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BUSINESS PLAN 

Executive Summary
BlancaNails Salon is a proposed sustainable nail salon start-up providing manicures, pedicures, BIAB nail art, gel nails and nail artistry in a professional, hygienic and environmentally friendly environment. The salon will cater to customers who want both an aesthetically pleasing manicure and an eco-friendly purchase. The salon will differentiate itself by offering lower-toxic, fun, friendly, and vegan-friendly products; operate with energy-efficient methods; implement waste-reduction practices; and provide an outstanding customer experience.
The business rationale is substantiated by research showing that integrating environmental and social concerns into the core of a business creates sustainable value; environmental issues are no longer treated as add-ons (Christodoulou et al., 2025; Chungyalpa and von Rosing, 2025). Therefore, BlancaNails will position its business sustainably through service promise, brand image, employee hiring and training, and its daily operations.
The salon's primary goals are to create a profitable local beauty business while contributing to reducing the overall impact of all businesses on the environment through operational efficiency to support employee wellness and customer loyalty. Planning is also critical to the company's success at the start-up stage, allowing for better management decisions and providing the proper number of resources, targets, and financial controls (Ramirez, 2024).
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Business Concept & Goals
BlancaNails will be a small high street salon providing quality, affordable nail solutions. The target market will consist of local students, local office workers, and residents, ages 16-45, supporting the emerging demand for eco-friendly personal care products. The UK is one of the largest markets in beauty/personal care (Euromonitor International, 2023), supporting the business concept of a niche nail salon.
Goals
In the first two years, the social objectives include:
· open the salon and become fully operational within six months.
· acquire 250 clients to have them as regular clients by the end of year one.
· achieve the monthly break-even point by month nine.
· maintain a minimum repeat customer attrition rate of 65%.
· decrease the amount of single-use product waste by 40% as compared to a traditional salon model.
· establish a local reputation for being a quality, hygienic, and environmentally sustainable salon.
These goals are reasonable since research states that sustainable small and medium-sized enterprises ("SME") generally fare better when their goals are grounded in innovation, performance, and competitive advantage versus only relying on vague ethical claims (Farida and Setiawan, 2022).
Why BlancaNails Salon is Sustainable? 
BlancaNails Salon will develop its triple bottom line strategy around profiting, caring for people, and preserving our earth. Research consistently demonstrates that the combination of good economic performance with social and environmental responsibility creates the most robust long-term economically viable companies (Nogueira et al., 2023; Abraham, 2024; Das et al., 2025).
Environmental Sustainability 
This salon will address environmental impacts through:
· utilising, whenever possible, cruelty-free and vegan-friendly products.
· selecting lower-toxicity polishes and removers.
· using reusable implements to minimise single-use items, when allowed based on sanitary requirements.
· introducing paper, cardboard, and product container recycling opportunities within the salon.
· utilising LED and energy-efficient bulbs and equipment.
· minimising water usage for pedicure services.
This approach is congruent with the published research on sustainable business practices and green entrepreneurship, which indicates that sustainability should be embedded in the operating systems and product selections of the respective business (Omowole et al., 2024; Al-Romeedy and Singh, 2026).
Social Sustainability 
The success of the business model is dependent on employee health and welfare. BlancaNails Salon aims to provide equitable contracts, skill-enhancing training and safer working environments by reducing the usage of chemical materials. Sustainability in Human Resource Management leads to increased employee loyalty and retention, key components in the success of service industries where employees' skill sets and customer interactions impact the overall performance of the business (Cachon-Rodríguez et al., 2022).
Economic Sustainability
Revenue at the business will be produced from the core service line of nails, plus add-on services and products/services sold to the customers as aftercare products. Creating a positive service experience and branding for repeat customers through satisfaction and loyalty (Tahir et al., 2024; Sah et al., 2025) will assist with ongoing revenues from customers who continue with the salon.
Products and Services
BlancaNails Salon will provide the following services offered to customers:
· basic manicures (nail and cuticle care).
· gel manicures.
