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EXECUTIVE SUMMARY   

Opportunity  Purpose  Solution 
Time-efficient haircuts with no waiting, 

in a comfortable, relaxed, and enjoyable 

environment. 

 Develop an establishment that caters to people 

on the go. Our clients will be living in 

residential houses and apartments that are 

continuously growing. 

 By producing time-efficient styles, and 

having online appointments, there is no 

more waiting and sitting idle. 

Customers  Differentiators  Extras 

Our clients are those living within a 10- 

mile radius of our shop.  It will be in a 

residential area of Dallas with many 

apartment complexes.  We will target 

fathers and sons. 

 My minute mind and massages make me 

different. In this way, we relax our clients and 

give them our complete focus. 

 My 20+ years of experience and my 

communication skills allow me to be 

relatable. I help build confidence in my 

clients by giving them a more appealing 

look and I strive towards building personal 

relationships. 

Marketing  Start-up Costs  Financials & Extras 
Our marketing will consist of referrals, 

word of mouth and social networks. Also 

we will be going to networking meetings 

in our area as knowing our neighbors will 

give us a leg up. 

 Owner investment - cash 25,000$  

Owner investment - equipment 25,000    

Vehicle and/or equipment loan -         

Start up financing 6,455      

Total start up costs: 56,455$   

 Sales: 298,700$  100%

COGS 15,800      5%

Gross profit 282,900    95%

Overhead 99,800      33%

Pretax income 183,000    61%

Tax expense 45,700      15%

Owner withdrawals 55,000      18%

Net income 82,200$    28%  

  Personal Fit   
Considering my 20+ years of experience, I am prepared for any problems that may arise. 
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PERSONAL FIT   

My name is Briceon M. I was born in Dallas, Texas on December 23, 1982. I have three siblings: 

one twin brother, one older brother and a younger sister. I was raised by both parents until the 

passing of my father when I was very young. My parents were both loving and caring. They raised 

me to respect my elders, to be there for each other and to be kind to others. I was an average student 

in school. I was not the smartest, but I made do. I began playing sports as soon as I was able to 

walk. I dropped out of school in the 10th grade and started working at a part-time job.  
 

I started getting in to trouble when I was about 15 years old. After my father passed, my mother 

could not discipline us. She focused on providing us with food and shelter. After my father’s 

passing, the structure we had begun to crumble leaving me undisciplined and free to do what I 

pleased. I was easily influenced by the “street life.” I began making fast money so I could buy the 

things my mother couldn’t afford to give me. I started doing drugs and abusing alcohol which led 

to stealing cars. Eventually the lifestyle I was living seemed normal. I had no vision or goals and 

I was just drifting through life. I believe I chose this path because I missed my dad. When I thought 

about it, I grew angry or sad and I chose to fill the void with drugs. I was sentenced to prison when 

I was 21 years old. After my release I ended up getting involved in a Kleenex relationship, and 

ultimately returned to prison. 

 

During my incarceration, I’ve had the pleasure of attending one of the best programs in my life. 

PEP helped me realize that in order to be a good man I must be an “Authentic” man and deal with 

my past issues. I have learned to be a leader and the man God created me to be. I have refocused 

my purpose, vision, and goals and have a burning desire to succeed. I have taken the next step in 

my trade skills by obtaining an officers’ barber job. I realize that toxic relationships have kept me 

from reaching my full potential so I refuse to let them interfere with my life again. I have made a 

commitment to myself and to my family to be the person that they deserve. I want to be happy and 

give back to society and my community and want the people I love to be happy. This life is only 

temporary--how do you want to be remembered? 

 

After being restored to my family, I will take steps to become an entrepreneur. One of the qualities 

that I believe will lead me to success is my drive to accomplish anything which I set my mind to. 

I am persistent and do not let failure discourage me. I will own my own business because I believe 

it can benefit the community, my family, and help me grow professionally by doing what I love 

and for which I have a true passion. Staying committed to my goals and true to my values, being 

loyal and respectful to those helping me, seeking and implementing advice from mentors, and 

being held accountable will ensure my success. I hope to open my business in the Dallas/Ft. Worth 

area three to five years after my release from prison in March 2021. 

 

Briceon M. is the proud founder and owner of STYLZ BARBERSPOT, Briceon will be 

responsible for overseeing all business operations, marketing, sales and customer satisfaction. 

