alleviate the same problems. The successor rivals for Artisan include Pretty, Time Out, etc. These service providers come to the homes of their clients and give salon services.
[bookmark: _Toc110439538]

[bookmark: _Toc110441657][bookmark: _Toc110692391]Direct Competition
A market condition known as "direct competition" occurs when two or more enterprises serve the same target market and offer the same goods or services to consumers. When two or more competitors are directly competing, their prices are frequently similar (Thomas, Scarborough, and Wilson, 2008). Actually, the direct rivals sell the same item under several brand names. Customers may get salon services from Artisan, a boutique salon partnership with offices in Soho, London, UK. There are several more names in Soho that provide the same service as Artisan. Oliver Stephen Salon, Feel Hairdresser, and Element Hair are some of the further salons nearby.
One of the most well-known salons and providers of grooming services in Soho for a very long time is The Oliver Stephen Salon. They always have excellent customer relations and treatment practices. They consistently maintain and update consumer information. They are able to develop tighter ties with the target market as a result. The hairdresser gives the customer a lot of customised attention, setting it apart from the competitors. They constantly strive to let their customers pick the hairstyle they want on their own. It gives the market some more value.
The consumer will receive the same service at this time from Artisan. To compete with it and win the consumer, they must add more value to this service platform.
[bookmark: _Toc110439539][bookmark: _Toc110441658][bookmark: _Toc110692392]Indirect Competition
Indirect competition is between businesses that produce somewhat dissimilar goods but have the same clientele. The phrase can also be applied to service providers. They not only share a consumer base but also pursue the same requirements. Indirect rivalry exists between several suppliers of alternative goods and suppliers of substitute goods (Drucker, 2012). At least two products that might be used for the same purpose are substitute goods. Another company that serves the same consumer base but with a different product or service is an indirect rival.
Artisan's indirect rivals include facial and grooming facilities, salons, and skincare centres. These companies don't offer the same services as artisans in the market, but they nonetheless cater to the same client demands and needs. Another significant indirect rival in this sector is electrical trimmers. In reality, indirect competition arises from disputes between suppliers whose goods or services are different but might nonetheless meet the same customer demand. The word contrasts with direct competition, in which companies offer basically identical goods and services.
[bookmark: _Toc110439540][bookmark: _Toc110441659][bookmark: _Toc110692393]Replacement Competition
It differs from the other two categories of competition in this way. A replacement competitor provides a substitute for the good or service that other rivals are putting on the market (Karuna, 2007). Some service providers in the salon industry, notably Pretty and Time Out, give the client additional value. They travel to the homes of their clients and offer salon services there. These services differ significantly from those offered by conventional salons. They have recently gained increasing popularity in Soho. The replacement rivals for Artisan are these service providers.
In the realm of salon services, Pretty offers a few unique options. Customers are given the option to receive salon and grooming services while still in their own homes. Customers are very interested in this firm, especially during the COVID-19 pandemic. They invented and implemented the concept of salon service in a hybrid dimension successfully. This concept has increased the market's value for services.
Another recent entrant into the market for salon services is Time Out. They offer a variety of specialised hair care and styling services. They are more well-known for their particular children's service. It has to be mentioned that cutting or treating children’s hair is really difficult. However, they have delegated responsibility for resolving this to certain experts, who are receiving increasingly positive feedback from clients. Overall, these mobile salon services pose serious obstacles for companies like Artisan in this market for replacement products.
[bookmark: _Toc110439541]

