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[bookmark: _Toc204798560]Executive Summary
Crown and Contour Academy in the UK teaches beauty. Non-surgical therapies are proliferating, and this curriculum teaches students both theory and practice. A licensed aesthetician with 5 years of clinical and administrative expertise saw a need and founded the academy. Business acumen programs encompass dermal fillers, PDO threads, and anti-wrinkle treatments. Unlike IMAJ Aesthetics and Crown and Contour Academy, the program emphasises small group coaching and practical application. The institution offers modular skincare and Level 7 certificates. 
The UK aesthetics market is booming due to the growing demand for less invasive treatments and ethical business practices. Innovative solutions are needed to address Brexit-related supply chain concerns and comply with the Health and Care Act 2022. This academy recruits therapists, professionals, and salon owners, focusing on sustainability and a customisable curriculum to meet consumer needs. Preliminary estimates suggest clinic collaborations, online marketing, and hybrid learning will produce £900,000 by Year 3. Operating effectively and adhering to CQC and GDPR requirements will enhance long-term viability, while £150,000 covers the initial costs. Crown & Contour Academy prepares students to lead holistic aesthetics education by providing clinical knowledge, ethical training, and strategic connections. Our priority is helping professionals adapt to a changing industry. 
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[bookmark: _Toc204798561]Introduction
The proposed training academy, Crown and Contour Academy, is a well-established beauty academy in the UK that focuses on teaching its students the fundamentals of achieving a beautiful appearance. The academy was founded by an aesthetician with over 5 years of experience in both clinical practice and administrative leadership. The goal is to close the gap between theoretical knowledge and practical experience in the ever-changing field of aesthetics.

[bookmark: _Toc204798562]Business Background/Idea 
The UK aesthetics industry is thriving like never before, driven by increasing demand for non-invasive treatments and a growing number of trained aestheticians. Because of this need, the Crown and Contour Academy provides recognised training for both total novices and experienced professionals (Ramirez et al., 2024). The creator is qualified to run the academy and teach students in a way that is relevant to the real world because he has extensive experience with complex clinical procedures, including dermal fillers, PDO threads, and anti-wrinkle treatments, as well as considerable experience in managing clients and coordinating operations. This innovative program is guaranteed to equip apprentices with the distinctive combination of technical expertise and business acumen necessary for success in today's competitive industries (Hermans, 2021).

[bookmark: _Toc204798563]Business Details 
Crown and Contour Academy will initially be a single proprietorship, but they plan to change to an LLC to facilitate faster growth. The academy will concentrate on small-group training to provide students with the right amount of mentoring, skincare treatments, modular courses, and business development programs. The facilities will initially be based in London, UK, but plans are in place to expand to other locations in the future. Some of the ways money will be made include through training fees, certification programs, and collaborations with healthcare organisations to help people find jobs (Wood, 2024).

[bookmark: _Toc204798564]Legal Status 
The inventor will be responsible for day-to-day operations as the primary owner and principal trainer. A group of professional teachers and administrative staff will help her. Competitors like Crown, Contour Academy, and IMAJ Aesthetics emphasise the importance of certification from reputable organisations. It ensures that they follow the law by utilising measures such as ongoing professional development (CPD) and collaborations with insurance companies (Jarnagin, 2021).

[bookmark: _Toc204798565]Owner/Management Team Details 
The creator will be in control of everything. She has been a trained aesthetician and has worked in medical skincare for over ten years. A marketing director with experience in reaching out to the beauty sector and a healthcare compliance specialist is joining the executive team. 

[bookmark: _Toc204798566]Product/Service Details 
This session will cover a range of popular procedures, including lip fillers, non-surgical rhinoplasty, and toxin injections. Two other business-related topics are managing customers and marketing on the Internet (Nguyen, 2024). The emphasis on hands-on training and our post-course assistance, which includes career coaching and product discounts, ensures that students are well-prepared for the job and have confidence in their skills. This all-encompassing approach is similar to the popular Estetica Academy model, which places a strong emphasis on hands-on teaching and having teachers closely supervise students at all times. 