Briceon brings more than 10 years of experience in the barber industry. He has also worked in a 

barber college, where he learned interpersonal skills and trending styles. He has worked as a 

maintenance worker doing make-readies, fixing, repairing, and replacing things necessary to make 

apartments ready for move-in. He is a hard worker with excellent management skills and execution 

skills. 
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After obtaining his G.E.D. in 2004, Briceon earned his HVAC license through Clarendon College. 

Briceon was also able to begin his college degree by completing his core credit classes. Briceon 

has participated in many self-help and faith based programs such as Cognitive Intervention and 

Quest for Authentic Manhood, and will graduate from PEP in October 2019. 

 

OPPORTUNITY   

Explanation: 

Most people like to look in the mirror and be pleased with the man or woman they see. Few possess 

the necessary skills to cut or trim the hair on their face and head. That’s me! The opportunity lies 

with every person who likes to look and feel good. Is that you?  

 

 Can I solve the problem given my skills and personality? 

 With 20+ years of experience, I understand the power of a winning personality and 

ever-trending hair STYLZ. I understand how extremely important public relations are. 

Most customers pay for my service and the vibe, relatability, and conversation. A 

vibrant personality is something people want to be around. When people leave me, they 

will remember how I made them look and feel. 

 Do I need to do all of the work myself or can I hire others to help me and still maintain 

quality? 

 In the beginning, to ensure quality, I will be very hands on. I will work alone, until I 

feel ready to look for someone who can live up to my high expectations.  

 Will this venture require significant capital? 

 A significant amount will not be needed.  However, to ensure quality-grade equipment, 

a pleasing environment for the client, certain permits and other unexpected expenses, 

a modest amount of capital will be needed. 

 Is the opportunity (Activity and Start Date) consistent with potential parole restrictions? 

 Parole will have no problems with this career choice.  It will provide me with flexible 

work hours and a positive environment. There are no restrictions for this type of work. 

 Would my business start as a part-time venture or need to be full-time? 

 It will be full-time in the beginning to make sure everything is being done correctly. I 

will eventually transition into part-time, managing the business more than actually 

doing all the work. 

 
 

 

SOLUTION   

Explanation: 

No one wants to go to a barbershop and have it feel like a chore.  We want you to feel that getting 

your hair cut is an exhilarating and stress-relieving experience. You will be able to spend time with 

your family as you are getting your hair cut, which will give you an opportunity for bonding.  Our 

environment will be spacious and friendly.  No one will feel like they are getting in the way. 
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 What are the benefits that I am providing? 

 One of the benefits will be that we provide exotic and trending styles. Also, since we 

are a family-oriented business, we will promote an environment that allows you to 

spend the time while you are getting your hair cut with your family. 

 Why can I do this better than another business (competitor)? 

 We will have certified, customer-friendly barbers, who go above and beyond to satisfy 

and cater to our client’s needs. Our location will be a reasonable distance to drive. 

Additionally, our barbers will be qualified in the art of relaxation and communication. 

 How will I deliver this solution to my customers (marketing)? 

 We will spread our mission statement through promotion, word of mouth, T-shirts, 

business cards, school events, billboards, radio promotion, networking, and most 

importantly, social networks. We will offer first-time discounts to get the customer to 

try our services.  Once they do, they will be back! 

 Will my solution actually be profitable? 

 Focusing on advertising and networking, will generate more customers. Everywhere 

our neighbors go, even to their kid’s school, my solution will constantly be and stay on 

their minds. 

 Do I need a fixed location (Storefront) or is this a mobile business? 

 I will start in my garage, then move to a storefront very quickly. After some time as my 

business grows, I will eventually add a mobile option. 

 Do I offer a guarantee or return policy? 

 Complete satisfaction is guaranteed. Our clients will be happy and will be anxious to 

return. 

 
 

CUSTOMERS  

Explanation:  

Our target customers are family groups. We will create an environment that promotes an 

unforgettable bonding experience. 

 

Demographics: 

 Will my service have different appeal to men versus women? 

 My service remains gender fluid. STYLZ will appeal to men and women who enjoy a 

unique barber experience.  

 What is my ideal customer’s age (children, young adult, middle aged, mature)? 

 We aim to attract customers in the range of 13- 40.   

 Does my customer need to be married, single or does it matter? 

 Family units are ideal, but marital status is not an issue. We welcome all. 
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 What aspect of my ideal customer am I appealing to (outdoors person, health conscious, 

their personal image, environmental concerns, recreation, etc.)? 