[bookmark: _Toc110441660][bookmark: _Toc110692394][bookmark: OLE_LINK39]Competitor Intelligence Mapping
A visual tool used to display and analyse a company's competitors is called competitor intelligence mapping. Businesses utilise these to proactively enhance customer service. When organisations are introducing a new product or service, competitor information mapping is also quite beneficial (Glader, 2006). It may be used by businesses when developing new social media or marketing strategies.
A company trying to create marketing plans for their goods and services using a competition mapping approach is useful. Systems for gathering competitive information assist decision-makers in finding ways to strengthen a company's or organization's strategic position among competitors, clients, and suppliers. Such systems mainly rely on qualitative data and decision makers' intuition (Davis and Garcés, 2009). Since it is now visible who Artisan's rivals are in the salon industry, it is possible to analyse their represented data to determine the level of market competitiveness. Additionally, it might be assumed that the company should use a precise business plan to operate in this industry. Based on the three degrees of competition, we have generated the competitor intelligence map for Artisan below.
Direct Competitors: Another company that provides the same answer to the consumers' demands is considered a direct competitor. Although they are by no means the sole kind of competitive pressure, direct competitors are the most obvious for most organizations. Generally, there are a lot of direct competitors for any business in the market. The direct competitors of Artisan are mentioned earlier. They are: Oliver Stephen Salon, Feel Hairdresser, and Element Hair. They can be represented in the following fashion based on their characteristics:
[bookmark: OLE_LINK36][image: ]
Figure 5 Direct Competitor Mapping (Self-generated)
Here, certain shared ideals and services across the competitors are discovered. Nearly all salon businesses have strong client relations, and the stores also have digital and clean room facilities. Additionally, they provide various exclusive benefits and services similar to how Oliver Stephen Salon maintains and updates records of the services their clients have purchased. In the long term, this will aid them in their analysis of consumer purchase patterns. Feel Hairdresser offers complimentary massage to clients, which is really unusual in this sector. This plan will enable them to attract an increasing number of clients. Customers of Element Hair may choose from the softest coaches. Additionally, this will help them stand out in the market for salon businesses by adding some added value.
Indirect Competitors: Companies that provide a different product or service to a comparable customer base are regarded as indirect competitors. Although they are by no means the only sort of competition that most organisations encounter, indirect competitors are, together with direct competitors, the most conspicuous. The skincare centres, parlours, and facial and grooming centres are the indirect competitors of Artisan. Here is a map given below for these indirect competitors.
[image: ]
[bookmark: OLE_LINK37]Figure 6 Indirect Competitor Mapping (Self-generated)
It is challenging to map out all of Artisan's indirect competitors due to their great range. The most significant ones, though, are depicted in the image above, and they demonstrate how each of them has a distinctive selling proposition that they may use to draw in clients. 
Replacement Competitors: A replacement competitor offers an alternative to the product or service that other competitors provide. Although they both aim to address the same problem, their methods differ. For Artisan, the replacement competitors are: Pretty, Time Out. Here is a map given below.
[image: ]
[bookmark: OLE_LINK38]Figure 7 Replacement Competitor Mapping (Self-generated)
The market is facing some serious problems from the replacement competition from competitors. The method for delivering salon services at home has previously been managed. Additionally, they have treated the problem of time wasted when watching a series. Additionally, they are offering particular services for children, which will enable them to tap into a larger market.
[bookmark: _Toc110439542]

