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[bookmark: _Toc880192198][bookmark: _Toc174087422]Executive Summary
Beauty by Marie-Louise is a home-based beauty and cosmetics service operated by Marie-Louise, a sole trader with extensive experience as a hairdresser. The business is uniquely positioned to provide bespoke beauty services specifically designed for disabled clients, particularly those with mobility or sensory impairments. Marie-Louise's personal battle with Sarcoidosis, an autoimmune disease, drives her passion for empowering others through make-up tutorials and services that enhance confidence and well-being.
The primary objective of the business is to deliver personalized, inclusive beauty services that cater to the unique needs of disabled clients. The focus is on offering high-quality services at competitive prices to ensure client satisfaction and build long-term relationships. Moreover, Beauty by Marie-Louise seeks to establish a strong presence both locally and online by leveraging digital marketing and social media to reach a broader client base.
Beauty by Marie-Louise offers a wide range of beauty services, including bridal make-up packages, hair extensions, false eyelash services, glam and everyday make-up, as well as remote and in-person make-up lessons. The business stands out by using cruelty-free, vegan-friendly products and providing tailored services that address the specific needs of disabled or mature clients.
The target market includes disabled individuals and mature clients aged 40 to 70 in Swansea. This demographic presents a significant opportunity, given the growing population of disabled individuals in the area. Additionally, the business aims to expand its reach by offering online tutorials and bridal or event make-up services.
Marketing efforts are centred around creating a strong brand presence both locally and online. This includes utilizing social media platforms such as Instagram and Facebook for client engagement, partnering with beauty influencers to boost visibility, and offering personalized customer experiences through loyalty programs and bespoke services.
The business operates from a conservatory in Marie-Louise’s home, which helps to minimize overheads while providing a private and comfortable environment for clients. The initial setup costs are estimated at £2,000, covering beauty supplies, equipment, and public liability insurance. Beauty by Marie-Louise manages appointments and financial records through an online booking system and Sage accounting software.
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[bookmark: _Toc383539854][bookmark: _Toc174087423]Introduction
The purpose of this report is to demonstrate a business plan, throughout this plan, it will show a range of analysis such as PEST and SWOT and a financial projection for the business. This information shows exactly how I aim to achieve this proposal. Beauty by Marie-Louise will be a sole trader working from home. The Idea for the business stems from clients always commenting on how good Marie-Louise’s make-up looked, due to her developing an Auto-immune disease her career as a mobile hairdresser ceased trading. Marie-Louise has decided to re-train as a make-up artist. 
[bookmark: _Toc175290292][bookmark: _Toc174087424]Business Idea: 
The main objective is to provide a bespoke beauty and cosmetic service to disabled clients. The priority is to assist the client with their day-to-day make-up routine. Remote tutorials are to be taught online or in a face-to-face environment in Marie-Louise’s home-based salon.
[bookmark: _Toc1870351763][bookmark: _Toc174087425]Legal Status: 
Beauty by Marie-Louise will operate as a sole trader, as a small business the legal requirement for the business is ideal for a one-person business set-up.
[bookmark: _Toc401102338][bookmark: _Toc174087426]Ownership/Management Team: 
Marie-Louise is a hairdresser by trade, with several years of experience and is currently retraining as a professional make-up artist. Marie-Louise has an auto-immune disease called Sarcoidosis, which initially just affected her speech. She now has partial sight in her left eye, and due to this disease, she has learnt how to do her make-up with the help of lighting and mirrors and would like to pass on what she has learnt to other disabled people. Make-up gives people confidence and a feel-good factor when they know how to apply it.
[bookmark: _Toc1005646824][bookmark: _Toc174087427]Product/Service Details:
