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1. BUSINESS AND OBJECTIVES

1.1

1.2

Briefly describe your business, outlining the different product(s) you 
offer

Objectives

1.2.1 Short term (current year)

Our goal’s for Margarita before launching 
include finding a cosmetic chemist with 
the same beliefs as our business to help 
the company develop the products 
effectively. We will also need to research 
and purchase web traffic analysis software 
to increase traffic to our website in order

to better pinpoint current traffic trends as 
well as we aim to build up a loyal customer 
base through advertising and PR.

1.2.2 Medium term (next 1-2 years)

1.2.3 Long term (3+ years)

Margarita is an online makeup brand inspired by 
Tuscany, Italy that specialises in Aromatherapy 
and mood-altering cosmetics. The founder has a 
deep connection to Italy and built the brand on 
the saying: ‘‘Italiana in fondo al cuore’’ meaning 
Italian at the bottom of my heart. To sum it up 
in a sentence, Margarita provides great quality 
makeup that has an added benefit as the products 
all use aromacology to elevate your mood, 
reduce anxiety + stress and relax you. Our brand 
is cruelty-free and offers total transparency from 
ingredients to packaging and gives utmost

importance to ethical practices. Margarita is a 
brand that takes responsibility for both its social 
and environmental impact. All our products are 
citrus infused from our miracle moisturizer to our 
juicy lipstains and bold eyeshadows as following 
tradition, Italian women have always believed 
in the power of citrus, and use fruits such as 
oranges and lemons religiously in their beauty 
routines. We want our customers to embrace their 
imperfections instead of covering them, and look 
their best glamorous self by using products that 
make you feel good on the outside and the inside.

Margarita

After the first year or two, we hope to 
expand our range of products to other 
scented and soothing beauty products 
and to increase traffic to our website by 
at least 50% by the end of the fiscal year.  

We also want to expand internationally 
to beyond the UK and Europe in order to 
grow our consumer base.

A long term goal for Margarita would 
be to launch a physical store or pop 
up in order to physically connect with 
customers, allow them to test out and try 
on products and hopefully reach new and 
older demographics. Our buyers are of 
utmost importance and therefore another 
long term goal would be to have a strong 

and healthy relationship with our 
consumers and receive 95% positive 
customer feedback.



1.3 Start up Capital

Margarita

The start up loan will be needed for the following purchases:

- Web design
- Branding
- Advertising/PR
- Manufacturing
- Product formulation and ingredient sourcing
- Insurance
- Shipping Cost
- Utilities and taxes.

I am planning on financing the start-up and first 12 months of cash flow 
from my personal resources and family angel investors.



2.1

2.2

Briefly describe your business, outlining the different product(s) and/or 
service(s) you offer

Outline any education or training you have had that is relevant to your business

2. SKILLS AND EXPERIENCE

2.3 Outline any transferable skills, talents or traits you have that are 
relevant to your business:

Margarita

I worked for Glamour magazine at the 
Vogue House in Hanover Square as a 
beauty intern through which I gained 
extensive knowledge about cosmetics 
and skincare products and how to review 
their effectiveness. I also learnt what goes 
into and how a successful business runs. I

also volunteered at a charity called Thali 
and helped them design promotional 
flyers and banners. Furthermore, I have 
run my own beauty and fashion blog since 
the age of 12 which has in return taught 
me how to construct and run a website 
effectively.

I am completing my BA Hons in Fashion 
Communication at the Condé Nast 
College of Fashion and Design during 
which I have worked on a Collaborative 
Industry Project with the cosmetic brand 
MAC in the creation of a makeup line, 
and the Digital Strategies and PR module 
helped teach me the importance of using 
an effective marketing strategy that fits 
your target audience and brand. At the 
college, I have learnt how to work towards 
deadlines, and set achievable goals and

targets. I have developed my creative 
skills with the Adobe platforms InDesign, 
illustrator and photoshop. I have also 
enhanced my business and entrepreneurial 
skills. Being at a university that allows you 
to work with professionals in the industry 
has really developed my professional skills 
in dealing with clients and the public. 
(Appendix 7)

