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Assessment 2



	BUSINESS DESCRIPTION / MARKET OPPORTUNITY
The segment on business description within a business plan furnishes an abridged yet comprehensive outline of the venture as a whole, highlighting its unique characteristics and defining attributes. Beauty salons in the UK provide a range of beauty treatments and services to customers, including haircuts, styling, colouring, manicures, pedicures, facials, waxing, and massages. However, with the Covid-19 pandemic, there is a growing need for beauty salons to adapt to new customer needs and safety protocols (Honan et al., 2023). Innovation is key for beauty salons to thrive in the post-Covid-19 world. One innovative element that has emerged is the use of technology in the beauty industry. Beauty salons have started to adopt digital tools, such as online booking systems, virtual consultations, and contactless payment methods, to provide a more convenient and safer customer experience. Additionally, some salons are also using AI-powered tools for personalized beauty recommendations based on individual skin and hair types. The need for beauty salons is significant, as people continue to seek personal grooming and self-care despite the pandemic. Additionally, the beauty industry in the UK has a market value of over £27 billion, indicating a vast potential customer base for beauty salons (Chanda and Kaul, 2022). Some milestones that have been achieved in the industry include the growth of mobile beauty services, the rise of eco-friendly and sustainable beauty products, and the increasing use of social media for marketing and customer engagement. Beauty salons can operate as sole traders, partnerships, limited liability companies, or franchises. The legal structure and ownership of a beauty salon will depend on the business's size, location, and goals. However, all beauty salons must comply with relevant health and safety regulations, including the use of PPE, sanitization procedures, and social distancing measures.




	
INDUSTRY ANALYSIS – Porter’s 5 forces 
The beauty industry in the UK is a large and growing market, with an estimated value of over £27 billion. The industry includes a range of players, including beauty salons, spas, cosmetic retailers, and online beauty retailers. The competition within the industry is intense, and companies must strive to differentiate themselves by offering unique products and services that cater to specific customer needs.
This requires a deep understanding of customer preferences and market trends. By closely monitoring consumer behavior and evolving trends, companies in the beauty industry can remain competitive and continue to grow their customer base. Moreover, it is crucial for companies in the beauty industry to invest in their employees' training and development to ensure a high level of service quality that meets customers' expectations and satisfaction levels (Zameer et al., 2018).
Porter's Five Forces analysis can be applied to the beauty salon industry in the UK:
Threat of new entrants: 
The beauty salon industry in the UK has a relatively low barrier to entry, which means that new businesses can easily enter the market. However, the competition is intense, and established players have strong brand recognition and customer loyalty.
Bargaining power of suppliers: 
Beauty salons rely on suppliers of beauty products, equipment, and other supplies. Suppliers may have bargaining power due to their role in the supply chain, but beauty salons can mitigate this by establishing strong relationships with multiple suppliers.
Bargaining power of buyers: 
Consumers have significant bargaining power in the beauty industry. They have a wide range of choices and can easily switch between brands or beauty salons based on price, quality, and convenience.
Threat of substitutes: 
There are various substitutes for beauty salon services, such as DIY beauty treatments or at-home beauty products (Sheth, 2020). However, the quality and expertise offered by professional beauty salons provide a unique value proposition.
Competitive Rivalry: 
The beauty salon industry in the UK is highly competitive, with many players vying for market share. Established players have strong brand recognition, but new players can gain market share by offering innovative services and leveraging technology.
Overall, the beauty salon industry in the UK is a competitive and dynamic market, with a growing demand for innovative services and technology.
[bookmark: _heading=h.gjdgxs]Competitive Rivalry
The market is dominated by a number of well-established players, resulting in high levels of competitive rivalry.  This makes it challenging for new entrants to gain a foothold and compete effectively. 
By utilising the VRIO assessment, it can be contended that the beauty salon sector possesses attributes of value, rarity, inimitability, and organisational structure.  These attributes give the beauty salon sector a competitive advantage over other industries. VRIO analysis is a framework used to evaluate a company's resources and capabilities to determine its competitive advantage (Lopes et al., 2018). The beauty salon industry in the UK offers valuable resources and capabilities. Beauty salons have access to trained and licenced beauty professionals, a range of beauty products and equipment, and a loyal customer base. These resources are valuable as they allow beauty salons to provide high-quality services and differentiate themselves from competitors. Certain resources and capabilities can be considered rare, such as specialized beauty treatments, skilled staff, and unique brand identities. These rare resources and capabilities give beauty salons a competitive advantage in the market. Therefore, this aspect of VRIO analysis is somewhat dependent on the specific resource or capability being evaluated (Baía and Ferreira, 2019). Finally, the beauty salon industry in the UK needs to have well-organized resources and capabilities to be successful. Well-organized beauty salons can gain a competitive advantage and thrive in a crowded market.