· BIAB nails (Builder in a Bottle) applied to nails, as well as removal of BIAB nails.
· pedicures using the luxury pedicure fee schedule.
· artistic design on nails.
· repair and removal services.
· eco-friendly retail product sales, such as cuticle oil and hand cream.
Start-up BlancaNails Salon will combine quality services, good aesthetic results, and a commitment to safety and sustainability (completing spa services) to provide the ultimate value proposition for customers. Service quality and the perceived value of the service are key elements contributing to building customer trust through good customer satisfaction (Prasetio et al., 2025).
Resources Needed
The salon will require the following resources:
Physical Resources: The salon will need:
· a visible storefront or neighbourhood business location.
· three separate workstations (manicure).
· two pedicure chairs.
· sterilisation equipment.
· reception desk/seating area for clients.
· required lighting, ventilation, and storage.
· various nail polishes, BIAB, Gel, tools, towels and cleaning products. 
Stock necessary to provide the above services to clients.
All service bookings and payment processing require appointment scheduling software and a means of accepting different types of payment systems.
Human Resources
The initial organisation of human resources required for the salon are:
· Owner/Manager.
· Two Nails technicians.
· One part-time receptionist/salon assistant. 
The capacity of people in the workforce is one of the largest contributors to sustainable development, and it is most significant to small enterprises, whose employees' skill level has a direct impact on their services and reputations (Pata, 2025; Rosario and Boechat, 2025).
Funding Sources
The estimated start-up cost for the business will be £42,000.
This will cover:
· Premises – Deposits and legal fees
· Equipment and fitout.
· Stock for opening.
· Insurance and licenses.
· Branding and marketing at launch.
· Staff salaries and working capital.
Financial discipline is imperative to sustainable businesses; integrated control systems and carefully planned activities are necessary to ensure that the business can survive its initial growth period (Beusch et al., 2022; Ramirez, 2024).
Marketing Strategy
The salon will utilise localised digital marketing combined with referral-based customer marketing and community activities. Research has shown that, when planned and integrated appropriately, digital marketing improves SME performance, customer engagement, and competitive advantage (Smith, 2022; Smith and Zook, 2024; Sharabati et al., 2024).
Target Market
The salon's primary market is women aged 16 to 45 living within the immediate area who are either students, young professionals or are looking for a premium yet responsible beauty service; the secondary target market includes gift purchasers, bridal parties, and people who want a plan for their regular maintenance.
Positioning
BlancaNails Salon will be positioned as:
A Stylish, Hygienic, Sustainable Nail Salon Delivering Premium Services While Using Responsible Choices for Beauty.

Promotional Methods
· Instagram and TikTok posts showing nail art, as well as before and after pictures.
· Online booking with referral discounts.
· Loyalty and “Bring a Friend” cards.
· Partnerships with local hair, beauty, clothing, etc.
· Google Business Profile, where reviews can be made.
· Seasonal promotions and offers for students.
Marketing on social media is vital to service-based businesses because it creates visibility, engagement, and electronic word of mouth (Moedeen et al., 2024; Rehman et al., 2022). The brand will focus on creating a trusted image that represents a clean aesthetic and emphasises sustainability. A strong brand image can lead to customer loyalty (Tahir et al., 2024).
PESTLE Analysis
· Political: Pressure from the government, due to sustainability and respectful waste management systems, is causing salons to make changes to their operating systems. Larger policy trends, such as the European Green Deal, will strengthen the expectations around the development of sustainable businesses.
· Economic: While nail care is a discretionary service, there is potential for consumers to reduce their spending during times of economic downturn. However, if the company provides strong value, loyalty programmes, and tiered pricing, they should be able to moderate their demand. Therefore, the salon will have to strategically plan its costs for future growth (Aljabhan, 2023).
· Social: The rise of self-care, ethical beauty, and sustainability has been increasing throughout the population. Furthermore, the generation of young adults and other lifestyle trends are displaying an increased emphasis on environmental values in their purchasing decisions.
