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SECTION ONE
Executive Summary01

The Barre is an advocacy organisation with a mission to Break The Barre on beauty ideals, standards and expectations 

throughout society with the end goal being to eradicate these challenges entirely. 

Structured as a B2B and B2C facing platform The Barre seeks to be a positive disruptor for impactful change within 

both society and industry. It operates under a freemium model with a premium professional membership revenue 

stream as the core focus and will engage as a Ltd Company to combine social activism with industry to ensure 

impactful change. Premium paid for memberships will be available with monthly and annual payment plans with a 

tiered structure to allows both individuals and businesses to receive reactive intelligence and insights. Content and 

articles will be provided through a blog and information hub and will be supported by various social media channels 

and marketing strategies. This will be supported by a range of advertising and sponsorships introduced within phase 

two which will provide additional revenue to support all other activities.

The Barre operates within industry and society with the breakdown of this service being 50/50. This is a valid service 

and market segmentation as both sides of the business need the other in order to operate to the full potential - 

this is how The Barre insights change. Over one third of the UK population reports to feeling dissatisfied with their 

appearance as a further one in five states that the medias portrayal of beauty has caused this. The Barres purpose is 

to incite change within our culture, redefine what it means to achieve, removing the notion of perfection and ensuring 

accountability.  The Barre is currently engaging with social consumers through Instagram and has grown a following 

of 695 individuals as well as 820 unique monthly views on Pinterest.

The Barre adopts a phased growth strategy with this broken down into three stages. Phases one and two focus on 

community and audience growth within the social capacity to build up a strong following - this will provide credibility 

and a reactive group of individuals who care about social issues. Phase three will build upon this with the introduction 

of the B2B offering and subsequent industry memberships which will provide insights and intelligence. Phase one and 

two costs will be covered by personal investment to allow for a social growth, phase three will be supported by this and 

continued  by the revenue stream.

1.1 Business Summary

Our finances during the first three phases will be largely covered by personal investment as our digital first approach 

means that it is a low risk proposition with minimal costs involved and a start cost price per unit of £0.89 as we offer 

an engaging free proposition. Through a projections we predict to quickly reach a large audience with 10,000 users by 

the end of phase two which will establish a strong consumer base moving into phase three where we predict to have 

2000 industry members. Our initial investment will be of £3000 which will cover the creation of the platform as well as 

an engaging marketing strategy that focuses on audience growth and retention, and as we move beyond this we will 

be looking for investors to help support the growth of this platform and organisation to create long lasting, impactful 

change.

1.2 Financial Summary
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1.3 Strategy Overview

Phase One - 6 Months - Growth

Phase One Focus:

Audience growth and social consumer traction to begin reinforcing The Barres place within 
society, gaining credibility and understanding consumer needs. 

Phase Two Focus:

Continuation of audience growth and traction as The Barre focuses on B2C. This 
establishes authority and credibility within society as a positive disruptor.

Phase Three Focus:

B2B engagement through premium memberships, offering insights and intelligence gained 
from social consumers in previous two phases.

Have 1000 people following 

The Barres Instagram 

Have 100 people subscribed 

to the website to be the first 

to know when it officially goes 

live

Phase Two - 12 Months - DisruptionStart Date September 2020

Begin promoting The Barres Launch across social 

media and with paid advertsing 3 months before 

launch

Phase Three - 18 Months  - Reactive IntelligenceLaunch B2C in March 2021

Launch B2C in March 2022

Begin promoting The Barres 

industry launch across social 

media and with paid advertsing 3 

months before launch

Month Three - Pantone Campaign 

and Partnership to be released 

across social media platforms 

with relevant promotions - 

imagery and key messages 

Start posting on the LinkedIn 

platform

Release premium industry 

memberships as the core 

revenue stream

Complete website with the 

addition of B2B profiles for 

personalised experience

Launch The Barres app targeted 

at members

Reach 30k social media 

followers by end of phase three

Launch The Barres ambassador 

program

To have ‘The Barre’ as a 

recognised accreditation mark 

with listings to identify key 

market performers 

Launch an industry refferal 

program 

To create and distribute a pitch 

video for crowdfunding and 

additional investment and 

support

Break The Barre launch 

campaign across social media 

with the #BreakThe Barre and a 

call to action to ensure organic 

growth Launch The Barres consumer 

refferal program

Officially launch The Barres 

social consumer offering with 

the release of the platform and 

all social media channels

Regular and current content 

added to The Barres blog 

Newsletter and emailing list

Press releases and media 

outreach

Content and website development 

prior to official launch

Testing and experimentation 

period for The Barre to 

understand what resonates 

most with consumers

Soft launch of The Barre starting with Instagram 

and Pinterest to gain audience traction and 

following 

Have 10,000 people following 

The Barres Instagram platform
Begin advertising and 

sponsorships as an additional 

revenue source Continue and develop advertising 

and sponsorships as an 

additional revenue source

The Barre
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Attributes Benefits

Data driven brand and platform 

that draws reactive intelligence 

from a positive community 

Focused on meaningful change 

for the better of society 

An advocacy organisation with a 

clear and distinctive voice that 

is directed at the eradication of 

beauty ideals, standards and 

expectations

Curious and growth orientated as 

we always strive for better for all

Gives confidence to those within society by 

providing a platform for proactive change 

Consistent communication that is clear 

and direct providing information that is 

direct and meaningful 

A space for a community of people to gather 

and grow with a common aim to remove 

ideals, standards and expectations by 

changing the portrayal of beauty

Recognition within industry and education 

as the pivotal brand for insight and 

intelligence

Values Personality

Humanistic and thoughtful 

proposition that puts peoples needs 

at the forefront of our actions

Inclusivity, diversity and acceptance as 

we strive to see the beauty in everyone 

Emotional intelligence to help enforce 

meaningful change 

A creative and immersive community 

Results and change driven to create 

a future that we are proud to be 

beautiful within

• Authentic

• Bold

• Disruptive

• Intelligent 

• Strategic

• Accountable

• Transparent 

• Focused

• Impactful

• Inclusive

• Diverse

• Accepting 

• Honest

• Open

• Thoughtful

Attributes

Brand 
Essence

Personality

Values

Benefits

Positive 
Disruption

Reactive 
Intelligence

Growth 
Catalyst

Impactful 
Change

+

+

=

1.4 Overview of The Barre
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Short term: (Phase One)

To reach a following of 1000 on The Barre Instagram feed.

To populate The Barres website with 50 articles and 10 educational resources ready for phase 

two

To have 100 individuals subscribed to The Barres newsletter

Mid term: (Phase Two)

To reach 10,000 followers on social media with a high engagement rate 

To have a fully functioning website that is updated with 4 pieces of new content per week

To launch the ambassador program and referral program to ensure social consumer retention 

and brand loyalty

To be working with advertisers, developing sponsorship oportunities as an additional source of 

revenue

Long term: (Phase Three)

To reach 30,000 individuals across The Barres social media with a minimum monthly growth 

rate of 10%

To generate a reach of 10,000 on The Barres website with 25% of this being organic traffic

To have ‘The Barre’ as a recognised certification mark that shows which brands comply with the 

manifesto

Future: (Phase Three Onwards)

To be working with the UK government to pass an act that ensures the monitoring of beauty 

ideals and standards throughout media

To be working and engaging with key celebrities and notable figures that are able to support 

and promote The Barres work - these individuals will also participate in videos, podcasts and 

key campaigns to spread the message

To be hosting events associated with The Barre (such as community meet ups and panels)

To be working with educational authorities and establishments to ensure young people are 

educated about themselves, one another, mental health and wellbeing within the modern world

1.5 Business Aims & Objectives

Why

How

What

Growth Catalyst

What

HowWhy

Our purpose is to 

challenge and eliminate 

beauty ideals and 

standards to allow for the 

widespread acceptance 

of individuals.

We incite change 

and inspire action 

by challenging the 

presentation of beauty 

throughout industry and 

society.

The Barre creates a digital platform that links industry and society 

together, creating a collective community and intelligence hub that informs 

and sparks change.

1.6 Our Essence

The Barre
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My name is Emma Bell and I am the founder of The Barre which is an advocacy organisation that I have lovingly 

built upon my own foundations as a person, incorporating my values into the brands manifesto as we aim to Break 

The Barre on beauty ideals and standards. My background stems in fashion communication which has been 

supported by my growing specialism in social responsibility which has shaped The Barres unique proposition. 

The Barre is a brand and platform dedicated to challenging the numerous ideals, standards and pressures 

present throughout societies with our end goal being to eradicate these. Through a platform The Barre creates a 

distinctive and disruptive voice that holds industry and society accountable as it looks to redefine the notion of 

beauty as well as highlighting the growing number of myths being pushed on to people. We present a realistic, 

unfiltered version of what being human means today. 

Throughout fashion, beauty and media ideals are continually presented without consideration for the ethical 

and moral implications that these may have as many promote contradicting and unrealistic norms. Built on my 

own challenges and experiences The Barre is there to call out an unattainable beauty standard of perfection - a 

message continually presented to me as I grew up. Internalising these messages can have a devastating impact 

on the individual as we strive to be a perceived version of ourselves, of what society expects. 

There is no one solution to many of these problems that are ingrained within societies by what has become 

apparent in recent years is that people care about these issues as they want to proactively be apart of a bigger 

change as activism and advocacy are integral to our current and coming generations.

The Barres approach is to be at the forefront of this change as one of the only brands dedicated to doing this in 

its entirety rather than simply being yet another safe space to talk about these issues. We challenge the current 

state of society as we focus on taking a proactive and preventative approach, working with industry, society and 

education to effectively transform the way beauty is understood and presented. Providing the tools necessary 

for living within an increasingly toxic modern world, The Barre  teaches compassion and accountability with 

this approach shaping future perceptions whilst also linking together industry and society to provide valuable 

customer insights and intelligence.

The Barre celebrates the individual, championing beauty in its raw form as being human is perfectly imperfect. 

Giving a voice to those that need it The Barre is founded upon human connectivity with this being the driving force 

behind change. There is little being done to actively disrupt how things are presented - The Barre looks to change 

this through a three way communication of industry, education and society to ensure a direct and impactful 

voice that echoes the imbalance. By joining together as a collective force The Barre can ensure accountability 

as we together change the perception of beauty, eradicating pressures and breaking The Barre on standards.

1.7 Elevator Pitch

Mission:

To Break The Barre on beauty ideals and standards.

Vision:

We are dedicated to the eradication of beauty ideals, standards and expectations to create a society 

and industry that promotes the individual that is perfectly imperfect.

Proposition:

The Barre is providing a brand and platform that takes the form of an advocacy organisation, dedicated 

to eradicating beauty ideals, standards and expectations. Through a freemium platform The Barre is 

broken down into a B2B and B2C facing proposition. B2C will encompass resources and information 

through the website and social media: this is targeted at society, industry and education who all require 

support, insights and a strong brand voice. The B2B is focused on creating a standard, The Barre, which 

brands have to adhere and align with its manifesto in order to enter into a community of brands. This 

group of people will be able to advertise work on partnerships and sponsorships together with The 

Barre.

Values:

The Barre looks to highlight the contradicting and unrealistic pressures that are being imposed 

throughout societies with the end goal being to remove these. As a result the brand values are steeped 

in the brand essence as it puts people back at the heart of all activities. Its about inclusivity and 

acceptance through the creation of a distinct and disruptive voice that changes the perception of beauty.

1.8 Strategy Breakdown

The Barre
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Vision

To Break The Barre on beauty ideals and standards 
and remove these expectations and pressures from 

society to allow for the individual to thrive.

Strategic Choices

Create reactive 
intelligence 

used to inform 
and educate

Be at the forefront 
of positive 

disruption within 
industry and society

To become a 
catalyst for 
growth and 

improvement

To ensure impactful 
change in relation 

to beauty ideals 
and standards

Strategic Initiatives

Enablers

Design and launch an 
immersive platform that 
acts as an information 

hub and community 
for customers to incite 

change

To work with and build 
connection within industry, 

supplying insights and 
intelligence to improve 

social responsibility and 
ethical practice

Transparent and 
ethically run business 

that puts the 
social wellbeing of 

customers first

Launch 
The Barres 

website and 
app

Network 
of industry 

connections 
& partners

The Barre as 
a recognised 
authoritative 

mark

Investment

Consumer 
centric 

marketing 
plan

Goals & Metrics

Ambassador 
Program

Social 
media 

channels

Reach 30k followers 
on social media by end 

of phase three with 
this growing by 3% 

each month

Achieving an 
annual net 

profit margin 
of 20%

To have a industry 
community of 50 
brands actively 

participating

To have a fully 
functioning website 

with new content 
being added daily

A full range of social 
media channels with 

each platform having a 
strong following

Advertising,  & 
sponsorships

1.9 Strategy House For 5+ Years 

“In a world where we’ve been force-fed 

from a young-age a constantly changing 

form of what “normal” or “perfect” should 

look like, with many of us believing we 

don’t fit into this mould, being ourselves 

never stood a chance. Add to that our 

deep-rooted cultural behaviour in being 

self-deprecating and you’re left with a 

pretty unhealthy mindset. Not only are 

we convinced that we don’t fit in but 

we compound the problem by putting 

ourselves down because of it”

The Barre
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SECTION TWO
Founders Background02

The Barre is a reflection of myself, established upon personal values and ethics as my intention is to call out and 

eradicate an unrealistic standard of perfection - a message continually presented to me as I grew up. Internalising 

these kind of messages can have a devastating impact on the individual as we strive to be a perceived version of 

ourselves, of what society expects. As the founder, my own experiences support The Barres distinctive voice which 

ensures human connectivity  and allows for an honest conversation, instigating change. My personal connection 

and passion is why I am determined to make it a success as I am aware of the difference it can make to the individual.

I am personally motivated to start my own business to ensure positive and proactive change throughout industry 

and society, providing a channel a communication through which I can give back and make use of my own 

experiences. It was these very experiences that shaped my vision and instilled in me a drive and passion as I create 

this consumer centric proposition with a social cause at its heart.

Running my own business provides creative freedom to disrupt as I look for The Barre to become a catalyst for 

growth and intelligence. I want to increase the awareness surrounding beauty ideals and standards and the 

widespread affect that these have within our societies as pressures grow. It’s unrealistic and unattainable to 

conform and nor should people have to even try: it breaks my heart as people should be able to be themselves 

without a stream of messaging telling them otherwise. This is the fundamental reason for starting The Barre as I 

want it to become a force for good within industry and society which is paramount as we navigate an increasingly 

turbulent macro environment. 

My own personal skills have allowed me to found The barre and visualise my own professional and business future. 

As The Barres founder my own entrepreneurial traits of leadership, accountability and reciprocity have allowed me 

to become the brands voice to ensure emotional connectivity on an individual level. My own integrity has ensured 

The Barres own authority as I strive to be driven by my own vision and values first and foremost as purpose drives 

The Barres actions, combining my own creativity with a passion to help others.

2.1 Personal Motivations

The Barre
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“A founder that understands and connects 

to the market being entered on a personal 

and professional level”

Prior to founding The Barre I have worked offering support during London Fashion week, assisting 

backstage and engaging with designers to ensure the smooth running of events. From this I worked 

closely with the British Fashion Council which allowed me to gain key connections with those in 

industry as I was a key part of the vetting process. Transferring the skills from this which focused on 

connectivity allowed me to create a customer centric proposition that marries together industry and 

society to incite change. 

I have also undertaken a summer PR internship with the renowned fashion brand, Erdem. Understanding 

how a PR and marketing department operates offers an insight that is beneficial to The Barre as it 

informs the operational structure and reinforces the need to create a high impact communication 

channel when running a brand and a business.

Opportunities with Brides Magazine have added to my industry and consumer knowledge as Ive worked 

directly with the team at multiple events. Navigating different sectors and applying my own core skills 

to a range of situations has highlighted my personal drive and determination as I have continually 

connected with people, putting their needs at the forefront of everything. 

During my studies I worked on a live industry project with Esteé Lauder Companies and Jo Malone to 

enhance brand loyalty. This practical and immersive assignment provided a foundation for The Barres 

growth, added to my knowledge of marketing strategy and reinforced the importance of consumer 

centric propositions.

2.3 Previous Work Experience

For 15 years I trained as a dancer as this art form structured my life. Since ‘retiring’ I’ve invested my 

time and energy into education, building my confidence and ensuring I have the relevant skills needed 

to bring my vision into reality. The Barre is built upon my passion as there is a focus on key topics such 

as mental health, self care, inclusivity and the growing relevance of individuality. I have only been able 

to realise these interests through my education as this has equipped me with a more progressive way 

of thinking, the skills as well as a deeper theoretical understanding.

2.2 Personal Interests

The Barre
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As founder of The Barre my capabilities were established in my formative years of academia where two key 

activities formed the fundamentals of the business I have today. Young enterprise taught me the basic concept 

of business and entrepreneurship in a practical scenario that provided experience in managing a small scale 

team. Alongside this I ran and managed my schools Amnesty International group where we campaigned and 

worked with the organisation to bring about impactful change. This established and reinforced my calling for 

humanity as I began to recognise the inequalities and hardships ever present across the world. 

My studies continued at the Condé Nast College of Fashion & Design where I completed my fast track BA (hons) 

in Fashion Communication. I credit this course for a lot of my personal and academic growth as key modules 

included digital strategies & PR, consumer behaviour, ethics and marketing. Alongside this I developed graphic 

design skills in relation to branding utilising Adobe Software such as Indesign, Photoshop and Illustrator. It was 

during my BA that I founded the initial concept of The Barre as I joined together my personal experiences with 

what I had learnt about the fashion and creative industries to create a brand reflective of the issues at large.

 

Progressing from this I began my MA in “Entrepreneurship: Fashion and the Creative Industries” which provided 

me with the skills to turn The Barre into a functioning business. Marketing strategy was supported by critical 

research into industry which provided a theoretical backbone to the concept allowing it to develop into a viable 

proposition. Business planning and financial modelling added to the brand strategy as I developed a business 

model relevant to the wider environment that has the ability to be scaled in the future. Conde Nast College 

provided me with a network of peers whom I could collaborate and work with as these contacts ensure a 

proposition relevant to industry.

2.4 Qualifications and Education

Early on in my career I was trained by the UK charity Relate. This allowed 

me to offer support to those who may be struggling with their own 

personal circumstances or the daily pressures of life in the context of my 

own school network and outreach. This training has instilled within me 

a strong ethic and passion to help others; this ensures a compassionate 

and understanding approach used within The Barres proposition as we 

are dedicated to change. I have also undertaken training from The Skills 

Farm in creative thinking and pitching. This has allowed me to develop 

this proposition and my own personal entrepreneurial traits by pushing 

me to think beyond expectations, questioning ‘why’ and ‘what if’ which 

has strengthened The Barres strategic plan. Knowing how to pitch and 

present a concept is invaluable and one that serves me well as I launch 

The Barre - communication is vital and this training has reinforced key 

skills that allow for clear and enticing content.

2.5 Relevant Training

Many of the key skills needed to run a business have been acquired 

from my Masters studies in Entrepreneurship within the context of the 

fashion and creative industries. Additional training will be required upon 

entering phase two within finance as well as the various operational 

aspects: for example staff management and public relations to ensure 

a strong network of connections can be built and utilised.  Additional 

training in PR may be required (dependent on how our team grows) to 

ensure unto date strategic advice on how to expand our reach whilst 

communication our mission and vision. Many of these soft skills will be 

developed throughout the journey of launching and running The Barre 

however, hard skills will need to be built upon in relation to developing 

technologies and marketing to allow for a direct communication channel 

that is relevant and meaningful in the wider context of society. From 

phase three onwards, as The Barre continues to become an established 

business I will also require additional training in how to run a business 

including decision making and leadership - there is a value in continuing 

to learn and develop as a person and further training and support in this 

area will only be beneficial.

2.6 Future Training
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SECTION THREE
Business Proposition03

The Barre’s name originates from my own 

professional dance background where for 15 

years it was my emotional outlet and means 

of expression through periods of my life filled 

with personal difficulties and the usual growing 

pains. As my environment grew toxic, self-

control and perfection became a barrier to 

being me as I continually strived towards an 

unrealistic standard.

Dance is a beautiful art form that draws many 

parallels with the fashion and beauty industries 

- on the surface it presents a vision of beauty 

but behind this there is a devastating impact 

throughout societies. 

The Barre becomes a metaphor for everyones 

individual barriers - for me it was a physical 

representation of the control and conformity 

running around the edge of a dance studio but 

for so many others it is a representation of 

not being good enough and not aligning to the 

social expectations. Irrespective of the field or 

individual experience The Barre represents a 

wider societal concerns that pushes forward a 

movement to Break The Barre on these issues.

3.1 Our Business Name THE

The Barre
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‘Break The Barre’ stems from the notion of needing to remove the various ideals, standards and expectations 

present throughout societies. Often the phrase ‘Raise The Bar’ is used as it encourages self improvement as we 

collectively work towards a set standard of success and perfection. However this phrase only reinforces the notion 

of conformity throughout society - ‘Break The Barre’ instead looks to challenge and remove the need for these 

standards all together.

3.2 Our Strapline

The Barre will fall under the service category as it operates as a platform and advocacy 

organisation as we focus on providing high quality and informative content that can 

be used to prompt change. Beyond phase three there are opportunities to expand into 

products to provide additional touch points for customer engagement.

3.4 What Are We Selling

Product BothService

The Barre operates as a B2B and B2C facing platform that takes shape as an advocacy 

organisation dedicated to removing beauty ideals, pressures and expectations. 

Through a freemium platform and a professional membership revenue model The 

Barre is providing resources, acting as an information hub and community as we raise 

awareness of the imbalance in regard to this topic. The Barre will link industry and 

society to provide proactive and impactful change as well as valuable insights and 

intelligence as The Barre looks to be a catalyst for growth and positive disruption.

3.5 The Essence Of Our Service

Our aim is to Break The Barre and to redefine what beauty means, highlighting 

the growing number of myths being pushed on to people as we present a realistic, 

unfiltered version of what being humans mean today. 

There is no one solution to many of these cultural problems as they ingrained within 

society but what has become apparent in recent years is that people care about 

these issues as they want to proactively be apart of a bigger change as activism and 

advocacy are integral to our current and coming generations. 

The Barres vision is to create a society free of ideals and standards. A society where 

people can be perfectly imperfect without the media and pressures telling them 

otherwise. We are dedicated to the eradication of standards and to create a society 

and industry where the individual can thrive and where beauty can be seen in everyone.

3.3 Why We Exist

The Barre
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The Barres service is broken down into B2C and B2B, providing two different offerings to these 

customer groups which will be further explored in section 4.0. The diagram shown in figure 2 provides 

an overview of The Barres service model and the relationship between the B2B and B2C offering. 

B2C - Activism, advocacy and community

The B2C portion of The Barre focuses on consumers within society, directly engaging with our mission 

and purpose centred upon removing ideals and standards whilst changing the perception of beauty. 

The priority within this section of the service will be engagement, raising awareness and building a 

strong and loyal community of individuals who resonate with The Barres values. The B2C service will 

be the primary focus within phase one and much of phase two as this allows The Barre to develop 

credibility and authority amongst this consumer group, understanding their needs and personal 

concerns: this emotional connection increase engagement and loyalty to the cause and in turn to 

The Barre. 