I am a team player, hardworking and always 
up for a challenge. I am an organised 
and reliable individual. I have significant 
communication skills and work well 
under pressure which is why I have been 
successfully organising school events and 
art festivals all through my school years. 
According to my 16 personalities test, I am 
a protagonist which makes me probable 
of success in various roles, at any level of 
seniority and a natural born leader full of 
passion and drive. It further states that my 
ideal job would involve anything that lets 
me help other people as I am social, 

reliable and tolerant. In terms of hard skills, 
I am proficient in Microsoft Office, Adobe 
Indesign, Photoshop and Illustrator. 
(Appendix 4)



2.4 Briefly outline any gaps in your skills, experience or qualifications and 
explain how you will address these

3.1 How many potential customers do you estimate are in your target 
regions for this financial year?

3. TARGET CUSTOMER

Margarita

The global cosmetics industry is estimated 
at above $170 billion per year. Nearly $40 
billion is in the US, while the remainder 
is scattered across Asia, Europe, Australia, 
and Africa. (Upcounsel) It is said to increase 
to $863 billion by 2024 (Zion Market 
Research). According to Piper Jaffrey’s 
current semi-annual teen survey, beauty 
spending is up 20% from last year as teens 
proceed to spend on makeup and skincare. 
Mintel also records that cosmetics (31%) 
are the most significant beauty segment 
amongst youth consumers. 

Gen Z will represent beauty for the 
following decade as it will make up 40% 
of customers by 2020.  (WGSN, 2020)

My biggest weakness is finance therefore 
in order to avoid any mistakes with the 
cashflow forecast and pricing, I will be 
consulting financial advisors during any 
monetary decisions.
Another gap in my skills is that I will need 
to find a cosmetic manufacturer suitable 
to develop aromatherapy cosmetics with 
the same morals and ethics as Margarita 
in order to make the desired products.



3.2

3.3

Briefly describe your target customers and any other distinguishing features, 
expanding on any of the areas you have already highlighted above:

What customer need or problem does your product(s) and/or service(s) address?

Margarita

AGE - 16 - 30yrs (Gen Z & 
Millenials) 

GENDER- Mainly women but 
open to all genders

INCOME- £12,000

TARGET REGIONS- UK and Italy 
in the first year expanding to 
other countries in Europe during 
years 2 & 3

TRAITS - Glamorous
- Woke/Savvy
- Eco-friendly
- Beauty Enthusiasts
-Interested in emotional wellbeing
- Creatives

CHANNELS - Instagram, Snapchat, 
Youtube, Pinterest

In an age of high anxiety, political difficulty, 
environmental disturbance, and digital 
overload, Gen Z stresses on improving 
their mental wellness.  According to Varkey 
Foundation’s 2017 study, 94% of Gen Z 
believe happiness is achieved through a 
healthy body and mind however most of 
them find it very difficult to achieve this. 
(WGSN, 2020). Margarita provides

beautiful and functional spa inspired 
beauty products that all use aromacology 
to make you look your best all while 
supporting your emotional wellbeing. The 
products will reevaluate aromatherapy 
and cosmetics for the new generation 
by subtly soothing your senses, boosting 
your mood and making you look your 
best.



3.4 Explain your approach to pricing your product(s) and/or service(s)

Margarita

Pricing Margarita’s products is currently according to Value-based pricing. 

According to Eric Dolansky, The associate Professor of Marketing at Brock University, 
‘’You still have to make sure the value to the customer is higher than your costs. 
Otherwise, you will lose money with every product you sell.’’ He also advises that, ideally, 
all entrepreneurs should use value-based pricing. As an entrepreneur selling artisanal 
goods that stand out in the market, value-based pricing will help better communicate 
the benefit of our products. (Appendix 6)



4.1 What research have you conducted to understand your market, 
including your industry, regions, customers, competitors?