[bookmark: _Toc110441661][bookmark: _Toc110692395]Marketing and Sales Strategies
The marketing and sales plan for Artisan should focus on the company's rivals as well as its own strengths as a small salon. Below is a thorough discussion of a marketing and sales plan.
[bookmark: _Toc110439543][bookmark: _Toc110441662][bookmark: _Toc110692396]Market Segmentation and Target Market
The salon industry's market sector is expanding quickly every day. This is due to the wide range of consumers who have various service needs. While some desire a decent haircut, others want their beards treated. Someone pays attention to things like conduct, atmosphere, pricing, and cleanliness. The target market for Artisan will be those searching for hair treatments and other grooming services because it is a tiny salon in Soho, London. All ages should be included in the objective, and action should be taken to capture them all (Dolnicar, Grün and Leisch, 2018).
[bookmark: _Toc110439544][bookmark: _Toc110441663][bookmark: _Toc110692397]Unique Selling Proposition
The marketing claim that businesses employ to persuade potential consumers to buy their goods and services is known as a "unique selling proposition" (USP). The target market would never grasp why a company is the one they should buy from unless they are aware of its USP (Palepu, Healy, Wright, Bradbury and Coulton, 2020). The focus on top-notch salon services, a healthy and clean atmosphere, and fantastic client relationships is what makes Artisan unique. In other words, Artisan will give consumers high-quality services, and, via other branding initiatives, they will build a solid customer base that will visit the location. To do this, they might concentrate on emphasising Soho's culture and draw the neighbourhood’s residents' attention. 
[bookmark: _Toc110439545][bookmark: _Toc110441664][bookmark: _Toc110692398]Promotion Strategy
Promotion strategy is the strategy that a business uses for raising demand for its goods or services. Here, the centre of the promotional techniques are the target audiences of the business. According to Kazmi and Batra (2009), promotion is an essential component of the marketing mix.
Artisan may be promoted using a variety of platforms. One of the most popular methods of promotion is social media, which may quickly and easily reach a large audience. Additionally, maintaining a current web profile might aid in salon promotion. Moreover, since people use their cell phones frequently, advertisements can also be displayed there. Building a user-friendly website that allows users to make appointments from home can also be effective. Occasionally, offering special discounts could persuade certain prospective clients to visit the establishment. 
[bookmark: _Toc110439546][bookmark: _Toc110441665][bookmark: _Toc110692399]Sales Strategy
Artisan must first think about their price approach. Customers will be drawn to Artisan Salon when they notice that the prices of their services are competitively priced and realise that this salon offers excellent quality services.
Additionally, establishing a partnership with the clients will promote additional salon visits. As part of their needs-satisfaction approach to marketing, Artisan must alter their service philosophy and menu in accordance with what their target market views as significant (Yayici, 2021).
[bookmark: _Toc110551324][bookmark: _Toc110692400][bookmark: OLE_LINK40]Organisation Structure and Management 
A system that specifies how specific actions are to be carried out in order to accomplish an organisation's objectives is known as an organisational structure. These activities may include guidelines, job descriptions, and accountability. How information moves between firm levels is also governed by the organisational structure (Ashton, 2004).  This part of the task will describe the organisational structure of Artisan and how its structure would help the company manage its other business functions efficiently and effectively will also be described.
[bookmark: _Toc110551325][bookmark: _Toc110692401]Legal Structure 
Artisan will be a small salon that will be located in Soho, London, UK. The main thing about this salon is it will be formed in a partnership form. The salon will follow the partnership Act 1890 and the members of the firm will be 5. A partnership business refers to a business where 2 or more people will work together by sharing a common interest and sharing the profits and losses altogether. Partnership business has no separate legal entity and every partner bears unlimited liability for obligations and debt (Daft, 2015).  There will be a written legal document that will contain an agreement that each member will jointly run the business and share the profits and losses. The reason behind choosing this partnership form is that it would help the members to run their business according to their own way by maintaining the partnership agreement. 
[bookmark: _Toc110551326][bookmark: _Toc110692402]Organisational structure 
A graphic representation of a company's organisational structure shows what employees perform, to whom they report, and how decisions are made at all levels of the corporation. Organisational structures can be designed to serve organisations of a certain size and industry by using functions, markets, products, regions, or processes as their guides (Ashton, 2004).  There are several types of organisational structures and considering the partnership structure the Artisan’s organisational structure would be functional because this will be a small salon and there will be different types of services along with different people and that is why functional would be perfect for the partnership organisation. 
A functional organisational chart for a business illustrates the tasks employees are responsible for, to whom they report, and how decisions are made at all levels of the business. By employing functions, products, markets, regions, or processes as its guidelines, organizational structures can be created to support organizations of a specific size and industry. Lack of departmental coordination is the main issue that businesses with functional structures struggle with (Henttonen et al., 2011).  When concentrating on very narrow tasks and failing to communicate with members of other departments, employees may lose sight of the greater corporate backdrop. However, it is believed that with the proper management the salon would perform well in its business structure.
[bookmark: _Toc110551327][bookmark: _Toc110692403]Organisational Chart 