	Objective
	Specific
	Measurable
	Achievable
	Relevant
	Time-Bound

	Establish as a leading UK aesthetics training provider
	Become a top 10 ranked academy for Level 7 qualifications.
	Ranked in the top 10 nationally for Level 7 aesthetics programs.
	Supported by partnerships and targeted digital marketing.
	This aligns with the growing demand for advanced, accredited training.
	Within 3 years

	Secure clinic partnerships
	Partner with 15 local clinics for post-training placements.
	15 signed partnership agreements.
	Outreach to 20 clinics is planned to secure 15 active partnerships.
	Enhances graduate employability and creates revenue opportunities.
	By end of Year 1

	Achieve revenue targets
	Generate £900,000 annual revenue by Year 3.
	£360K (Y1), £600K (Y2), £900K (Y3) milestones tracked.
	The hybrid model lowers costs, with pricing and marketing strategies in place.
	Financial sustainability is key to growth and compliance.
	Tracked annually to Year 3

	Expand geographically
	Launch a regional training hub in northern England.
	One new operational hub was launched.
	Market research identifies viable locations with unmet demand.
	Addresses regional training disparities and broadens reach.
	By end of Year 3

	Enhance student satisfaction
	Maintain ≥90% satisfaction rating in post-course surveys.
	Survey scores average ≥9/10 on key metrics.
	Small-group mentorship and structured support initiatives were implemented.
	Reputation and word of mouth are vital for sustained growth.
	Ongoing: reviewed quarterly






[bookmark: _Toc204798567]Market and Competitors
[bookmark: _Toc204798568]Market Overview, Size and Trends
The demand for non-invasive treatments, beauty education programs, and a focus on looks have all been significant factors in the UK's consistent expansion in the beauty sector. The organic personal care sector experienced a 7% rise in 2018, which is one of the main reasons people prefer it. Part of the reason for this surge was a move towards vegan and ethically made goods. During recessions, people may be more cautious with their money and put off buying luxuries or opt for cheaper options (Kim et al., 2021). However, this aligns with the overall strength of the market. In 2013–14, the cosmetics industry was worth £2.25 billion, and it continues to grow slowly at a rate of 0.06% per year. This is primarily due to the introduction of new skincare and injectable products. The academy may be able to capitalise on the organic sector's eight-year growth run by focusing on ethical training standards. This demonstrates that clients are devoted to sustainable methods (Lewis, 2024).

[bookmark: _Toc204798569]PEST (LE) Analysis
[bookmark: _Toc204798570]Political
The aesthetics sector is heavily regulated, especially in the UK. The Health and Care Act 2022 has been amended to enable the government to require practitioners in England to hold licenses. Some cosmetic operations need both a personal and a business permit. The Care Quality Commission (CQC) is one of several groups that enforce severe rules and regulations. If a business fails to comply, it may face substantial fines or even be required to cease operations. Brexit makes politics even more complicated, in part, because of the trade limitations that make it harder to import medical-grade skincare products. If courses are to work well, supply mechanisms will need to be adjusted so that parts purchased from the EU can reach them quickly enough, all while navigating the complexities of customs (Ourahmoune and Jurdi, 2021).

Economic
An unstable economy presents both opportunities and risks. Even if people spend less on cosmetic treatments during a recession, experts still need to get certified training so they may develop their skills and stand out in a competitive market. In a sector where licenses are not required, and businesses are spread out, training academies may attract more students by offering Level 6-7 qualifications in cosmetic science or injectable treatments, among other options. To make enough money to cover rising costs, such as rent and labour, while keeping tuition low for students, meticulous planning is necessary (Michon, 2023).