Consumers under the B2C audience will be engaging with The Barres ‘freemium’ platform along 

with supporting content across social media channels. The platform will act as an information hub 

with resources to educate and inspire, a blog for topical content, insights into brands operations 

and guidelines outlining The Barres mission and purpose within society. The website will be free for 

this social consumer group to access: they will need to sign up, creating a free profile which allows 

them to save content, receive communications such as newsletters and input information about 

themselves and what is most relevant to them. This last component is vital and transfers into the 

B2B service as this provides The Barre with data about a socially conscious consumer group that can 

be analysed to better understand what is of most importance at any given time - a form of reactive 

intelligence. This element reinforces The Barres relevance and poignant mission moving forward into 

the B2B offering within the end of phase two and phase three, working with professionals and brands 

to incite impactful change. 

The free consumer platform will be supported by the ambassador program which will be founded 

for this social group, strengthening The Barres community and connectivity within society. This will 

be free for consumers although it will require individuals to have a free profile with The Barre to join 

this movement. The program will feature five “barres” the allow members to be recognised for their 

contribution - the five ‘barres’ are outlined in figure 18. 

B2B - Insights, Intelligence & consultancy  growth 

The foundations of the B2B side of The Barre are constructed using the elements of the consumer, 

free social platform that acts as an information hub. The Barre takes the insights and intelligence 

3.6 Service Breakdown
gained from this consumer group and packages it into a premium paid for membership for those within industry, 

providing them access to a receptive audience and relevant data formed on social attitudes. This side of The Barres 

platform will involve a membership revenue model, broken down into four stages as shown in figure 3. Within this 

there will be a range of membership options to allow for bespoke content delivery and to ensure The Barre is tailored 

to needs ranging from professional individuals up to larger corporations. This membership strategy allows The Barre 

to scale its audience reach and hold a captive audience within industry who are able to implement change and be 

apart of a positive movement for disruption. 

As part of the B2B offering The Barre will become an accreditation mark that brands can work towards by aligning to 

The Barres values and a set of guidelines which ensures socially ethical content and practice. Businesses will take 

part in an evaluation process to understand where they are performing highly and where they are falling short in 

relation to key social practices. The Barre is then able to work with these brands providing resources, training and 

consultancy to help them increase their social responsibility. These results will be recorded in a series of listings and 

rankings which will show the key area that these brands perform highly in and the positives which will be available to 

all to view on the platform.

As an additional source of revenue The Barre will look to implement advertising and sponsorships in phases two and 

three which will feature across The Barres website and social media platforms. This provides these brands access to 

a receptive and engaged audience base that has been built up on the social consumer potion of The Barre.

Brand Customers

THE

Service

Brand identity, 
values & mission 

- connects to 
individual

Connection between 
customer & brand formed 
into a strong relationship 

via service

Figure 1 Branding connects company & customer
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The freemium model - providing a free platform & service to individual customers in order to build a large audience. 

The Barre operates under a freemium model with a professional membership revenue stream. This allows The Barre 

to provide a free platform and service to social consumers who are looking to engage with elements of advocacy and 

activism as they are apart of a community which becomes a catalyst for growth and change. This business model lowers 

the barrier of adoption and encourages rapid uptake within society: this encourages consumers to become brand 

advocates and spread the message as they become attached to the service offerings. The customer acquisition and 

distribution costs are therefore kept minimal and in turn drives rapid and vast global support on the social front which 

ensures longevity as the free element lowers the barrier of adoption - consumers show their gratitude and loyalty to The 

Barre by spreading the message of the cause and becoming emotionally invested in the proposition. 

The large social reach and demand available under the freemium model is explored within section 4.0 which 

demonstrates the value of providing content connected to a strong set of core values and an authentic message. The 

large social reach transfers to the B2B offering as professional individuals and businesses can be converted into paying 

customers as they utilise the insights and intelligence to increase their own social responsibility, ensuring consumer 

resonance within the modern world. This paid for portion of The Barre supports the free component as The Barre links 

industry and society together to allow for impactful and meaningful change.

This business model is supported by advertising on The Barres website as well as sponsorships, campaigns and 

collaborations which will provide an added revenue stream to support The Barres business activities. This will provide 

those looking to advertise access to a receptive audience that care about social issues and will provide additional 

insights and intelligence as to what resonates most that can be converted into valuable data for those with premium 

industry memberships.

3.7 Business Model

TH
E

Free Service

Premium Service with added insights and intelligence

Social 

Audience

To use free service individuals 

have to create a free profile / 

account that provides The 

Barre insights and data

Ambassador 

Program

Barre 1: Sign-up

Barre 2: Following

Barre 3: Engaging

Barre 4: Endorsing

Barre 5: Contributing

Optional Patreon as addition 

attatched to last Barre

Consumer data & insights

B2C

B2B

Individual 

Professionals

Small 

Organisations

Medium 

Organisations
Corporations

£

Premium Industry Memberships

Advertising 

&

Sponsorships

£

The Barre Mark 

- accreditation

Providing bespoke consultancy 

based off of evaluation 

listings / rankings of brands by 

what they do well

Figure 2 Company Structure Overview
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The Barres pricing structure is broken down into a free platform for social 

consumers which forms the foundations of the business model and is then 

supported by premium professional memberships as the core revenue stream. A 

breakdown of this pricing structure can be seen in figure 3. The free content is 

targeted at individuals seeking activism and advocacy with the full content only 

accessible once they create a free profile with The Barre. This provides valuable 

data into our audience and allows reactive intelligence and insights to be formed 

which transfers into the premium industry offering. This is supported by advertising, 

partnerships and sponsorships which will be added in phase two, please see 

appendix 15.9 for our preliminary digital rate card that has been calculated using 

our predicted reach and traffic.

The pricing structure has been benchmarked against a multitude of ‘competitors’ 

as we have positioned ourselves between the realms of business and social 

propositions to ensure a high impact strategy for growth. Business of Fashion price 

individual memberships at $37 per month and organisations at $18 per month, 

per user. The Barre offers a competitive rate in comparison to this with individuals 

receiving insights and intelligence for just £15 per month. As a comparison, 

Common Objective offer a free basic version of their service with professional 

memberships ranging between £17 and £25 per month which is considerably 

more expensive than The Barres offering. Similar social and charitable causes 

operate through donations such as Fashion Revolution which structurally forms a 

proposition very different to The Barre. The Barres pricing structure sits within the 

current market landscape as being high value with a high desirability factor due to 

the specified content and social element. The premium professional memberships 

provide a valuable revenue model with high profit margins as bespoke consultancy 

based works is vital to business operations and particularly within the realm s of 

social responsibility as this increasingly resonates with consumers. 

From primary research 72% of those asked agreed that they would pay to have 

access to The Barres content which is supported by 100% of people agreeing that 

there is a definitive need for a business of this manor. From an in depth interview 

with a member of industry they said they would be willing to pay for The Barres 

industry led service which they felt was given added value due to the social nature 

of the business.

3.8 Pricing Structure & Benchmarking

Social Consumer

Free

Activism & Advocacy

Social Consumers provide insights 

and intelligence which formulates 

the paid B2B memberships

Professional Individuals

£15 p/month

£144 p/year (save 20%)

Small Organisations (2 - 20 Users)

£12 p/month, p/user

From £230 p/year (save 20%)

Medium Organisations (21 - 50 Users)

£10 p/month, p/user

From £2016 p/year (save 20%)

Corporations (51+ Users)

£8 p/month, p/user

From £3916 p/year (save 20%)

Figure 3 The Barres Pricing Structure
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The Barres service will be released in three phases to ensure a growth trajectory that 

is viable and impactful, giving time to allow each phase to reach its full potential - see 

figure 4 for a breakdown of this. Phase one is expected to last approximately six months 

and provides a period of growth and low level community building. It provides The Barre 

a chance to see what resonates most amongst audiences, experiment with content 

and  develop a strategy moving forward that connects to peoples needs and personal 

grievances. The Barre will not officially launch during this period and will be operating 

with the sole purpose to build an engaged following prior to the consumer launch in phase 

two. Here, The Barre as a business with the corresponding platform will launch with a 

coherent and engaging marketing strategy that engages with consumer calls to action. It 

will build upon the community established within phase one which will continue to grow 

and develop accordingly. These first two phases are integral to the formation of The Barre 

and establishing its credibility and authority within society as well as moving into industry 

within phase three. There is a degree of risk with this growth strategy as the first two 

phases will feature a free platform covered by personal investment, however this allows 

for an authentic growth that is formed upon societies needs. It also establishes a viable 

proposition for phase three by providing the necessary audience scope to draw insights 

and intelligence which will formulate the premium, paid for content aimed at those within 

industry. Towards the end of phase two The Barre will begin networking and establish a 

network of brands and professionals who re likely to require The Barres services. Phase 

two will also see the introduction of advertising and sponsorships as an additional source 

of revenue to support The Barres activities. The Barres large and reactive audience base 

will be a unique set of consumers for advertisers to connect with and will ensure they focus 

on social responsibility. Phase three will build upon phase two by adding the premium B2B 

side of the platform as identified in section 3.6 which provides revenue from professional 

memberships. This will place a focus on developing insights and intelligence that can be 

delivered to industry and will ensure a strong relationship with social consumers.

3.9 Phased Release Of Service

PHASE ONE & TWO

B2C

PHASE THREE +

B2B

Figure 4 Service Breakdown

Premium Insights 
& Intelligence 
Memberships

Free Platform

Social Media

Newsletter 

Individuals

The Barre 
Certification

Advertising
&

Sponsorship 
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SECTION FOUR
Audience & 
Customer Overview04

Individuals Businesses Both

The Barre encompasses both individuals and business as it looks to link together these two groups to provide positive 

and proactive change as well as valuable customer insights and intelligence. We are working with industry, society 

and education to effectively transform the way beauty is presented and understood as our advocacy organisation 

formulates a network of connections to allow for positive disruption.

4.1 Who Are We Serving 

Keep 
Satisfied

Manage 
Closely

Minimal 
Effort

Keep 
Informed

Interest

Po
w

er

Low

Low

High

High

Society

Industry

Education

Figure 5 Customer stakeholder Map

The Barre
38

The Barre
39



The Creative Young Adult (Primary)
This predominantly female customer, aged between 19 - 24, is in the final years of 

their degrees or in entry level jobs. As a ‘typical’ Gen Z she strives towards what she 

believes in and actively speaks out about her views and opinions in relation to the 

wider world. Not concerned with materialistic items she proactively spends time 

engaging in conversations that are change orientated, participating in marches and 

movements focused on wellbeing.

The Practically Perfect Mum (secondary)
This proactive and forward thinking Mums are protective of their children and want 

to provide the best environment for them as they are growing up in an increasingly 

tumultuous environment. They care about creating equality and a future where their 

children can be who they want and as a result strive to do good in this sector.

The Societal Outcast (secondary)
This customer is young and is an individual who does not align with the typical 

standards of beauty and societies expectations. They have physical differences such 

as acne and alopecia or identify within the LGTBQ+ society among numerous other 

things and as a result do not feel apart of the socially accepted ideals and norms.

The Misunderstood teenager (secondary)
Aged between 13 and 17 this female teen is in school and attempting to navigate the 

various pressures around growing up. This has been exacerbated by an increasingly 

digital space with social media consuming and disconnecting people. There is a 

feeling and a pressure to fit in with the social norms as this young and impressionable 

age group are being shaped by the ideals throughout society.

B2C:

The Barres target market is broken down into two separate categories of B2C and B2B which encompasses our social 

consumer as well as brands and corporations. The B2C consumers will be receiving a free offering from The Barre to 

build audience circulation and B2B will be operating on a professional membership revenue model to gain access to 

this audience. Please see sections 8.0, 9.0 and 10.0 for how The Barre will grow to reach all of these audiences as we 

breakdown the three phases of growth in relation to other key activities.

4.2 Customer Breakdown

Professional Individuals
This is an individual working within the creative and communications industry who 

is seeking insights and intelligence to increase their own knowledge surrounding 

beauty ideals and standards.  This person is typically female, in mid level jobs, aged 

between 25 and 35 as they are looking to implement their own values into their work 

to be a part of a bigger change.

Medium Organisation
This organisation and business is of mid size with a relative income - with between 

20 and 50 employees they operate primarily within London and business districts 

within the fashion, beauty and media realms. They understand the importance of 

the consumer and are wanting to increase brand loyalty through social causes that 

increase emotional connections. This organisation is looking to give back to industry 

with the majority of employees being female of varying ages.

Small Organisation 
This small organisation operates on a local level with a small base of employees. 

Organisations of this size fall within small fashion, beauty and communications in 

more residential areas and will have less than 20 employees. They understand the 

importance of seeking out information and resources that aid them to be responsible 

and aware whilst balancing this with business and profit as they constantly look too 

give back to society and value insights that allow them to have more knowledge.

Corporations 
Corporations encompass the leading and most recognisable brands within the UK 

and also further afield as many operate in global markets. With large and diverse 

teams of employees this corporation is at the top of the field within the fashion, 

beauty and media industries. They are looking to further expand their CSR by working 

with a social cause that resonates with consumers. With over 50 employees and an 

increased budget this will be brands and conglomerates who are looking for increased 

and specialised insights and intelligence to diversify their communication strategy.

B2B:

The Barre
40

The Barre
41



E
XP

E
R

IE
N

C
E

E
VA

LU
AT

IO
N

A
W

A
R

E
N

E
S

S

D
E

S
IR

E

E
XP

LO
R

AT
IO

N

D
IS

C
O

VE
R

Y

B
R

A
N

D
 T

O
U

C
H

P
O

IN
TS

E
XP

E
R

IE
N

C
E

A
C

Q
U

IS
IT

IO
N

E
nc

ou
nt

er
 

ha
pp

en
s 

th
ro

ug
h 

co
ns

um
er

s 
ow

n 
in

te
nt

 
- 

fe
el

in
gs

 
of

 
in

te
re

st
 

an
d 

po
ss

ib
le

 
ex

ci
te

m
en

t/
re

lie
f 

fo
r 

fi
nd

in
g 

a 
pl

at
fo

rm
 l

ik
e 

Th
e 

B
ar

re
 w

hi
ch

 s
pe

ak
s 

to
 t

he
ir

 
em

ot
io

na
l n

ee
ds

Po
si

ti
ve

 a
s 

cu
st

om
er

 b
eg

in
 to

 b
ec

om
e 

ap
ar

t o
f T

he
 B

ar
re

s 
co

m
m

un
it

y 
ac

ro
ss

 m
ul

ti
pl

e 
ch

an
ne

ls
 

C
us

to
m

er
 c

on
ne

ct
s 

on
 a

n 
em

ot
io

na
l l

ev
el

Pu
rc

ha
si

ng
 m

em
be

rs
hi

p 
fr

om
 th

e 
w

eb
si

te
 is

 
si

m
pl

e 
an

d 
co

nv
en

ie
nt

 fo
r t

he
 c

us
to

m
er

C
re

at
io

n 
of

 a
 p

er
so

na
l a

cc
ou

nt

C
on

su
m

er
s 

id
en

ti
fy

 a
 n

ee
d 

fo
r s

er
vi

ce
  

D
es

ir
e 

in
cr

ea
se

d 
th

ro
ug

h 
em

ot
io

na
l c

on
ne

ct
io

n 
an

d 
hu

m
an

 
e x

pe
ri

en
ce

 

O
nc

e 
m

em
be

rs
hi

p 
is

 p
ur

ch
as

ed
 

th
e 

co
ns

um
er

 w
ill

 b
eg

in
 e

xp
lo

ri
ng

 
co

nt
en

t

Th
e 

se
rv

ic
e 

is
 th

e 
ke

y 
se

lli
ng

 p
oi

nt
 fo

r T
he

 B
ar

re
s 

cu
st

om
er

s-
 

it
s 

an
 i

nc
lu

si
ve

 a
nd

 a
cc

ep
ti

ng
 c

om
m

un
it

y 
th

at
 i

s 
ch

an
ge

 
or

ie
nt

at
ed

 

C
O

N
S

U
M

E
R

S
 A

CT
IO

N
FE

E
LI

N
G

S

Au
di

en
ce

s 
ar

e 
w

el
co

m
ed

 in
to

 T
he

 
B

ar
re

s 
co

m
m

un
it

y

U
po

n 
di

sc
ov

er
y 

cu
st

om
er

s 
be

gi
n 

in
te

ra
ct

in
g 

w
it

h 
co

nt
en

t (
pa

rt
ic

ul
ar

ly
 

th
ro

ug
h 

so
ci

al
 m

ed
ia

)

E
xp

lo
ra

ti
on

 
th

ro
ug

h 
pl

at
fo

rm
 

an
d 

so
ci

al
 m

ed
ia

 c
ha

nn
el

s 
to

 u
nd

er
st

an
d 

an
d 

en
ga

ge
 w

it
h 

co
nt

en
t

E
xp

lo
ra

ti
on

 h
ig

hl
ig

ht
s 

th
e 

em
ot

io
na

l 
lin

ks
 a

nd
 re

so
na

te
s 

w
it

h 
co

ns
um

er

C
on

su
m

er
s 

de
ci

de
 

to
 

pu
rc

ha
se

 
a 

m
em

be
rs

hi
p 

pl
an

 

C
on

su
m

er
s 

w
an

ti
ng

 a
 b

ra
nd

 th
at

 
al

ig
ns

 w
it

h 
th

ei
r o

w
n 

pe
rs

on
al

 
va

lu
es

Ev
al

ua
ti

ng
 

ho
w

 
th

e 
co

nt
en

t 
re

so
na

te
s 

to
 th

e 
in

di
vi

du
al

S
oc

ia
l m

ed
ia

 t
o 

co
nt

in
ue

 d
el

iv
er

y 
of

 
co

nt
en

t a
nd

 e
ns

ur
e 

re
te

nt
io

n

C
us

to
m

er
s 

lik
el

y 
to

 c
on

ti
nu

e 
m

em
be

rs
hi

p 
su

bs
cr

ip
ti

on
 d

ue
 

to
 th

e 
em

ot
io

na
l c

on
ne

ct
io

n 
lo

ya
l b

ra
nd

 a
dv

oc
at

es
 a

s 
th

ey
 w

an
t o

th
er

 c
on

su
m

er
s 

to
 h

av
e 

th
is

 s
am

e 
e x

pe
ri

en
ce

S
oc

ia
l m

ed
ia

 c
ha

nn
el

s 
an

d 
ad

ve
rt

is
in

g 
P

la
tf

or
m

W
or

d 
of

 m
ou

th
P

hy
si

ca
l a

dv
er

ti
si

ng
 

D
is

co
ve

ry
 th

ro
ug

h 
so

ci
al

 m
ed

ia
 a

s 
th

is
 is

 
w

he
re

 T
he

 B
ar

re
 h

as
 g

ai
ne

d 
a 

fo
llo

w
in

g 
 

W
or

d 
of

 m
ou

th

O
nl

in
e 

pl
at

fo
rm

 th
at

 s
ho

w
s 

co
m

pl
et

e 
br

an
d 

id
en

ti
ty

 w
hi

ch
 in

cl
ud

es
 m

an
ife

st
o,

 a
bo

ut
 a

nd
 

bl
og

 w
it

h 
re

le
va

nt
 c

on
te

nt
 a

nd
 re

so
ur

ce
s

E
xp

lo
ri

ng
 th

e 
br

an
d 

vi
a 

so
ci

al
 m

ed
ia

 to
 

un
de

rs
ta

nd
 th

e 
br

an
d 

vo
ic

e

O
nl

in
e 

th
ro

ug
h 

Th
e 

B
ar

re
 w

eb
si

te
  

Pu
rc

ha
se

 is
 e

as
y 

an
d 

th
er

e 
ar

e 
m

ul
ti

pl
e 

pa
ym

en
t o

pt
io

ns
 

C
le

ar
 p

ay
m

en
t a

nd
 m

em
be

rs
hi

p 
pl

an
 th

at
 o

ut
lin

es
 e

ac
h 

pl
an

C
on

su
m

er
 c

en
tr

ic
 p

ro
po

si
ti

on
 th

at
 fo

cu
se

s 
on

 
an

d 
en

su
re

s 
hu

m
an

 c
on

ne
ct

iv
it

y 
- 

cr
ea

te
s 

an
 

em
ot

io
na

l b
on

d 
be

tw
ee

n 
br

an
d 

an
d 

co
ns

um
er

 
lin

ke
d 

di
re

ct
ly

 to
 a

 s
oc

ie
ta

l n
ee

d 

C
on

te
nt

 a
cr

os
s 

ch
an

ne
ls

 
S

oc
ia

l m
ed

ia
 e

ng
ag

em
en

t 
D

ir
ec

te
d 

ad
ve

rt
is

in
g 

on
 s

oc
ia

l m
ed

ia
 p

la
tf

or
m

s 
E

m
ai

l m
ar

ke
ti

ng
 a

nd
 n

ew
sl

et
te

rs
Am

ba
ss

ad
or

 p
ro

gr
am

N
ew

 c
on

te
nt

 re
le

as
ed

  
C

on
ti

nu
at

io
n 

of
 b

ra
nd

 v
al

ue
s/

id
en

ti
ty

 
C

re
at

io
n 

of
 a

 b
ra

nd
 c

om
m

un
it

y 
th

at
 

co
ns

um
er

s 
ca

n 
en

ga
ge

 w
it

h 
to

 m
ak

e 
ch

an
ge

Figure 6 Customer Journey Map

In The Barres formative years our audiences and customers will be geographically based within the UK for the majority 

of all three phases. Audiences on the social media channels that fall within the social category have the potential to 

be from a wider global reach as our mission encompasses a broader societal concern that can be felt beyond the UK.  

As one of the key westernised countries, the UK provides The Barre with a base of diverse customers who are exposed 

to the demands and pressures of society along with the increasing exposure of technology (see section 5.0 for a 

breakdown of the macro environment). The UK is host to a vast amount of smaller and established companies which 

provides scalability within the B2B offering.

4.3 Where Our Customers And Audiences Are Based

B2C:

An individuals experiences and grievances are a fundamental part of the decision making process as the wider 

environmental landscape (see appendix 15.5 of pestle analysis for breakdown) highlights The Barres place and 

purpose within society. Modern cultures are preoccupied with aesthetic appearances, fuelled and continued by the 

media’s perpetual promotion of unrealistic standards. The ideals continually change as they morph into a physical 

reflection of a societal zeitgeist: it is a reflection of society and culture as there is a growing pressure to achieve these 

confusing and contradicting norms. Today body and beauty standards are getting harder to achieve with an unspoken 

pressure to conform, creating a culture of falling short of The Barre. These emotional and societal factors establish a 

string of pressures, prompting customers within the social audience to engage with The Barre - a portion of these are 

converted into paying customers. 

Customer pains (Osterwalder.A; 2014) encompass a standardised notion of beauty which operate within an increasingly 

turbulent macro environment (see section 5.0 for an in-depth look at this). These tribulations form The Barres market 

and encourages customers to purchase as it links human connectivity and emotion directly to problems within society 

and more specifically to the portrayal of beauty. In essence it is this intrinsic relation and personal association that 

prompts a relationship between brand and consumer through a monetary acquisition. 

B2B:

This forms a landscape where organisations (industry and education) need to take note of this individual customer 

as the two work together under the to provide impactful change. The organisations are prompted by the individuals 

need for content and conversation around this topic as organisations note the importance of this social movement. 

The B2B portion of this offering is prompted by the social relevance of beauty ideals and standards - The Barre links 

industry to society by providing insights and intelligence based off this consumer group who offer a unique set of data 

focused on social issues. 