[bookmark: OLE_LINK3]Organisational chart represents the inner management system of an organisation by showcasing the line of authority and ways of management. It assists the company to run the business effectively by following the authority and hierarchy to manage the business function properly. As it is already said that the salon will follow the functional organisational chart and according to that an organisational chart has been shown below: 
[image: Diagram
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Figure 1: Organisational Structure and chart of Artisan
[bookmark: _Toc110551328][bookmark: _Toc110692404]Management Orientation
[bookmark: OLE_LINK4]Management is an essential part of any kind of organisations. The success and failure of an organisation depend on the proper management of the company. Management is a wider concept and proper practice of this bring effective result for any company. Artisan is a partnership salon company with 5 partners and they will give much attention to their management orientation. 
The management orientation of the company would be service oriented and along with that Taylor’s scientific management, the approach will also be applied to manage their work (Daft, 2015).  As the company is a saloon and its main business would be to provide service to their customer and for that reason, they would give utmost care to their service orientation and for that, they will follow some standards such as 
· Doing research on makeover products so that client gets the best service.
· Appointing the best makeover artist for service.
· Using the best products for the services.
· Providing offers and special discounts for regular customers. 
Along with that scientific management process will also be followed and those four principles would be used which are given as follows: 
1. The Artisan will follow the science, Not the Rule of Thumb which indicates that the company would not get itself stuck on a regular routine task rather than it would practice new techniques as well as will experiment with new things to bring positive changes inside the organisation (Whatmore et al., 2000). 
2. The Artisan company will give focus on harmony not on discord. They will try to create an environment that would consider the condition of management as well as labor and any kind of conflicts would be solved using the mental revolution.
3. The Artisan will also follow the cooperation principles rather than focusing on individualism because individualism never brings a positive result for the company. That is co-operation and mutual understanding would be followed by the saloon. 
4. The salon will also attention to developing each and every person by focusing on their efficiency and prosperity so that both the company as well as the employees get the maximum result from the organisation (Sadler, 2003). 
[bookmark: _Toc110551329][bookmark: _Toc110692405]Management Board and Decision Making 
The management board is another essential part of an organisation because they take the vital decision for the company so that profitability can be attained for the company. They are responsible for running the company as well as taking care of the people who are engaged with the organisation (Millett et al., 2000).  As the Artisan salon is a salon of partnership so the management authority will be the 5 partners and all the decisions will be taken by them for the betterment of the company. If they want, they can take the advice from their managers and other employees but the decision will be taken by them. 
[bookmark: _Toc110551330][bookmark: _Toc110692406]Executive Board and Decision Making 
Executives are the ones who convey their and other employee’s decision to their management board. The executive board of the Artisan salon will consist of three members from three departments and under them, there will be other employees who can also give and share their opinions with their executives and team head (Shin et al., 2000).  The Artisan will follow the decentralization process in their decision-making system so that everyone can easily convey their thoughts and the executive can give that message to the higher authority of the company.
[bookmark: _Toc110551331][bookmark: _Toc110692407]Leadership Management 
As the salon will be a partnership firm so there will be four leaders and all of them will use a democratic leadership style. Democratic leadership style refers to the style of leadership where leaders take the opinion of their employees, executives, and other staff and consider those and take the right kind of actions that will be best for the firm and bring the best output for all the people (Hunt, 2004).  This leadership style would enhance the performance of each employee while creating the opportunity to learn and adopt new things for the betterment of the company and the 5 partners of the Artisan will try their best to become the role model for others and run the business effectively.
[bookmark: _Toc110551332][bookmark: _Toc110692408]Culture 
Culture plays a big role in shaping the behaviour of the employees as well as adopting the best manners and ways of handling things that will work as a role model for others and people outside the company will also show examples of that culture. The Artisan will follow the Schwarts’z cultural model where the focus has been given to several things such as harmony, embeddedness, intellectual autonomy, mastery, hierarchy, and so many things (Fadevi et al., 2015).  This model will be followed by the company to create a good culture that will be best for the company and that will enhance harmony, commitment, mutual trust, autonomy as well as mastery at different work levels. 
[bookmark: _Toc110551333][bookmark: _Toc110692409]HR Management 
Human resource is such a part that not only helps the company to complete a task properly but also helps other resources to use effectively. Without the use of human resources, no organisation will not go so far. HR management includes several types of tasks which start from recruiting the right personnel for the right position and managing those talents efficiently (Ashton, 2004).  However, the Artisan follows the following terms of their employees. 
Salon Owner or CEO-4 
Manager of salon-1
· HR specialist-1
Finance co-ordinator-1 
· Accountant-1 
· Bookkeeper-1
Supervising Beauticians -1 
· Hair specialist-2 
· Product specialist-2 
· Spa specialist-2 
· Facial and body massage specialist-2 
Receptionist-1 
· Cleaner -1 
A total of 20 employees would be recruited initially to start the function of the Artisan partnership salon. 
[bookmark: _Toc110551334][bookmark: _Toc110692410]Annual Personnel cost plan for Artisan 
A short cost plan of Artisan has been provided below: 
	Personnel 
	Year 1
	Year 2
	Year 3 