[bookmark: _Toc204798571]Social
Social media has made people more aware of non-surgical cosmetic treatments, which has increased the interest of younger individuals in procedures such as dermal fillers and PDO threads. Clients are increasingly placing importance on non-surgical therapies and ethical methods, which aligns with a broader societal trend toward holistic well-being. Training programs may meet their needs by offering classes on how to use products in an environmentally friendly manner, skincare that promotes health, and guidelines for obtaining patient consent. The programs should also prioritise cultural competence and personalised care in response to the increasing prevalence of tailored remedies for diverse skin types and the emergence of a diverse and inclusive aesthetic (Craddock et al., 2022).

[bookmark: _Toc204798572]Technological
Services are evolving due to new digital marketing tools and advancements in tele-aesthetics. The academy may be able to contact students worldwide via virtual consultations and hybrid learning. Analytics that utilise artificial intelligence (AI) provide more personalised feedback for students. Digital tools, such as customer relationship management systems, make it easier to register and stay in touch with alumni, which helps with data management for everyday tasks. However, when dealing with sensitive student and customer information, strict cybersecurity rules must be followed to comply with the GDPR (Jarnagin, 2021).

[bookmark: _Toc204798573]Legal
Attending to numerous components of data protection legislation, health and safety regulations, and product safety standards is essential for achieving legal compliance. A UK-based Responsible Person (RP) must be responsible for ensuring that the academy's products comply with the Cosmetic Products Safety Regulations. This includes ensuring that labels and ingredient limits are followed. The Advertising Standards Authority (ASA) has strict rules that prohibit ads from making false or deceptive promises about the effectiveness of a treatment. As part of insurance requirements, professional indemnity coverage can help prevent lawsuits in the event of a data breach or medical mistake (Rodner, Goode and Burns, 2022).

[bookmark: _Toc204798574]Environmental
Trends in sustainability are changing both the goals of education and how products are made. Increasingly, trainees want to know how to be more environmentally friendly, such as utilising biodegradable skin care products and reducing waste during operations. By incorporating these sustainability concepts into its course of study, the institution may be able to align its views with them. These programs may focus on ethical sourcing and running a clinic in an environmentally friendly way. Following environmental rules, such as those on how to dispose of sharps and biohazard materials, is another sign that the academy is committed to doing things the right way (Lies, 2021).

[bookmark: _Toc204798575]SWOT Analysis
[bookmark: _Toc204798576]Strengths
The founder's unique combination of clinical aesthetics and administrative leadership is what gives the academy its competitive edge. This is becoming increasingly apparent as the industry seeks new ways to operate and become more efficient. These programs bridge a vacuum in the literature on founder roles and company success by combining hands-on skills (such as how to use dermal fillers and PDO threads) with academic knowledge of the business. This academy stands out because of its small-group training techniques that foster individualised mentoring in response to the growing demand for patient-centred, individualised education and care (Michon, 2023). This concept not only helps students learn more effectively, but it also aligns with a trend in the business world towards more collaborative and interdisciplinary approaches.



[bookmark: _Toc204798577]Weaknesses
It is more challenging for the Upstart Academy to establish its name, as established rivals like Crown, Contour, and IMAJ Aesthetics have higher reputations and greater advertising budgets. Research shows that early-stage companies need to diversify their sources of income, as relying too heavily on local clientele can hinder growth. Even if having two jobs has its benefits, the founder's ability to handle clinical, administrative, and strategic tasks may make it more challenging to allocate resources effectively throughout the development stages (Hermans, 2021).

[bookmark: _Toc204798578]Opportunities 
One way to develop is to create strategic alliances with healthcare institutions to provide post-training internships. These are in high demand since hands-on experience is becoming increasingly important. Our expansion into areas with limited access to aesthetic education, such as northern England, aligns with industry research that has shown that location significantly affects access to this education. New rules in the UK are making it increasingly important for people to receive cosmetic training, and a new sector is emerging around Level 7 qualifications, which are required for advanced practitioners (Ramirez et al., 2024). As part of digital transformation, hybrid learning platforms may enable people all over the world to access education for less money.