4.4 Persuading Cutomer Engagement 
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B2C:

The Barre provides a point of differentiation to its customers (as identified 

in section  5.0 and 6.3) which creates a distinctive selling point within the 

market. As an advocacy organisation The Barre is providing its customers 

a space to express and challenge social norms as these restrict the way 

beauty is understood and presented. By highlighting these contradicting 

and unrealistic pressures, The Barre offers a platform for positive 

disruption and impactful change. This defines why customers connect 

to The Barre as the relationship is formed on human connectivity and 

personal interaction which in principle serves a basic human need. This 

relates to the social belonging level (see appendix 15.1) in accordance 

to Maslows hierarchy of needs (1943) as The Barre is encouraging self 

acceptance and esteem which has become of prime importance within 

todays modern world.

The Barres strong value proposition is reinforced and communicated to 

the primary societal customer and as seen in figure 6 this is an overall 

positive and engaging brand experience for the individual. As The Barres 

role goes beyond the fashion and beauty industries it is able to connect 

on a deeper level and as the only platform situated as a growth catalyst it 

is able to provide a distinct offering that customers willingly engage with 

and purchase into. This is a unique offering and provides a collaborative 

opportunity which businesses are unable to get elsewhere in the same 

capacity. 

B2B:

The Barres industry proposition stems from the consumer side of 

the business as The Barre links these two groups together to provide 

customer insights and intelligence. Many consultancy and trend 

forecasting offerings already exist within market, however, The Barre 

provides a distinct point of difference as it draws insights directly from 

a receptive audience who proactively vocalise their social and moral 

ethics. This ensures the creation of reactive intelligence which can be 

utilised within industry to reinforce corporate social responsibility.

4.5 Factors Which Inform Customer Purchase

As of current The Barre is not selling services in line with the growth strategy outlined in section 1.2 as the focus falls 

on audience growth within phase one. Within this there is a focus on gaining traction, growing a community based 

following that is supportive of the brands mission. This is vital for The Barre when moving into phase two which will 

officially launch the freemium service and beyond this as The Barre begins interacting with businesses and industry. 

Having an established audience provides credibility and clarity, proving The Barres viability as an authoritative mark. 

As of current The Barre is in the formative stages of engaging with the social audience through the social media 

platforms Instagram and Pinterest. This growing community of people highlights a consumer group willing to engage 

with The Barre based off of the mission and brand values with Pinterest reaching 820 unique monthly viewers and 695 

followers on Instagram (as of 23.08.2020).

4.6 Current Business Engagement

STEP ONE:

Customer drawn to The Barre due to 
social mission and strong values 
Customer connects to this on a 

personal level and likes The Barre’s 
proposition

STEP TWO:

Customer engages with The 
Barre’s content 

Customer purchases 
membership

STEP THREE:

Positive image of brand
The Barre meets customer expectation

Delivers brand promise and values 
Loyalty built - continue membership and 

content engagement
Customer spreads positive brand message

Figure 7 Building Brand Loyalty (B2C)
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Within phase one The Barre is primarily focused on the society, gaining a following and audience 

base, a percentage of which will be converted into paying customers within phase two. 

In the initial stages of building The Barres concept primary research was conducted through 

interviews, surveys and focus groups. This has demonstrated a clear consumer need as well as 

pinpointing the problems which resonate most with people. When ten people were asked to talk 

about concerns they had in relation to their body image they collectively identified 40 areas that 

they felt did not align with the standard of beauty defined within western culture (E.Bell; 2019). 

This demonstrated on a small scale the problem within society, contextualises The Barres demand 

and provides a rationale for customers purchasing into the brand as it relates to individual identity 

and a broader societal concern. 

The Barre’s Instagram platform is continuously growing and provides a realistic insight into how 

customers respond, which has been positive and receptive. After only a few weeks The Barre has 

amassed 695 followers on Instagram and 820 unique monthly views on Pinterest (23.08.2020) 

with both of these figures continuing to grow. This demonstrates that although currently small 

there is a market and an audience of customers ready and waiting to engage with The Barre, 

proving our viability. 

As well as exploring engagement it’s about understanding how many people are willing to 

purchase into the brand proposition which has been explored through recent research into 

consumer motivations to verify The Barres relevance amongst customers. As identified in section 

17.6, 77% of participants agreed that they felt pressured to look or act in accordance to a societal 

expectation which correlates with market research which  identifies one in five UK adults feeling 

concerned about their body image due to social media (Mental Health Foundation; 2019).

From this participants were asked if they would use a platform dedicated to removing beauty 

ideals and standards in which 95% responded yes which was supported by 100% agreeing that a 

platform of this nature is needed within society to enable positive disruption.

4.7 Potential Customers That Will Engage and Purchase

“Body image and presentation is the 

source of stress and anxiety for a large 

number of people if they do not fit the 

supposed norm and unfortunately, the 

ambient noises and people’s opinions 

on one’s body type doesn’t help either. 

Whether or not we are comfortable in 

our bodies, this nagging can take its toll 

and have adverse effects on our mental 

health.We are talking of situations when 

poor body image causes depression, low 

self-esteem, eating disorders and other 

mental health issues that can change a 

person’s life entirely”
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SECTION FIVE
Market Demand05

Multiple sectors fall within The Barres market as it 

encompasses the realms of fashion, media, wellbeing 

and beauty with the latter set to reach a market value of 

$805.61 billion by 2023. As the annual UK beauty spend 

per head is predicted to rise (GlobalData;2017) brands are 

continually placing the focus on profit over people despite 

an increasingly turbulent macro environment.  The beauty 

industry is representative of The Barres potential market 

as it is an industry renowned for identifying flaws through 

a recognised notion of perfection that has become the 

standard across the world due to positive connotations and 

a stream of contradictory messaging throughout media. 

There is a consumer reliance on products which is forcing 

brands to have a growing focus on social responsibility due 

to the intrinsic connection between people and products 

which is fuelled by the adoption of trends. These industries 

are continuing to adapt to and perpetuate ideals and 

standards as they adopt new technologies and align with 

changing consumer behaviours.

5.1 Current Market Scope 

$2.5 T
Fashion 
Industry

$1.1 T

$532 B
Beauty

 Industry

Media 
Industry

$4.2 T
Health & Wellness

Industry

Market Problem Overview:

Increasingly turbulent macro environment  

Growing anxiety

Promotion of idealised beauty

Brands are placing the focus on profit over consumer 

needs

Social media presenting an image of perfection 

As a society we live within an increasingly turbulent macro 

environment filled with pressures and expectations that 

are emotionally complex and conflicting in nature. This 

amplifies a high pressured lifestyle that continually 

quickens, adding stress into the daily lives of people 

as it is reported that 74% of the UK’s population feels 

overwhelmed and unable to cope within this intense and 

5.2 Market Problem
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never ending culture (Mental Health Foundation; 2020). A fast paced world 

is perpetuating a continual growth of anxiety that is being felt en mass as 

increased stress levels are heightening the need for control and perfection 

to alleviate the nagging feelings associated with living within a turbulent 

world. 

We are having to navigate political instability, environmental turmoil and an 

increasingly digital space as social media has changed the way we connect 

and interact with one another which when combined with our continual 

pursuit for happiness demonstrates the need to reevaluate the state of 

society. Our environment is filled with uncertainty and change which also 

encompasses an ageing population, climate concern and more recently a 

pandemic that has caused global and long term disruption. When this is 

combined with a society fuelled by social standards and achievement it 

creates a level of toxicity which counteracts and challenges the continual 

pursuit for happiness. This is intertwined with appearance as 82% of people 

agree that having a healthy body and mind is most important for happiness 

(Bell.E; 2020).

As society moves into an overwhelmingly digital space, pressures intensify 

for the individual as a stream of constant and largely unregulated content is 

distributed to the 4.5 billion social media users around the world (Chaffey.D; 

2020). This has intensified our preoccupation with aesthetic appearances 

as the definition of beauty is constructed through social and cultural 

subjectivity. Within the modern world we have moved away from the notion 

of beauty being in the eye of the beholder and instead plugged ideals and 

standards of beauty that are fuelled and perpetuated by the media. These 

expected ideals change constantly as they have become a reflection of our 

discontent and need for perfection and yet still they are promoted as the 

attainable norm. 

Throughout fashion, beauty and media ideals are presented without 

consideration for the ethical and moral implications that these may have, 

Because of this body and beauty standards are getting even harder to achieve 

with an unspoken pressure to conform, creating a culture 

of falling short of The Barre. Evidence is continuing to show 

the direct correlation between advertising, self esteem 

and body image as one in five UK adults have said that 

image on social media have caused them to worry about 

their body image (Mental Health Foundation; 2019). Media 

within the realms of fashion and beauty often present a 

paragon of aspiration as they contribute to the setting 

of ideals and standards across cultures and particularly 

for women. These medias also endorse and advertise for 

the very industries dependent on selling ideals to willing 

customers creating a toxic cycle that needs to be broken 

on all sides to end the perpetuation of these standards. 

As a social and cultural construct the very nature of beauty 

is firmly rooted within the individual as this forms apart 

of internal identity. Although appearance has always 

been a prevalent theme, its negative impact is of growing 

concern as people are overwhelmed with perfected 

imagery, advertisements selling an ideal of beauty and 

an underlying, unspoken pressure to conform. The desire 

to improve appearance and intellect is a natural part of 

growing up (Bell.E; 2020) as people align with their societal 

surroundings to fit in and to avoid censure but this only 

exacerbates a growing tension between the individual and 

collective identity.

This is made ever more challenging as beauty has a 

perceived financial value within society - as individuals 

we subconsciously, or consciously, surround ourselves and 

follow people we deem as beautiful as we hold an ingrained 

belief that beautiful people are intrinsically better and 

highly successful. On a humanistic level being perceived 

as beautiful and attractive means being welcomed into the 

cultural conversation as the desired and accepted form 

which also groups the individual into the relevant audience 

groups for advertising and marketing by fashion, beauty 

and media brands which only exacerbates and reinforces 

the narrow and contradicting ideals present.
The Barre
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Consumer centric propositions (such as The Barre) ensure ethical content and audience suitability: 

social media has highlighted a problematic culture and brought a multitude of conflicting ideals 

to the forefront of peoples attention. The Barre ensures accountability and awareness through 

opening up a greater conversation in which brands have the power to shift a societal mindset. 

“Millennial and gen z consumers will pay more for brands that are participating in CSR. 66% 

of global consumers are willing to pay more for brands committed to positive social and 

environmental impact.” (Lieberstein.M.A: 2019) Social responsibility has been brought to the 

forefront of industry and connects to consumer centric propositions being created and reflects 

an instability on a global level. Nine out of ten people think that we are more disconnected as a 

society than ever before with 81% of consumers agreeing that brands are not making meaningful 

connections (Kemp.N; 2020) which highlights the need to have a heightened awareness that puts 

consumer connectivity back at the forefront. This is especially true as consumers need emotional 

support to lessen anxieties as they are exposed to an overwhelming onslaught of media that 

perpetuates social standards. There is a growing audience of activists demanding change 

which is spreading throughout society through a “collective voice and power” (Godfrey.K; 2019) 

generated through ceaseless connection.

Social media and the digital landscape provides a platform for conversation in which The Barre 

has identified an opportunity that focuses on the consumer and driving change. Subconsciously 

we are exposed to roughly 5000 advertisements per day through mainstream media (Holmes.R; 

2019) many of which are not formally regulated despite the growing dominance of content 

through accessible and addictive modern technology. However, modern technology has given 

people the power to redefine beauty and its context as smart technologies allow for greater 

control and for the individual to control the narrative of their own beauty. The Barre supports this 

and provides a guide and a space to learn and deepen knowledge with regard to ideals, standards 

and expectations as part of its purpose is to highlight the varying degrees and subjective nature 

of beauty within the world. 

As The Barre transforms and redefines beauty it aligns itself within a multitude of industries 

including fashion, beauty and media as all of these continue to grow year on year. This market 

is suggestive of the future growth possibilities for The Barre as it is able to draw from multiple 

audiences and this is further enhanced by our multi faceted communication approach that 

encompasses industry, society and education. This creates an opportunity to transform the way 

customers engage with multiple markets as well as reshaping a societal norm. The Barre will 

link sectors providing a captive customer base to industry which can be utilised to gain extensive 

widespread insight.

5.3 Market Growth and Opportunity

Primary research has been conducted into The Barres 

customer base to validate this proposition and to ensure 

its relevance. Within this a survey has been conducted 

into the social consumer group as identified in section 

4.0 as the B2C offering formulates the first two phases. 

Completed across Instagram and an independent survey 

using Google Forms the questions reached a total of 

253 people with the results being combined in some 

cases where repeat questions were asked. Please see 

section 17.5 and 17.6 for the complete breakdown of the 

primary research. This research has been aimed at the 

social consumer audience and completed predominantly 

by women, across an age range of 16 - 26. This clearly 

indicates The Barres relevance amongst this audience as 

the majority of participants agreed with all questions asked 

- this provides a ‘proof of concept’ and again demonstrates 

the need for a organisation such as The Barre. Please see 

section 5.5 for an in depth look at the B2B viability with key 

market research justifying The Barres need within industry. 

Further industry research will be conducted throughout 

phases one and two as The Barre grows its audience and 

engagement as this can be taken to brands to prove our 

authority and credibility in relation to the proposition and 

need. 

The Barre draws parallels to a range of differing services 

but unites these elements together under one proposition 

that effectively targets consumers on both B2C and B2B as 

multiple touch points reinforce values of connectivity and 

growth. 95% of this research group stated their willingness 

to use a platform such as The Barre as 100% recognised its 

need within society. This is unsurprising in the context of 

other statistics that have been gained to understand The 

Barres relevance within a society fuelled by pressures and 

5.4 Customer Research And Viability

86%
Feel pressured to look a 
certain way due to social 

media

82%
Have struggled with their 

mental health

81%
Are not happy with their 

physical appearance
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100%
Agree that there is a need for 
a platform such as The Barre

95%
Would use The Barre to help 

change beauty ideals & 
standards

comparison. 91% of participants report to having felt ‘not good enough’ as 93% also admit to struggling with their body 

image and appearance which aligns to multiple academic and social reports that recognise this as a growing societal 

concern. 

As a preliminary piece of research this will be expanded upon during phase one. However there is clear evidence 

emerging that this is a platform social consumers will engage with as one interviewee states that she would use the 

platform and expresses a sense of urgency around its need: “I think … the media and the industry is changing, but this 

only started happen because people and followers of the industry and brands finally spoke out and are finally being 

listened to. So many women, especially young women who have grown up with Instagram and Snapchat and Tik Tok 

are so heavily affected by these ideals, it is not only a great idea but I believe a necessary platform to not only call out 

these ideals and standards, but actually drive a change and implement them. I wish I had a platform like this when 

I was 18! Now as a 23 year old I think it’s about time this existed !” (2020). (Full interview breakdown can be found in 

section 17.5). 

Further evidence as to proof of concept into the B2B proposition has been outlined in the following section as it draws 

comparisons from other brands offerings to demonstrate the commercial viability. One professional individual that 

was interviewed asked if this was a platform they would use and pay for to which they responded, “Yes 100% - I already 

end up paying for so many different news and insights platforms and I find that they don’t offer specific content in 

relation to social issues that is relevant to me as a working professional but as as an individual who cares about 

these topics. It’s a perfect way to feel like you are giving back whilst also gaining the insights you need to make more 

conscious choices.” This clearly demonstrates The Barres viability with both consumers and industry professionals 

and demonstrates an appetite for this content and platform.

A Problematic Industry

For years business has presided over a vital facet of our culture: ideal beauty and body standards 

as those within society have been told what’s beautiful and what’s not, whilst lacking a diverse 

set of models. The Barres proposition is founded upon the imbalance within society in relation to 

the promotion of beauty ideals and standards which establishes a clear purpose to redefine and 

challenge the perception of beauty. This mission goes against the commercial norms of industries 

as many exploit peoples weaknesses for commercial gain and promoting idealised versions of 

appearance and identity. This culture of toxicity reinforces The Barres place within market and 

provides a profitable (monetary and social) opportunity to be at the forefront of positive disruption 

as a champion of growth.

Beauty is being rewritten through a digitally native landscape by consumers who have the ability 

to control the images they put out into the world as social media has shifted the narrative. 

Dissatisfaction is a direct product of a pervasive thin ideal and systematic fat phobia among other 

beliefs that have stemmed from the medias perpetual plugging of ideals for profit. Changing this 

internalised ideology means working with industry to ensure correlation with societal attitudes, 

focusing on inclusivity and diversity to narrate a new definition of beauty.

Business Interest and Demand for The Barre

Purpose is gaining traction with consumers as social causes are at the forefront of their mind, now 

more than ever which clarifies the need for corporate social responsibility (CSR) as a matter or 

urgency. According to the Global Web Index 68% of western, online consumers would or might stop 

using a brand if they have a poor or misleading CSR and nearly half willing to pay a premium for 

socially conscious brands (Ernest-Jones.S; 2020). The same set of research also highlights that 

CSR practices are at the heart of building brand loyalty and yet despite this the fashion industry is 

listed as the 6th industry in need of a better CSR policy according to western consumers (Ernest-

Jones.S; 2020). The study also reported on “cancel culture” that has become widespread “as nearly 

eight-in-ten (76%) global consumers indicated they will act against brands whose Purpose, values 

or behaviors they disagree with, by no longer buying from the brand, switching to a competitor, or 

discouraging others from buying  or supporting it” (Ernest-Jones.S; 2020).

The need for a strong and impactful CSR is being driven by consumer demand that is set to 

continue as consumers will engage with they brands that have a distinct purpose relating to social 

change (CSR Wire; 2020). Businesses that get this strategy right will reap the rewards with a loyal 

and engaged customer base with brands being able to charge a premium price for services. “The 

data proves that consumers expect companies to have a more meaningful reason for being and 

are making decisions about what to buy and where to work with an eye toward supporting those 

5.5 Industry Research & Viability
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that share their values,” said Alison DaSilva, Managing Director, Purpose & Impact at Zeno Group. “Yet, companies 

are leaving equity and opportunity on the table as the majority of consumers do not believe companies today have a 

clear and strong Purpose. It has never been more important for companies to not only articulate their Purpose, but to 

consistently demonstrate that Purpose in how they operate, support issues and engage with all stakeholders.” (2020). 

More and more brands are having to shift strategies to align with consumer demand which is entered upon inclusivity 

and diversity across genders, race, size and sexuality to name but a few as consumers “value diversity in all its forms 

and … are ruthless about holding their brands accountable,” (Middleton,J; 2020)

As consumer attitudes are shifting so too are the models as we are gradually seeing an influx of diverse women and 

men appearing throughout media and campaigns. Zebedee Management launched in 2017 as the first modelling 

agency to exclusively represent people with physical and learning disabilities with clients including River Island, H&M 

and Primark to name but a few as they are quickly diversifying casting in the future. The managements believes the 

industry is taking a positive step forward which is beneficial from a business perspective “but it is also educationally 

and socially responsible…. We hope that the clients we collaborate with and the great work our models do, will 

eventually have a wider impact on society.”. (2020) 

Lucy Greene, founder of Anti Agency also notes the changing market as “When we started out, we were working 

with very small, niche brands … it’s amazing to now be working every day with the world’s leading fashion houses, 

magazines and brands. It’s great how quickly the industry is diversifying!” (2020). These agencies are committed to 

diversifying beauty through models who go against the conventional standards in order the broaden the scope of 

beauty within industry and society.

Black lives matter has brought the topic to a pinnacle point in recent months and demonstrates the power of the 

social consumer voice when collectively joining together for a common objective - brands took note and aligned with 

the message and corporations across industries have since vowed to donate more than $1.1 billion into organisations 

that support movements according to Bloomberg (2020). This reinforces The Barres viability and proposition as an 

attractive venture that aligns itself within a changing business landscape that is beginning to collectively focus in on 

doing social good. 

Viability and Budget with industry for The Barre

L’Oreal signifies shifting business attitudes that are aligning with social responsibility in the corporate setting. Trans 

activist Munroe Bergdorf recently called the brand out for their hypocrisy with regard to championing all beauty despite 

being removed just a few years prior for actively speaking out about this. L’Oreal have since responded, offering her 

a consultancy role on the diversity and inclusion board and $50,000 in donations to charities supporting the cause. 

L’Oreal has redefined its commitments to society with a new policy document stating that “L’Oreal is committed to 

respect towards all people and celebrates beauty in all its diversity, and collaborates with people of all genders, 

backgrounds, skin types and walks of life.” (2020)

“The beauty industry has always 

marginalised us and told us that our 

bodies and hair is not okay and needs to 

be change.”

Sami Schalk - 2020

The Barre
56

The Barre
57



Boots are a brand that champion corporate social responsibility and place this at the centre of their 

business strategy to ensure meaningful consumer connection. In fiscal 2019 they made $33.3 million direct 

contributions as a way to give back and support causes to ensure their own integrity and authenticity within 

market. 

Estée Lauder Companies invested $45.7 million into social causes in the last fiscal year (not including any 

ethical or environmental contributions). Each brand within their portfolio will focus on and support at least 

one social cause by 2025 to reinforce their continual pursuit for development: Bobbi Brown are an example of 

this and launched their Pretty Powerful campaign which donated an initial sum of $400,000 to four charitable 

causes that aligned with a mission centred upon support in inclusion. Currently developing a process to 

support more social causes, Estée Lauder Companies will be providing guidelines, toolkits and trainings to 

enable them to create a positive impact: this provides The Barre an opportunity to assist in developments and 

growth such as this, working with brands on a membership revenue plan to ensure change. 

These three brands demonstrate a business attitude centred upon responsibility and highlights a market 

and budget for The Barre to work within whilst supporting these social missions. From a financial perspective 

there is a sizeable market as these three companies indicate the very tip of social responsibility and what is to 

come in the future as it becomes of increasing importance to consumers. The Barre can extract from this ‘pot 

of money’ and in turn reach a wide scope of industry willing to pay for access to social consumers to bolster 

their CSR.

In 2018 corporations spent a combined $20 billion on corporate social responsibility (UNESCO; 2019) which 

Edelman’s creative newsroom director comments on as “CSR .. becoming more central to brands’ entire way of 

marketing and communicating” (Granastein.A; 2020). This supports The Barres proposition by acknowledging 

the scope of market and the importance of social causes within business to ensure authentic communications. 

The Barre combines key success elements of business and society to create a proposition with a high market 

impact - entering the space with a high threshold. 

Founder of Summersalts swimwear developed a brand directly for the consumer of all sizes, rejecting the 

over sexualised narrative often found within this sector. ”Fashion has to wake up to the needs of the end user 

and show a broader range of people. We all want that. In fact, studies show when the audience can make a 

connection to the model wearing the clothes, the desire to actually want to make a purchase is increased by 

300% - so it’s a business no-brainer,” (Chamberlain.R; 2020).

Professionals within industry are increasingly needing to seek out ways to boost their own social responsibility 

to ensure high consumer satisfaction and to strengthen their brand image: the above brands combined with 

the market problem highlights a clear interest within industry for a brand and platform such as The Barre 

as it becomes the link between industry 

and society, providing reactive insight and 

intelligence to aid business strategy. 

