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Business Plan of Manicure Shop, POSH Nail Salon
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Abstract

This business plan is prepared for the business of beauty shop, POSH Nail Salon, a full
and integrated service business for the beauty of nails, manicure and pedicure, body hair removal
on several areas of body and eyelash extensions. This is new business. Techniques and method
are analysis of business environment factors and competitive analysis. The survey used in this
research consisted of questionnaires to ask sample group of 100 individuals at random from the
target groups. The statistics used in primary data analysis consisted of descriptive statistics as
follows: most service users are female, aged 20-30 years old, had Bachelor's Degree, and single.
Most service users were mainly students / college students and had monthly income of 15,000-
25,000 Bahts. Most important cause that consumers used nail salon was that they wanted to be
beautiful. Those who were involved in the decision making to use a nail salon were themself.

Consumers enjoy a manicure in what place; mostly they used nail salons which were close to



their home/residence. The factors affecting the decision to opt for a nail salon were specialized
and skilled service providers. To get news about nail salon, the researcher got news from several
media, most media was recommending from someone. Furthermore, the researcher got news
from in-depth interviews with people who did nails for a period for longer than 3-5 years,

numbering 5 persons.
Keywords: Nail Salon, Beauty Shop, Body Hair Removal
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