[image: A close up of a logo

AI-generated content may be incorrect.]






Student name: Laszlo Suba
Student number:2419719
Module: Enterprise and Entrepreneurship LCLM4006
Lecturer: Charles Obinwa
Assignment title: Individual Written Business Plan













Table of Contents
Overview of the Business Idea	3
Environmental Analysis (PESTEL)	3
Marketing Strategies	5
Funding & Start‑Up Costs	6
Conclusion	8
References	10

























[bookmark: _Toc214834227]Overview of the Business Idea

Lumispell Ltd is a specialist flooring company that provides the design, installation, and maintenance of epoxy and resin bound surfaces for residential, commercial, and industrial clients. The business responds to the growing demand for durable, aesthetically distinctive, and sustainable flooring solutions that outperform traditional materials such as tiles, carpets, and concrete. Resin flooring offers unique advantages including longevity, chemical resistance, and design flexibility, making it attractive to both homeowners and businesses seeking modern finishes (Ratten et all,2023).
The company’s unique selling proposition (USP) lies in combining technical expertise with creative design. By offering bespoke resin patterns, colour blends, and eco‑friendly aggregates, Lumispell Ltd positions itself as a provider of flooring solutions that are both functional and visually distinctive. This reflects entrepreneurial theory, which emphasises differentiation and innovation as key drivers of competitive advantage (Kuckertz et al,2025).
The management structure is lean and founder‑led, with the Managing Director overseeing operations and strategic growth, supported by a Marketing and Administration Lead. This structure reflects the entrepreneurial stage of small businesses, where flexibility and direct involvement are critical for success (Matlay,2019).
Legally, Lumispell Ltd operates as a private limited company (Ltd), which provides liability protection and credibility in the marketplace. This format is particularly suitable for small enterprises seeking to balance entrepreneurial risk with professional legitimacy (Dana et all,2021).
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A PESTEL analysis provides a structured framework to evaluate the external environment influencing Lumispell Ltd’s operations (Fernandez Portillo,2015).
Political factors include UK government regulations on construction, health and safety, and employment. Compliance with Construction Skills Certification Scheme (CSCS) requirements and building standards is essential for credibility and access to larger contracts. Political stability and ongoing investment in housing and infrastructure projects also create opportunities for specialist flooring services (Sui et all,2021).
Economic conditions directly affect demand for flooring solutions. Rising inflation and fluctuating material costs can impact profitability, while growth in the UK home improvement and commercial refurbishment markets provides expansion potential. Small businesses must remain agile to adapt to shifts in consumer spending and construction cycles (Ratten et all,2023).
Social trends highlight increasing consumer interest in sustainable, low‑maintenance, and aesthetically distinctive flooring. Homeowners value bespoke design, while commercial clients prioritise durability and hygiene. Changing lifestyles, including remote working, have also increased investment in home improvements (Matlay,2019).
Technological developments in resin chemistry, grinding equipment, and eco‑friendly materials enhance product performance and efficiency. Digital marketing tools, such as social media and online portfolios, provide cost‑effective ways to reach customers and showcase completed projects (Kuckertz et al,2025).
Environmental considerations are increasingly important. Resin flooring can incorporate recycled aggregates, reducing waste compared to carpets or tiles. Sustainability credentials can strengthen Lumispell Ltd’s competitive advantage, particularly as customers and regulators demand greener solutions (Wei and Duan,2024).
Legal factors include compliance with building regulations, waste disposal laws, and insurance requirements. Operating as a private limited company provides liability protection, but adherence to employment law and health and safety standards remains critical (Dana et all,2021).
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Effective marketing strategies are essential for Lumispell Ltd to establish a strong presence in the competitive flooring industry. Marketing involves identifying customer needs, creating value, and communicating that value effectively to target audiences (Finne and Gronroos,2017).
Target Market: Lumispell Ltd will focus on two primary segments. The first is residential homeowners seeking durable and aesthetically distinctive flooring solutions for kitchens, garages, and driveways. The second is commercial clients such as restaurants, showrooms, and offices, where durability, hygiene, and design flexibility are critical. Segmenting the market in this way allows the company to tailor its offerings and promotional activities to specific customer needs (Palmatier and Crecelius,2019).
Positioning and Branding: The company’s brand identity will emphasise craftsmanship, sustainability, and bespoke design. By highlighting its family‑run structure and authentic storytelling, Lumispell Ltd can differentiate itself from larger, impersonal competitors. Strong branding is a key driver of customer loyalty and perceived value (Srivastava,2017).
Pricing Strategy: A competitive pricing model will be adopted, with premium options available for bespoke designs. This approach balances affordability with profitability, while signalling quality to customers. Research suggests that value‑based pricing enhances customer satisfaction and long‑term profitability (Qi et all,2025).
Promotion and Communication: Lumispell Ltd will employ a mix of digital and traditional channels. Social media platforms such as Instagram and TikTok will showcase before‑and‑after transformations, while a professional website will provide case studies and testimonials. Offline promotion will include participation in local trade shows and partnerships with builders and architects. Integrated marketing communications ensure consistency across channels and reinforce brand identity (Kumar,2022).
Distribution and Customer Engagement: Direct engagement with clients through consultations and site visits will build trust and credibility. Word‑of‑mouth referrals and online reviews will be leveraged to expand reach. Customer relationship management (CRM) practices will help maintain long‑term relationships and encourage repeat business (Malhotra and Agarwal,2021).
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Securing appropriate funding is critical for Lumispell Ltd to establish operations and achieve sustainable growth. Small businesses often face challenges in accessing finance, and careful planning of funding sources and expenditure is essential to reduce risk and ensure long‑term viability (Ratten et all,2023).
The estimated funding requirement for Lumispell Ltd is £15,000. This amount will cover essential equipment, materials, marketing, and compliance costs during the first month of operations. The funding strategy will combine personal savings, a small business loan, and potential investor contributions. Research suggests that diversified funding sources reduce dependency and provide greater resilience against financial uncertainty (Matlay,2019).
Funding Sources:
· Personal savings: Demonstrates commitment and reduces reliance on external finance.
· Small business loan: Accessed through schemes such as the UK Start Up Loan programme, offering manageable repayment terms.
· Investor contribution: Potential equity investment from local business partners or angel investors, providing capital and strategic support.