Professional individuals are also increasingly 

looking to work within brands and 

corporations that promote a strong set of 

values that operate ethically. This provides 

an added incentive for brands to ensure they 

are positively impacting society as 64% of 

millennial will not take a job if their employee 

doesn’t have a strong CSR policy (Forbes; 

2020). Brands are taking note of this and 

incorporating teams to ensure a strong social 

strategy for the good of society as Chanel hired 

its first global head of diversity and inclusion 

in 2019 with Gucci and Burberry filling similar 

roles also (Newbold.A; 2019). When talking to 

a London and Oxford based recruiter about 

social responsibility within industry she noted 

that there is a growing importance on social 

responsibility which “largely this comes from 

consumers demanding it - just look at recent 

movements that have been sweeping social 

media lately …[Im seeing] social activism type 

content most days with different information 

and calls to action - people clearly care about 

this!! Its because of this that brands are having 

to listen and take note of what the people want 

and what we care about because ultimately 

we are the ones purchasing and consuming 

their products and content. As humans most 

of us want to contribute good into the 

world and we want to know that what we 

buy can do some good as well, its a way for 

us take take control of the narrative again 

and to make corporations listen. Social 

responsibility on the corporate side is so so 

vital to a brands integrity and authenticity 

and consumers really pick up on that now 

as we have access to so much content that 

we very quickly decide what’s for us and 

what isn’t. For brands to stand out they 

need to connect to us on an emotional level 

and more often than not that comes from 

an emotional connection which directly 

links to so many of the social issues we are 

seeing being talked about in industry.” (see 

section 17.5 for full interview summary).
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“I just want an accurate reflection of the 

world that we live in. I think as much as 

fashion is about telling a story, it needs to 

be conscious of the social responsibilities 

as well and the effects that it could have on 

younger girls growing up…Familiarity 

breeds acceptance.”

Designer Steven Tai - 2019

As previously stated The Barre is a startup in its formative stages of growth which focuses 

on audience engagement and gaining credibility. The Barres foundation was formed in 2019 

with a brand proposal accompanied by a visualised proposition which defined the brand 

values and identity. 

As part of this process The Barre was put to industry and displayed through an exhibition 

which allowed for a form of beta testing of the idea and provided key insight into how it 

is received by people. This valuable insight highlighted the need to further refine the core 

values of The Barre as a business in terms of its activities and day to day operations as well 

as refining the tone of voice The visual concept was received with much enthusiasm as it 

gained attention from people who were all personally able to connect to the brands goal of 

eradicating beauty ideals. 

Creating an initial proposal early on allowed for the ideas to grow and provided an opportunity 

to test the theoretics of the concept with an audience of people.This testing process allowed 

for receptive feedback in which The Barre has grown from and fed forward into its current 

and future format. 

Social media testing is starting on Instagram currently to gain a live gage on customer 

attitudes and engagement, analysing which areas gain the most traction and interaction. As 

this process continue it will be expanded across other social platforms to find where best 

to reach each audience segment and clearly shows a market desire for The Barre.  Currently 

The Barres following is at 695 (as of 23.08.2020) which we expect to continue to grow.

5.6 Test Trading
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SECTION SIX
Industry Analysis06

Within industry The Barre operates within the realms of social media channels, 

individuals, platforms, organisations and charities as we fulfil an opportunistic gap 

in the market as an organisation dedicated to proactive change through a multi 

faceted approach. This lowers the risk of market entry as we are combing elements 

from business and social propositions into one model allowing us to directly serve 

customers needs: a format that provides clarity and relevant intelligence for both 

industry and individuals. 

The Barre identifies as an advocacy organisation that works towards changing a 

social and behavioural issue centred upon the perception of beauty. The conversation 

surrounding these ideals and standards is gaining traction throughout media outlets 

(Mcdermott.R; 2019) which is increasing the social commentary and discontent 

surrounding the matter: as a result an influx of platforms across social media have 

begun to arise, highlighting and starting a conversation about the problematic nature 

of standards within modern societies. 

The fashion and beauty industries are often at the centre of this discussion for the 

role they play in promoting and creating body and beauty ideals. However, The Barres 

reach goes beyond this to encompass many forms of popular media, governing bodies, 

charities and standardising organisations as we recognise that this is a widespread 

social issue ingrained within our cultures and influenced by larger issues at play. This 

ensures that The Barre has long term relevance as there are numerous areas that need 

to be addressed and changed to ensure positive disruption. Our primary focus will be 

within the fashion and beauty realms as this allows The Barre to make a visible and 

direct impact within two industries that engage with a large portion of the population.

6.1 Brand Positioning

Figure 8 Market Hierarchy

Governing bodies and organisations 
for change and standardising

Fashion and Beauty 
Industry

Media forms, print, social media, TV, 
music, film etc

Primary Industry Market

Tertiary Industry Market

Secondary Industry Market
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As a startup business that is operating with a new concept of service it is important to understand 

the combative intensity of the landscape that we are entering. The Barres proposition is unique and 

draws parallels from multiple sectors and business models: as a result we have no direct competitors 

and instead operates only with indirect competitors. The Barre sits within an encompassing and vast 

landscape with competitors situated across multiple markets and categories which includes both 

individuals and brands. To identify The Barres opportunity within this and to form a viable business 

proposition The Barre has taken elements from different competitors, combing these into one brand 

that serves multiple needs for different customers which provides a distinct competitive advantage. 

Please see the following table on page 65 for a breakdown of these competitors and how The Barre 

finds its competitive within the market.

6.2 Competitor Overview

INDUSTRY SOCIAL

Insights 

Industry partners 

Advertising & 

Sponsorships 

Network of 

brands

Advisory 

THE Advocacy 

Campaigning 

Individuals & 

Ambassadors

Social Media

Change 

Charities 

Figure 9 Overview of The Barre’s landscape

Competitor 
category

Name Product/
service

Price Strengths Weaknesses The Barre’s Competitive 
Advantage

Social Media & 
Individual

Gurls Talk 
by Adwoa 
Aboah

Website, 
Instagram & 
podcast

Model & 
Advocate

N/A An online community 
for young women to 
discuss issues
Global Events
Run by activist Adwoa 
Aboah

Targeted only at 
young women
Focused only on 
discussion

The Barre focuses on 
implementing direct 
change with a proactive 
approach rather than 
simply providing safe 
spaces to talk

Social Media & 
Individual

IWeigh by 
Jameela 
Jamil

Instagram, 
website, 
podcasts

Advocate & 
Actress

N/A Focused on radical 
inclusivity so that no 
one feels alone
Focus on community 
and conversations 
Strong celebrity 
connections
Strong ‘iweigh’ 
campaign

Lack of industry 
connections to 
make change 

The Barre focuses on 
implementing direct 
change - it takes 
elements of community 
and combines them 
with action to make a 
impact on how beauty is 
presented

Social Media Diet Prada Instagram N/A Strong following 
Reputable source of 
accountability within 
industry
Calls out brands and 
individuals

Based only on social 
media (its following) 
Lack of values 
behind what it does

The Barre pulls the 
accountability aspect 
from Diet Prada and 
implements this into 
its business model to 
ensure beauty ideals 
and standards are 
brought to the forefront, 
as it highlights how 
contradicting they are

Individual Natasha 
Devon

Instagram, 
website, 
author

N/A Writer, speaker and 
campaigner Has 
previously worked 
within government  
and parliament Works 
within education 
providing resources

Small following 
Lack of power for 
change

The Barre pulls education 
and resources into 
the business model to 
implement change

Platform Business of 
Fashion

Platform, 
app, events, 
educational 
resources

£16 - 
£33 p/
month

Strong reputation 
within industry
Complete brand 
universe 
Works with other 
brands
Insights

High price 
Pro content 
Only covers fashion 
- narrow

Providing articles and 
insights on the wider 
fashion industry, including 
society and culture - 
The Barre goes beyond 
fashion to connect people 
to the problem

Platform Fashion 
Revolution

Website, 
resources

N/A Campaigning within 
fashion 
Transforming the 
entire fashion system 
Education resources 
-free
Easy to navigate 
platform that provides 
content direct to each 
customer

Fashion focused 
- especially on 
production of 
products 
Lack of recognition 
beyond 
manufacturing and 
fashion industry

The Barre pulls the 
structure of education, 
industry and society, 
providing resources 
and education in an 
accessible format

Charity Mind Website, 
social media

N/A Provides resources and 
information to support 
a number of people in 
relation to their mental 
health 
Campaigns and news

UK based charity 
Reliant on 
donations 
Limited to one topic 
- mental health

The Barre combines the 
urgency surrounding 
mental health to a 
problem that customers 
are affected by which 
is beauty ideals and 
standards. It connects 
the problem to something 
people understand.

Organisation Advertising 
standards 
authority 
& The 
committees 
of 
advertising 
practice

Website N/A Clear guidelines about 
what is right and wrong 
Advice and resources 
Focused on 
responsible advertising

Lack of customer 
engagement and 
awareness
Lack of official 
reinforcement from 
government

The Barres competitive 
advantage shifts  this 
advocacy for responsible 
content into direct change 
and action to ensure all 
content aligns with The 
Barre.

Figure 10 Table of Competitors
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The Barre has strategically positioned itself within the market of fashion, beauty and society by using the ethical 

movement of beauty ideals and standards to lessen the risk of entry and substitution, creating a more viable 

proposition. Within the realms of advocacy, competitive intensity or rivalry is drastically lowered as ambassadors, 

activists and organisations become allies to the cause, working together to achieve a common objective. The 

Barre does not compete with this group in the traditional sense due to the presence of a community, working 

collectively as equals on a shared mission to incite positive disruption. Finding a strategic position within this 

market is integral for The Barre in order to differentiate and ensure long term relevance and growth. The Barre 

goes beyond what these advocates are currently offering as the proposition is change orientated rather than only 

providing safe spaces to talk about the problem. With a goal to change the way beauty is presented and a mission 

to become an authority and standardising organisation. With this in mind The Barre is able to share content 

created by others as this reinforces the brands values a community - particularly within phase one. This group 

of indirect competitors are not encouraging people to pay for their content as they largely operate on free social 

media platforms - this reinforces their position as fellow advocates. The Barre does however need to consider 

the time that this group takes from consumers although this is not entirely negative as they are reinforcing The 

Barres position within the market as this group of advocates demonstrates the commercial viability.

6.3 Strategic Positioning

Social Focused
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s 
Fo
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se

d

Low

Low

High

High

Phase One

Phase Two

Phase Three

Consultancy 
Membership Content

Insights & 
Intelligence

Charities
Advocacy 

and activism

Attractive 
market 

position 
with high 

impact

No Viable 
market here 
as provides 

no value

Figure 11 Positioning and Growth

As of current a proposition such as The Barre does not exist in its entirety and within the same context - 

singular aspects such as the intelligence or activism exist in similar capacities however there is no other 

brand bringing these together with a social cause as the purpose. To understand the commercial viability 

of The Barre case studies of six different brands with differing business models have been utilised to 

highlight how The Barre sits among them. 

People are willing to pay for memberships across charities and organisations in both customer and 

industry facing businesses as shown in the case studies here. As of current people within industry pay for 

a range of insights from businesses including Mintel, Business of Fashion and Common Objective which 

provide industry insights: the latter two also provide individual insights utilising a freemium model. On 

the customer facing side there is a focus on emotional connection as people engage with multiple social 

media platforms such as IWeigh and charitable organisations which includes Fashion Revolution and 

Amnesty International which also adopts a membership model. 

These case studies highlight that people and businesses will pay for insights and intelligence whilst also 

engaging with platforms that focus on advocacy and social causes. As of current there is no singular 

organisation that takes both of these elements into one business model within the context of beauty 

ideals and standards, despite the notable market problem and need (as identified in section 4.0). The 

Barre replicates the elements of value identified within these case studies and combines them into an 

advocacy organisation that effectively communicates to industry and society, linking them to create 

impactful change. These case studies demonstrate the commercial viability of a consumer membership 

proposition and insights based platforms which are two key components of The Barres proportion. With a 

long term growth strategy and a social movement to underpin all actions The Barre is able to achieve and 

excel by capturing the essence of advocacy, intelligence and human connection in one business model. 

Key Takeaways that demonstrate The Barres viability:

1. Platforms on social media that focus on ethical causes gain large and engaged traction with audiences 

(IWeigh with 1.2 million followers)

2. Insight based companies are integral within industry to ensure customer and market relevance 

and businesses will pay large sums for these specialised reports - as the need for corporate social 

responsibility increases so will the demand for insights on audiences that care about social causes

3. Customers are willing to pay for content (such as Business of Fashion) which provides unique 

information and education

4. Customers are willing to give to causes that benefit society and industry (Fashion Revolution and 

Amnesty International both highlight this)

6.4 Commercial Viability, Benchmarking & Case Studies
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A social cause and movement that is solely 

to raise awareness and incite conversation 

- The Barre builds upon this audience and 

takes it a step further to action change 

within industry and society.

Social platform for radical inclusivity that 

connects, empowers and amplifies diverse voices

1.2 million followers on Instagram

Free social movement focused on creating safe 

spaces to learn

MINTEL

Consultancy and market intelligence agency 

offering reports for a fee (£1500 + per report)

4k followers on Instagram

Analyses consumer, markets and competitive 

landscapes 

Reported $156.4 million in revenue (2019)

The Barres B2B side draws many similarities 

with consultancy based insights companies 

as it is offering specialised, reactive 

intelligence which is derived from a unique 

audience group who care about social 

causes.

Figure 12 Comparative Case Studies

FASHION 
REVOLUTION

The Barre has a similar structure as an 

advocacy organisation, targeting multiple 

fronts including society and industry - 

instead of a sustainable cause The Barre 

focuses on a social cause.

A global movement and platform with a vision 

to change the way our clothes are sourced, 

produced and purchased

20.5 K  followers on Instagram

Charitable Advocacy Orgaganisation

Funded through donations and sponsors

The Barre draws parallels with Business of 

fashions core business model of a freemium, 

membership platform and adapts this to a 

social cause and providing relevant insights 

and intelligence within this subject.

Resource for those within the fashion industry 

that offers insights, resources, online learning

1.8 million followers on Instagram

Premium Memberships with free content 

Community of five million: 35k members and over 

500 corporate partners

The Barre combines the charitable element 

and membership model to gain a large 

audience through the emotional connection 

and then transferring this audience into 

paying customers to make change.

Global movement of 7 million people campaigning 

for human rights through direct appeal & lobbying

595 K followers on Instagram

NGO Charity funded by membership model and 

donations 

Over £800k in dsubscribed donations

The Barre draws many parallels here as 

a membership based business with a 

charitable cause at its heart - its change 

orientated and incites a conversation with 

both industry and individuals.

Business network for those within fashion 

industry, matching them with relevant 

information on how to be sustainable

61K followers on Instagram

Membership model for individuals and 

businesses with ranking system 
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There is currently little being done to actively change the way societal norms are presented as current propositions 

focus only on providing communities to talk about the problem rather than preventing it. Formed as a customer centric 

brand, The Barre puts people and society first as this forms a distinct purpose and serves a direct market need. This 

approach promotes long lasting impact which sets The barre apart to be the only platform dedicated to change. The 

Barre is reactive to the current world, adapting to consumers and societal trends to ensure its long term relevance 

within market. It informs a business model that is resilient as this unique proposition becomes representative of the 

times we live within. 

To better understand our competitive advantage and strategic positioning within the market landscape of fashion 

and beauty The Barre has examined the market demand (section 4.0) and supply (sections 5.0). Against the identified 

indirect competitors The Barre is able to hold a strong, and stable market position due to the unique proposition 

that combines business and social elements together into one model. This diversifies The Barres offerings against 

the other brands, providing a wider scope of services to differing audience groups - including industry. A discernible 

competitive advantage of ethics and social morals provides a distinct point of difference in a market that is focused 

on profit above people.

6.5 Competitive Advantage

Figure 13 Overview of the landscape and opportunities within this for The Barre

Social Media

Gurls Talk

Iweigh

Diet Prada

Beauty.False 

Campaigns / Charities

Be Real campaign

Dove self esteem 

Stop the beauty madness

Mind

Individuals / Advocates

Natasha Devon

Jameela Jamil

Adwoa Aboah 

Kati Morton

Frankie Bridge

Fearne Cotton

Platforms

Business of Fashion

Vogue Business

Fashion Network

Fashion enter

Fashion United

Positive Luxury

Fashion Revolution
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Brand manifesto

Change 

orientated

Education

In the coming three years of business The Barre does not see any significant competitive intensification. Part of this 

is due to the recent pandemic as this has shifted businesses focus internally as they are having to put all efforts into 

serving the harsh economic landscape. The Barre does recognise that this will not cancel out ‘competitors’ and will 

add an increased risk of market entry - this is a risk that has been considered against The Barres social responsibility 

and the need within society. 

Should the competitive intensity increase The Barre will be able to transform this into an opportunity to be at the 

forefront of change: the planned growth strategy can be adapted quickly to cut down the growth period and launch 

sooner then planned if the market is suggesting an immediate demand for a service of this kind. This provides The 

Barre the opportunity to be a pioneer of this movement.

6.6 Industry Competition: Risks and Opportunities

Figure 14 Ansoffs Matrix

Existing Service New Service
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Consolidation or market penetration

Expanding consumer/audience reach - 

social media 

Increase subscription rate (increasing 

average spend)

Increase range of products/services 

available to purchase

Increase email marketing

Focus on promotional activities - physical 

advertising within universities is an 

example of this

Product Development

Service improvement - more in depth 

reports and information

Extension of product groups - particularly 

within the industry and education sectors

Events, seminars and webinars

Diversification 

physical products - magazine/book, 

“merchandise”

Market development

Expanding globally outside the UK - 

reaching new audiences 

Providing resources in multiple 

languages 

Expand social media platforms for wider 

reach
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In order to evaluate the competitiveness of the market and industry Porters Five 

Forces Model (1980) has been utilised to understand The Barres role in relation 

to the competition strategy. Looking at this assessment the competitive intensity 

of this market is medium to low with the main risk being a lack of audience and 

customer engagement.

This provides an overview of how The Barre is able to ensure a competitive advantage, 

whilst differentiating itself within the market place. This looks to be a saturated 

market which would suggest a high level of risk: however The Barre has identified 

a gap in the market and combines elements from different business and social 

structures to create a proposition that speaks to customers of today by directly 

serving their emotional need in a format that encompasses multiple touch-points.

The barriers to market entry are low for The Barre as we are fuelled by a social 

cause that is prevalent throughout cultures: we are not having to create products 

or acquire resources in order to enter the first stage of growth which focuses on 

community building. Whilst low barriers typically make for higher competition this 

is not necessarily the case as ‘most’ brands are unwilling to actively admit to their 

own role within the problem and this has been further exacerbated by Covid-19 

which has shifted the focus to business survival within the current economy. This 

in turn lowers the threat of substitution as audiences do not have a singular brand 

through which they can replace what The Barre provides. The singular components 

can be found in multiple different places such as activism through social media and 

intelligence through consultancies but there is no singular offering that provides 

this unique proposition. This model identifies that the competitive intensity is low 

as The Barre is operating within a community of other advocates who ‘are on the 

same side’. 

If there is competitive intensification it is likely that prices of service offerings will 

increase to align with demand as a competitive response - particularly on the B2B 

side of operations as consultancy and reports incur larger fees. The Barres response 

to this increase will be to remain competitive - we will have an upper hand as being 

one of the founding brands within this social movement, giving us time to build our 

following and gain audience retention and loyalty. The emotional attachment lowers 

the risk of our audiences seeking substitutions as customers become invested in 

The Barres mission as advocates for both the brand and social purpose. 

6.7 Competitive Intensity

Supplier 
Power Low 

• Suppliers will assist 

in content production 

and supporting 

the running of the 

platform 

• The Barre is not reliant 

on specific suppliers 

to deliver services 

and can change if 

problems arise

Buyer 
Power Med 

• Buyers (customers) are 

integral to The Barre 

as the business model 

is build on audience 

growth - change can 

not happen without 

this group of people

• Buyers drive both the 

B2C and B2B side 

and shape the brands 

voice

Threat of 
Substitutes Low 

• Low threat as no other direct 
alternative is available 

• Operates between multiple 
sectors and industries so hard 
to substitute with one other 
brands services  

• Audiences are emotionally 
attatched to the cause so 
unlikely to substitute

Threat of 
Entrants Low 

• Threat lowered due to Covid 

and the economic challenges 

- Businesses focused on 

profit rather than social 

responsibility

• Change orientated mission 

that creates a distinct USP

Industry 
Rivalry Low 

• Rivalry is not present when 

attempting to change things 

for good - “competitors” are 

working collectively with 

The Barre as they are fellow 

advocates

Figure 15 Porters Five Forces (Porter.M.E; 1970s)
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SECTION SEVEN
Value Proposition & 
Marketing Overview07
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As the only brand and platform dedicated to change, The Barre is a customer centric 

proposition that puts the societal needs at the heart of all activities. With a strong and 

defined brand voice The Barre is built upon social and consumer concerns which within 

todays modern climate is becoming of notable importance. Its founder, Emma Bell 

ensures a humanistic approach with an understanding of the market being entered on 

a personal and professional level. This attitude provides an accessible brand that is 

applicable and relatable to many throughout society, creating a distinguishable brand 

proposition. The Barre has foundations rooted within industry, society and education 

as it looks to become the link to ensure impactful change that focuses on insight and 

intelligence for all.

As a brand in the formative stages of operations there is a level of uncertainty with 

regard to entering the current market due to a lack of awareness and reputation. This 

rectifiable as phase one commences and as we draw closer to phase two which will 

launch The Barre into society as an authority with regard to the removal of beauty 

ideals and standards. An encompassing launch and marketing strategy will engage 

with audiences to ensure maximum interest and retention which will also transfer 

onto the B2B side of operations to establish a network of connections that will begin 

to fill any gaps in knowledge.

S

W

O

Covid 19 disruption there are many current and future opportunities for The Barre 

to expand and grow offerings. Covid 19 has created a timely opportunity of a captive 

audience that are at home and engaging with digital platforms more than ever. The 

Barre directly engages with this group of people, drawing upon recent ethical and 

moral concerns that are being felt throughout societies on a global scale. Product 

and service expansions offer future opportunities as well as diversifying into new 

and equally deserving markets. Physical products provide a pathway with magazines 

and books promoting and encouraging conversation - this allows for the growth of 

audience groups with events also offering an immersive experience of the existing 

community.

Threats are prevalent across all industries and an awareness of these is vital.The 

current world pandemic provides a challenging market to operate within which 

The Barre is having to navigate. This has created an uncertain environment and 

particularly in relation to the economy: this situation has highlighted the need for a 

robust business model and contingency plan for future threats.

T

The complete breakdown of the SWOT can be found in appendix 15.6 with a summary seen below which contextualises 

the business model in relation to the wider environment and situation.

7.1 Situation Analysis 
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The Barre distinguishes itself as a customer centric proposition with a social and humanistic cause at the heart as 

this formulates the brand values, mission and vision. Ensuring an impactful channel of communication our service 

communicates through a multi faceted approach of industry, society and education which is orientated for change in a 

preventative and proactive manor. The Barre is celebrating the individual, championing beauty in its raw form as being 

human is perfectly imperfect. Founded upon this human connectivity The Barre is a collective force that ensures 

accountability to change the perception of beauty and remove ideals and standards. 

The Barre is able to respond and adapt to the various consumer and societal trends, focusing on the topics that 

are most prevalent to its customers to ensure its relevance. This reactive approach informs a business model that 

shows resilience within the macro environment as it communicates to the outside world its distinct voice that has a 

clear purpose within society. By responding directly to global events The Barre creates a unique proposition that is 

malleable to the times as it takes its cues from society and industry.