4. MARKET AND COMPETITION

Margarita

As our cosmetics take inspiration from 
Italy, I found that relaxing is the way of 
life in Italian culture. While most women 
might choose products that make them 
look great, Italian women want what 
makes them feel great.
While most experts accept that the 
amount of essential oils in makeup is too 
small to affect your sense of well-being 
dramatically, scent can make an otherwise 
routine makeup application process more 
pleasant and enjoyable.
Gen Z values makeup brands that allow 
them to experience calming, sensorial 
practices and beauty products which 
boost their physical, mental, and 
emotional well-being, particularly if they 
also appeal to Gen Z’s views in positive 
messaging, sustainability, and ethical 
methods (WGSN, 2020). 
Beauty is not seen as conventional 
anymore. Makeup has become a means to 
brighten the mood. This can include using 
bold lip colours and coloured eyeliners, or 
little to no makeup at all. Gen Z believe 
that they don’t ‘need’ to apply makeup 
every day; they feel empowered in their 
own choices. Makeup can then be an 
enjoyable activity for them to experiment 
with.
Even though this generation honours 
individuality, Gen Z has aspired to 
become a part of something bigger than 
themselves. They desire brands that are 
cruelty-free, ethical, sustainable, and 
environmentally friendly. 83% of them 
said that they purchase organic beauty 
products, while 82% declared that they 
were more willing to buy a product if it 
doesn’t hurt the environment.
They also carefully examine what goes in 
their products, choosing the vegan goods 
that do not include parabens, sulfate, and 
phthalate etc. The key beauty terms today 
are ‘stripped back’ and ‘clean.’

Margarita wants buyers to feel good 
about using its products, all while making 
them know that they’re doing good for 
the planet with their purchasing power.
Unlike previous generations, Gen Z lives in 
the age of technology, and consequently 
searches for recommendations from the 
online beauty community for information. 
56% of teens follow a beauty or skincare 
brand on social media as social media 
enables them to not just know about 
products, but see how they work, through 
their friends or celebrities and influencers. 
(Mintel)
With self-care being a natural branch of 
cosmetic maintenance, this accent speaks 
to the customers who are interested in 
holistic but straightforward methods of 
achieving wellness.
There is a relationship between scent and 
mood-boosting properties. It is an idea 
that most aromacology fans are aware of 
and love.



4.2

4.3

Competitor 1: SKINFOOD

Competitor 2: Fat And The Moon

Margarita

Name, Location, Website:

Strengths:

Weaknesses:

“Feed your skin; it deserves a treat” is SKINFOOD’s 
philosophy. SKINFOOD is a South Korean skincare and 
cosmetics manufacturer and retailer, headquartered in Seoul. 
SKINFOOD produces delightful cosmetics from natural 
ingredients like sugar, rice, vegetables, and fruits that pamper, 
protect and soothe your skin. (Yesstyle)

SKINFOOD
Seoul, Korea
http://eng.theskinfood.com/shopMain/
shopMain.do

- Natural high-quality products: All of SKINFOOD’s 
cosmetics contain natural ingredients. Their food philosophy 
promotes product development to guarantee that only the 
highest quality food ingredients are used to create a rich, 
healthy lifestyle. 
- Unisex: This brand caters to both women and men and 
therefore has an expansive customer base.

- Expensive: In comparison 
to other beauty brands, 
SKINFOODS products are 
costly
- Competition: In the UK, 
SKINFOOD faces stiff 
competition from established 
companies such as The Body 
Shop and Lush

Name, Location, Website:

Strengths:

Weaknesses:

Fat and the Moon provides handcrafted, organic face 
and body products for consumers looking for natural and 
practical alternatives to chemical-filled cosmetics. They 
examine traditional ingredients and techniques descended 
from numerous healing practices to craft innovative and 
straightforward beauty products that are safe and healthy for 
the skin and the environment.

Fat and the Moon
USA
https://www.fatandthemoon.com/

- Strong R&D- Built on an ancestral heritage of herbalists 
and natural healers, Fat and the Moon founder Rachel 
Budde’s team, consists of a founding, developing and a 
practising herbalist, a confectioner and an esthetician.
- Unique products

- Marketing: No awareness in 
the UK
- Doesn’t focus on gender and 
geographical differences in 
skincare needs.
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4.4 SWOT

STRENGTHS:

- All products use aromacology; 
Our products are useful for their calming, 
stimulating and uplifting qualities. The 
mood-boosting benefits of the makeup 
products is all thanks to the aromatherapy 
ingredients

  Gen Z appreciates brands that provide 
soothing, spa-like experiences, and 
products that emphasize on consumers 
mental health and well-being. (WGSN 
beauty and insight)