	CEO (Owners of Salon-4 Members) 
	Per person 10% of annual profit. 
	15% of annual profit by each partner. 
	20% of annual profit by each partner.

	Manager 
	25,000
	26,000
	30,000

	HR Specialist 
	18,000
	19,000
	20,000

	Finance Coordinator 
	30,000
	37,000
	40,000

	Finance coordinator employees 
	18,000
	19,000
	20,000

	Supervising beautician
	24,000
	26,000
	28,000

	Beauticians’ department employees 
	60,000
	62,000
	65,000

	Receptionist 
	14,000
	16,000
	18,000

	Cleaner 
	5,000
	7,000
	9,000

	Total 
	1,94,000
	2,12,000
	2,30,000



[bookmark: _Toc110551335][bookmark: _Toc110692411][bookmark: OLE_LINK41]Stakeholder Analysis
Stakeholders refer to the people who have a direct or indirect interest in the business and can hold strong power to hold interest over the matter of running a business. Stakeholders’ analysis of Artisan salon is given below: 
High power, low interest: Govt as well as customers have the high power to create an impact on the business of the salon industry. Govt product and service testing agencies have high power to create an impact on the business and on the other hand, customers have the power to create a direct impact on the business by stopping taking the beauty service (Jepsen et al., 2009). 
High power, high interest: The ` of Artisan, managers, as well as investors who may invest in the company in the future, will have a huge influence on the business. In the case of partnership business owners as well as managers of the business hold strong power and interest over the activities of the business. 
Low power, low interest: Suppliers of the business from which the Artisan company will collect the product for their salon will hold low power along with low interest in the business matter (Martins et al., 2002).  They even will not have any interest to know about the business or anything.
Low power, high interest: Employees of the Artisan salon will have high interest in the business though they have low power and on the other hand, other interest groups such as social groups, and communities will also hold high interest in the business in spite of having no power. 
[bookmark: _Toc110551336][bookmark: _Toc110692412][bookmark: OLE_LINK42]Product and Services 
As the Artisan will run a salon business so, it will be a service-oriented company and for that, its services will be so many starting from hair cut to make and all types of beauty care services will also be provided the company.  They will have some categories of services and under that, they will provide different beauty services to their customers. Moreover, they will also provide some discounts and offers on the occasion of any kind of festival. 
[bookmark: _Toc110551337][bookmark: _Toc110692413]Products 
The products of Artisan salon are provided below: 
Haircut: The Artisan salon will provide different types of haircuts to both genders. Customers can select any type of hair cut design and the expert hairdresser will cut the hair according to that way.  The price of the haircut will depend on the design and length of the customer. 
[image: ]
Figure 2: Haircut
Facial: Artisan salons will provide different types of facials to women considering their skin and any kind of skin issues.   There will be different types of facials and customers can choose any of them according to their choice.
[image: ]
Figure 3: Facial
Spa: There will also be the opportunity to take a spa in a cool and relaxing environment with country songs and both male and female clients can enjoy this service and there will be special discounts if someone comes with family members.
[image: ]
Figure 4: Spa
Pedicure and manicure: Artisan will also provide manicure and pedicure services to their customers at very affordable prices and anyone can take this service starting from the age 10 to above. 
[image: ]
Figure 5: Pedicure and manicure
Makeover: Artisans will also offer their customer different makeovers for their special days and that can be their marriage day, birthday, anniversary, or any other type of special occasion. 
[image: ]
Figure 6: Makeover
[bookmark: _Toc110551338][bookmark: _Toc110692414]Services 
Home service: The Artisan salon will provide home services if any customer makes a request but they will charge a high price for that as every time beauty experts will not be available. 
Special offers and discounts: On special days as well as festivals the Artisan will provide various offers such as haircuts with free manicures and pedicures or 50% discounts on spa or facials. 
[bookmark: _Toc110551339][bookmark: _Toc110692415]Price of products and Services 
	[bookmark: OLE_LINK43]Name 
	Price 

	Haircut 
	5 to 18 pounds depending on hair size and cut design.

	Facial 
	4 to 20 pounds on different facial packages.

	Spa 
	10 to 25 pounds.