The Barre identifies a key opportunity in the way of disruption as existing platforms are encouraging conversation rather 

than change and during a time where environmental concern is primary and as we face a global health pandemic the 

social ethics are often forgotten about despite their human relevance. The Barre fulfils this opportunistic gap in the 

market by providing a platform that those within society and industry alike can contribute upon to begin implementing 

change, solving the imbalance of growing pressures and expectations. The Barre links industry and society together to 

provide positive and proactive change as well as valuable insights and intelligence for all.

7.2 Unique Selling Point

TH
E

Figure 16 Unique selling proposition 

The only brand 
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making direct 

change 

A founder that 

understands 

the market 
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people
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throughout 

industry

Providing 
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make change
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7.3 Phased Growth Strategy

1

Phase One - 6 Months - Growth - September 2020

• Operating only on Instagram and Pinterest

• Waitlist, coming soon for full website (B2C)

• Website content being created and tailored during this period based off of what is doing well 

with customers

• Email marketing and newsletters

• Testing and exploration period

• Focus on audience growth and building a community

2

Phase Two - 12 Months - Disruption - March 2021

• Launch B2C website

• Break The Barre campaign with relevant hashtags

• Launch ambassador program to allow individuals to create content and spread the mission 

organically amongst peers

• Refferal Program

• Digital Advertising

• Coming soon for B2B website

• Networking and establishing connections

• Begin advertising and sponsorships as an additional revenue source

3

PhaseThree - 18 Months - Reactive Intelligence - March 2022

• Launch B2B website and premium industry memberships as core revenue model

• Industry refferal program

• LinkedIn added to social media portfolio

• Pantone partnership and campaign to add visual interest and provide credible industry 

support

• Develop and launch The Barres app

• Pitch video to gain additional funding

• Continue and develop advertising and sponsorships as an additional revenue source
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Vision:

To eradicate beauty ideals, standards and expectations through an engaging and impactful marketing 

strategy that targets industry and society: promoting the individual that is perfectly imperfect.

Goals:

Increase brand awareness and recognition for 

The Barre 

Position The Barre as the dedicated platform 

for proactive change in relation to ideals & 

standards

Objectives:

To grow the social media 

community monthly by 5%

Generate 50% more traffic on 

The Barres website

To increase the purchasing 

of premium industry 

membership by 25%

Metrics:

Follower Growth Conversion Rate

Social media 

engagement (likes, 

comments etc)

Website Traffic

7.4 Marketing Strategy Overview and Breakdown

The generic service A service based brand providing a website and platform in relation to beauty 

ideals, standards and expectations.

The Actual or Expected The Barre to provide a platform for change across a variety of communication 

channels. A strong brand identity with a clear missions that is reflected in its 

actions.

The total service The Barre is an advocacy organisation created with the intention to disrupt 

and innovate within the fashion and creative industries. 

The potential product Created with the intention of calling out unrealistic beauty ideals and 

standards The Barre highlights the contradicting and restrictive expectations 

present throughout societies whilst providing a voice for people to express 

their own discontent. An authoritative voice amongst industry, society and 

education The Barre provides a community of people the chance for change 

and to disrupt the societal norms.

Figure 17 Added Value: Total Product Concept

7.5 Authority & Credibility

The Barre primarily establishes its authority and integrity within the first two phases of the outlined growth 

strategy as this focuses on consumer engagement and building up an audience following. This period ensures 

that The Barre becomes a recognised voice and credible source within industry as it utilises a direct relationship 

with social consumers to offer insights and intelligence. This resonates with those in industry as it provides 

authentic content that can be directly applied to corporate strategies and social responsibility which is of 

growing importance. Brands are increasingly recognising the importance of the consumer, understanding 

their needs and opinions and making these primary. The Barre serves this industry based need which gives 

the business proposition a level of authority as the only link between industry and society.

This relationship also provides credibility amongst consumers as The Barre becomes a voice for those within 

society and a direct channel of communication that can implement change. The authority of The Barre within 

the social consumer realm also stems from an emotional connectivity that is at the heart of the brands 

mission. Social consumers are invested into the cause on a personal level and The Barre utilises this to 

establish its credibility as it listens to people and takes their concerns directly to the root of the problem. 

With a strong voice and a distinct sense of purpose The Barre has a direction and an upward trajectory that 

focuses on positive disruption. Consumers feel this which gives The Barre an authoritative position.

The Barre
78

The Barre
79



Figure 17 Example Of Launch Campaign on Instagram - Breaking The Barre

7.6 Monitoring & Key Performance Indicators:

Key performance indicators will be valuable in the marketing strategy and will provide an indication of its success and 

growth throughout the 3 phased strategy. These key performance indicators are broken down to align with this growth 

strategy, providing specified time frames with aims and objectives to meet - each phase leads into the next to ensure 

continual development and progression. 

The following metrics will be used to monitor this:

Sales Revenue - total revenue from customers acquired through inbound marketing 

Inbound Marketing ROI

Lead to customer ratio

Landing Page conversation Rates

Organic Traffic 

Social media traffic and conversion rates

Mobile traffic, leads and conversion rates

Customer lifetime value 

Cost per lead

Customer satisfaction

THE

3

THE

2

THE

1

SIGN-UP

Sign up to the ambassador program by telling us about you and why you want to get 

involved

THE

4

THE

5

Figure 18 The Barres Ambassador Program

FOLLOWING

Following - make sure you are following all our socials and any recommended sites/

socials we share to stay up to date

ENGAGING

Engaging - talk to us!! Tell us what your liking or not, what resonates with you, have you 

seen anything of interest

ENDORSING

Endorsing - start sharing the message - spreading positivity - this is where we can start 

providing socials for the to post

CONTRIBUTING

Contributing - content creation and optional patreon support to allow you to be apart of 

The Barres business operations
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7.7 Advertising

As an additional revenue stream advertising, sponsorships and partnerships will be a fundamental part 

of The Barres operations from phase two onwards. Not only does this provide additional funds to support 

all other activities but this will also help to establish The Barres credibility and authority within industry 

as it will demonstrate The Barres wide audience reach. Social consumers using the free platform will see 

these ads in various formats across the site with some sponsorships being integrated into blog posts and 

across social media platforms to ensure a coherent communication strategy. The Barre will be vigorous 

when choosing those that can advertise on The Barres site and will view each piece of content before it 

is live to ensure that it remains in line with The Barres own ethical and social stance. This process will be 

supported by a set of guidelines that outline for those looking to advertise what they should be working 

towards. This advertising will also provide additional insights as to how social consumers respond to the 

advertising they are seeing which can be used to further inform the intelligence being offered to those 

with premium industry memberships.

7.8 Future Growth Opportunities

Beyond phase three The Barre is planning for future growth opportunities and developments 

by expanding the range of business functions for both industry and society. The current three 

phased growth strategy implements a relatively slow and low level rise in audience reach that 

focuses on the social cause. As The Barre looks to directly change the way beauty ideals are 

presented it will need to expand its touch points and interactions in order to speak to a wider 

global audience in order to make a direct positive change. A key point of this future growth will 

be working and lobbying with governmental sources to pass an act that ensures the monitoring 

of beauty ideals and standards throughout media. In addition to this The Barre will also look to 

be working with key education authorities and establishments to ensure young people and our 

next generation of consumers are educated about themselves, one another, mental health and 

wellbeing within the modern world.

Future growth opportunities and developments beyond phase three include:

Events: Community meet ups, panels, 

Videos: Youtube, promotional tool on website, social media and as advertising, include 

ambassadors and key influential figure. Immersive and engaging content that provides 

informative insight. Short documentary style videos, reporting on key social issues identified by 

society, putting them in a real life context. These can be applied also to an educational setting. 

Ted Talks - chance to reach a wider audience, operating within different sectors who are keen to 

learn about new things. A platform to share The Barres message and and how it acts as a positive 

disruptor with regards to beauty ideals. Recognised platform - will also aid the educational work. 

Podcasts - supported by key figures within education, industry and society

Webinars - Covid 19 and working from home has seen an increase in popularity of online 

education. The Barre can offer key ‘seminars’ and ‘webinars’ to educate a wider audience. 

Education - school programs, working with youth groups, universities, outreach and groups, 

freshers weeks, talks/panels for schools and universities. University outreach program. 

Kits of promotional resources for ambassadors: badges, posters, stickers, leaflets, educational 

resources - these can also be supplied for school advocacy programs to support communal work.

Annual book

Physical advertising

Exhibitions / installations

Collaborations

Breaking the barre day

Reports and guidelines

Working with government - lobbying. Working to pass an act to ensure the ethical production and 

distribution of beauty to protect individuals within society.
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Product: The product being sold by The Barre falls under the service category and is an integral part of 

the brands communication. The platform/website forms this ‘product’ as customers are able 

to buy memberships to access the full content without any limitations. This part of the brand 

is vital for the communication and brand voice as it allows the formation of a brand reputation: 

this is what customers will interact with. This will be a high quality platform that will deliver 

content of relevance and importance which speaks on a personal and humanistic level.

Price: The price for the service being offered is relatively low in relation to what the customer is 

getting in return. It is more than a product and is about making change for a positive and 

worthwhile cause - one that many people understand and connect to. The lower price point 

ensures accessibility to all those that want to proactively be apart of The Barre, creating an 

inclusive and authentic community. This pricing is competitive.

Place: The Barre will be operating across digital platforms which focuses on social media and the 

brands own website. This strategy communicates directly to the intended social audience and 

allows for touchpoint that are easily accessible.

Promotion: The Barre will communicate with customers through the website and social media platforms. 

Social media will form a vital part of The Barre’s promotion which will primarily focus on 

Instagram in the first year but will expand across platforms such as TikTok to ensure a 

complete brand communication strategy. Advertising and campaigns will feature heavily 

amongst these platforms to engage with the social audience and to ensure a consistent brand 

message.

Physical 

Evidence:

Within year one there will be little in the way of physicality due to The Barres nature of 

being an online, digital platform. The website will however act as a ‘physical’ element as it 

communicates the brands identity and message through the visuals and voice which includes 

the content it puts out.

Process: The process of interacting and purchasing a membership for The Barre is simple and 

straightforward to make the process easy for the customer. Convenience and ease of purchase 

is vital for ensuring customer retention as it provides a positive brand experience.

People People are at the heart of The Barres proposition as this is what the brands foundations and 

values are built upon - The Barres focus is a missions for the greater good of society. At its core 

The Barre is about ensuring change within society in relation to the promotion of idealised 

beauty standards that are being perpetuated by the media. The Barre is therefore directly 

servicing a social anxiety and discontent  that puts peoples needs at the forefront of its 

actions.

7.7 Additional Information: Marketing Mix

The Barre:
Brand Touchpoints

Social Media Website

Ambassador 
Program

Direct 
Marketing

PR, Press & 
Media

Online 
Purchase 

Experience

Blog

Promotion

Figure 19 Overview of the landscape and opportunities within this for The Barre
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SECTION EIGHT
Phase One - Growth08

8.1 Phase One Strategy

Phase one is centred upon a soft launch of The Barres service as this provides a period of exploration 

and experimentation before the hard launch of the social consumer side in phase two.The marketing 

and communications plan during phase one is established upon an audience and community building 

strategy as we want to raise awareness and ensure accountability across industry and society. 

This soft launch not only provides a growth strategy in preparation for launch but also acts as an extended 

piece of research that puts into practice The Barres core beliefs and values to better understand what 

works and what isn’t well received by the intended audiences. This phase one provides a methodology 

for continued growth and development moving into the second phase and ensures a direct course of 

action. This is vital when entering the social advocacy sector as preparation in regard to social issues 

and topics of concern allows The Barre to tailor the tone of voice and message to ensure the service 

is understood and accepted into society. Phase one is an opportunity to build a following but also 

provides the time to get our message and communications right which is so important considering the 

scope and emotional element of out mission. 

The process of building followers and an audience prepares for the launch in phase two but also allows 

us to gather data in real time about our service and consumers which provides a solid foundation to 

continue developing. It also lowers our risk of market entry by delaying the paid proposition to when 

we have established our audience and position within society. With a slower user growth strategy 

The Barre has time to build credible and reputable relationships with our audiences which can then 

continue to develop as The Barre continues to extend its service, ensuring brand loyalty and retention. 

During this period social media will be the prime focus as this allows a two way communication channel 

with individuals within the social consumer group: Instagram will act as the primary platform and 

Pinterest will be used in addition. The Barre will be starting with these two channels to ensure there is a 

focused approach to the distribution of our message and content and these platforms will be built upon 

in phase two once we have understood what works best. This acts as a simulation to better understand 

user interactions on a small scale before expanding to a multitude of other communications. 
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Vision

To engage with a social audience to understand 
their needs and to begin reinforcing The Barres 

place within society.

Strategic Choices

Community 
building through 
our social media 

channels

Expand our social 
media channels 

through which we 
communicate

Understand what 
resonates with 

audiences in 
relation to content

To begin testing 
content on the 

website to see what 
content fits best

Strategic Initiatives

Growth of 
social media 

channels

Enablers

Continual 
communication with 
customers primarily 
through social media

Testing content across 
social media channels 

and test website

Interact directly with 
our customers on a 
one to one basis to 

build retention

Social media 
marketing 

strategy

Social media 
engagement 

strategy

Content 
development

Back end 
creation of 
the website

Strong and 
coherent 

brand identity

Goals & Metrics

Continued 
market research 

and testing

Interaction 
with 

customers

Reach 1k followers 
on social media by 
end of phase one

To have created a 
fully functioning and 
populated website by 
the end of phase one

To have identified what formats 
of content work best for the 
intended audience across 

social media and the website

To have 100 people 
subscribed to our 

website to be the first to 
know when it goes live

8.2 Phase One Strategy House

Pre - Launch

Soft Launch

Phase One

• No additional costs incurred 

• Creation of content for social media

• Set up The Barres social media channels 

• Set up, create and purchase The Barres website / domain for landing page registration to be the first to 

hear about The Barres launch

• Devise in-house strategy documents 

• Prepare key promotional and visual materials, including the branding and assets

•  Budget of £200

• Start releasing content on Instagram and Pinterest

• Use relevant hashtags including #TheBarre and #BreakTheBarre

• Increased social media promotions 

• Digital Editorial advertisement on Glamour

• Monthly budget of £105

• regular social media content and promotions across Instagram and Pinterest

• 1000 total impressions p/month from digital editorial advertisement on Glamour

• Targeted email Marketing to reach customers

• Website - SEO & Google Adwords

• PR emails, media kits to be distributed as necessary 

•  Influencer marketing on social media 

•  Encourage word of mouth as advertising 

8.3 Soft Launch Strategy
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8.4 Target Audience

Phase one is focused on gaining audience traction on a broader scale with the aim being 

to begin positioning The Barre within the landscape of social consumers. As identified 

in section 4.0 The Barres audience is broken down into B2B and B2C with both of these 

sections being broken down further. Phase one is operating as a preliminary stage which 

pre-empts the B2C consumer that is being specifically targeted in phase two. Phase one 

is a positioning period within the context of the fashion and beauty industries and looks 

to engage and interact with people beyond the identified consumers as stated within 

section 4.2 with the primary focus of this phase being the creative young adult. This 

aligns with The Barres growth strategy which focuses on testing the proposition to ensure 

a sustained growth trajectory. This is also being reinforced by a phased marketing plan 

that establishes a strong communication channel, placing consumers at the heart of this 

proposition and providing the time needed to ensure a gradual and authentic growth that 

earns The Barre authority and credibility. 

2 To have generated 25% more traffic on The Barres landing 

page by the end of phase one

1 To have 1000 followers on The Barre’s Instagram page by the 

end of phase one with a monthly growth of 5%

3 To have 1000 unique monthly viewers on Pinterest

8.5 Key Performance Indicators

8.6 Marketing And Communications  Strategy

What are you 

going to do?

Why have you chosen this 

marketing method?

Who will it 

target?

How much 

will it cost?

The Barre Soft 

Launch - digital 

Month One

Social Media : Instagram and 

Pinterest - begin posting content 

- increase promotions across both 

platforms to boost initial audience 

reach 

Digital Editorial Advertisement 

- Conde Nast Glamour: To draw 

audiences to social media and 

website coming soon holding page

In content - £38

Billboard - £38

* reasoning why for each chosen 

method can be seen below in 

corresponding sections

Those within the B2C 

category with a primary 

focus on individuals 

within the social group - 

the focus here is to gain 

audience traction and to 

grow the following

There is a budget 

of £200 for for this 

softlaunch

Digital editorial with 

glamour

4000 impressions

Email - direct 

marketing / 

newsletter

Direct marketing will be utilised 

to ensure customer engagement 

and will be particularly beneficial 

for drawing people on to the 

website. This targeted customer 

contact will draw from people who 

have signed up to receive email 

content and will provide a tool 

for The Barre to directly engage 

with its customers through highly 

designed emails.

Promotional Emails: these will 

‘advertise’ new content and 

resources which customers can 

directly access through the email

B2C focused - individuals 

within the social 

consumer group

N/A - these will be 

created in house 

using software 

already included 

within costs (such 

as adobe) 

Mailchimp - £7.71 

p/month

£46.26
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PR (inhouse)

Press release 

and PR packets 

sent out in 

email to brands, 

influencers, key 

figures etc

Basic PR activities will be 

completed in-house and will 

inform those within industry of The 

Barres mission. This will include 

sending out media packs that have 

been created to give an overview 

of the key activities and will be 

supported by press releases and 

communicated through emails. 

This allows The Barre to control 

the message being put out there 

and encourages earned media.

This will form the early 

stages of key networking 

activities that will be 

transferred and bill upon 

in phases two and three 

as we officially launch 

and begin working wad 

establishing ourselves 

within industry.

N/A - these will be 

created in house 

using software 

already included 

within costs

Content within 

documents 

including branding 

and layouts will 

also be done in 

house

Word of Mouth This will be encouraged by other 

activities such as promotions 

on social media. This is being 

done to encourage customers to 

talk about and share The Barre 

as an action of advocacy which 

shows brand loyalty and ensures 

retention. Other key activities and 

elements of The Barre’s business 

model will encourage this such as 

the free offering and the unique 

value proposition.

Focused primarily 

on those within the 

B2C category and in 

particular, individuals of 

the social group.

Costs will be 

covered under other 

outgoings such as 

through the social 

media budget which 

will drive customers 

and consumers 

to talk about and 

share The Barre.

Website The website will be The Barres 

‘landing page’ where customers 

and consumers can go to find 

out more about its proposition, 

manifesto and to find insights 

through content and resources. 

SEO (search engine optimisation) 

will be utilised to gain traction 

and to drive traffic, optimising the 

search process. Key words and 

phrases such as ‘beauty ideals’ 

and ‘standards’ will be used as 

well as ‘The Barre’.

B2C social consumer

Within phase one The 

Barre focuses on its 

customer facing side of 

the platform in order to 

build a following and gain 

traction and credibility. 

With this in mind The 

website with target 

individuals within the 

social group.

Domain fee of: £12 

for 12 years - £3 for 

the first 6 month 

period 

Platform Fee of: 

£96 for 6 months 

Total: £99 * this is 

not included in this 

cost calculation 

as it is listed as a 

separate figure in 

full cashflow

Total Cost: £727.25 for phase 

one marketing 

strategy

Social Media 

& Promotions 

Instagram, 

Facebook & 

Linkedin

Social media provides a low cost 

marketing tool that allows for 

engagement easily and effectively 

in a two way communication 

channel. Instagram and Pinterest 

will be utilised for this with the 

initial platforms chosen due to 

their audience reach. Instagram 

has been chosen to due its 

widespread popularity as the 

format allows The Barre to post 

and create a variety of content 

to a large and varied audience. 

Pinterest has similar qualities due 

to its visual nature and lends itself 

well to quotes and ‘inspirational’ 

imagery that canoe re-shared to 

ensure a longer term growth and 

retention of consumers. 

Promotions on social media will be 

utilised as part of this marketing 

strategy and has been accounted 

for in the costs. This allows for a 

call to action, the promotion of the 

business as well as drive traffic 

to the website as there is the 

option to take viewers directly to 

this through the promotion - this 

increases leads and traction.

Instagram most 

commonly attracts a 

younger gen z / millennial 

audience however it 

spans much broader 

than this to encompass a 

much wider demographic 

of people making it an 

ideal primary channel for 

The Barre to utilise. 

Pinterests audience 

are largely female who 

use the platform to ‘pin’ 

content that they like and 

connect to - winners are 

5.8 times more likely to 

purchase the things that 

they pin

Budget of: £481.25 

over 5 months (not 

including month 

one as covered 

by soft launch 

budget)

15 promotions 

with a duration 

of a week. Each 

promoted post to 

have a reach of 

2700 people

Planoly will be 

used to plan 

content - the free 

version of this will 

suffice in phase 

one
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8.8 Sales Assumptions

SALES ASSUMPTIONS

Enter Full Name.  Emma Bell

Enter Company Name.  The Barre Key:

Enter Date   28.08.2020 These cells auto-calculate and are locked so 
you can't edit them.

Insert your own text/numbers into these cells 
as relevant.

Select your starting month: September

1. Product breakdown
Service 1 - FREE Worked Example

Product / Service name Free Social Consumer Platform T-Shirts
Sale price (per unit) £0.00 £25.00
Cost price (per unit) £0.89 £12.00
Gross Margin (per unit) -100% 108%

2. Number of users per month
*Average volumes per day based on 30-days per month.

Month Users Total user volumes  
per month

Average sales volumes 
per day* Worked Example

1 50 50 2 30
2 118 118 4 28
3 141 141 5 30
4 180 180 6 45
5 233 233 8 44
6 278 278 9 46

1000

Sales (£)
You do not need to edit this section; this will auto-calculate based on your responses above. *Average sales value per day is based on 30 days per month.

Month Users Total sales value (£) 
per month

Average sales value 
per day* Worked Example

1 £0.00 £0.00 £0.00 £0.00 £750.00
2 £0.00 £0.00 £0.00 £0.00 £700.00
3 £0.00 £0.00 £0.00 £0.00 £750.00
4 £0.00 £0.00 £0.00 £0.00 £1,125.00
5 £0.00 £0.00 £0.00 £0.00 £1,100.00
6 £0.00 £0.00 £0.00 £0.00 £1,150.00

Cost of sales
You do not need to edit this section; this will auto-calculate based on your responses above. *Average cost of sales per day is based on 30 days per month.

Month Users Total cost of sales (£) 
per month

Average cost of sales 
per day* Worked Example

1 £44.50 £0.00 £44.50 £1.48 £360.00
2 £105.02 £0.00 £105.02 £3.50 £336.00
3 £125.49 £0.00 £125.49 £4.18 £360.00
4 £160.20 £0.00 £160.20 £5.34 £540.00
5 £207.37 £0.00 £207.37 £6.91 £528.00
6 £247.42 £0.00 £247.42 £8.25 £552.00

* Supporting comments regarding financials can be found in 

section 16 
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8.9 Cash Flow Forecast

12-MONTH CASH FLOW FORECAST
Key:

Enter Full Name.  Emma Bell These cells auto-
calculate and are locked 

Enter Company Name.  The Barre Insert your own text/
numbers into these cells 
as relevant.