Make-up for disabled or mature clients, bespoke packages, for clients with disabilities, Bride’s and wedding parties, (Hair extensions can be included in the packages). Make-up tutorials covering scars or blemishes, and everyday make-up tutorials. Animal cruelty-free products and Vegan-friendly cosmetic products are used. The business plan aims to ensure a profitable and long-lasting endeavour, and details the operational, marketing, and financial methods to accomplish these aims.
[bookmark: _Toc174087428][bookmark: _Toc752159746]Operations: 
[bookmark: _Toc1152935588][bookmark: _Toc174087429]Income Streams:
Beauty by Marie-Louise will generate revenue through a diverse range of makeup and hairdressing services, offered at low prices to attract and maintain a loyal customer base. The Primary services include:
Bridal from £100 (trial and on the day make-up package, available, from £250 includes false eye lashes and travel to Bride’s location).
Trial for wedding party £100 per person.
Hair extensions and false eye lashes from £250 if customer requires the business to provide hair extensions and if the customer supplies their own, installation cost from £80 for half head or £160 for full head.
Glam make-up £90
Soft glam £70
Everyday look £60
Remote Make-up lessons from £50 upwards
[bookmark: _Toc1428715645][bookmark: _Toc174087430]Locations and Premises: 
The business will operate from a conservatory in Marie-Louise’s home address, reducing overheads and rental costs, allowing flexible working hours. This home-based arrangement guarantees that clients will always have a pleasant setting and that their discretion and privacy will be respected.
[bookmark: _Toc711778928][bookmark: _Toc174087431]Equipment:
Initial set-up costs £2000 to purchase beauty supplies. Cosmetics, make-up brushes, lighting, mirrors, and chairs, and cleaning materials, cleansing milk, wipes, cotton wool, cue tips, hair extensions, and false eyelashes will be bought in bulk to reduce costs. Public Liability insurance. 
[bookmark: _Toc689708969][bookmark: _Toc174087432]Production and Distribution Processes:
A deposit will be taken for services to reduce cancellations and no shows. There will be an online appointment booking system which will be available on a variety of platforms including Instagram, WhatsApp and Facebook. Customers will also be able to book appointments via phone, or email and instant messaging. 
[bookmark: _Toc1774012809][bookmark: _Toc174087433]People and Staff:
Marie-Louise will be able to offer a bespoke service & continuity. As the business grows, the possibility of training an assistant could be viable to do the administrative tasks or offer refreshments to clients.
[bookmark: _Toc663024898][bookmark: _Toc174087434]Suppliers: 
Due to Marie-Louise already being in the trade, she has accounts at Capital Hair Supplies, Sally’s and wholesalers online including Beauty Queens, and Pak cosmetics. 
[bookmark: _Toc1947320901][bookmark: _Toc174087435]Systems and Processes:
There will be an online booking system to manage appointments and client records.
[bookmark: _Toc1063800241][bookmark: _Toc174087436]Income and costs will be recorded through financial records to enable efficient money management using Sage accounting software.
Health and Safety, Legal Compliance
Health and safety in UK make-up artistry is governed by guidelines from several bodies. The Health and Safety Executive (HSE, 2021) emphasizes proper hygiene practices, such as tool sterilization and disposable applicators, to prevent infections. The British Association of Beauty Therapy and Cosmetology (BABTAC, 2020) and the Chartered Institute of Environmental Health (CIEH, 2020) stress the importance of regular training in infection control. Legal compliance involves registration with local councils and adherence to the Control of Substances Hazardous to Health (COSHH) regulations (HSE, 2021) and the Cosmetic Products Enforcement Regulations (Department for Business, Energy & Industrial Strategy [BEIS], 2013).
[bookmark: _Toc174087437]Licenses Required:
There are different licensing requirements for makeup artists, and these are frequently controlled by industry standards and local government regulations. Make-up artists are not required to hold a centralised national licence to work. Local Government Association LGA (2021). To guarantee they deliver expert and safe services, they must, nevertheless, abide by several rules and guidelines established by regional authorities and trade associations. The main prerequisites for makeup artists are as follows:
1. Registration with the Local Authority; make-up artists may be required to register with their local council ensuring adherence to health and safety regulations. (British Association of Beauty Therapy & Cosmetology BABTAC (2020).