- Ethical beauty: Ethics and sustainability 
are of massive importance to Gen Zers’, 
as they’ve lived in a time when our 
effects on the earth and other species 
has become more apparent. According to 
Nielsen’s 2018 global survey, 80% of Gen 
Z believe it is of enormous importance 
that businesses should help and cater 
to the environment (WGSN beauty and 
insight)

- Organic, sustainable and cruelty-free. 
Over 80% of Generation Z purchase 
organic and natural skincare products 
(Disturbmenot.com)

- Extensive research and innovation in the 
interest of beauty

- Products are easily consumed online 
through business to consumer model

- Natural products

- Strong branding and aesthetic

- Textures and transformative formulas,
such as jelly-to-powder, will satisfy the

WEAKNESSES:

- No physical store so customers can’t 
smell, test and feel the products

- New business from scratch therefore it 
isn’t as established as competitors

- Margarita cannot be sold in countries 
that expect animal testing- however 
this can be seen as an opportunity as 
since it is an online beauty brand, after 
international expansion, eventually 
consumers from such countries will be 
able to purchase the products.

OPPORTUNITIES

- International Expansion

- Bring out a skincare line infused with a 
different moodboosting scent

THREATS

- Tough competition in the cosmetic 
market with new brands launching every 
day. 

- Economic downturn can hinder sales

- Quick changes: The cosmetic industry 
moves swiftly. Keeping up with trends 
and following customer demand can be 
challenging. 

need for real-life sensory 
experiences.

-Innovative
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5.1

5.2

How do you or will you promote your business?

Pick three of your key promotional activities and describe how they currently (or will 
in the future) help you meet your business objectives

5. SALES AND MARKETING PLAN

We will consider omnichannel marketing, 
merging PR, Social Media, and Influencers 
as well as Digital Advertising on platforms 
such as IG, FB, Youtube, Pinterest, and 
Google Ads. Social media marketing is our 
primary marketing plan as it is moderately 
economical and being an online cosmetic 
brand, will be a suitable means for 
Margarita. All marketing will be authentic 
and genuine, using engaging campaigns. 
Gen Z’ers have an ‘eight-second filter’ 
when they are looking at content on the

internet and surrounding them 
(WGSN,2016). The marketing will be 
based on protecting the environment 
and starting a brand-new community 
that is purveyed to be entwined in Gen 
Z’s lifestyle, making them a part of the 
advertising rather than merely marketing 
an idea to them. This would appear to be 
more appealing and familiar. 

Social Media Marketing: Instagram is #1

Similar to Glossier’s marketing strategy, 
we will launch Margarita on Instagram. 
We will emphasize on the use of branded 
hashtags to see how content flows on 
various social media channels, build the 
social media reach of posts, and create 
an album of pictures to use as clients’ 
testimonials. It is found that 31% of buyers 
get information about sustainability issues 
on social media (Launch Metrics). As our 
brand is very much about natural products, 
ethics, and sustainability, we will build on 
their importance and attract consumers 
by telling our story. To develop a cohesive 
and corresponding social media strategy, 
we will look at all of our social media 
platforms as being completely authentic 
and portray a consistent, aesthetic image. 
Being active on other social media 
platforms such as Facebook, Youtube, 
Twitter, and Pinterest to each account is 
also crucial. Our consumers are of the 
utmost importance. We will try interacting 
social media campaigns like competitions,

giveaways, and question and answer 
sessions to encourage engagement. with 
them as much as possible through social 
media campaigns like competitions, 
giveaways, and question and answer 
sessions to encourage engagement.