Enter Date   28.08.2020

Select your starting month: September
MONTHS

Cash in-flows Description (as required) Starting point 1 2 3 4 5 6 TOTAL

Total anticipated sales £0 £0 £0 £0 £0 £0 £0 £0
Value of your Start Up Loan £0 n/a n/a n/a n/a n/a n/a £0
Other sources of cash or equity £0 £0 £0 £0 £0 £0 £0 £0
Existing assets for business purposes £0 £0 £0 £0 £0 £0 £0 £0
Investment From family and personal savings £3,000 £0 £0 £0 £0 £0 £0 £3,000
Enter other £0 £0 £0 £0 £0 £0 £0 £0
Enter other £0 £0 £0 £0 £0 £0 £0 £0
Enter other £0 £0 £0 £0 £0 £0 £0 £0

Total cash in-flows (A) £3,000 £0 £0 £0 £0 £0 £0 £3,000

MONTHS
Cash out-flows Description (as required) Starting point 1 2 3 4 5 6 TOTAL

Total anticipated cost of sales £0 £45 £105 £125 £160 £207 £247 £890
Existing assets for business purposes N/A £0 £0 £0 £0 £0 £0 £0 £0
Rent or premises costs N/A £0 £0 £0 £0 £0 £0 £0 £0
Business rates for your business premises N/A £0 £0 £0 £0 £0 £0 £0 £0
Utilities (gas, electricity, water) N/A - covered through personal expenses £0 £0 £0 £0 £0 £0 £0 £0
Insurance See quote in appendix and commentary £13 £13 £13 £13 £13 £13 £13 £91
Telephone and internet N/A - covered through personal expenses £0 £0 £0 £0 £0 £0 £0 £0
Marketing and advertising expenses £0 £200 £105 £105 £105 £105 £105 £727
Vehicle running costs N/A £0 £0 £0 £0 £0 £0 £0 £0
Equipment purchase or leasing N/A £0 £0 £0 £0 £0 £0 £0 £0
Postage, printing, stationery £0 £0 £0 £0 £0 £0 £0 £0
Transport and delivery N/A £0 £0 £0 £0 £0 £0 £0 £0
Professional fees (legal, accounting etc.) N/A - finances completed in house until phase 3 £0 £0 £0 £0 £0 £0 £0 £0
Your salary (if PSB is in deficit)* n/a £0 £0 £0 £0 £0 £0 £0
Your salary (over and above your PSB needs)* n/a £0 £0 £0 £0 £0 £0 £0
Staff costs N/A £0 £0 £0 £0 £0 £0 £0 £0
Start Up Loan monthly repayment - First Loan n/a £0 £0 £0 £0 £0 £0 £0
Wix £0 £16 £16 £16 £16 £16 £16 £96
Trademark One off payment for ten years £170 £0 £0 £0 £0 £0 £0 £170
Software Adobe - £170 for 1 year £85 £0 £0 £0 £0 £0 £0 £85
Domain £12 for 2 years £3 £0 £0 £0 £0 £0 £0 £3
Company Registration £12 £0 £0 £0 £0 £0 £0 £12

Total cash out-flows (B) £283 £274 £239 £260 £295 £342 £382 £2,074

Your net cash flow (A-B) £2,717 -£274 -£239 -£260 -£295 -£342 -£382 £926

Your monthly opening business bank 
account balance £0 £2,717 £2,444 £2,204 £1,944 £1,649 £1,308 £926

Your closing cash position £2,717 £2,444 £2,204 £1,944 £1,649 £1,308 £926 £926

YOUR NOTES OR COMMENTARY
Use this space to explain any of the information you have provided in the fields above.

* Supporting comments regarding financials can be found in section 16 
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SECTION NINE
Phase Two - Disruption09

9.1 Phase Two Strategy

Phase two acts as The Barres official launch to social consumers with a more widespread and 

compelling marketing strategy to draw consumers in. This phase builds upon the first, taking what 

was learned and collected as it was used as a testing period for growth and exploration. The Barre can 

now implement those findings into this period of time to ensure effective communications that work 

on building humanistic connections with consumers. 

Phase two is much ‘louder’ in its actions and message and takes a more proactive approach which 

puts consumers needs at the core of the proposition. Key activities within this will be expanding and 

developing the websites content, launching the ambassador program and continuing to nurture 

and foster relationships through social media by widening the platforms used. The Barre will utilise 

the broad audience and community that phase one focused on to begin specifically targeting and 

interacting with those within the social consumer audience group as part of a long term strategy which 

leads into the next phase. Phase two is a vital period for The Barre as it establishes its credibility and 

authority when engaging with industry as these consumers interactions formulate the foundations of 

a premium membership revenue strategy.

The Barre will take a multi faceted approach in order to target multiple consumer groups from multiple 

angels to ensure maximum impact upon market entry. This will be encouraged by a “Break The Barre” 

campaign that will support the release of the ambassador program and extended use of social media 

platforms. In addition to this The Barre will also begin working on advertising and sponsorships which 

will be featured across the website and social media channels, providing additional revenue. This will 

support the Barres other operations and provide a formative foundation and interaction with industry 

prior to phase three.

The Barre
100

The Barre
101



Vision

To be of the forefront of positive and meaningful 
change in relation to beauty ideals and standards 

as we aim to put the customers at the heart of 
what we do.

Strategic Choices

Community 
Building 

through our 
website and 

platform

To become 
established as a 
fully functioning 

brand and 
business

To focus on the 
message and purpose 

behind all of our 
content as we strive to 
more positive change

To put the 
customers 
needs and 

desires 
first

Build our 
credibility 

within society 
as a leader 
for change

Strategic Initiatives

Informative 
website that 

acts as an 
information hub 

for customers

Enablers

To directly engage with customers 
across social media and our 

newsletters / mailing list with 
follow up personalised emails to 

create an engaging feedback loop

Launch the 
ambassador program 
to engage with those 

within society

Highly engaging 
and up to date blog 
feature within the 

website

Launch 
Complete 
website

Consumer 
centric marketing 

campaign

Launch a 
referral 

program

Newsletters 
& mailing 

list

Press relations 
and media 
outreach

Goals & Metrics

User 
Feedback 

and reviews

Advertising,  & 
sponsorships

Reach 10k followers 
on social media by 
end of phase two

To have 500 people 
signed up to The 

Barres newsletter

To be generating 4 pieces of 
new content for the blog every 
week by the end of phase two

Generate 1000 social  
consumers by the end 

of phase two

9.2 Phase Two Strategy House

Pre - Launch

B2C Launch

Phase Two

•  Phase one prepared by testing out content 

•  Small audience established 

•  All social Media channels to be created 

•  Complete brand identity 

•  Functioning and populated website ready to launch 

•  In house strategy for consumers

•  Budget of £500

•  Digital Editorial advertisements on Glamour with reach of 6000

•  Increased social media promotions

•  Social media campaign - “Break The Barre”

•  Social media call to action and hashtag movement

•  Monthly budget of £436

•  Regular social media content and promotions across all social media channels

•  Continue to grow the content available on the website 

•  Begin posting work from freelancers to support ‘standard’ content 

•  Targeted email Marketing and newsletter to reach customers

•  Website - SEO & Google Adwords

•  PR emails, media kits to be distributed as necessary 

•  Influencer marketing on social media 

•  Encourage word of mouth as advertising 

•  Begin building industry network prior to phase three

• Advertising and sponsorships across the website and social media platforms

9.3 B2C Launch Strategy
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“Nowadays we’re exposed to ‘perfected’ images 

in a much more widespread way because of 

how everyday people use technology...people 

are probably far less likely to understand that 

the photos they see of their friends and peers on 

Instagram may also be completely unrealistic. 

Comparing your appearance to perfected 

images that your peers have posted is a lofty and 

unattainable comparison, and it’s likely to set 

people up to feel self-critical or inadequate.”

Hilary Weingarden - 2020

9.4 Target Audience

Phase two will be a continuation of the first phase but in a much more official capacity 

as it will specifically target those within the social consumer audience segment whilst 

also publicly launching the free element of this platform. As noted within section 4.2 this 

audience group is constructed of creative young adults, societal outcasts, practically 

perfect mums and the misunderstood teenagers as these four profiles enable The 

Barre to establish its position within society. The Barre needs to effectively target these 

consumers to ensure brand loyalty and retention which will ensure they engage with 

the free platform to generate insights and intelligence for those within industry but 

also to encourage advocacy to being changing societal standards. This growth strategy 

ensures a human connectivity remains throughout this consumer centric proposition as 

this audience group form the foundation of all other future activities. Phase two targets 

the B2C portion of The Barres operations as this social side is about raising awareness, 

promoting advocacy and building a community for growth and change.

2 To distribute The Barres newsletter monthly with this reaching 

500 people by the end of phase two

1 To have 10k followers on The Barres Instagram page by the end 

of phase two with a monthly growth of 10%

3 To generate a reach of 1000 people on The Barres website by 

the end of phase two with 10% of this being organic traffic

9.5 Key Performance Indicators

4 To be working with a pool of 10 advertisers across The Barres 

website and social media channels
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9.6 Marketing And Communications  Strategy

What are you 

going to do?

Why have you chosen this 

marketing method?

Who will it 

target?

How much 

will it cost?

The Barre Official 

social consumer 

Launch - digital 

Month One

Social Media : increase promotions 

across all platforms to boost 

audience reach 

Social Media Campaign: to launch 

The Barre a campaign  will be 

featured across all social media 

platforms which will be titled 

‘Breaking The Barre’ and will be 

an introduction to The Barre and 

its purpose within society as well 

as how people can get involved 

- it will act as a ‘promo’ for the 

entire brand and all activities. 

This will be supported by a call 

to action and social movement 

where the #BreakTheBarre will 

be used - people will post a photo 

of themselves with a specified 

caption and then send to 20 

of their friends to do the same 

which will repeat and spread The 

Barres reach - this is focused on 

Instagram.

Digital Editorial Advertisement - 

Conde Nast Glamour:

In content - £38

Billboard - £38

 * reasoning why for 

each chosen method can be seen 

below in corresponding sections

Those within the B2C 

category with a primary 

focus on individuals 

within the social group - 

the focus here is to gain 

audience traction and to 

grow the following

There is a budget 

of £500 for for this 

launch

Digital editorial with 

glamour - £228

6000 impressions

Social 

Media & 

Promotions

Social media provides a low cost marketing tool 

that allows for engagement easily and effectively 

in a two way communication channel. Multiple 

platforms will be utilised for this with the initial 

platforms chosen due to their audience reach. 

Promotions on social media will be utilised as 

part of this marketing strategy and has been 

accounted for in the costs. This allows for a call 

to action, the promotion of the business as well 

as drive traffic to the website as there is the 

option to take viewers directly to this through 

the promotion - this increases leads and website 

traction which creates potential for these people 

to be converted into paying customers.

Instagram:

Instagram most commonly attracts a younger 

gen z / millennial audience however it spans 

much broader than this to encompass a much 

wider demographic of people making it an ideal 

primary channel for The Barre to utilise. 

Pinterest:

Pinterests audience are largely female who use 

the platform to ‘pin’ content that they like and 

connect to - winners are 5.8 times more likely to 

purchase the things that they pin

TikTok:

TikTok’s popularity has drastically increased 

and particularly amongst Gen Z audiences. This 

targets a large portion of those within the social 

consumer audience group and places The Barre 

on a platform that is receptive to activism and 

doing good for the world. 

Facebook:

Facebook speaks to and engages with a slightly 

older demographic that allows The Barre to reach 

Mums - through community pages The Barre has 

a direct interaction with this audience group

Instagram and 

Facebook will primarily 

target Individuals 

within the social group. 

Facebook may small, 

independent business 

owners looking for 

insights. LinkedIn will 

primarily target those 

within industry as well 

as on the B2B side 

of the platform (this 

will officially be apart 

of the strategy after 

year one but building 

up these connections 

and following on this 

platform will also be 

useful).

Budget of: £2100

6 promotions 

per week 

Each promotion 

lasting a week in 

duration

Each promotion 

has a reach of 

5500

£200 per month

£1000 budget 

for freelancer 

to assist with 

social media 

management

Total: £3100

Planoly will be 

used to plan 

content  - this 

small cost is 

accounted for 

seperately in the 

cashflow
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Digital Editorial 

Advertisement 

- Conde Nast 

Glamour

A digital advertisement has been 

chosen to increase website leads 

as viewers will be able to click 

through directly to The Barre. 

Glamour has been chosen for 

several reasons. Firstly they have 

a large following and industry 

credibility with 23m page 

views p/month. Their audience 

demographic also aligns closely 

with The Barres individual group 

with 98% being female and an 

average age of 28. (Glamour; 

2019) Glamour have been at 

the forefront of talking about 

wellbeing and societal concerns 

that people have which makes it 

the ideal publication and platform 

for The Barre to advertise within as 

Glamour are already talking about 

relevant topics and reaching an 

audience that care.

This will target individuals 

within the social group as 

this customer segment 

aligns with Glamours.

It may also engage with 

those within industry who 

may be using Glamours 

articles as insight.

It will inadvertently 

‘target’ Glamour as a B2B 

connection that can be 

utilised beyond phase 

two.

Billboard cost £38 

cpm 

* month one is 

not included as it 

is covered by the 

separate launch 

cost

1000 Total 

Impressions a 

month 

Budget - £600 p/

year

Referral program This will support The Barres low 

level growth strategy and will allow 

individuals to share The Barre 

amongst their peers and own 

networks to assist us in expanding 

our reach. In doing so the individual 

and referred ‘friend’ will receive 

an exclusive information pack to 

thank them and provide added 

insight into The Barres mission 

and how they are supporting us. 

This ensures The Barre continues 

to grow its audience and pool of 

insights that can be transferred 

over into industry.

This will target the social 

consumers

No additional 

costs incurred

Email 

- direct 

marketing

Direct marketing will be utilised to 

ensure customer engagement and will be 

particularly beneficial for drawing people 

on to the website. This targeted customer 

contact will draw from people who have 

signed up to receive email content and 

will provide a tool for The Barre to directly 

engage with its customers through highly 

designed emails.

Promotional Emails: these will ‘advertise’ 

new content and resources which 

customers can directly access through 

the email

Transactional emails: prompting 

customers to purchase memberships or 

renew these - this has the potential to 

include offers.

B2C focused - including 

individuals within the 

social group, small 

brands and within 

education (this could 

also include charities, 

youth groups etc)

N/A - these will be 

created in house 

using software 

already included 

within costs (such 

as adobe) 

Mailchimp - £7.71 

p/month

Total: £92.52

“Influencer” 

/ key 

figures 

Marketing 

(on social 

media)

This will work in conjunction with social 

media, with a focus on Instagram and 

will also be aided by networking and PR 

interactions with brands and individuals 

who have a platform and a voice. For 

example ‘influencers’ such as Emily 

Clarkson and advocates like Natasha 

Devon will be approached as The Barre 

begins a conversation, educating and 

informing people about the mission and 

vision of its proposition. This will widen 

The Barre’s reach as it provides a wider 

audience of people as these ‘influencers’ 

have the opportunity to share The Barres 

activities. This will help to establish 

a network of contacts and will open 

up opportunities for the ambassador 

program. It’s an opportunity for notable 

figures to become involved with the 

cause as they may develop an emotional 

and human attachment to The Barres 

message.

This will be based 

primarily on the social 

media platform of 

Instagram with some 

content having the 

potential to move onto 

the website/blog. This 

will therefore target 

B2C, with a focus on the 

individuals within the 

social group.

N/A - The Barre 

will start will 

small influencers 

and key figures 

across social 

media platforms 

and will align 

chosen people to 

the brand values - 

this should ensure 

no cost as the 

individual will be 

passionate about 

the cause and 

will be involved 

through a personal 

incentive rather 

than financial
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Website The website will be The Barres 

‘landing page’ where customers 

and consumers can go to find 

out more about its proportion, 

manifesto and to find insights 

through content and resources. 

SEO (search engine optimisation) 

will be utilised to gain traction 

and to drive traffic, optimising the 

search process. Key words and 

phrases such as ‘beauty ideals’ 

and ‘standards’ will be used as 

well as ‘The Barre’. 

Key areas will include:

About - brand manifesto

Blog 

Resources 

Membership 

Account 

Contact

B2C audiences (includes 

both the individual and 

organisation) 

Within year one The 

Barre focuses on its 

customer facing side 

of the platform in order 

to build a following 

and gain traction and 

credibility. With this in 

mind The website with 

target individuals within 

the social group as well 

as organisations looking 

for insights within both 

industry and education.

Domain fee of: £6 p/annum 

Platform Fee of: £192 p/

annum

Total: £198

*Not included in total 

marketing budget as listed 

as separate outflow in full 

forecast 

The initial platform will be 

created in house - there is 

an expectation that this 

will need to be built on after 

year one which will involve 

additional costs. It will also 

be maintained within year 

one by its founder. 

There is a budget of £1000 

for freelance content that 

can be used to populate 

the site.

Word of 

Mouth

This will be encouraged by other 

activities such as promotions on 

social media and earned media 

coverage. This is all being done 

to encourage customers to talk 

about and share The Barre as 

an action of advocacy which 

shows brand loyalty and ensures 

retention which makes for long 

term customers. Other key 

activities and elements of The 

Barre’s business model will also 

promote this such as the content 

produced and the resources 

and insights available - it stems 

from The Barre’s unique value 

proposition.

Currently focused 

primarily on those within 

the B2C category.

Costs will be covered 

under other outgoings 

such as through 

the social media 

budget which will 

drive customers and 

consumers to talk 

about and share The 

Barre.

Ambassador 

Program

The ambassador program will 

allow individuals within the social 

consumer group to be apart of The 

Barres growth and narrative. It will 

feature five ‘barres’ and to become 

apart of this people will need to 

have a free profile on the website 

to ensure that we are able to gain 

insights from their opinions. The 

Barres are as follows:

Sign up to the ambassador 

program by telling us about you 

and why you want to get involved

Following - make sure you are 

following all our socials and any 

recommended sites/socials we 

share to stay up to date

Engaging - talk to us!! Tell us what 

your liking or not, what resonates 

with you, have you seen anything 

of interest

Endorsing - start sharing the 

message - spreading positivity - 

this is where we can start providing 

socials for the to post

Contributing - content creation 

and optional patreon support

Those apart of this initiative will 

receive information to share, 

remade social media posts and 

exclusive content to help support 

their advocacy.

Targeting the social 

consumer audience 

group - primarily will 

attract the creative 

young adults and societal 

outcasts as these are two 

of the more outspoken 

segments that place a 

lot of their energy on 

advocacy and activism.

No additional 

costs incurred 

Patreon will be 

utilised to support 

revenue - this will 

take 8% of the 

monthly income 

earned through 

patreon
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Total Cost: £5292.52 for 

phase two 

marketing strategy

PR (inhouse)

Press release 

and PR packets 

sent out in 

email to brands, 

influencers, key 

figures etc

PR activities will be completed in-

house and will inform those within 

industry of The Barres audience. 

This will highlight to industry The 

Barre’s intention and will also 

communicate how brands can get 

involved in terms of partnerships 

and advertising etc. Media packs 

and other key documents will 

be sent out to give an overview 

of the key activities and will be 

supported by press releases and 

communicated through emails. 

This allows The Barre to control 

the message being put out there 

and encourages earned media. 

There will be a focus on this 

activity at The Barre’s consumer 

launch but also three months prior 

to the industry launch at the start 

of phase three.

This will focus on 

building a network of 

brands and people within 

industry and education 

who are willing and keen 

to work with The Barre. 

In addition this will also 

have the potential to 

provide earned media 

for The Barre by sending 

out press releases and 

engaging with media 

companies - this pushes 

The Barres reach through 

third party endorsement. 

This will have a knock 

on effect and will in turn 

target those with the 

B2C category also such 

as individuals within the 

social group.

N/A - these will be 

created in house 

using software 

already included 

within costs and 

will be supported 

by Mailchimp (cost 

already accounted 

for)

Content within 

d o c u m e n t s 

including branding 

and layouts will be 

done in house

Business 

literature - 

business cards

These will be used as a marketing 

tool for the networking side of the 

business proposition which will 

inform the B2B proposition. These 

will be handed out in person to 

person situations to give people 

a physical takeaway of The Barre 

that they can later follow up.

Industry and B2B focused 

- used as a networking 

tool when meeting 

brands and individuals

N/A - business 

cards have been 

printed already 

and paid for

“The fashion industry claims to be inspirational, 

aspirational and inclusive. But the reality appears 

different: it is an exclusionary system set up with 

a narrow idea of beauty that takes advantage of 

people and that has for too long limited itself to 

aesthetics without ethics”

Tagini.M - 2020

Advertising and 

sponsorships

The Barre will primarily begin 

advertising on the website which 

will provide an additional source 

of revenue. Sponsorships will be 

integrated into the content across 

the website and social media 

channels which will support The 

Barres mission by working with 

industry. This will enable the 

content produced to be more 

varied and will in turn engage more 

consumers to both the advertisers 

and The Barres own content.

Advertising and 

sponsorships will be 

targeted for brands 

looking to draw traction 

to their own websites and 

services. 

This will target all social 

consumers across 

The Barres audience 

segmentation and will 

draw key insights into 

consumer groups,

Costs will be 

covered under 

other outgoings 

such as through 

the social media 

budget and 

website costs 

which are listed in 

the corresponding 

section.
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9.8 Sales Assumptions

* Supporting comments regarding financials can be found in section 16 SALES ASSUMPTIONS

Enter Full Name Emma Bell

Enter Company Name The Barre Key:

Enter Date 28.08.2020 These cells auto-calculate and are locked so 
you can't edit them.

Insert your own text/numbers into these cells 
as relevant.

Select your starting month: March

1. Product breakdown
Service 1 - FREE Service 2 Worked Example

Product / Service name Free Social Consumer Platform Advertising T-Shirts
Sale price (per unit) £0.00 £50.00 £25.00
Cost price (per unit) £0.54 £0.54 £12.00
Gross Margin (per unit) -100% 9159% 108%

2. Number of users and sales per month
*Average sales volumes per day based on 30-days per month.

Month Users Advertising Total sales volumes  
per month

Average sales volumes 
per day* Worked Example

Existing Users from Phase One 1000 1 1001 33
1 170 1 171 6 30
2 316 1 317 11 28
3 447 1 448 15 30
4 561 2 563 19 45
5 665 3 668 22 44
6 756 3 759 25 46
7 838 4 842 28 50
8 913 5 918 31 48
9 985 6 991 33 51

10 1048 7 1055 35 55
11 1120 8 1128 38 55
12 1181 10 1191 40 60

10000 52 10052

Sales (£)
You do not need to edit this section; this will auto-calculate based on your responses above. *Average sales value per day is based on 30 days per month.

Month Users Advertising Total sales value (£) 
per month

Average sales value 
per day* Worked Example

1 £0.00 £50.00 £50.00 £1.67 £750.00
2 £0.00 £50.00 £50.00 £1.67 £700.00
3 £0.00 £50.00 £50.00 £1.67 £750.00
4 £0.00 £100.00 £100.00 £3.33 £1,125.00
5 £0.00 £150.00 £150.00 £5.00 £1,100.00
6 £0.00 £150.00 £150.00 £5.00 £1,150.00
7 £0.00 £200.00 £200.00 £6.67 £1,250.00
8 £0.00 £250.00 £250.00 £8.33 £1,200.00
9 £0.00 £300.00 £300.00 £10.00 £1,275.00

10 £0.00 £350.00 £350.00 £11.67 £1,375.00
11 £0.00 £400.00 £400.00 £13.33 £1,375.00
12 £0.00 £500.00 £500.00 £16.67 £1,500.00

Cost of sales
You do not need to edit this section; this will auto-calculate based on your responses above. *Average cost of sales per day is based on 30 days per month.