Funding Sources:
· Personal Savings: Demonstrates commitment and reduces reliance on external finance.
· Small Business Loan: Accessed through schemes such as the UK Start Up Loan programme, offering manageable repayment terms.
· Investor Contribution: Potential equity investment from local business partners or angel investors, providing capital and strategic support.

Start‑Up Costs (Month 1):
	Expense Category
	Estimated Cost
	Rationale

	Tools & Machinery
	6000
	Essential grinders, mixers, PPE, and installation equipment

	Materials
	4000
	Resin, aggregates, sealants, and consumables for initial projects

	Marketing & Branding
	2000
	Website development, social media campaigns, and promotional materials

	Insurance & Compliance
	1500
	Public liability insurance, CSCS card, and regulatory compliance

	Transport & Administration
	1500
	Vehicle costs, fuel, and office supplies

	Total
	15000
	



	
	
	

	
	
	

	
	
	

	
	
	

	
	
	

	
	
	

	
	
	



This allocation reflects the priorities of a start‑up flooring business, balancing operational readiness with market visibility. Financial planning literature emphasises the importance of aligning expenditure with strategic objectives, ensuring that investment in equipment and marketing directly supports revenue generation (Kuckertz et all,2025).
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This business plan has presented a comprehensive analysis of Lumispell Ltd, a specialist flooring company focused on epoxy and resin bound solutions. The plan has demonstrated how the business integrates technical expertise, creative branding, and sustainable practices to establish a distinctive market position. By combining entrepreneurial theory with practical application, Lumispell Ltd is strategically prepared to enter and grow within the UK flooring industry.
The overview of the business idea highlighted the company’s unique selling proposition, which lies in offering bespoke, durable, and environmentally conscious flooring solutions. The lean management structure, led by the founder and supported by a marketing and administration function, ensures flexibility and responsiveness. Operating as a private limited company provides both liability protection and professional credibility, which are essential for building trust with clients and investors (Dana et all,2021).
The environmental analysis (PESTEL) demonstrated that Lumispell Ltd operates within a dynamic external environment. Political and legal factors emphasise the importance of compliance with construction regulations and health and safety standards. Economic conditions, such as inflation and fluctuating material costs, present challenges but also highlight opportunities in the growing home improvement and commercial refurbishment markets. Social trends, including increased demand for sustainable and bespoke design, align directly with Lumispell Ltd’s offering. Technological advances in resin chemistry and digital marketing provide tools to enhance efficiency and visibility, while environmental considerations strengthen the company’s competitive advantage through sustainable practices (Fernandez Portillo,2015).
Marketing strategies were developed to ensure effective positioning and communication. By segmenting the market into residential and commercial clients, Lumispell Ltd can tailor its services to diverse needs. The emphasis on authentic branding, competitive pricing, and integrated promotional channels ensures that the company can build a strong identity and attract loyal customers. Direct engagement, word‑of‑mouth referrals, and customer relationship management further reinforce long‑term growth and sustainability (Finne and Gronroos,2017).
The funding and start‑up costs section provided a clear financial framework, identifying a requirement of £15,000 to cover essential equipment, materials, marketing, and compliance. By sourcing funds through personal savings, loans, and potential investment, Lumispell Ltd demonstrates financial responsibility and resilience. The detailed breakdown of costs reflects strategic priorities, ensuring that resources are aligned with operational readiness and market visibility (Ratten et all,2023).
In conclusion, Lumispell Ltd is well positioned to establish itself as a trusted provider of bespoke resin flooring solutions. The business plan demonstrates a coherent strategy that integrates entrepreneurial theory, market analysis, and financial planning. With careful execution, Lumispell Ltd has the potential to achieve sustainable growth, contribute to local community development, and inspire innovation within the wider flooring industry.
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