	Name of competitor
	Differentiation

	Superdrug 
	The company has a strong brand reputation and a loyal customer base. Superdrug also has a significant online presence, with an easy-to-use website and mobile app.

	Toni & Guy, 
	The company has a reputation for providing high-quality hair and beauty services. It also offers training and education programs for its staff, which allows them to provide a consistent level of service across all locations (Ravindran, 2018).

	Regis Salons 
	The company has a strong reputation for providing high-quality services, and its salons are located in convenient locations such as shopping centers and airports. Regis Salons also offers a range of hair and beauty products for sale in-store.

	Benefit Cosmetics
	The company has a strong social media presence and a loyal customer base. Benefit Cosmetics also operates a chain of beauty bars in the UK, which offer a range of beauty services such as brow shaping and makeup application (Stobbs, Zhou and Weaver, 2020).






	OPERATIONS AND MANAGEMENT TEAM 
OPERATIONS
Launching a successful beauty salon in the UK requires attention to detail, strategic planning, and a focus on providing high-quality service (Grant, 2021). By implementing these operational and management plans, an entrepreneur can create a thriving salon that meets the needs of their target market and stands out in a crowded market. Choosing the right location for the beauty salon is crucial. One should research potential locations to ensure they are easily accessible and have a high level of foot traffic. One should decide on the services they will offer and ensure that the salon is equipped with the necessary equipment and supplies to provide these services. One should hire skilled and licenced beauty professionals, as well as front desk staff to manage appointments and customer inquiries. It is essential to keep track of inventory levels, order new products and supplies as needed, and ensure that the salon is always fully stocked. One should develop a marketing and promotion plan to attract new customers and build brand awareness.
How would you generate revenue for your business (Upselling, Upgrading, Economies of Scale)? How would you prevent a loss of revenue?
There are several ways to generate revenue for a beauty salon business, including upselling, upgrading, and economies of scale. Upselling involves encouraging customers to purchase additional services or products, such as offering a hair treatment with a haircut (Wirtz, 2018). Upgrading involves encouraging customers to purchase a higher-priced service or product, such as upgrading to a more luxurious massage. Economies of scale involve increasing the efficiency and productivity of the business to reduce costs and increase profits. This could involve bulk purchasing of supplies or implementing technology to streamline operations. To prevent a loss of revenue, the business must prioritize customer satisfaction and retention. This includes providing high-quality services, maintaining a clean and welcoming environment, and offering competitive pricing. It is also essential to manage expenses effectively, such as monitoring inventory levels, reducing waste, and minimizing overhead costs. Finally, developing and maintaining a strong brand identity can help to differentiate the business from competitors and attract new customers (Ramesh et al., 2019).

MANAGEMENT TEAM
	Name 
	Skills
	What do they bring to the firm

	Sarah Cullen
	a trained professional who specialises in cutting, colouring, and styling hair.
	They have strong skills in hair design, colour theory, and customer service.

	Michael Rodriguez
	An esthetician is a skincare specialist who performs a range of services, including facials, waxing, and makeup application.
	They have strong skills in skincare, product knowledge, and customer service.

	Laura Lee
	A receptionist or administrative assistant is responsible for managing appointments, answering phones, and greeting customers.
	They have strong skills in communication, organisation, and customer service.

	Mark Smith
	a marketing specialist who can help develop and execute marketing and promotional strategies to increase brand awareness and attract new customers.
	They have strong skills in marketing research, branding, and digital marketing.

	John Davis
	an accountant who can help manage the financial aspects of the business, including bookkeeping, tax preparation, and financial reporting.
	They have strong skills in financial analysis, record keeping, and tax law.