Month Users Advertising Total cost of sales (£) 
per month

Average cost of sales 
per day* Worked Example

1 £91.80 £0.54 £92.34 £3.08 £360.00
2 £170.64 £0.54 £171.18 £5.71 £336.00
3 £241.38 £0.54 £241.92 £8.06 £360.00
4 £302.94 £1.08 £304.02 £10.13 £540.00
5 £359.10 £1.62 £360.72 £12.02 £528.00
6 £408.24 £1.62 £409.86 £13.66 £552.00
7 £452.52 £2.16 £454.68 £15.16 £600.00
8 £493.02 £2.70 £495.72 £16.52 £576.00
9 £531.90 £3.24 £535.14 £17.84 £612.00

10 £565.92 £3.78 £569.70 £18.99 £660.00
11 £604.80 £4.32 £609.12 £20.30 £660.00
12 £637.74 £5.40 £643.14 £21.44 £720.00
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9.9 Cash Flow Forecast

* Supporting comments regarding financials can be found in section 16 

12-MONTH CASH FLOW FORECAST

Enter Full Name Emma Bell Key:

Enter Company Name The Barre These cells auto-calculate and are 
locked so you can't edit them.

Enter Date 28.08.2020 Insert your own text/numbers into 
these cells as relevant.

Select your starting month: March

MONTHS

Cash in-flows Description (as required) Starting point 1 2 3 4 5 6 7 8 9 10 11 12 TOTAL

Total anticipated sales £0 £50 £50 £50 £100 £150 £150 £200 £250 £300 £350 £400 £500 £2,550
Value of your Start Up Loan £0 n/a n/a n/a n/a n/a n/a n/a n/a n/a n/a n/a n/a £0
Other sources of cash or equity £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0
Existing assets for business purposes £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0
Investment From family and personal savings £8,000 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £8,000
Equity from Phase One £926 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £926
Enter other £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0
Enter other £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0

Total cash in-flows (A) £8,926 £50 £50 £50 £100 £150 £150 £200 £250 £300 £350 £400 £500 £11,476

MONTHS
Cash out-flows Description (as required) Starting point 1 2 3 4 5 6 7 8 9 10 11 12 TOTAL

Total anticipated cost of sales £0 £92 £171 £242 £304 £361 £410 £455 £496 £535 £570 £609 £643 £4,888
Existing assets for business purposes N/A £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0
Rent or premises costs N/A £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0
Business rates for your business premises N/A £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0
Utilities (gas, electricity, water) N/A - covered through personal expenses £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0
Insurance See quote in appendix and commentary £0 £13 £13 £13 £13 £13 £13 £13 £13 £13 £13 £13 £13 £156
Telephone and internet N/A - covered through personal expenses £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0
Marketing and advertising expenses See breakdown of this £0 £500 £436 £436 £436 £436 £436 £436 £436 £436 £436 £436 £436 £5,292
Vehicle running costs N/A £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0
Equipment purchase or leasing N/A £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0
Postage, printing, stationery £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0
Transport and delivery N/A £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0
Professional fees (legal, accounting etc.) N/A - finances completed in house until phase 3 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0
Your salary (if PSB is in deficit)* n/a £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0
Your salary (over and above your PSB needs)* n/a £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0
Staff costs * covered in marketing expenses with freelancers £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0
Start Up Loan monthly repayment - First Loan n/a £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0
Wix £0 £16 £16 £16 £16 £16 £16 £16 £16 £16 £16 £16 £16 £192
Software Adobe £170 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £170
Domain £12 for 2 years £6 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £6
Social media Planning Planoly £0 £5 £5 £5 £5 £5 £5 £5 £5 £5 £5 £5 £5 £64

Total cash out-flows (B) £176 £627 £641 £712 £774 £831 £880 £925 £966 £1,005 £1,040 £1,079 £1,113 £10,768

Your net cash flow (A-B) £8,750 -£577 -£591 -£662 -£674 -£681 -£730 -£725 -£716 -£705 -£690 -£679 -£613 £708

Your monthly opening business bank 
account balance £0 £8,750 £8,173 £7,582 £6,920 £6,246 £5,565 £4,835 £4,111 £3,395 £2,690 £2,000 £1,321 £708

Your closing cash position £8,750 £8,173 £7,582 £6,920 £6,246 £5,565 £4,835 £4,111 £3,395 £2,690 £2,000 £1,321 £708 £708

YOUR NOTES OR COMMENTARY
Use this space to explain any of the information you have provided in the fields above.
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SECTION TEN
Phase Three - 
Reactive Intelligence10

10.1 Phase Three Strategy

Phase three develops The Barres current proposition as it transitions from a solely consumer based 

model into one that also engages with industry through premium paid for memberships. This introduces 

a primary revenue stream for The Barre and ensures a business model that can be sustained long 

term to ensure social relevance and change. Phase three is centred upon the launch of the industry 

offering as this provides an expanded audience for The Barre to engage with and also allows a direct 

conversation to implement advocacy. 

This industry launch utilises the audiences established within phases one and two and uses this to 

add value to the B2B proposition as these audiences provide valuable insights and intelligence. This 

reactive data is social based and can be utilised by those within industry to inform their own corporate 

social responsibility strategies and adapt content based off consumers needs. This period completes 

the three year growth strategy and establishes a complete business model in which The Barre becomes 

the link between industry and society, allowing the two parts to work and interact with one another to 

disrupt cultural norms. 

The marketing and communications plan during phase three is established upon the need to incorporate 

revenue into the business proposition which also engages industry to ensure change. The process of 

building followers and establishing an audience in phases one and two provides The Barres credibility 

and authority, acting as a ‘proof of concept’ for those looking to purchase a premium membership. It 

reinforces that there is a definitive need for The Barre within society and draws a spotlight on to the 

mission and purpose behind The Barres actions. This phase will expand upon the activities that are 

already entrenched in the running of The Barre and will be expanded to communicate and engage 

with those in industry - this will be supported by business literature, PR and direct networking to 

ensure a strong link. Phase three will also see the continuation and development of advertising and 

sponsorships with the proposed Pantone partnership being a key point of interest for both industry 

and individuals. This will further establish The Barres presence within industry and ensure The Barre 

becomes a recognised authoritative brand within the realms of fashion, beauty and media. This will 

support The Barre as it becomes an authoritative mark for brands as it defines a set of guidelines and 

ethical codes that should be followed in order to ensure socially responsible content that no longer 

perpetuates beauty ideals. 
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Vision

To be recognised within industry as 
the leading source of intelligence and 
insight that is used to make impactful 

and meaningful change directly in 
relation to our mission of Breaking The 
Barre on beauty ideals and standards.

Strategic Choices

Diversify into 
the B2B sector 
to create a dual 
sided business 

proposition

Launch 
The Barres 

accreditation 
mark as a way of 

identifying key 
traits of ‘success’

To focus on 
engaging and 

building a network 
of connections 
within industry

Continue to test 
and develop 

communications 
with customers 
in relation to the 

wider environment

Strategic Initiatives

Work with brands 
and companies 

who are looking to 
become apart of our 

community of brands

Enablers

Engage with brands 
through questionnaires 
to identify what they are 
working on within their 

own companies

To work with brands 
on sponsorships, 
partnerships and 

collaborations that can 
be utilised on the website

Continue to develop 
the website with 

engaging content that 
can be transferred 

over to the app

Pantone 
Campaign

Launch 
The Barres 

app

Frequent 
service 

development, 
testing & 
reviewing

Industry 
Based 

network of 
contacts

Advertising 
on website

Goals & Metrics

Partnerships, 
collaborations 

& 
sponsorships 
with brands

User created 
content 
through 

The Barres 
community

Reach 30k 
followers on 
social media 

by end of 
phase three

Achieving an 
annual net 

profit margin of 
20% by the end 
of phase three

To grow partnerships, 
collaborations 

and sponsorships 
channels

Have 100 downloads 
of The Barres app in 
the first 10 months 

of phase three

The Barres 
accreditation 

mark

To have 10 brands 
accredited using 

The Barres mark and 
subsequently apart of our 

community of brands

10.2 Phase Three Strategy House

Pre - Launch

B2B Launch

Phase Three

•  Social consumer audience established 

• All social Media channels to be created - LinkedIn

•  Complete brand identity 

•  Industry profile section on websites with appropriate payment methods 

•  Backend of app to be created ready for content population

•  In house strategy for social consumers and industry

•  Budget of £700

•  Digital Editorial advertisements on Glamour and Vogue UK with 6000 impressions 

•  Increased social media promotions across all platforms 

•  Industry focused posts with key insights and intelligence to encourage customer purchasing

•  Social media hashtag movements

• Monthly budget of £955

• Regular social media content and promotions across all social media channels - industry tailored content 

to be focused on as incentive to become members

• Continue to add content to website from a range of freelancers 

• Targeted email Marketing and newsletter to reach customers

• Website - SEO & Google Adwords

•  PR emails, media kits to be distributed as necessary 

•  Influencer marketing on social media 

•  Encourage word of mouth as advertising 

•  Industry network prior to phase three

• Continue working with advertisers to ensure ethical content across The Barres website 

• Sponsorships and partnerships to be utlised within content such as blog posts and newsletters to directly 

engage with The Barres recpetive social audience of individuals

10.3 B2B Launch Strategy
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10.4 Target Audience

Phase three builds upon the social consumer audience that has been developed 

throughout phases one and two and uses this as the foundations of the B2B offering 

which will launch is phase three. Building on this established community The Barre will 

release a premium paid for membership revenue stream which will ensure The Barre can 

sustain itself as a business and advocacy organisation. This side of operations will reach 

a new range of audiences which is broken down into four categories to align with the 

pricing and membership structure: professional individuals, small organisations, medium 

organisations and corporations. This allows for a tailored approach where The Barre can 

provide bespoke ‘packages’ to suit different business and organisational needs depending 

on their size of operations. The audiences within this will be seeking out valuable 

customer insights and intelligence from a reactive, social perspective. The marketing and 

communications strategy reinforces the social element to this proposition, ensuring that 

advocacy is not lost but shifts a portion of the strategy focus onto developing a network 

of connections to ensure that change and conversations surrounding this can be set in 

motion when needed for advocacy work.

2 To have 2000 premium professional memberships by the end 

of phase three with half of these being individuals

4
To be working with 100 clients for  advertising, partnerships 

and sponsorships across The Barres channels including social 

media and the website

1 To have 30k followers on The Barres Instagram page by the end 

of phase three with a monthly growth of 11%

3 To generate a reach of 10k on The Barres website by the end of 

phase three with 25% of this being organic traffic

10.5 Key Performance Indicators

10.6 Marketing And Communications  Strategy

What are you 

going to do?

Why have you chosen this 

marketing method?

Who will it 

target?

How much 

will it cost?

The Barre Official 

industry Launch

Social Media : increase promotions 

across all platforms to boost 

audience reach 

Social Media - 

Increased industry based posts 

across all platforms to launch the 

industry memberships

Digital Editorial Advertisement - 

Conde Nast Glamour and Vogue: 

In content - £38

Billboard - £38

*reasoning why for each chosen 

method can be seen below in 

corresponding sections

Those within the B2B 

category and primarily 

professional individuals 

- these individuals may 

inform and inadvertently 

target organisations and 

corporations as they 

are likely to work within 

these businesses

There is a budget 

of £700 for for this 

launch

6000 impressions

Ambassador 

Program

This will continue as stated in phase two. This is 

expected to grow in size which will create a pool 

of people passionate about The Barres mission. 

These people will also be able to contribute 

content to The Barres social media platforms 

and websites which will keep freelance costs to 

a minimum.

This will continue 

to target social 

individuals within the 

B2C category to ensure 

direct communication 

with society - this 

ensures customer 

retention and loyalty.

No additional 

costs incurred 

as it will “run 

itself”

Patreon will 

be utilised to 

support revenue 

- this will take 

8% of the 

monthly income 

earned through 

patreon
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Social 

Media & 

Promotions

Social media strategy will continue on from 

phase two with the following platform to be 

added:

LinkedIn:

An industry based social media platform. This 

allows The Barre to communicate with those 

on a B2B basis with key updates and insights. 

This targets professional individuals who are 

looking for intelligence and provides a channel 

of communication that is focused on social 

responsibility in the workplace. 

Promotions across all platforms will continue to 

be utilised.

Content across all platforms will develop and 

continue with imagery, quotes, infographics and 

key facts. This will be supported by short video 

clips and live videos with guests and key figures. 

Call for actions will drive audiences to the 

website through various swipe ups and links to 

ensure a high conversion into paying customers.

Social media will 

continue to primarily 

target those within B2C 

with social individuals. 

Varied content and the 

addition of LinkedIn 

will also directly 

target those within 

the B2B category 

with professional 

individuals. This dual 

sided communication 

will encompass all of 

The Barres audiences.

Budget of: £3000

6 promotions 

per week. Each 

promotion 

lasting a week in 

duration with a 

reach of 5500

£2000 budget 

for freelancer 

to assist with 

social media 

management

Total: £5000

Planoly will be 

used to plan 

content  - this 

small cost is 

accounted for 

seperately in the 

cashflow

App The Barre will add an app into he portfolio of 

operations and use this as a key communication 

tool. It will adapt the website into the appropriate 

format to allow users to easily access content 

and their own profiles. This will support other 

communications and will act as a key value 

proposition.

The app will target 

both B2B and B2C 

audiences. The app 

will be primarily 

beneficial to those 

in the B2B segment. 

It will allow everyone 

to easily access their 

profiles and will 

make it convenient 

to view content in an 

accessible format.

Budget: £5000

Digital Editorial 

Advertisement 

 - 

Conde Nast 

Glamour

 - 

Conde Nast 

Vogue

A digital advertisement has been 

chosen to increase website leads 

as viewers will be able to click 

through directly to The Barre. 

Glamour has been chosen for 

several reasons. Firstly they have 

a large following and industry 

credibility with 23m page 

views p/month. Their audience 

demographic also aligns closely 

with The Barres individual group 

with 98% being female and an 

average age of 28. (Glamour; 

2019) Glamour have been at 

the forefront of talking about 

wellbeing and societal concerns 

that people have which makes it 

the ideal publication and platform 

for The Barre to advertise within as 

Glamour are already talking about 

relevant topics and reaching an 

audience that care.

Vogue has recently taken a turn 

to focus on social issues and 

consumer voices with recent 

issues featuring ‘hope’, black lives 

matter and key social topics. 

At the forefront of the fashion 

industry Vogue reaches a vast 

demographic of individuals who 

care about the state of society and 

who are directly impacted by the 

promotion of ideals.

This will target individuals 

within the social group as 

this customer segment 

aligns with Glamours.

It may also engage with 

those within industry who 

may be using Glamours 

articles as insight.

It will inadvertently 

‘target’ Glamour 

and Vogue as a B2B 

connections that can be 

utilised.

Glamour - Billboard 

cost £38 cpm 

Vogue Standard Ad 

£32 cpm

* month one is 

not included as it 

is covered by the 

separate launch 

cost

1000 Total 

Impressions a 

month 

Budget - £1000
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PR 

Press 

release and 

PR packets 

sent out 

in email 

to brands, 

influencers, 

key figures 

etc

PR activities will be completed in-house and 

will inform those within industry of The Barres 

audience. This will highlight The Barre’s intention 

and will also communicate how brands can get 

involved in terms of partnerships and advertising 

etc. Media packs and other key documents will be 

sent out to give an overview of the key activities 

and will be supported by press releases and 

communicated through emails. This allows The 

Barre to control the message being put out there 

and encourages earned media. 

There will be a focus on this activity at The 

Barre’s industry launch but will also continue 

throughout the duration of the year as The Barre 

continues to grow its network of brands.

This will focus on 

building a network of 

brands and people 

within industry and 

education who are 

willing and keen to 

work with The Barre. 

In addition this will 

also have the potential 

to provide earned 

media for The Barre 

by sending out press 

releases and engaging 

with media companies 

- this pushes 

The Barres reach 

through third party 

endorsement. This will 

have a knock on effect 

and will in turn target 

those with the B2C 

category also such as 

individuals within the 

social group.

PR will be 

completed 

in house and 

supported by 

part time staff

Software 

already 

accounted for 

will produce this 

Documentation 

to be distributed 

will be created 

in house

£3000 part time 

staff budget to 

support PR

Word of 

Mouth

This will be encouraged by other activities such 

as promotions on social media and earned media 

coverage. This is all being done to encourage 

customers to talk about and share The Barre 

as an action of advocacy which shows brand 

loyalty and ensures retention which makes for 

long term customers. Other key activities and 

elements of The Barre’s business model will also 

promote this such as the content produced and 

the resources and insights available - it stems 

from The Barre’s unique value proposition.

Focused primarily 

on those within the 

B2C category and in 

particular, individuals 

of the social group.

Costs will be 

covered under 

other outgoings 

such as through 

the social 

media budget 

which will drive 

customers and 

consumers to 

talk about and 

share The Barre.

Pitch Video A short promotional style pitch video will 

be created in house and distributed across 

platforms but primarily on crowdfunded and 

kick-starter. This opens up the opportunity for 

additional funding and will allow The Barre to 

gain increased audience recognition throughout 

industry and society.

This will target those 

within industry and 

potential investors. 

This will be used to 

raise The Barres profile 

and to spread its 

business proposition 

beyond the fashion 

and beauty industries. 

This will also target 

social individuals 

looking to give to a 

social cause and who 

want to give financial 

support to a business 

that focuses on social 

good.

This will be 

created in house 

and will insure 

no additional 

costs. Software 

needed has 

already been 

accounted for.

Website The website will be The Barres ‘landing page’ 

where customers and consumers can go to find 

out more about its proportion, manifesto and 

to find insights through content and resources. 

SEO (search engine optimisation) will be utilised 

to gain traction and to drive traffic, optimising 

the search process. Key words and phrases such 

as ‘beauty ideals’ and ‘standards’ will be used as 

well as ‘The Barre’. 

Key areas will include:

About - brand manifesto

Blog 

Resources 

Membership 

Account 

Contact

Phase Three will see 

the release of premium 

industry memberships 

as this provides the 

core revenue stream. 

This will target those 

within B2B and will 

also continue to serve 

those within the B2C 

category with the free 

offering.

Domain fee of: 

£9  Platform 

Fee of: £288 p/

annum

Total: £200

* listed in 

cashflow 

separately 

There is a 

budget of £2000 

for freelance 

content that 

can be used to 

populate the 

site.
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“Influencer” 

/ key 

figures 

Marketing 

(on social 

media)

This will work in conjunction with social media, 

with a focus on Instagram and will also be aided 

by networking and PR interactions with brands 

and individuals who have a platform and a voice. 

For example ‘influencers’ such as Emily Clarkson 

and advocates like Natasha Devon will be 

approached as The Barre begins a conversation, 

educating and informing people about the 

mission and vision of its proposition. This will 

widen The Barre’s reach as it provides a wider 

audience of people as these ‘influencers’ have the 

opportunity to share The Barres activities. This 

will help to establish a network of contacts and 

will open up opportunities for the ambassador 

program. It’s an opportunity for notable figures 

to become involved with the cause as they may 

develop an emotional and human attachment to 

The Barres message.

The Barre will primarily target individuals who 

are willing to work with The Barre due to the 

emotional connection as individuals should be 

passionate about the cause - will be involved 

through a personal incentive rather than a 

financial one.

This will be based 

primarily on the social 

media platform of 

Instagram with some 

content having the 

potential to move onto 

the website/blog. This 

will therefore target 

B2C, with a focus on 

the individuals within 

the social group. 

This will also support 

the PR work and add 

authority to The Barres 

operations - increase 

public traction.

Majority of 

the work with 

influencers 

and key figures 

will not include 

financial 

figures - in the 

cases where 

it is necessary 

there is a budget 

allocated to 

ensure the 

maximum 

impact.

Business 

literature 

- business 

cards

These will be used as a marketing tool for the 

networking side of the business proposition 

which will inform the B2B proposition. These will 

be handed out in person to person situations 

to give people a physical takeaway of The Barre 

that they can later follow up.

Industry and B2B 

focused - used as a 

networking tool when 

meeting brands and 

individuals

There is a large 

quantity of these 

already made 

- if necessary 

there is a small 

budget to top up 

the quantity. 

£100

Pantone 

Campaign 

and 

Partnership

The Pantone partnership and campaign will 

create a key visual interest that differentiates 

The Barre as well as providing a source of 

credibility. Pantone are a reputable brand know 

throughout industry and this partnership would 

give The Barre a backing and authority. The Barre 

would equally provide Pantone with added social 

responsibility.

This campaign will roll out 6 months into phase 

three which will provide time to first release the 

industry memberships. 

The campaign will utilise Pantone colour system 

to identify the multitude of ideals and standards 

present throughout societies. This will provide a 

clear visual for The Barres mission and provide 

exciting content to be distributed.

This campaign and 

partnership will target 

those within the B2C 

category and will add 

a key point of visual 

interest. 

It will also engage 

with and target B2B 

by providing added 

value, encouraging 

them to purchase into 

memberships.

The content 

produced for 

this campaign 

will be 

distributed 

across social 

media and 

covered by costs 

already stated 

including PR.

Referral 

Program

This will support The Barres low level growth 

strategy and will allow individuals to share The 

Barre amongst their peers and own networks 

to assist us in expanding our reach. In doing so 

the individual and referred ‘friend’ will receive an 

exclusive information pack to thank them and 

provide added insight into The Barres mission 

and how they are supporting us. This ensures 

The Barre continues to grow its audience and 

pool of insights that can be transferred over into 

industry. 

This will be expanded by an industry based 

referral program which allows those with 

premium memberships to refer a friend or 

colleague - both of these parties will be provided 

with exclusive content and future incentives.

The existing referral 

program will continue 

to target social 

individual consumers

The industry based 

referral program will 

target those within 

the B2B category and 

will primarily be of 

interest to professional 

individuals

No additional 

costs incurred
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Total Cost:

£16936.78 for 

phase three 

strategy

Email 

direct 

marketing 

&

Newsletter

Direct marketing will be utilised to ensure 

customer engagement and will be particularly 

beneficial for drawing people on to the website. 

This targeted customer contact will draw from 

people who have signed up to receive email 

content and will provide a tool for The Barre 

to directly engage with its customers through 

highly designed emails.

Promotional Emails: these will ‘advertise’ new 

content and resources which customers can 

directly access through the email

Transactional emails: prompting customers to 

purchase memberships or renew these - this 

has the potential to include offers.

B2C focused - including 

individuals within the 

social group, small 

brands and within 

education (this could 

also include charities, 

youth groups etc) 

B2B focused - this 

will target existing 

industry customers 

as well as potential 

customers. Reaching 

out to identified 

brands who need 

additional support and 

highlighting The Barres 

offering and what it 

can do for them.

N/A - these will 

be created in 

house using 

software already 

included within 

costs (such as 

adobe) 

Mailchimp - 

£7.71 p/month

Total: £138.78

“In a society that is on a never ending quest for 

perfection, it’s easy to follow the herd and mask 

our insecurities”

Talia Bensoor - 2019

Advertising, 

Partnerships 

& 

Sponsorships

The Barre will be working with advertisers to 

provide an additional source of revenue to 

support The Barres other functions. This will 

also raise The Barres profile within industry as 

it establishes a strong network of connections 

who will be able to utilise The Barres premium 

industry memberships. Partnerships and 

sponsorships will be implemented within The 

Barres content and platforms to diversify the 

consumer offering. This communication will 

ensure creative content that engages with social 

individuals that place an importance of ethical 

content within industry.

A d v e r t i s i n g , 

partnerships and 

sponsorships will be 

targeted for brands 

looking to draw 

traction to their own 

websites and services. 

This will target all social 

consumers across 

The Barres audience 

segmentation and will 

draw key insights into 

consumer groups.