[bookmark: _Toc204798579]Threats
Clients in fields where discretionary spending is high tend to postpone spending on training during recessions, which makes the economy less stable. If established firms lower their prices or hire more staff, their competitors' aggressive marketing efforts may erode some of their market share. One change in the rules that may make things more complicated and increase costs is the Health and Care Act of 2022, which introduces stricter licensing rules. More and more businesses are requesting eco-friendly training techniques, which is eating into their profits and necessitating expensive changes to materials and supply networks (Joji et al., 2021).

[bookmark: _Toc204798580]Customers/Target Markets
Most of the clients are salon owners who want to learn how to build their businesses. Others are current practitioners who want to specialise in injectables or PDO threads or prospective beauty therapists. The secondary markets include wellness company owners interested in holistic skincare and overseas students who come to the UK for its renowned colleges. The academy will focus on these groups by offering flexible scheduling, modular course design, and packages that combine business and clinical training. Professionals may be able to achieve their goals immediately through services such as career advice and product discounts following training (Wood, 2024).

[bookmark: _Toc204798581]Competitor Analysis
Crown and Contour Academy is well-known for its business-focused curriculum, while IMAJ Aesthetics is a renowned institution for learning how to utilise dermal fillers. Even if they are the most important players in the industry, these academies often prioritise volume over tailored training. This is why the academy may set itself apart with small-group sessions and aid after the course. Estetica Academy, a prominent academy in the area, values hands-on experience; however, it does not offer a comprehensive digital marketing curriculum (Ourahmoune and Jurdi, 2021). The academy might compensate for this lack by offering lessons on customer retention and social media usage. The academy aims to become the premier institution for aesthetic education by integrating a focus on talent development with a commitment to the company's long-term success. This plan deals with both the quality of care and the efficiency of operations.

[bookmark: _Toc204798582]Sales and Marketing Strategy
[bookmark: _Toc204798583]Marketing Objectives
Crown and Contour Academy aims to be the premier location in the UK for aesthetic education, having been in business for three years. By the end of the first year, we aim to have collaborated with fifteen local clinics to offer internships following training and to have increased course enrollment by 20% annually (Kim et al., 2021). These aims fit with what the market needs right now: a recognised education that stands out from other academies by offering business-oriented courses and personalised mentoring programs. Another goal is to increase the business's online visibility, and another is to convert 30% of marketing leads into paying customers through targeted advertising and referral networks.

[bookmark: _Toc204798584]Marketing Strategies
The academy will adopt a multi-channel approach to engage its audience. Paid advertisements targeting phrases such as "beauty therapy training UK" and "Level 7 aesthetics courses" will be supported by social media campaigns featuring treatment results and student testimonials. Partnerships with clinics will facilitate referral networks, while free introductory webinars will highlight the academy’s unique selling points, such as small-group training and post-course career support (Ramirez et al., 2024). To enhance credibility, the academy will pursue accreditation endorsements and collaborate with industry influencers to create co-branded content.

[bookmark: _Toc204798585]Target Market
The target demographic is primarily beauty therapists, salon owners seeking business development training, and those already working in the industry who want to specialise in injectables or PDO threads. They are mainly between the ages of 18 and 35. There are two secondary markets: overseas students seeking admission to the UK's renowned institutions and wellness entrepreneurs looking to offer holistic skincare products (Hermans, 2021). Using psychographic segmentation, the academy will provide modular courses and modules that focus on sustainability to meet the demands of students who seek ethical training techniques, practical results, and flexible learning options.

[bookmark: _Toc204798586]Pricing Strategy
The courses will be priced at a reasonable level, as we recognise the significance of possessing respectable qualifications and pertinent work experience. A Level 7 introduction course may cost up to £2,500. Shorter modules on skincare or business might cost between £500 and £1,200. We offer bundle packages with a 15% discount for three courses and early-bird discounts of 10% for two months to get people to sign up. Corporate partnerships will offer volume-based pricing for clinics sponsoring multiple trainees, ensuring steady revenue streams (Nguyen, 2024).