2. Qualification as a Professional
Professional certification is strongly advised and frequently requested by clients and employers, even though it is not legally required. Typical prerequisites consist of
VTCT (Vocational Training Charitable Trust) qualifications, BTEC National Diploma in Beauty Therapy Sciences or NVQ Level 2 or 3 in Beauty Therapy.
3. Continuous professional development, although not a legal requirement, is encouraged to keep make-up artists updated with the latest industry trends and techniques. CPD can involve attending workshops, additional courses, and industry conferences Hair and Beauty Industry Authority HABIA (2019).
4. Joining professional bodies and voluntary registers can enhance a make-up artist's credibility and ensure adherence to high standards of practice. Organizations such as BABTAC and HABIA provide resources and support for professional development and maintaining industry standards.
[bookmark: _Toc174087438]Internet:
Makeup artists need to implement best practices for the internet if they want to have a good online presence. The use of social media platforms for example, Instagram, Facebook, Tik Tok will be utilised to reach the target demographic 40-70 for the business to grow. Keeping an active internet presence requires producing compelling material according to Williams (2022), such as interactive content like surveys and Q&A sessions, along with blog pieces offering beauty advice and video tutorials, which can boost followers' engagement and add value. A devoted online community can be developed by posting and replying to messages and comments consistently Media cause (2023).
[bookmark: _Toc478957254][bookmark: _Toc174087439]Marketing 
[bookmark: _Toc1527388298][bookmark: _Toc174087440]Marketing Strategy:
Beauty by Marie-Louise will use a combination of offline and online marketing techniques. The marketing strategy is centred on developing a strong local presence in the community and online.
[bookmark: _Toc446845151][bookmark: _Toc174087441]Unique Selling Point (USP)
Beauty by Marie-Louise will offer a bespoke service to individuals with and without Disabilities.
[bookmark: _Toc209852974][bookmark: _Toc174087442]Pestle Analysis:
Political Factors
The makeup industry is significantly influenced by political factors such as regulations on product safety, ingredient disclosures, and bans on animal testing. Governments impose strict regulations to ensure consumer safety, which companies must adhere to avoid legal penalties and maintain consumer trust. International trade policies and geopolitical stability also impact the industry, affecting supply chains and market access L’Oreal (2023).
Economic Factors
Economic conditions, such as economic growth, inflation, and exchange rates, play a crucial role in the makeup industry. Economic growth increases consumer spending power, positively impacting sales of beauty products. Conversely, economic downturns can reduce consumer spending. Additionally, fluctuations in raw material prices and global supply chain disruptions can affect production costs and pricing strategies Sephora (2024).
Sociocultural Factors: Sociocultural trends significantly influence the makeup industry. Changing beauty standards, the demand for inclusivity, and sustainability concerns shape consumer preferences. There is a growing demand for products catering to diverse skin tones, natural ingredients, and cruelty-free manufacturing. Additionally, the rise in health and wellness trends has increased the demand for skincare over traditional makeup products Sephora (2024).
Technological Factors
Technological advancements are transforming the makeup industry. Innovations in e-commerce, augmented reality (AR) for virtual try-ons, artificial intelligence (AI) for personalized recommendations, and advanced data analytics are enhancing the consumer experience and operational efficiency. Companies are also leveraging technologies for sustainable packaging and supply chain management Sephora (2024).
Environmental Factors
Environmental sustainability is increasingly important in the makeup industry. Companies are focusing on sustainable sourcing, eco-friendly packaging, and reducing their carbon footprint. Consumer demand for green products and corporate responsibility initiatives are driving the adoption of environmentally friendly practices Sephora (2024).
Legal Factors
The makeup industry is governed by various legal factors, including consumer protection laws, data protection and privacy laws, intellectual property rights, and employment regulations. Companies must comply with these laws to avoid legal repercussions and maintain a positive brand image. Additionally, regulations on ingredients and animal testing influence product development and marketing strategies Sephora (2024).
[bookmark: _Toc1655114614][bookmark: _Toc174087443]Swot Analysis:
Strengths: 
A personalized service can be delivered to each client; make-up is in high demand; the beauty and cosmetics industry has seen consistent growth; make-up artists are in high demand for various events, including weddings, fashion shows, television, and film productions Mintel (2021).