 Ideally, I would appeal to people who want to stand out and those who want to impress, 

but I don’t want to limit myself to just this type. Anyone (male) who has hair is a target 

customer. 

 

Income: 

 Does my customer need a certain income (rich, middle class, poor)? 

 I focus on human beings, not their finances, tax bracket or living conditions. 

 

Location: 

 Where will I sell to my customers  

 Their home and their workplace (through social media), on the street (through 

networking and referrals), curb appeal of my store, and events like trades day. Fliers, 

brochures word of mouth, social networks bumper stickers, T-shirts, radio and business 

cards. 

 Do I go to my customer (home service) or does my customer come to me.  

 My services provide the customer with the option to come sit and stop or the shop can 

come to them.  

 What neighborhood will my ideal customer live/work in (River Oaks/Highland park, a 

suburb, or small rural community)? 

 My business focuses on anywhere with apartments, houses, colleges, condos duplexes 

and R.V. parks. 

 How close are my customers geographically located (live close to each other or spread all 

over the city)? Time is money. 

 My customers are within a 25-mile radius. Anything over 25 miles would require a 

travel fee included with the price of the grooming services. 

 How easily can I find this customer (one at a time or they will provide referrals)? 

 We will be putting fliers in doors and mailboxes. Also, referrals, word of mouth and 

networking meetings. 

 

 

 

 

 

Other: 

 Can I reach these individuals as a group or do I need to find and sell to them individually? 

 Selling to groups of customers would be best, but reaching customers one-on-one will 

also be a focus. 

 Once I sell to a customer, what is the likelihood that they will buy from me again? 

 I plan to give such good service that most will return.  We will sell confidence, and 

that’s a good reason to return to regain this feeling.
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DIFFERENTIATORS   

My 

Competitors 

Direct or 

Indirect 
Promotion Price 

Their 

Advantages 

Their 

Disadvantages 
My Differentiators 

Sports Slips Direct Celebrity 

sponsor.  

High More mainstream. 

Many locations. 

Not widely 

advertised. 

Five minute scalp massage.  

 

Walmart Indirect High foot 

traffic. Easily 

recognized 

brand. 

High Household name 

that offers more 

than one product. 

Many distractions 

due to other 

products being sold.  

Focus more on customer 

service. Environment is more 

family-friendly. 

 

Pro-Cuts Direct Offer 

commercial 

advertising 

Average Offer many 

discounts due to 

high volume of 

cost.   

Not widely 

advertised. 

Offer non-alcoholic 

beverages and more spacious 

surroundings so family 

members may be involved. 

Target Indirect High foot 

traffic. 

Household 

brand. 

High Heavy foot traffic 

with full salon and 

hair products.  

Many products 

being sold to focus 

on focus. 

Very diversified in many 

different and up-to-date 

styles.  
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EXTRAS   

External Extras: 

 Do you have a connection with a supplier in your industry? 

 We do not have a unique connection in the industry.  However, we will shop at Sally’s 

and other local beauty supply chains. 

 Do you have access to a favorable location for your business? 

 We do not, at the current time, have a favorable location picked out for our business.  

However, our business will be located in a shopping center in Houston where there is 

a heavy flow of foot traffic. 

 Are you going to be the first company of your type in your chosen area operations? 

 There is another business about half a mile away similar to the one we will operate.  

 

Internal Extras: 

 Do you have a new or cutting edge concept? 

 We offer an experience like no other. Our cutting-edge concept is our ability to stay 

up-to-date with trending hairstyles.  Our licensed barbers will be great communicators 

that will attract and keep clients coming back. That, and our minute mind massages 

will help us stand out. 

 Will you be able to offer specialized or flexible scheduling that your competitors cannot 

match initially? 

 We will be able to accommodate anyone who can't make our normal hours. With our 

online scheduling, someone will always be available.  

 Do you have any additional information you would like to list about yourself? 

 With 20+ years of experience, there is nothing we cannot handle. Please come sit and 

stop in at the Barber spot. 

 
 
 
 

MARKETING  

Message: 

 What are three things your company name (with no other information provided) says about 

your company? 

 Our licensed and outgoing, impressionable barbers are professionals. We will 

consistently produce ever trending results. 

 What is your tagline? 

 We produce more than great STYLZ; we create confidence and smiles. 

 Is your message effective across different demographics? 