	Pedicure and manicure 
	5 pounds 

	Makeover 
	10 to 35 pounds 

	Home Services 
	Starting from 5 pound to 25 pounds 



[bookmark: _Toc79522864][bookmark: _Toc110426266][bookmark: _Toc110692416]Funding Plan & Other Financial Requirements for Artisan
The chosen partnership will receive their capital from two different sources. Besides borrowing from the bank, we will also be utilizing our own money in this regard. However, the funding that will be coming from personal level will be determined by the proportion of the partnership. 50% of the entire capital will be made up of equity capital, while the remaining 50% will be raised by the bank. Furthermore, Artisan’s total cash flow will be used to make the loan payment, and its ability to generate revenue will cover the loan's interest costs. The total beginning capital has been projected at £160,000 and £155,000 was our estimated initial cost. The following table will assist the reader in understanding the financing and funding plan at the initial phase -
	[bookmark: OLE_LINK44]FUNDING PLAN FOR ARTISAN

	Particulars
	Amount in £
	Percentage
	Sources
	Interest Rate

	Equity Financing
	82,000
	50%
	Personal Funding
	

	Debt Financing
	82,000
	50%
	Loans from Bank
	

	Total
	160,000
	100%
	
	8%


Figure 01: Funding Plan for Artisan
	[bookmark: OLE_LINK45]STARTUP COSTS FOR ARTISAN

	Items
	Amount in £

	Initial Rent
	3000

	Salon Equipment
	75,000

	Salon Inventory
	70,000

	Renovation Cost
	4,000

	Licenses & Permits
	300

	Signage & Advertising
	1200

	Insurance
	500

	Others
	1,000

	Total
	155,000


Figure 02: Total Initial Startup Costs for Artisan
[bookmark: OLE_LINK55]The two tables illustrated above outline all the necessary start-up costs for Artisan partnership at the initial phase. Both equity financing and debt financing will be used to raise the initial funding. The expected interest rate for debt financing has been decided to be 8%. The initial cost will be covered through personal financing, which will be used to cover both the initial rent fee as well as salon equipment and inventory. Debt funding will be used to support the renovation costs. However, asset depreciation rate has been calculated to be 10% on a straight-line basis.
	[bookmark: _Hlk110694966]ANNUAL DIRECT LABOR COSTS

	Items
	Year 01
	Year 02
	Year 03

	Barber
	35,000
	38,000
	40,000

	Stylist
	30,000
	32,000
	35,000

	Shampoo Technician
	15,000
	18,000
	25,000

	Assistant Stylist
	10,000
	12,000
	15,000

	Colourist
	20,000
	25,000
	30,000

	Assistant Colourist
	15,000
	20,000
	25,000

	Product Specialist
	18,000
	20,000
	22,000

	Receptionist
	5,000
	8,000
	10,000

	Nail Technician
	5,000
	6,000
	8,000

	Massage Therapist
	5,000
	8,000
	10,000

	Cleaning & Maintenance
	12,000
	13,000
	15,000

	Total
	170,000
	200,000
	235,000

	
	
	
	

	
	
	
	

	[bookmark: _Hlk110694955]ANNUAL OVERHEAD COST

	
	Year 01
	Year 02
	Year 03

	Manager
	50,000
	55,000
	60,000

	Accountant
	35,000
	32,000
	35,000

	Administration
	25000
	25,000
	30,000

	Total
	110,000
	112,000
	125,000

	
	 
	 
	 

	
	 
	 
	 

	Total Payroll Costs 
	280,000
	312,000
	360,000


Figure 03: Annual Direct Labor & Overhead Cost for Artisan
[bookmark: OLE_LINK56]Total direct labor costs and overhead costs on the annual basis have been displayed on the table above along with all other relevant details and information for Artisan’s business strategies. The mathematical calculations and other numbers have been estimated from an optimal point of view and the expenditure assumptions are based on actual costs. Moreover, this figure also makes it clear that both direct labor costs and annual overhead costs will keep increasing over time. All of the given data and total financials have been approximated for three different financial years. Our suggested financial strategy would include a significant amount of increase in salaries and wages for the employees and other staffs, since the goal is to guarantee employee satisfaction. The service range of Artisan will be increased over time as well, which will result in more direct labor being used. As a result, the overall cost of direct labor will rise over time. However, there will not be a change in the amount of overhead costs, instead, we will be raising them to improve employee satisfaction and retention.
	NET PROFIT OF ARTISAN