	MARKETING: The Four P’s must be used to describe your marketing strategy
Beauty salons offer a range of services that can help clients look and feel their best. From haircuts and styling to manicures, pedicures, facials, and massages, there are many treatments available at a beauty salon. To ensure that your beauty salon is successful, it's important to have a solid marketing strategy in place. This can help you attract new clients, retain existing ones, and build a positive reputation in the community. The Four P's of marketing - product, price, place, and promotion - can be used to describe the marketing strategy for a beauty salon in the UK (Tong, Luo and Xu, 2020).
Product: The product offered by the beauty salon is its services, which may include haircuts, coloring, styling, makeup application, facials, and other skincare treatments. The salon must ensure that its services are of high quality and tailored to meet the specific needs and preferences of its target market.
Price: The pricing strategy for the beauty salon should be competitive and aligned with the prices of other salons in the area. The salon may offer promotions, such as discounts for first-time customers or loyalty programs for repeat customers, to attract and retain clients.
Place: The beauty salon's location is an essential aspect of its marketing strategy. The salon must be located in an easily accessible area with high foot traffic to increase visibility and attract potential customers. The salon may also consider offering online booking options to make it easier for customers to schedule appointments.
Promotion: The beauty salon must develop a robust promotion strategy to attract and retain customers. This may include advertising through social media platforms, local newspapers, or magazines. The salon may also collaborate with local influencers or partner with other businesses to increase its reach. Additionally, the salon may offer referral discounts to encourage current customers to refer friends and family to the salon.



	FINANCIALS 
Financial planning is the process of creating a roadmap for achieving your business's financial goals (Lee et al., 2023). It involves developing strategies and making informed decisions to manage your business's financial resources effectively. Here are some steps for financial planning for the beauty salon business in the UK.
Establish Financial Goals: The first step in financial planning is to determine your business's financial goals. This may include setting revenue targets, achieving profitability, or securing funding for expansion.
Create a Budget: A budget is a critical tool for managing your business's finances (Alexander, 2018). It helps you track expenses, monitor cash flow, and ensure that you have enough funds to cover your expenses. Your budget should include all your business's expenses, such as rent, supplies, salaries, and marketing expenses.
Monitor Financial Performance: Regularly monitor your business's financial performance to ensure that you are meeting your financial goals. This involves reviewing your financial statements, such as income statements and balance sheets, to assess your business's profitability and financial health.
Secure Financing: If you need financing to start or grow your beauty salon business, explore different financing options, such as business loans, lines of credit, or grants. Consider working with a financial advisor to identify the best financing options for your business.
Manage Cash Flow: Cash flow management is crucial for the success of your beauty salon business. Ensure that you have enough cash to cover your expenses, such as payroll and inventory, and avoid cash flow issues that can harm your business's financial stability.
Use of funds
	
	Month 1
	Month 2
	Month 3
	Month 4
	Month 5
	Month 6

	Revenue (from your operations and marketing section)
	£20,000
	£30,000
	£40,000
	£45,000
	£50,000
	£55,000

	Fixed Costs
(List out your fixed costs)
	£15,000
	£15,000
	£15,000
	£15,000
	£15,000
	£15,000

	Variable Costs
(List out your variable costs)

	£5,000
	£8,000
	£7,000
	£10,000
	£9,000
	£11,000

	Profit 
	£18,000
	£19,000
	£21,000
	£26,000
	£24,000
	£25,000






MARKET RESEARCH 
Market research is the process of gathering information and analysing data about the market, including customers, competitors, and industry trends (McDaniel Jr and Gates, 2018). It provides insights into the market's needs, preferences, and behaviors, allowing businesses to make informed decisions about their products, services, and marketing strategies. Here are some steps for conducting market research for a beauty salon business in the UK. The first step is to identify the purpose of the research, such as understanding customer needs, identifying potential competitors, or exploring market trends. Research the competition to identify other beauty salons in the UK and their offerings, prices, and marketing strategies. This will help you understand your position in the market and identify opportunities for differentiation. Analyse customer demographics by identifying your target market and gathering information about their demographics, such as age, gender, income, and location. This will help you tailor your services and marketing messages to meet their needs and preferences. Conduct surveys or focus groups to gather feedback from potential customers about their beauty salon preferences and needs (Varadarajan, 2020). This will help you understand what services and amenities are most important to them. Stay up-to-date with industry trends and emerging technologies that may impact the beauty salon industry in the UK. This will help you anticipate changes in the market and adapt your business strategies accordingly. By conducting market research, you can gain a deeper understanding of the beauty salon market in the UK and make informed decisions about your business strategies.
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