Weaknesses: 
Being a sole trader has limitations; a limited number of clients can be seen, and self-employment means an irregular income. Absence due to illness can lead to loss of customers, and it can be hard to take time off for family and holidays.
Opportunities:
The growing make-up industry, and remote working has vastly increased since the Covid pandemic. Online platforms, social media and online tutorials offer new ways for makeup artists to showcase their work and reach potential clients Wilson (2020). Specialization: there are growing niches within the industry, such as special effects makeup and bridal makeup, which provide opportunities for specialization. Ustymenko (2024). Sustainability Trends: increasing consumer awareness about sustainability and ethical products opens new markets for eco-friendly makeup artists Green (2019).
Threats: 
Competition from established make-up artists; another pandemic, economic downturns and economic instability can lead to reduced discretionary spending on services like makeup artistry Clark (2020). Technological advances such as the rise of AI and virtual makeup applications could impact demand for traditional makeup artists Santos de Mendonca (2021). Health and Safety Regulations; stricter regulations related to hygiene and safety, especially post-COVID-19, could impose additional operational burdens Copeland Borough Council 2013).
[bookmark: _Toc174087444]Competitor Analysis:
[bookmark: _Toc174087445][bookmark: _Toc614902338]Direct competitors:
[bookmark: _Toc174087446]Makeup Artist Pricing Strategy in Swansea
When examining the pricing strategy of makeup artists in Swansea, various factors such as the type of service, the artist’s experience, and client-specific needs significantly influence the pricing structure.
[bookmark: _Toc420606244][bookmark: _Toc174087447]General Pricing Ranges
Freelance makeup artists typically charge between £60 and £160 for basic makeup applications. Bridal makeup, prices can range from £80 to £300. These prices often include travel to the client's location, which is a common practice among freelance makeup artists in the area Fash (2024).
[bookmark: _Toc676412067][bookmark: _Toc174087448]Service Types and Add-ons
· Bridal Makeup: This service tends to be on the higher end of the pricing spectrum due to the detailed work and time required. It often includes a trial session which alone can cost between £60 and £180 Fash (2024).
· Event Makeup: For events proms or parties, makeup application costs range from £60 to £150. These services can also be bundled with hair styling, increasing the total cost to between £180 and £320 Fash (2024).
· Photoshoots: Makeup for photoshoots is usually priced between £80 and £200, with combination hair and makeup services ranging from £150 to £300 Fash, (2024).
Platforms like Glamdeva provide an easy way to compare prices and services of local makeup artists in Swansea. They offer a range of options based on the client's location, desired service, and budget, ensuring transparency in pricing by including travel costs in the quoted prices Glamdeva (2024).
Factors affecting Pricing: 
More experienced artists with a strong portfolio tend to charge higher rates. This is especially true for bridal and high-profile event makeup.
· Additional Services: Extra features like airbrushing, false eyelashes, and detailed contouring can increase the overall cost. Some artists charge additional fees for these add-ons, typically ranging from £10 to £50 each StyleSeat (2023).
· Consultations and Trials: Many makeup artists offer consultations and trial sessions prior to the main event, particularly for weddings. These sessions help in understanding the client’s requirements and finalizing the look, which adds to the overall cost of StyleSeat (2023).
[bookmark: _Toc288841797][bookmark: _Toc174087450]Indirect competitors:
Makeup artists compete not just directly with other makeup artists in the competitive beauty market, but also indirectly with a range of associated services and products. Indirect rivals for makeup artists include larger beauty establishments and internet influencers.
Beauty Salons:
Make-up artists may face indirect competition from beauty salons that provide a variety of services like facials, hair styling, and nail care. The convenience of getting several beauty procedures at one place is preferred by many clients. The British Beauty Council (2019) claims that because of their extensive range of services, beauty salons have steadily seen a growth in clientele. Potential customers may be drawn away from individual makeup artists by this trend.
Subscription boxes for beauty:
Beauty subscription boxes like Glossy box and Birchbox have become increasingly popular. These services allow customers to routinely explore new products and trends by delivering carefully curated boxes of beauty products to their doorstep. Research from McKinsey & Company (2020) states that the industry for subscription boxes has expanded dramatically, and there may be less of a need for professional makeup services as a result.
