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[bookmark: _Toc225512616][bookmark: _Toc225512856]Introduction:
My name is Bianca, and I am the founder and owner of Bianca Glow Makeup Studio based in Folkestone, Kent – a fun, modern makeup artist business specially created for teenage girls and young women. The purpose of this presentation is to share my complete business plan for Bianca Glow Makeup Studio. I will explain the business idea, who our customers are, how we will market the studio, the team structure, and my goals for making the business successful.
Bianca Glow Makeup Studio is dedicated to delivering exceptional, personalised beauty services that turn ordinary occasions into memorable experiences. Based in a chic studio, I specialise in high-end makeup application for weddings, special events, photoshoots, proms, and everyday elegance. In addition, I offer tailored makeup lessons and one-to-one beauty consultations designed to suit each client’s unique style and needs. I use a thoughtfully selected collection of premium and skin-conscious products, including organic bases, long-lasting palettes, and environmentally friendly tools. At Bianca Glow Makeup Studio, my goal is to foster warm, inclusive, and uplifting environment where every client feels at ease, valued and confident.
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· Roles:	
· Owner (me):
· Owns the business
· Makes big decisions
· Manages money
· Hires staff

· Manager:
· Runs the studio daily 
· Makes staff schedules
· Handles problems 
· Order products

· Head makeup artist:
· Does main makeup jobs 
· Trains assistants

· Assistant makeup artist:
· Help with makeup jobs 
· Clean tools
· Setup equipment

· Head hairstylist:
· Leads hair styling
· Styles clients’ hair 
· Trains assistants 

· Assistant hairstylist:
· Help with hair 
· Prepare tools 
· Clean equipment

· Head Esthetician:
· Does skincare treatments
· Provides skin advice

· Skincare specialist:
· Do facials 
· Help prepare clients

· Receptionist:
· Book appointments 
· Answers the calls 
· Takes payments

· This structure ensures everyone that they know their role while keeping the business flexible and easy to manage as we grow.
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· Bianca Glow Makeup Studio will operate as a Sole Trader. This is the simplest and most common legal structure for small, owner-operated businesses in the UK. As a Sole Trader, I will be the only owner of the business. I will make all the decisions and keep all the profits, after paying tax. Setting up is very straightforward. I just need to register with HMRC as self-employed, and there are no complicated company documents or high startup costs.

Reasons for choosing Sole Trader:
• Low cost and easy to start. There’s no need for expensive legal fees or company registration.
• Full control. I can make quick decisions without needing to consult partners or a board of directors.



• Flexibility. This structure is perfect for the early stage of the business while I am still building my client base and testing the market.
• Simple tax and accounting. I report all income and expenses through my personal Self Assessment tax return.