	Sales
	Year 01
	Year 02
	Year 03

	Total Customers
	50,000
	55,000
	70,000

	Average Revenue per Customer
	22
	23
	25

	Sales per Year
	1,100,000
	1,265,000
	1,750,000

	Cost of Sales (-)
	30%
	28%
	27%

	
	330,000
	354,200
	472,500

	Gross Profit
	770,000
	910,800
	1,277,500

	
	
	
	

	Operating Expenses
	Year 01
	Year 02
	Year 03

	Rent Payments
	35,000
	35,000
	35,000

	Salaries & Wages
	25,000
	28,000
	30,000

	Branding & Advertising
	3,000
	4,000
	5,000

	Accessories Cost
	10,000
	15,000
	20,000

	Discounts & Coupons
	1,000
	2,500
	3,000

	Uniforms
	2,000
	2,500
	3,000

	Cleaning & Laundry
	3,000
	4,000
	5,000

	Entertainment Fee
	1,000
	1,500
	2,000

	License fee
	1,000
	1,500
	2,000

	Insurance
	20,000
	20000
	20,000

	Office Expense
	4,000
	4,000
	5,000

	Utilities
	30,000
	30,000
	30,000

	Miscellaneous
	10,000
	15,000
	20,000

	[bookmark: _Hlk110695090]Total
	145,000
	163,000
	180,000

	
	
	
	

	Non-Operating Cost
	120,000
	125,000
	130,000

	
	
	
	

	Net Profit
	505,000
	622,800
	967,500


Figure 04: Estimated Net profit of Artisan
[bookmark: OLE_LINK53]The projected net profit of Artisan for the next three years is shown in the figure depicted above. For each of the three corresponding years, it has been projected that each client will generate an average revenue of £22, £23 and £25 respectively. Not only that, but the table also forecasts the projected net operating cost by including all relevant operational costs. We have predicted that the cost of products sold will be 30%, 28%, and 27% for the corresponding years. The percentage of the cost of goods sold will drop over time as sales volume increases due to greater manufacturing and other advantage throughout the years. The interest on loans, staff training expenses, pay for part-time interns etc. are all non-operating costs. The net profit also seems to be increasing over the years gradually.
	[bookmark: OLE_LINK52]CASH FLOW OF ARTISAN