 Our message will reach many groups. (I think you should cater to African American 

styles and I think you should mention that in your presentation.  Hairstyles are different 

for different races because hair is different in different races.) 
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 Is your pricing consistent with the market for similar offerings? 

 Our prices are beatable but our work is worth the price we charge for our services. 

 Is your pricing consistent with the degree of personalization? 

 No client is the same. The idea of producing personalized STYLZ is consistent 

depending on the customer’s request. 

 

Media: 

 What are three types of media you will use to reach your customers? 

 I will be using social media networks that can be maintained. Facebook, Instagram, etc. 

Referral services will be a big part and also fliers passed out into door frames and 

mailboxes.  

 How many potential typical customers (not just total people) can you reach each month 

using the types listed above? 

 These strategies have the potential to reach many people because nearly everyone has 

a computer or smartphone.  Facebook ads are very inexpensive.  I will have my website 

on my business cards and I will give those out freely. 

 Once you’ve reached your typical customer, how many will actually buy from you? 

 Ideally, I believe that out of 100 contacts in my demographics, I can reel in 20 

customers. 

 For each of the three, what do you think the estimated cost will be? 

 For social media, a state-of-the-art website will cost about $500.  Facebook ads are 

inexpensive.  Networking using Meetup.com is free. My advertising budget will be 

about $100/month or less. 

 For each cost estimate, is this a one-time expense up front or a recurring monthly charge? 

 The website will be a one-time expense.  The Facebook ads will be monthly in order to 

maintain and continue reeling customers in. 

 How will you collect customer reviews? 

 I will have a customer feedback area on my website.  I will establish a place to chat on 

my website or on the software I am using for scheduling. 
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START-UP COST 

Owner's name

Company name

NAICS Business Classification

Sector (general classification)

Sub-sector (more specific classification)

Start-up Costs

Year 1

Assumption 4 - Total Uses

Non-Depreciable Costs

Paid or 

contributed 

in Month 1

marketing, business cards, fliers 100              

cell phone purchase 100              

car/truck down payment, if leased 1,700           

permits 45                

supplies, office & misc. 1,000           

barber chairs 2,000           

clippers 300              

mirrors 100              

dis-infectant 50                

Cash needed for start-up expenses 5,395           

Depreciable Costs
Paid or 

contributed 

in Month 1

 Equipment

Financing

(Additional to

amount paid) 

 Depreciable 

Assets 
company car, truck or van 500              500              

company trailer -               
computer, printer, fax -               -               

-               
-               

-               
building/office deposit 560              N/A N/A

beginning cash balance 50,000         N/A N/A
Cash needed for start-up assets 51,060         -                   500              

60                assumed life (months)

8                  monthly depreciation

Total start up cost 56,455        

Assumption 5 - Total Sources

Cash owner will contribute and the value of 

owner's assets contributed to company 25,000         44%

Vehicle loan and other equipment debt (see 

note 7 for financing) -               0%

Startup financing, if applicable (for example 

Kiva loan) 6,455           11%

Outside equity investment, if applicable 25,000         44%

Total start up cost,

total sources 56,455         100%

Briceon M.

STYLZ Barberspot

446: Health and Personal Care Stores

_44_45_Retail_Trade



 

 

FINANCIALS 

EOU, Financing, and Payroll Assumptions

Year 1

Assumption 6 - Revenue Model (Economics of One Unit)

Product 1 Product 2 Product 3

Product name

Product description

Price per unit 25.00       100% 30.00       100% 0%

Cost of one unit hours rate hours rate hours rate

Non-owner payroll exp. -          0% -          0% -           0%

Non-owner payroll tax 9.0% -          0% -          0% -           0%

cost 1 description 0.46         2% 0.46         2% 0%

cost 2 description 1.00         4% 1.00         3% 0%

cost 3 description 0% 0% 0%

cost 4 description 0% 0% 0%

Total variable costs 1.46         6% 1.46         5% -           0%

Gross profit per unit - what you see on income statement 23.54       94% 28.54       95% -           0%