[bookmark: _Toc204798587]Sales Forecast
Revenue projections anticipate £360,000 in the first year, based on 60 enrollments across Level 7 courses (40 students) and shorter modules (20 students). Year two targets £600,000 through expanded course offerings and clinic partnerships, while year three aims for £900,000 by entering underserved regions, such as northern England. These forecasts factor in a 5% annual attrition rate and a 10% uplift from ancillary services (e.g., certification renewals and product sales) (Hermans, 2021).


[bookmark: _Toc204798588]Budget and Timeline
The initial marketing budget of £45,000 will allocate £15,000 to digital ads, £10,000 to content creation (including blogs and videos), £8,000 to partnerships, and £12,000 to events (such as open days and trade shows). Phase 1 (Months 1–3) focuses on brand launch and SEO setup. Phase 2 (Months 4–6) scales social media campaigns and webinar hosting. Phase 3 (Months 7–12) prioritises conversion optimisation and partnership expansion. Continuous monitoring via monthly KPI reviews will ensure alignment with objectives, with budget adjustments made quarterly to maximise ROI (Wood, 2024).

[bookmark: _Toc204798589]Operations
[bookmark: _Toc204798590]Location/Premises/Equipment
The academy will secure centrally located premises in [City/Region], ensuring accessibility for both local and international students. The facility will include a dedicated training room equipped with ergonomic seating, high-definition screens for demonstrations, and workstations for hands-on practice with dermal fillers and PDO threads. Adherence to Good Manufacturing Practice (GMP) guidelines will ensure the premises are designed to minimise cross-contamination, with separate zones for theoretical instruction and practical sessions. Equipment will include industry-standard tools such as medical-grade skincare kits, disposable needles, and digital platforms for hybrid learning (Rodner, Goode and Burns, 2022). Healthcare training environments can be made compliant with standards by following the criteria for facility layout, which include having sufficient ventilation and adequate toilet facilities.

[bookmark: _Toc204798591]Production and Distribution Processes
The training will be delivered in a manner consistent with GMP's "5Ps" (people, premises, processes, products, and procedures). This will assure quality and consistency. Theoretical modules will be taught using a learning management system (LMS), and practical sessions will be arranged in a cellular pattern to facilitate communication between mentors and trainees. Production timelines will be staggered to accommodate small-group training, ensuring that each participant receives personalised feedback. Distribution of certification materials and post-course resources will be managed digitally to reduce delays, while partnerships with clinics will facilitate real-world application of skills. Continuous process evaluation, led by the operations manager, will refine workflows to enhance efficiency (Wood, 2024).


[bookmark: _Toc204798592]People/Staff/Suppliers
The academy will employ certified aesthetic trainers with clinical experience, supported by administrative staff who handle enrollments, scheduling, and compliance. Staff training will emphasise GMP principles, including hygiene protocols and documentation standards. Suppliers of medical-grade skincare products and training materials will be vetted for adherence to ISO and EU regulations, ensuring ethical sourcing. Collaborations with local clinics will provide students with placement opportunities, while external legal advisors will ensure adherence to advertising and data protection laws (Jarnagin, 2021). A culture of accountability will be fostered through quarterly performance reviews and incentivised referrals.

[bookmark: _Toc204798593]Systems and Procedures
Operations will rely on integrated systems for enrollment management, quality control, and record-keeping. An LMS will track student progress, while a CRM system will manage marketing leads and alumni engagement. Standard operating procedures (SOPs) for course delivery, equipment sterilisation, and emergency protocols will be documented and audited quarterly. Digital tools like Zoom and Teams will facilitate virtual consultations and hybrid learning, aligning with technological trends in tele-aesthetics. Feedback loops from students and instructors will drive iterative improvements to course content and delivery (Michon, 2023).