· Technological: The use of online booking, CRM systems, digital payments, and social media analytics can provide greater efficiencies and customer service. Additionally, digital transformation can be related to the sustainability and performance of businesses (Su and Wu, 2024).
· Legal: The salon will need to comply with all health and safety regulations, local licensing requirements, hygiene laws, employment legislation and its duties as a supplier of goods.
· Environmental: Waste associated with disposables, water usage, packaging and electricity usage can be detrimental to the environment. 
PESTLE analyses can be used to review issues relating to the macroenvironments that support or have an impact on strategic decision-making for start-ups (Khan et al. 2023; Ran et al. 2026).
SWOT Analysis 
Strengths 
· established a clear, sustainable and identifiable brand. 
· growing demand for ethical or "green" beauty products. 
· nail service purchases occur repeatedly. 
· differentiation in the customer experience. 
Weaknesses 
· the cost of eco-friendly or eco-conscious products is typically higher. 
· limited awareness of the business at launch.
· reliance on staff's skill level and retention. 
Opportunities 
· growing demand for small-to-medium-sized businesses with environmentally sustainable practices.
· potential retail product sales.
· potential local partnerships and social media growth.
· potential for future expansion into additional training or locations.
Threats 
· establishment salons (who may offer similar services) are charging lower prices.
· rents and utilities are increasing.
· bad weather could interrupt the supply of eco-friendly products.
· a downward economy could see a demand reduction. 
The purpose of the SWOT analysis is to demonstrate how start-ups can see market growth as they focus on the dual objectives of creating innovation and the ability to adapt to sustaining value creation (Ringvold et al. 2023; Christodoulou et al. 2025). 
Year 1 Brief Cashflow Forecast
Estimated Revenue
· nail services - £96,000 
· nail art & add-ons - £12,000 
· retail nail products - £6,000
· Total Revenue = £114,000
Estimated Expenses 
· rent/utilities - £20,000 
· wages - £48,000 
· stock and consumables - £14,000 
· marketing - £4,000 
· insurance, licensing, admin - £3,500 
· maintenance and cleaning - £2,500 
· miscellaneous/contingency - £5,000 
· Total Expenses: £97,000 
Projected Year 1 Net Cash Surplus: £17,000 
This is a conservative yet realistic Year 1 estimate for a small business. This cash surplus can be reinvested into marketing improvements, upgraded equipment and building cash reserves.
Contingency Plan 
If customer requests are lower than anticipated, BlancaNails will:
· Offer discount promotional packages for off-peak times.
· Create express type services so that the business becomes more accessible.
· Increase referral offerings and local partnerships.
· Decrease the amount spent on disposable products not essential for business operations.
· Wait for stabilisation in the marketplace before hiring new employees.
In the case of an increase in expenses, the salon will:
· Negotiate with suppliers, adjust service prices to remain competitive, and offer higher-margin services (i.e., BIAB & nail art).
In the case of having a significant number of employees leave the company, the management team will provide training/recognition and flexible work schedule alternatives as further demonstration of the importance of human resource management (HRM) for the retention of skilled employees (Cachon-Rodríguez et al. 2022).
Conclusion
BlancaNails is viable and sustainable due to the convergence of clear market demand with a differentiated service model. The recurring nature of nail services creates consistent income generation and long-term growth for the business from a commercial standpoint. The strategic strength of the company is the integration of sustainability within all facets of the company, including the day-to-day operation of the business, the management of employees, the selection of products, and the marketing of services. By integrating sustainable practices throughout its operations, the salon will appeal to an expanding base of customers who expect beauty companies to behave in a socially responsible manner and to reduce their environmental impacts. In addition to building a brand reputation and retaining customers, by providing high-quality services while adopting sustainable business practices, the business can generate long-term economic value. Moreover, a socially responsible and customer-centred model increases competitiveness in the beauty industry and builds resilience in an ever-changing marketplace. All things considered, BlancaNails is in an excellent position to prosper as a modern salon that aligns financial performance with environmental and social responsibility (Febrizal Rahmana and Bawono, 2020; Chungyalpa and von Rosing, 2025).
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