[bookmark: _Toc174087451]Market Segment: 
Beauty by Marie-Louise offers a unique service to clients, targeting a demographic audience aged 40 to 70 with the specific niche being disabled customers. In niche markets, cost leadership is less effective as customers are often willing to pay a premium for specialized products and services. Companies in these segments might benefit more from differentiation strategies that focus on unique features and high-quality offerings Kim & Mauborgne (2005).
[bookmark: _Toc174087452] Target Market: 
· Who: Disabled customers and mature women/men seeking how to learn to apply make-up.
· What: Bespoke make-up tailored to individual needs.
· Where: Based in the Swansea area at Marie-Louise’s home address and freelance work if required.
Size of Market:  Population of individuals with Disabilities in Swansea: As per the Office for National Statistics ONS (2021), the city's disability population is estimated to be 28,000, or almost 11% of the total population. Swansea has a sizable disability population, which creates a sizable market opportunity. Business growth can be fuelled by inclusive marketing tactics and offerings that address the unique requirements of this demographic. Service appeal can be increased by providing house calls, accessible facilities, and adaptable makeup processes. Population of Women with Disabilities in Swansea Between the Ages of 40 and 70: Nearly 10,000 Swansea-based women between the ages of 40 and 70 are estimated to be living with disabilities, according to the Office for National Statistics (ONS, 2021). This is a noteworthy segment of the urban populace and underscores a large market potential for inclusive makeup artistry services.
The market potential of Swansea is noteworthy due to the substantial population of disabled ladies aged 40 to 70. Encouraging this group can be achieved through introducing inclusive services including house calls, handicap accessible spaces, and flexible makeup methods. Business growth depends on adjusting marketing tactics to suit their unique requirements and preferences. 
Marketing objectives:
1. Build Brand Awareness: One of the primary objectives is to enhance brand recognition and visibility. According to ResearchGate (2024), effective brand awareness strategies can significantly impact consumer choice and loyalty in the make-up industry. Social media platforms, influencer partnerships, and beauty events are pivotal in achieving this goal.
2. Enhance Customer Engagement: Engaging with customers through personalized experiences and interactive content is crucial. Smith (2020) suggest that customer engagement leads to higher retention rates and brand advocacy. Utilizing digital tools such as virtual try-ons and beauty tutorials can foster deeper connections with the target audience.
3. Market Penetration: The goal is to increase market reach by focusing on new demographics and geographical areas. The market exhibits promise for expansion in several categories, including men's grooming and eco-friendly goods, according to the British Beauty Council (2021). Market penetration can be aided by customised marketing initiatives.
4. Boost Revenue and Sales: Financial growth depends on increasing revenue through product launches, promotions, tutorials, Innovative product offerings and smart pricing are two ways to increase sales and draw in new clients, Marketing campaigns are guaranteed to be in line with demand if market trends and customer preferences are tracked.
[bookmark: _Toc174087453]Marketing Tactics:
1. Digital marketing: Reaching a large audience requires utilising digital channels. Social media advertising, email marketing, and search engine optimisation (SEO) are essential elements of a successful digital marketing strategy. Makeup artists can demonstrate their talents and draw in clients by using social media sites like Instagram and TikTok. 
2. Influencer Partnerships: Reaching out to influencers can greatly increase a brand's reach. According to Smith and Taylor (2020), influencers—particularly those in the beauty industry have a significant influence on the purchases that consumers make. Partnering with popular beauty influencers can increase awareness and credibility.
3. Experience marketing: By putting on unique events and pop-up stores, businesses can connect with customers more deeply. According to Brown (2019), experiential marketing creates a powerful emotional connection between customers and goods by enabling them to engage with them in a novel way. Organising live demos and makeup seminars can draw in and keep clients.
4. Customer Loyalty Programs: Establishing loyalty programs can promote recurring business and foster enduring connections. Green (2022) asserts that incentive schemes, special deals, and tailored communications can improve client loyalty. Retention rates can be raised by rewarding devoted consumers with discounts and exclusive offers.
[bookmark: _Toc174087455][bookmark: _Toc174087456]Finance Information[image: ]
Breakdown of Finance
Net Turnover
	Month
	revenue