[bookmark: _Toc204798594]Health and Safety/Quality Control/Legal Compliance
Health and safety protocols will exceed UK regulatory standards, with mandatory risk assessments, PPE provision, and waste disposal systems for sharps and biohazard materials. The course meets Level 7 certification standards, students will take competence tests, and all equipment will be cleaned before and after each session. To follow the legislation, the Advertising Standards Authority (ASA) rules for promotional materials, register with the CQC and handle data in a manner that is in line with the General Data Protection Regulation (GDPR). Professional indemnity and public liability insurance, among other things, may help mitigate the risks associated with running a business (Kampani and Jhamb, 2021). Outside groups that conduct regular audits to ensure the academy is following the rules will help build the institution's reputation for safe and ethical teaching even further.


[bookmark: _Toc204798595]Financial Information
[bookmark: _Toc204798596]Cashflow Forecast as a Minimum
Accurate cash flow estimates are important for the stability and liquidity of businesses. Following best practices for startups, the academy's projection will cover three years, with monthly forecasts in the first year and quarterly forecasts in the second and third years. Based on our initial estimates, we anticipate generating £360,000 in Year 1 from 60 students enrolled in Level 7 and shorter programs, with a 20% yearly growth rate to meet demand. The operational cash flow will comprise both the money that comes in (from course fees) and the money that goes out (for expenses such as staff pay, rent, and promotion) (Ramirez et al., 2024). To comply with banking rules, we will maintain a 13-week rolling projection. This will enable us to manage working capital proactively and ensure compliance with the rules. Financing involves activities such as investing money in the company and repaying loans. Investments, on the other hand, encompass activities such as purchasing new equipment and modifying existing facilities.

[bookmark: _Toc204798597]Setup and Operational Costs
Setup costs will total £120,000, covering lease deposits, facility renovations, and equipment procurement. Key expenditures include medical-grade skincare tools (£30,000), ergonomic training furniture (£15,000), and IT infrastructure (£10,000). Operational costs are projected at £240,000 annually, encompassing staff salaries (£120,000), premises rent (£48,000), marketing (£45,000), insurance (£12,000), and consumables (£15,000). These figures align with industry benchmarks for training academies, emphasising cost efficiency through hybrid learning models to reduce overheads. Contingency reserves of £30,000 will mitigate risks such as delayed enrollments or supply chain disruptions, a practice recommended for managing cash flow volatility (Hermans, 2021).

[bookmark: _Toc204798598]Sources of Finance/Funding Requirements
Initial funding of £150,000 will be sourced from personal savings (£50,000) and a secured business loan (£100,000), structured to balance equity dilution and debt servicing. A 5-year term loan with a 6% interest rate will pay for launch costs. Revenue and a £20,000 overdraft limit will pay for running costs. The institution plans to seek government funds to help vocational training providers, aiming to improve its financial flow and pay off its debts. The company would not pursue equity financing until it has a steady stream of revenue and a strong reputation. This is because they want to reach their long-term growth objectives. We will conduct quarterly audits and monthly cash flow assessments to ensure that our estimates are accurate and that we are adhering to the terms of our financing agreements 
(Michon, 2023).



[bookmark: _Toc204798599]Conclusion
In conclusion, Crown and Contour Academy is well-positioned to fill significant gaps in UK aesthetics education by offering both academic and hands-on training. The academy's curriculum, based on the founder's experience in clinical aesthetics and administrative leadership, states that students will learn not only the technical aspects of treatments such as dermal fillers and PDO threads but also the business skills and management techniques necessary for success in the field. The academy's rigorous approach and small-group mentoring make it a good choice for meeting the increased need for education that is recognised by the industry. This is because there will probably be more demand for non-invasive procedures, which is good news for the sector. 
The academy plans to employ targeted marketing, collaborations with clinics, and flexible course formats to reach areas that lack sufficient services. They will also be able to meet Level 7 certification requirements and other prospective opportunities. The predictions indicate that they will be able to survive in the long run, even if the economy changes, as they are based on a diverse range of income sources and prudent spending control. This academy genuinely cares about safety and doing the right thing, as evidenced by its adherence to all relevant rules, including GDPR and CQC. This makes people more trusting and lowers the risks. Although the academy faces challenges such as being under the radar and competing with established companies, it has an edge over its competitors due to its focus on sustainability, technology integration, and individualised instruction.
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