Brand Ambassador: Influencer

A brand ambassador will confer a 
valuable chance to gain both exposure 
to, and relevant engagement with their 
large followings as influencers/celebrities 
audiences trust their opinions. As a newbie 
in the beauty industry, influencers will 
help get Margarita started in the beauty 
industry and appear in the consumers’ 
mindset.The solution to a strong 
influencer marketing campaign is to pick 
the correct influencer. Anna Rose Vitiello, 
a london based influencer and a former 
stylist at Harpers Bazaar UK with over 55k 
instagram followers would be a perfect fit 
for Margarita especially because of her 
Italian descent and minamilist summery 
aesthetic that she maintains on her feed.
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REFERRAL SCHEME

People influence people. Nothing impacts 
people more than a recommendation 
from a trusted friend. A reliable referral 
is the holy grail of advertising – Mark 
Zuckerberg. A 2019 research on how social 
media impacts the purchase of beauty 
products to Millennials and Gen Z found 
that although social media has a massive 
influence, most consumers still rely on 
‘word of mouth’ recommendations from 
friends and families (K. Denton, 2019). 
Therefore, I think a useful marketing tool 
would be to use the referral system as it is 
one of the most cost-efficient and trusted 
marketing strategies. The referral process

will create a simple word-of-mouth 
marketing exposure for our brand, 
increasing customer retention rates and 
revenue. 28% of millennials state that they 
won’t even try a product if their friends 
don’t approve of it or advise it to them. 
Using a referral program makes sharing 
with friends and family easy (Nielson, 
2015). Highly successful schemes include 
Dropbox’s referral program, which got 4 
million users in 15 months, and Amazon 
Prime, which is probably one of the most-
used referral programs in modern times. 
(referral candy)
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6.1

6.2

Please provide details of two key suppliers or business relationships 
that are (or will be) important to running your business

Supplier / Relationship 1

6. OPERATIONAL PLANS

6.3 Supplier / Relationship 2

Organisation:

Organisation:

Service Provided

Service Provided:

Relationship Status:

Relationship Status:

Key terms of relationship:

Key terms of relationship:

Creative Cosmetics LTD
IP2 8JX
Ipswich, Suffolk, England, 
United Kingdom

Production, Manufacturing, 
Packaging, Design

Fixed contract manufacturer

It is important for Margarita to have a 
manufacturer that stands for what the 
brand believes in, is innovative and 
practices good quality control. 

Citrus fruit’s are an essential part of 
Margarita’s first collection and therefore

a natural citrus farm supplier, is a key 
business relationship.

Lastly, Margarita will be partner with a 
cosmetic chemist who will be in charge of 
product formulation and development

As an ethical and sustainable 
beauty brand, we will make sure 
our supplier provides a high 
standard principled approach 
to production, packaging 
assembly and delivery.

The Citrus Centre
West Mare Lane
Pulborough
West Sussex
RH20 2EA

Citrus Fruits

Project-based arrangement

The citrus centre is a 
specialist horticultural nursery 
specializing in growing Citrus 
plants and their relatives and 
has more than 150 varieties at 
the nursery.  They will provide 
us with fresh fruit to infuse our 
products with.



6.4 Supplier / Relationship 3

Margarita

COSMETIC CHEMIST

Margarita will appoint an experienced 
Cosmetic Chemist who will better lead 
and manage the business alongside the 
owner and manage product development, 
formulation and ingredient sourcing etc.

Relationship Status:

Partner/ Fixed Contract
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6.5 Other operational considerations

6.4.1 Have you currently recruited staff?

6.4.2 How many employees do you 
intend to take on in the next 12-months?

6.4.3 Where does/ will your business 
operate from?

6.4.4 What laws or regulations have 
you considered for your business?

6.4.5 What insurance do you currently 
have in place or do you intend to put in 
place for your business?

No.

Margarita is a home business and its 
production is based in London, England 
where it produces and packages the 
products and receives organic citrus 
fruits.

I will hire a Cosmetic Chemist who will 
run the company with me.

Anyone making, importing, distributing, or 
selling products in the UK, is accountable 
for ensuring that they are secure for 
consumers to use and following the legal 
requirements concerning labeling.

Cosmetic products need to comply with 
specific compositional and labeling 
obligations. There must be a record of 
where you got your cosmetics from and, 
if you sell them to other businesses, which 
you supplied. These must be available for 
inspection for three years from when you 
were provided with them or, if applicable, 
when you presented them.

The cosmetics manufacturer, public liability 
insurance policy, protects you against claims 
concerning your legal liability for injury or 
property destruction maintained by third 
parties arising during your business. It will 
pay any awards made towards you and also 
meet the cost of any legal defence of any 
case, whether you are accountable or not.
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