This will be 

supported by 

other activities 

such as PR, 

social media and 

the website - 

these costs have 

already been 

accounted for.
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10.8 Sales Assumptions

SALES ASSUMPTIONS

Enter Full Name   Emma Bell

Enter Company Name.  The Barre Key:

Enter Date.  28.08.2020 These cells auto-calculate and are locked so 
you can't edit them.

Insert your own text/numbers into these cells 
as relevant.

Select your starting month: March

1. Product breakdown
Service 1 Service 2 Service 3 Service 4 Service 5 Service 6 Service 7 Service 8 Service 9 Service 10 Worked Example

Product / Service name Social Consumer - FREE Professional Individuals - Monthly Professional Individuals - Annually Small Organisations - Monthly Small Organisations - Annually Medium Organisations - Monthly Medium Organisations - Annually Corporations - Monthly Corporations - Annually Advertising T-Shirts
Sale price (per unit) £0.00 £15.00 £144.00 £24.00 £230.00 £210.00 £2,016.00 £408.00 £3,916.00 £50.00 £25.00
Cost price (per unit) £1.14 £1.14 £1.14 £1.14 £1.14 £1.14 £1.14 £1.14 £1.14 £1.14 £12.00
Gross Margin (per unit) -100% 1216% 12532% 2005% 20075% 18321% 176742% 35689% 343409% 4286% 108%

2. Number of sales per month
*Average sales volumes per day based on 30-days per month.

Month Free Users Service 2 Product / Service 3 Service 4 Service 5 Service 6 Service 7 Service 8 Service 9 Service 10 Total sales volumes  
per month

Average sales volumes 
per day* Worked Example

Existing Users from Phase Two 10000 N/A N/A N/A N/A N/A N/A N/A N/A 52 10052 335
1 234 2 2 1 2 0 0 0 0 10 251 8 30 7
2 440 4 2 2 2 0 0 0 0 10 460 15 28 10 10000 10
3 623 7 2 3 2 0 0 0 0 11 648 22 30 14 234 10234 10
4 784 11 4 3 2 0 0 0 0 12 816 27 45 20 440 10674 10
5 928 16 4 5 4 0 0 0 0 13 970 32 44 29 623 11297 11
6 1061 20 4 7 6 1 2 0 0 14 1115 37 46 40 784 12081 12
7 1180 26 6 8 4 2 2 0 0 15 1243 41 50 48 928 13009 13
8 1283 31 6 10 6 3 2 1 2 16 1360 45 48 61 1061 14070 14
9 1379 37 8 12 8 3 2 2 2 17 1470 49 51 74 1180 15250 15

10 1464 45 12 15 10 5 4 3 2 19 1579 53 55 96 1283 16533 16
11 1540 54 22 18 10 6 4 4 4 20 1682 56 55 122 1379 17912 17
12 1609 62 26 21 12 8 6 6 4 22 1776 59 60 145 1464 19376 19
13 1669 71 32 23 12 10 6 7 4 24 1858 62 165 1540 20916 20
14 1721 80 34 27 16 13 8 10 8 25 1942 65 196 1609 22525 22
15 1772 88 38 30 16 16 10 12 8 27 2017 67 218 1669 24194 24
16 1816 96 44 33 18 18 10 16 12 29 2092 70 247 1721 25915 25
17 1855 103 50 36 20 21 12 21 14 31 2163 72 277 1772 27687 27
18 1889 113 54 40 24 24 14 26 16 33 2233 74 311 1816 29503 29

33247 866 350 294 174 130 82 108 76 400 35727 1855
31358 31

Sales (£) 1889 33247 33
You do not need to edit this section; this will auto-calculate based on your responses above. *Average sales value per day is based on 30 days per month.

Month Service 1 Service 2 Service 3 Service 4 Service 5 Service 6 Service 7 Service 8 Service 9 Service 10 Total sales value (£) 
per month

Average sales value 
per day* Worked Example

1 £0.00 £30.00 £288.00 £24.00 £460.00 £0.00 £0.00 £0.00 £0.00 £500.00 £1,302.00 £43.40 £750.00
2 £0.00 £60.00 £288.00 £48.00 £460.00 £0.00 £0.00 £0.00 £0.00 £500.00 £1,356.00 £45.20 £700.00
3 £0.00 £105.00 £288.00 £72.00 £460.00 £0.00 £0.00 £0.00 £0.00 £550.00 £1,475.00 £49.17 £750.00
4 £0.00 £165.00 £576.00 £72.00 £460.00 £0.00 £0.00 £0.00 £0.00 £600.00 £1,873.00 £62.43 £1,125.00
5 £0.00 £240.00 £576.00 £120.00 £920.00 £0.00 £0.00 £0.00 £0.00 £650.00 £2,506.00 £83.53 £1,100.00
6 £0.00 £300.00 £576.00 £168.00 £1,380.00 £210.00 £4,032.00 £0.00 £0.00 £700.00 £7,366.00 £245.53 £1,150.00
7 £0.00 £390.00 £864.00 £192.00 £920.00 £420.00 £4,032.00 £0.00 £0.00 £750.00 £7,568.00 £252.27 £1,250.00
8 £0.00 £465.00 £864.00 £240.00 £1,380.00 £630.00 £4,032.00 £408.00 £7,832.00 £800.00 £16,651.00 £555.03 £1,200.00
9 £0.00 £555.00 £1,152.00 £288.00 £1,840.00 £630.00 £4,032.00 £816.00 £7,832.00 £850.00 £17,995.00 £599.83 £1,275.00

10 £0.00 £675.00 £1,728.00 £360.00 £2,300.00 £1,050.00 £8,064.00 £1,224.00 £7,832.00 £950.00 £24,183.00 £806.10 £1,375.00
11 £0.00 £810.00 £3,168.00 £432.00 £2,300.00 £144.00 £8,064.00 £1,632.00 £15,664.00 £1,000.00 £33,214.00 £1,107.13 £1,375.00
12 £0.00 £930.00 £3,744.00 £504.00 £2,760.00 £1,680.00 £12,096.00 £2,448.00 £15,664.00 £1,100.00 £40,926.00 £1,364.20 £1,500.00
13 £0.00 £1,065.00 £4,608.00 £552.00 £2,760.00 £2,100.00 £12,096.00 £2,856.00 £15,664.00 £1,200.00 £42,901.00 £1,430.03 £0.00
14 £0.00 £1,200.00 £4,896.00 £648.00 £3,680.00 £2,730.00 £16,128.00 £4,080.00 £31,328.00 £1,250.00 £65,940.00 £2,198.00 £0.00
15 £0.00 £1,320.00 £5,472.00 £720.00 £3,680.00 £3,360.00 £20,160.00 £4,896.00 £31,328.00 £1,350.00 £72,286.00 £2,409.53 £0.00
16 £0.00 £1,440.00 £6,336.00 £792.00 £4,140.00 £3,780.00 £20,160.00 £6,528.00 £46,992.00 £1,450.00 £91,618.00 £3,053.93 £0.00
17 £0.00 £1,545.00 £7,200.00 £864.00 £4,600.00 £504.00 £24,192.00 £8,568.00 £54,824.00 £1,550.00 £103,847.00 £3,461.57 £0.00
18 £0.00 £1,695.00 £7,776.00 £960.00 £5,520.00 £5,040.00 £28,224.00 £10,608.00 £62,656.00 £1,650.00 £124,129.00 £4,137.63 £0.00

Cost of sales
You do not need to edit this section; this will auto-calculate based on your responses above. *Average cost of sales per day is based on 30 days per month.

Month Service 1 Service 2 Service 3 Service 4 Service 5 Service 6 Service 7 Service 8 Service 9 Service 10 Total cost of sales (£) 
per month

Average cost of sales 
per day* Worked Example

1 £266.76 £2.28 £2.28 £1.14 £2.28 £0.00 £0.00 £0.00 £0.00 £11.40 £286.14 £9.54 £360.00
2 £501.60 £4.56 £2.28 £2.28 £2.28 £0.00 £0.00 £0.00 £0.00 £11.40 £524.40 £17.48 £336.00
3 £710.22 £7.98 £2.28 £3.42 £2.28 £0.00 £0.00 £0.00 £0.00 £12.54 £738.72 £24.62 £360.00
4 £893.76 £12.54 £4.56 £3.42 £2.28 £0.00 £0.00 £0.00 £0.00 £13.68 £930.24 £31.01 £540.00
5 £1,057.92 £18.24 £4.56 £5.70 £4.56 £0.00 £0.00 £0.00 £0.00 £14.82 £1,105.80 £36.86 £528.00
6 £1,209.54 £22.80 £4.56 £7.98 £6.84 £1.14 £2.28 £0.00 £0.00 £15.96 £1,271.10 £42.37 £552.00
7 £1,345.20 £29.64 £6.84 £9.12 £4.56 £2.28 £2.28 £0.00 £0.00 £17.10 £1,417.02 £47.23 £600.00
8 £1,462.62 £35.34 £6.84 £11.40 £6.84 £3.42 £2.28 £1.14 £2.28 £18.24 £1,550.40 £51.68 £576.00
9 £1,572.06 £42.18 £9.12 £13.68 £9.12 £3.42 £2.28 £2.28 £2.28 £19.38 £1,675.80 £55.86 £612.00

10 £1,668.96 £51.30 £13.68 £17.10 £11.40 £5.70 £4.56 £3.42 £2.28 £21.66 £1,800.06 £60.00 £660.00
11 £1,755.60 £61.56 £25.08 £20.52 £11.40 £6.84 £4.56 £4.56 £4.56 £22.80 £1,917.48 £63.92 £660.00
12 £1,834.26 £70.68 £29.64 £23.94 £13.68 £9.12 £6.84 £6.84 £4.56 £25.08 £2,024.64 £67.49 £720.00
13 £1,902.66 £80.94 £36.48 £26.22 £13.68 £11.40 £6.84 £7.98 £4.56 £27.36 £2,118.12 £70.60 £0.00
14 £1,961.94 £91.20 £38.76 £30.78 £18.24 £14.82 £9.12 £11.40 £9.12 £28.50 £2,213.88 £73.80 £0.00
15 £2,020.08 £100.32 £43.32 £34.20 £18.24 £18.24 £11.40 £13.68 £9.12 £30.78 £2,299.38 £76.65 £0.00
16 £2,070.24 £109.44 £50.16 £37.62 £20.52 £20.52 £11.40 £18.24 £13.68 £33.06 £2,384.88 £79.50 £0.00
17 £2,114.70 £117.42 £57.00 £41.04 £22.80 £23.94 £13.68 £23.94 £15.96 £35.34 £2,465.82 £82.19 £0.00
18 £2,153.46 £128.82 £61.56 £45.60 £27.36 £27.36 £15.96 £29.64 £18.24 £37.62 £2,545.62 £84.85 £0.00

* Supporting comments regarding financials can be found in section 16 
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10.9 Cash Flow Forecast

12-MONTH CASH FLOW FORECAST

Enter Full Name   Emma Bell Key:

Enter Company Name.  The Barre These cells auto-calculate and are locked so you can't edit them.

Enter Date.  28.08.2020 Insert your own text/numbers into these cells as relevant.

Select your starting month: March
MONTHS

Cash in-flows Description (as required) Starting point 1 2 3 4 5 6 7 8 9 10 11 12 13 14 15 16 17 18 TOTAL

Total anticipated sales £0 £1,302 £1,356 £1,475 £1,873 £2,506 £7,366 £7,568 £16,651 £17,995 £24,183 £33,214 £40,926 £42,901 £65,940 £72,286 £91,618 £103,847 £124,129 £657,136
Value of your Start Up Loan £0 n/a n/a n/a n/a n/a n/a n/a n/a n/a n/a n/a n/a n/a n/a n/a n/a n/a n/a £0
Other sources of cash or equity £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0
Existing assets for business purposes £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0
Investment From personal savings £20,500 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £20,500
Equity from Phase two £708 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £708
Enter other £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0
Enter other £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0

Total cash in-flows (A) £21,208 £1,302 £1,356 £1,475 £1,873 £2,506 £7,366 £7,568 £16,651 £17,995 £24,183 £33,214 £40,926 £42,901 £65,940 £72,286 £91,618 £103,847 £124,129 £177,623

MONTHS
Cash out-flows Description (as required) Starting point 1 2 3 4 5 6 7 8 9 10 11 12 13 14 15 16 17 18 TOTAL

Total anticipated cost of sales £0 £286 £524 £739 £930 £1,106 £1,271 £1,417 £1,550 £1,676 £1,800 £1,917 £2,025 £2,118 £2,214 £2,299 £2,385 £2,466 £2,546 £29,270
Existing assets for business purposes N/A £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0
Rent or premises costs N/A £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0
Business rates for your business premises N/A £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0
Utilities (gas, electricity, water) N/A £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0
Insurance See quote in appendix £0 £13 £13 £13 £13 £13 £13 £13 £13 £13 £13 £13 £13 £13 £13 £13 £13 £13 £13 £234
Telephone and internet N/A £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0
Marketing and advertising expenses See breakdown of this £0 £700 £956 £955 £955 £955 £955 £955 £955 £955 £955 £955 £955 £955 £955 £955 £955 £955 £955 £16,936
Vehicle running costs N/A £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0
Equipment purchase or leasing N/A £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0
Postage, printing, stationery N/A £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0
Transport and delivery N/A £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0
Professional fees (legal, accounting etc.) £0 £25 £25 £25 £25 £25 £25 £25 £25 £25 £25 £25 £25 £25 £25 £25 £25 £25 £25 £450
Your salary (if PSB is in deficit)* n/a £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0
Your salary (over and above your PSB needs)* n/a £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0
Staff costs Part time £20,000 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £20,000
Start Up Loan monthly repayment - First Loan n/a £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0
Transaction fee Through Wix - 1.9% + 20p n/a £17 £18 £20 £28 £41 £135 £139 £313 £340 £460 £636 £785 £825 £1,268 £1,391 £1,762 £1,999 £2,389 £12,567
Wix £0 £22 £22 £22 £22 £22 £22 £22 £22 £22 £22 £22 £22 £22 £22 £22 £22 £22 £22 £396
Software Adobe £170 for 1 year £255 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £255
Domain £12 for 2 years £9 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £9
Social media planning Planoly £0 £18 £18 £18 £18 £18 £18 £18 £18 £18 £18 £18 £18 £18 £18 £18 £18 £18 £18 £317

Total cash out-flows (B) £20,264 £1,063 £1,558 £1,774 £1,973 £2,162 £2,421 £2,571 £2,879 £3,031 £3,275 £3,568 £3,825 £3,958 £4,497 £4,705 £5,162 £5,480 £5,950 £80,116

Your net cash flow (A-B) £944 £239 -£202 -£299 -£100 £344 £4,945 £4,997 £13,772 £14,964 £20,908 £29,646 £37,101 £38,943 £61,443 £67,581 £86,456 £98,367 £118,179 £97,507

Your monthly opening business bank 
account balance £0 £944 £1,183 £981 £682 £582 £926 £5,871 £10,868 £24,640 £39,604 £60,512 £90,158 £127,259 £166,202 £227,645 £295,226 £381,682 £480,049 £598,228

Your closing cash position £944 £1,183 £981 £682 £582 £926 £5,871 £10,868 £24,640 £39,604 £60,512 £90,158 £127,259 £166,202 £227,645 £295,226 £381,682 £480,049 £598,228 £598,228

YOUR NOTES OR COMMENTARY
Use this space to explain any of the information you have provided in the fields above.

* Supporting comments regarding financials can be found in section 16 
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SECTION ELEVEN
Operations & Logistics11

Production will focus on the website, building and collating content that is relevant and meaningful 

for the consumers within industry and society alike. The initial creation of this site will be completed 

prior to phase one and during this period it will be further developed to ensure maximum engagement. 

This will allow for customer testing to establish its applicability and authority in relation to The Barres 

purpose and voice.

11.1 Production

Whilst there are no physical goods being delivered, as an advocacy organisation The Barre is offering 

a service that is being delivered through a communication strategy targeted at social consumers and 

industry.  This primarily involves the website along with social media channels with a particular focus 

on Instagram: whilst this also forms a part of the marketing strategy this also provides a source of 

distribution for the various types of content being delivered to customers. This incur no extra costs 

to the customer apart from a percentage of those who convert into paying industry members of the 

website allowing them to gain full access. This will be supported in phase three by the addition of an 

app which will ensure accessibility and added value.

11.2 Delivery to Customers

Payment methods and terms are only applicable during phase three onwards. Premium industry 

memberships are for those within industry seeking intelligence and insights in relation to The Barres 

mission and can only be purchased directly through The Barres website. Free content will be provided 

for social consumers with these individuals creating free accounts to allow The Barre to draw data to 

inform relevant and reactive insights - this will involve a policy to ensure data protection. Those with 

industry memberships will also have profiles which will allow for a personalised experience and ensures 

user ease. The consumer will choose a membership plan based off the number of users with each plan 

having a monthly and annual option with the latter offering a 20% discount as an added incentive. 

Members that pay monthly will be able to cancel their subscription at any time and will be charged for 

the month in which the cancel - it is expected that in year one there will be a 15% drop out rate. 

Payments will be made directly through this website utilising ‘Wix’ to provide an embedded checkout 

with a secure payment and data security plan already in place. It is vital that customers are protected 

- Wix gives reassurance to customers by offering a secure account that they are able to use with 

confidence. This built in merchant service provider charges a pay as you go fee of 1.9% + 20p for all 

cards.

An accounting service will be used to do the books which incurs a monthly cost of £24.50 (The 

Accountancy Partnership; 2020) - see appendix 12.19 for quote.

11.3 Payment Methods & Terms
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11.4 Suppliers

Items required and 

prices

Items required and 

prices

Payment arrangements Reasons for choosing

Domain name from 

GoDaddy.com 

UK site

thebarre.ltd - £12 for 

two years

Payment made yearly on a 

subscription style system

This site has the largest readily 

available selection of domains for an 

affordable price (offers a discount for 

the first year also)

wix.com  premium 

plan- business 

unlimited

UK Site

Unlimited membership 

- £16  p/month

Payments made monthly 

through the wix.com 

website

Charge incurred for 

European cards is 1.9% + 

20p

Allows for online payments as well as 

a number of other benefits, including 

storage, analytics and bandwidth

Allows payments to be managed 

easily with no set up, monthly or 

additional fees

Pay as you go pricing provides 

opportunity for review later on

mailchimp.com 

UK Site

Standard Plan

Standard Plan - £7.71 p/

month

Payments billed monthly 

on a subscription style 

system

Provides insights for growing 

business to engage more customers

Retargeting ads, advanced audience 

insights. Marketing CRM and more

The Barre will operate remotely throughout these three phases with the majority of the work being completed prior to 

The Barres launch in phase one. Covid - 19 has shifted working conditions as the vast majority are working from home 

- with this in mind The Barre is preparing for this continue and is looking to operate online with freelancers supporting 

the work via zoom and management sites. This has the potential to be reviewed further into the three year strategy but 

as of present The Barre is not looking for premises.

11.5 Premises

This section is not relevant to The Barre’s current business model.

11.6 Transport

11.7 Equipment

Item Required Already owned? New or second hand? Purchased from Price Use

Computer/

Laptop

Yes N/A N/A N/A Creation and 

management of 

website and all 

creative/written 

content

Mobile Phone Yes N/A N/A N/A Social Media

The Barre will employ freelancers to support content creation as well as marketing and communication strategies - 

these have been included where necessary within the marketing breakdowns within each phase. Beyond phase three 

The Barre will hire full time and part time staff to ensure a continued growth trajectory.  

During phase three there is a budget of £20,000 for part time staff to support the service offering. These will focus 

primarily on social media management and analysts to draw key findings from the social audience group. Work will also 

be supported by interns who can assist with PR by sending out emails, social media, content creation with blog posts 

and research to support work. This allows The Barre to educate students, the next generation of industry professionals.

11.10 Management & Staff

The Barre will be registered as a private limited company (limited by guarantee) which means that profits are invested 

back into the organisation and provides security as it is legally separate from the founders personal finances. As 

a legal requirement The Barre will submit accounts yearly. The Barre will also trademark its name and logo for 

protection which will incur an initial fee of £170 for registration. Intellectual property will need to be taken into careful 

consideration across the social media pages and website as content will be outsource - it is vital to seek the proper 

permission to use the content as well as go through payments when encountering trademarks.

11.8 Legal Requirements

The Barre will have insurance coverage for public liability as well as professional indemnity - please see section 16.5 

for quote of £157 per year. This covers the information The Barre is putting out as a service provider. Public liability 

covers claims from members of the public.

11.9 Insurance Requirements
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SECTION TWELVE
Back Up Plan12

1. Lack of customers

If The Barre’s audience reach is not growing as 

intended to meet the first year aims then The Barre 

and its founder will invest an additional £1000 into 

the marketing strategy which can be used for further 

promotion on social media to increase traction - this 

can be supported by call to action advertisements that 

drive leads to the website. This capital would come 

from personal savings.

2. Financial Instability

We will be investing the money we are making elsewhere 

into the company alongside taking salaries to ensure 

that The Barre continues to grow and develop. This is 

also being done to as a way of making additional profit 

and as well as avoiding any potential losses from the 

entrepreneurial venture. If there is a lack of funding 

there are two options. The first will be to follow the 

personal back up plan below. The second is to create 

a pitch deck that can be used for crowdfunding on 

sites such as ‘KickStarter’ to ask for equity. This will 

provide an income as well as giving the potential for an 

increased audience growth.

3. Growth of internal team

If The Barres own team is lacking in moral and vision 

we will look at pulling in additional people. A focus of 

this will be student interns who fall within our target 

audience - this will add a fresh sense of purpose and 

spirit back into the team and give individuals the chance 

to be educated and be directly apart of the movement. 

This is only relevant to phase three onwards. 

12.1 The Barres Back Up Plan
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The Barre is being funded by its founder Emma Bell in year one and a budget has been set 

aside to spend on the various costs necessary such as marketing and insurance. With this in 

mind there is an element of personal risk that could have the potential to affect the running 

of The Barre. If placed in this situation The Barre will prolong the year one strategy by 6 -12 

months which will allow its founder to work within industry alongside managing this business. 

This will increase capital that will go back into the business and will fund all key activities - this 

also provides an opportunity for further networking and expansion of industry contacts. This 

is unlikely to happen as the costs in year one are fairly minimal for a startup and can be easily 

covered through personal savings and funding from family.

12.2 Personal Back Up Plan

• Focusing only on one social media platform (instagram) to reduce marketing costs 

• To look at altering the membership pricing structure, dependent on the situation and cus-

tomers perception of this (too expensive - lower price)

• Provide additional incentives to the membership pricing - including a higher discount for 

annual payments or a trial period of 30 days 

4. Suppliers

The Barre is not reliant on one set of suppliers to deliver the required services. We would prefer 

to have one continuous relationship with one set of suppliers to ensure long standing and reliant 

communications however if these suppliers increase prices or go out of business we will draw 

from multiple other resources available to us at similar price points. Alternative suppliers will be 

used as necessary to ensure The Barre is not affected.

Other options include:

“In a world where the mainstream concept of 

what is and isn’t beautiful becomes increasingly 

narrow, you have to be young, you have to be thin, 

you should preferably be blonde, and of course, 

pale skinned”

Alexander McQueen - 1998
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Business & Owner Details:

Business Name:
The Barre

Owners Name:
Emma Bell

Business Email Address: 
emma.thebarre@gmail.com

Business Telephone Number:
07909 231 987

Website:
www.thebarreltd.com