	 
	Year 01
	Year 02
	Year 03

	Operating Cash Flow
	100,000
	130,000
	115,000

	Investing Cash Flow
	-50,000
	-10,000
	-18,000

	Financial Cash Flow
	375,000
	-20,000
	-40,000

	Total Cash Flow
	425,000
	100,000
	57,000

	Cash Balance
	425,000
	525,000
	582,000


Figure 05: Cash flow projection of Artisan for three years
[bookmark: OLE_LINK54]The three-year total cash flow is displayed on the figure illustrated above. Because both the operating and non-operating costs will have increased in the years prior, it has been stated that the initial year's total cash flow will be relatively higher than the next two years. Over time, the overall cash balance will rise. The conclusion that can be drawn from the entire financial calculation is that we have the capability to generate enough profit for our Artisan salon. Additionally, cash flow generation is advantageous for our company.
[bookmark: _Toc110426267][bookmark: _Toc110692417]Legal & Compliance Issues
[bookmark: OLE_LINK61]Legal compliance basically refers to adhering to or implementing the precise laws, policies, standards or specified rules that are established by the government or other recognized authority. Since it is one of the organizational responsibilities to develop trust about Artisan’s service range in the specific community, legal compliance is crucial to bringing our salon business strategy to life. Respecting the law will lessen the possibility of receiving fines, penalties, legal action or any stoppage. In addition, it boosts operational effectiveness, develops public relations, and stimulates involvement of the employees and other staffs. To begin the business activity, the appropriate papers and certificates will be obtained from the relevant authorities. Several legal requirements that we had to follow in order to launch our salon business are detailed below -
[bookmark: _Toc110426268][bookmark: _Toc110692418]License
Depending on the variety of services Artisan provides to their clients, the owner of the salon is required to register, without any fee, with the local authority of environmental health department. If Artisan ever decides to provide laser or intense pulsed light (IPL) treatments, the service will be exempt from registration requirements. However, as Artisan will be playing background music to create a mood and give a sense of relaxation to the customers, the salon must get a music license from PPL PRS Ltd. On the PPL PRS website, there is an annual charge that can be paid. As Artisan may also be providing free alcoholic beverages to the clients, an alcohol license will be required, both a premises license and a personal license.
[bookmark: _Toc110426269][bookmark: _Toc110692419][bookmark: OLE_LINK57]Control of Substances Hazardous to Health (COSHH)
According to the COSHH Regulations, all employers at Artisan must make sure that they are adequately controlling dangerous substances at work. This means that any potentially harmful substances such as aerosols, sulphates, silicon, disinfectants etc. must be recognized and proper measures must be made to ensure that Artisan’s employees are trained in their safe use and handling. The substances may also be in the form of dusts, vapours, gases, or fumes, liquids etc. Artisan must look out for the red and white GB CLP hazard pictograms on any products they use to avoid any sort of potential mishaps. To ensure that Artisan take the proper measures, we always to be sure that a product's warning label states whether it "may cause sensitization via skin contact" or "may trigger allergic responses." 
[bookmark: _Toc110426270][bookmark: _Toc110692420][bookmark: OLE_LINK58]Personal Protective Equipment 2002 (PPE)
The provision of suitable protective gear and equipment is mandated by PPE laws. The laws are applicable for Artisan as well. This can involve offering things like –
· Trolleys to transfer materials and prevent spills
· Bowls for combining products
· While handling colorants and chemicals such as hydrogen peroxide, gloves and masks need to be carefully utilized
· Training for personnel on how to operate equipment; plastic capes as well as robes to protect clients
· Any equipment that is utilized should fit properly, be kept up well, and be stored properly
[bookmark: _Toc110426271][bookmark: _Toc110692421][bookmark: OLE_LINK59]The Data Protection Act (1988 and 2003)
This Act was created to safeguard private information and a person's right to privacy at businesses of all size in the UK. It provides instructions on how records and information about the clients should be collected, maintained, and preserved. In this case, Artisan needs to abide by the following rules -
· Information shouldn't be shared with outside parties.
· Only exchange of information for legal or client protection purposes (such as referral) is permitted.
· Information should not be disclosed without the client's authorization.
· All documents should be securely stored (in a locked cabinet or with a strong password if they are electronic).
· Properly dispose of records by shredding or burning them.
· Keep records for the appropriate amount of time.
· All data and records must be
· handled in accordance with people's data protection rights
· kept safe and secure, 
· used fairly and legally, for specific, clearly stated purposes
[bookmark: _Toc110426272][bookmark: _Toc110692422]Insurance Act
Artisan should contact an insurer and fully describe the operations of the company. The insurer will, then, suggest the appropriate coverage and provide a ballpark estimate of the cost for the salon. This law mandates that all employers at Artisan maintain liability and health insurance. The insurance coverage must be adequate for the number of employees, and the insurance policy must be visible.
[bookmark: _Toc110426273][bookmark: _Toc110692423][bookmark: OLE_LINK60]Environmental Protection Act
The system of Integrated Pollution Prevention and Control (IPPC) for usage of raw materials, energy efficiency, avoidance or minimization of wastage and the disposal of wastes to land, water, and air is brought together by the Environmental Protection Act of 1990 (EPA). According to the EPA, environmental pollution is the release of any substances into the air, water, or land as a result of any process that endangers people or damages property. Any activity that has the potential to create pollution is referred to as a "process" in this definition. Since the inventories, products and other equipment used at Artisan have a huge impact on the environmental sustainability, this small salon partnership needs to immediately follow this rules in order to avoid any form of controversies.
[bookmark: _Toc110426274][bookmark: _Toc110692424]Conclusion
Artisan’s major goal will be to satisfy clients by providing high-quality services regarding hair styling. Our top-notch services, wholesome fare, elegant setting, and warm, helpful staff will satisfy the needs of the customers of all target groups. Our salon’s superior customer service will, furthermore, provides us a market advantage. In addition to all of these duties, we will continuously change our company plan to meet consumer demand. With the development of technology, our marketing plan will be updated.
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