	1
	1,500

	2
	2,000

	3
	2,500

	4
	2,800

	5
	3,000

	6
	3,200

	7
	3,500

	8
	3,700

	9
	3,800

	10
	4,000

	11
	4,200

	12
	4,500

	Total
	£38,700



Cash Flow: (Excluding the £2000 Start amount)
	Month 
	In (£)
	Out (£)
	Net Cash FL

	1
	1,500
	427
	1,073

	2
	2,000
	377
	1,623

	3
	2,500
	627
	1,873

	4
	2,800
	447
	2,353

	5
	3,000
	777
	2,223

	6
	3,200
	857
	2,343

	7
	3,500
	927
	2,573

	8
	3,700
	827
	2,873

	9
	3,800
	427
	3,373

	10
	4,000
	427
	3,573

	11
	4,200
	977
	3,223

	12
	4,500
	427
	4,073

	Total
	£38,700
	£7,523
	£31,176

	Month 
	Revenue
	Expenses
	Profit

	1
	1,500
	427
	1,073

	2
	2,000
	377
	1,623

	3
	2,500
	627
	1,873

	4
	2,800
	447
	2,353

	5
	3,000
	777
	2,223

	6
	3,200
	857
	2,343

	7
	3,500
	927
	2,573

	8
	3,700
	827
	2,873

	9
	3,800
	427
	3,373

	10
	4,000
	427
	3,573

	11
	4,200
	977
	3,223

	12
	4,500
	427
	4,073

	Total
	£38,700
	£7,523
	£31,176



Outline Break-Even Analysis (From Projection)
· Fixed Costs: £1,000
· Variable Costs per Service: £20
· Average Revenue per Service: £60
Break-Even Point Calculation
The formula for calculating the break-even point in units is:
To break even: Fixed costs / (Average revenue per service – variable costs) = £1000 / (£60 - £20) £1000 / £40 = 25 services per month
Marie-Louise would need to provide 25 services to cover her total costs (fixed and variable). After reaching this point, any additional services would contribute to profit.
Ideal number of customers:
To make a living: Profit = £2,000 per month (£1,000 fixed costs + £2,000 profit) / £60 average revenue per service - £20 variable costs) = 75 services per month.
[bookmark: _Toc174087458]Maximum capacity:
Based on an 8-hour workday, with each make-up session approximately 1 hour:  8 sessions per day x 20 working days per month = 160 sessions per month.
Conclusion
Beauty by Marie-Louise is poised to become a trusted provider of personalized beauty services, particularly for disabled clients. With a focus on inclusivity, high-quality service, and strategic marketing, the business is well-positioned to achieve long-term success and profitability.

Word count -3145
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Pre-startup Month 1 Month 2 Month 3 Month 4 Month 5 Month 6 Month 7 Month 8 Month 9 Month 10Month 11Month 12

TOTAL

1. CASH IN THE BANK

(Beginning of month)

2,000                  2,000        300            1,000        2,100        3,400        4,800        6,300        8,000        9,800        11,600      13,500      15,500     

2. INCOME

(a) Cash sales

  0 1,500        2,000        2,500        2,800        3,000        3,200        3,500        3,700        3,800        4,000        4,200        4,500        38,700     

(b) Collections from credit accounts

  0 -           

(c) Loan or other cash injection

3. TOTAL  INCOME

1,500        2,000        2,500        2,800        3,000        3,200        3,500        3,700        3,800        4,000        4,200        4,500        38,700     

4. TOTAL AVAILABLE

2,000                 

5. OUTGOINGS

(a) Purchases (equipment)

-           

Mobile phone

10              10              10              10              10              10              10              10              10              10              10              10              120           

Business insurance

30              30              30              30              30              30              30              30              30              30              30              30              360           

Public liability insurance

150            150            150            150            150            150            150            150            150            150            150            150            1,800       

Accident book

3                3                3                3                3                3                3                3                3                3                3                3                35             

Quickbooks

9                9                9                9                9                9                9                9                9                9                9                9                108           

Music License

40              40              40              40              40              40              40              40              40              40              40              40              480           

D.B.S certificate

30              30              30              30              30              30              30              30              30              30              30              30              360           

Beauty supplies

100            50              300            100            400            500            600            500            100            100            600            100            3,450       

First aid kit

5                5                5                5                5                5                5                5                5                5                5                5                60             

Transport

50              50              50              70              100            80              50              50              50              50              100            50              700           

-           

(r) Subtotal

-                      427            377            627            447            777            857            927            827            427            427            977            427            7,523       

(s) Loan principal payment

-           

(t) Capital purchases (specify)

-           

(u) Other start-up costs

-           

(v) Reserve / Savings

(w) Owner's withdrawal

6. TOTAL  PAID OUT

-                      427            377            627            447            777            857            927            827            427            427            977            427            7,523       

7. FINAL BALANCE

     (End of month)  [4 minus 6] 2,000                  1,073        1,623        1,873        2,353        2,223        2,343        2,573        2,873        3,373        3,573        3,223        4,073       

Examply Ltd  Monthly cashflow projection