This legal structure fits well with my business goals because I want to keep things simple, minimize startup costs, and maintain complete control while the studio grows. If the business expands significantly in the future, like opening multiple locations or hiring many staff, I can easily change to a Limited Company later.
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· 1.Political Factors
· The UK government supports small businesses and the beauty industry. New rules about cosmetic safety and licensing may increase costs.
· Opportunity: Access to small business grants.
· Threat: Higher insurance and compliance rules.
· Impact: We must follow all rules to stay professional. (PESTEL Analysis UK Blog, 2025)
· 2. Economic Factors
· People are careful with money because of rising costs. However, many still spend on weddings, events, and self-care.
· Opportunity: “Treat yourself” services like bridal makeup.
· Threat: Clients may choose cheaper options.
· Impact: We will offer different price packages to suit everyone.
· 3. Social Factors
· People want inclusive, clean, and personalised beauty that makes them feel confident. Social media is very important.
· Opportunity: Demand for makeup for all skin tones, ages, and styles.
· Threat: Trends change quickly.
· Impact: We focus on natural looks, diversity, and building a community on Instagram and TikTok.
· 4. Technological Factors
· New apps and AR tools let clients try makeup virtually. Online booking makes life easier.
· Opportunity: Use virtual consultations and digital portfolios.
· Threat: Some people use free DIY apps instead of professionals.
· Impact: We will add simple tech to offer better service and stand out.
· 5. Environmental Factors
· Customers prefer cruelty-free, eco-friendly, and sustainable products.
· Opportunity: Use organic and recyclable products to attract conscious clients.
· Threat: Higher cost of green products and reducing travel pollution.
· Impact: Being “clean and green” will be part of our brand and allow higher prices.
· 6. Legal Factors
· Strict UK laws on cosmetics, data protection (GDPR), and business insurance.
· Opportunity: High standards make us look more professional.
· Threat: New ingredient bans and licensing rules.
· Impact: We must use only safe products, have proper insurance, and keep training updated. (PESTEL Analysis UK Blog, 2025)
· Overall, the external environment is quite positive for a business like Bianca Glow Makeup, especially one that focuses on personalisation, inclusivity, and sustainability. Social trends and technology offer strong growth opportunities, but economic uncertainty and stricter regulations mean the business needs to stay flexible and well-managed. (PESTEL, 2025)
· To succeed, Bianca Glow Makeup should:
· Build a strong online presence and engage with its community
· Focus on ethical, high-quality, skin-friendly products
· Offer flexible and valuable service options
· Keep up to date with regulations and invest carefully in technology
· By staying proactive and adaptable, Bianca Glow Makeup Studio can confidently respond to changes in the external environment, overcome challenges, and seize new opportunities for growth. This approach will help the business strengthen its reputation, build customer trust, and position itself as a modern, innovative, and dependable brand within the competitive UK beauty industry.
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· 1. Market Segmentation
· We divide the market into three main customer groups:
· •  Teenage girls aged 13-20: Students and young women who love makeup, follow TikTok and Instagram trends, want to feel confident for school, parties, selfies, and special events. They prefer fun, affordable, and skin-friendly looks. WWD (2026)
· •  Working women aged 29-40: Busy professionals and mums who need quick, professional makeup for work, meetings, date nights, or weddings. They look for reliable, long-lasting, and natural looks that save them time.
· •  Mature women aged 50-60+: Ladies who want gentle, flattering makeup that enhances their natural beauty, suits mature skin, and makes them feel elegant and confident for social events, family gatherings, or everyday glamour.
· 2. Targeting
· Our primary target is teenage girls aged 13–18.
· We chose this group because they are excited about makeup, spend time on social media, and are starting to buy their own beauty products. They want to feel pretty and confident without spending too much. This segment is a good fit for Bianca Glow Makeup Studio because we offer fun, natural-to-bold looks that are perfect for school events, parties, and photos. We focus on them instead of older women or brides because teenagers are more active online and can become loyal long-term customers. Global Cosmetics News (2025)
· 3. Positioning
· Bianca Glow Makeup Studio positions itself as “Fun, affordable, and confidence-boosting makeup for teen girls”.
· Our unique value is:
· •  Friendly mobile or studio makeup services made especially for teens
· •  Cruelty-free and skin-friendly products safe for young skin
· •  Trendy looks (natural glow, soft glam, party sparkle) that are easy to wear
· •  Makeup lessons and parties where girls can learn and have fun together
· We want teenage girls to see us as their cool, supportive big-sister makeup artist who helps them feel beautiful and confident.
· 4. Reaching Your Audience
· We will reach teenage girls mainly through channels they already use:
· •  Social Media: Instagram and TikTok – post short fun videos of teen makeovers, before-and-after looks, and quick tutorials.
· •  Influencer Partnerships: Work with small local teen beauty influencers and TikTok creators (micro-influencers with 5k–20k followers).
· •  School & Community: Offer pop-up makeup workshops or “glow-up” events at schools, youth clubs, and teen parties.
· •  Word-of-mouth: Encourage girls to share their photos with #BiancaGlowTeens
· Promotion Strategy
· •  Special teen packages and discounts (e.g., “First Makeup Session – 20% off” or “Bring a friend” deals).
· •  Free mini-makeup lessons or “Selfie-Ready Glow” parties for small groups.
· •  User-generated content: Ask happy clients to post their looks and tag us for a chance to be featured.
· •  Online ads targeted at teenage girls interested in beauty within our local area.
· This marketing approach will help us connect with teenage girls in a fun way, for them and us at the same time, build trust, and grow our business through happy customers who keep coming back and tell their friends about us. (Pyo, S. 2015)
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[bookmark: _Toc225511875][bookmark: _Toc225512622][bookmark: _Toc225512862]1. Startup Costs
	Startup Cost
	Amount (£)

	Makeup kit (professional)
	6000

	Brushes & tools
	1500

	Lighting & mirror
	800

	Chair & setup
	1200

	Website & branding
	1000

	Training/certification
	2500

	Total
	£13,000
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	Fixed Cost
	Amount (£)

	Studio rent
	800

	Insurance
	150

	Phone & internet
	100

	Transport
	250

	Accountant
	100

	Total
	£1,400
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	Cost
	Jan
	Feb
	Mar
	Apr
	May
	Jun

	Makeup restock
	300
	400
	500
	600
	700
	800

	Travel
	150
	200
	250
	300
	350
	400

	Assistant
	0
	200
	300
	400
	400
	500

	Total
	450
	800
	1050
	1300
	1450
	1700
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	Jan
	Feb
	Mar
	Apr
	May
	Jun

	Fixed
	1400
	1400
	1400
	1400
	1400
	1400

	Variable
	450
	800
	1050
	1300
	1450
	1700

	Total cost
	1850
	2200
	2450
	2700
	2850
	3100

	Revenue
	1000
	2000
	3000
	4000
	4800
	5500

	Profit/Loss
	-850
	-200
	550
	1300
	1950
	2400




Investment Capital Needed
£13,000+£850+£200=£14,050 total investment 
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