 Start-up Month 1  Month 2  Month 3  Month 4  Month 5  Month 6  Month 7  Month 8  Month 9  Month 10  Month 11  Month 12  Total Year 

haircut sold 300          350          375          400          600          600          600          525          530           500           600           5,380         

edgeup sold 300          350          375          400          600          600          600          600          525           525           600           5,475         

 sold -             

total revenue 16,500$   19,250$   20,625$   22,000$   33,000$   33,000$   33,000$   31,125$   29,000$    28,250$    33,000$    298,750$   

total cost of sales 876$        1,022$     1,095$     1,168$     1,752$     1,752$     1,752$     1,643$     1,540$      1,497$      1,752$      15,848$     

total income statement gross profit (excludes owner labor) 15,624$   18,228$   19,530$   20,832$   31,248$   31,248$   31,248$   29,483$   27,460$    26,754$    31,248$    282,902$   

Assumption 7 - Financing
 Month 2  Month 3  Month 4  Month 5  Month 6  Month 7  Month 8  Month 9  Month 10  Month 11  Month 12  Total Year 

Equipment financing, see Start-up Costs sheet amortization schedule

Amount borrowed -$         principal, beginning -          -          -          -          -          -          -          -          -           -           -           

Interest rate (example 8%) interest expense -          -          -          -          -          -          -          -          -           -           -           -             

Loan term (# of months) principal payment -          -          -          -          -          -          -          -          -           -           -           -             

Monthly payment -           principal, ending -          -          -          -          -          -          -          -          -           -           -           

Start-up financing, see Start-up Costs sheet

Amount borrowed 6,455$     principal, beginning 6,455       6,296       6,135       5,974       5,812       5,648       5,483       5,318       5,151        4,983        4,814        

Interest rate (example 8%) 8.0% interest expense 43            42            41            40            39            38            37            35            34             33             32             414            

Payback period (# of months) 36            principal payment (159)        (160)        (161)        (162)        (164)        (165)        (166)        (167)        (168)         (169)         (170)         (1,811)        

Grace period (months pay delay) principal, ending 6,296       6,135       5,974       5,812       5,648       5,483       5,318       5,151       4,983        4,814        4,644        

Monthly payment 202$        

Assumption 8 - Payroll, nondirect
 Month 2  Month 3  Month 4  Month 5  Month 6  Month 7  Month 8  Month 9  Month 10  Month 11  Month 12  Total Year 

# of employees 3              3              3              3              3              3              3              3              3               3               3               

avg hours each employee(s) worked per month, not in EOU above 160          160          160          160          160          160          160          160          160           160           160           

average per hour wage 12.50       12.50       12.50       12.50       12.50       12.50       12.50       12.50       12.50        12.50        12.50        

salary expense, exclduing payroll taxes 6,000       6,000       6,000       6,000       6,000       6,000       6,000       6,000       6,000        6,000        6,000        66,000       

Assumption 9 - Equipment Purchases, after start-up
Description  Month 2  Month 3  Month 4  Month 5  Month 6  Month 7  Month 8  Month 9  Month 10  Month 11  Month 12  Total Year 

Briceon M. dba STYLZ Barberspot

haircut

professional clippers clippers

basic fades, tapers, crewcuts, blowouts combovers, beards and haircuts

Materials Materials

edgeup

  



 

 

Projected Income and Cash Flow Statements

Year 1
Assump-

tions

 Start-up 

Month 1 

 Month

2 

 Month

3 

 Month

4 

 Month

5 

 Month

6 

 Month

7 

 Month

8 

 Month

9 

 Month

10 

 Month

11 

 Month

12 

 First

Year 

 % of Total 

Revenue 

Revenue 2

haircut 6 -         7,500     8,750     9,375      10,000    15,000    15,000    15,000    13,125    13,250    12,500    15,000    134,500     45%

edgeup 6 -         9,000     10,500    11,250    12,000    18,000    18,000    18,000    18,000    15,750    15,750    18,000    164,250     55%

line not used 6 -         -         -         -         -         -         -         -         -         -         -         -         -            0%

Total revenue -         16,500    19,250    20,625    22,000    33,000    33,000    33,000    31,125    29,000    28,250    33,000    298,750     100%

Cost of Goods Sold 2

haircut 6 -         438        511        548        584        876        876        876        767        774        730        876        7,855         3%

edgeup 6 -         438        511        548        584        876        876        876        876        767        767        876        7,994         3%

line not used 6 -         -         -         -         -         -         -         -         -         -         -         -         -            0%

Total COGS -         876        1,022     1,095      1,168     1,752     1,752     1,752     1,643     1,540      1,497      1,752      15,848       5%

Gross profit -         15,624    18,228    19,530    20,832    31,248    31,248    31,248    29,483    27,460    26,754    31,248    282,902     95%

Expenses 2

Auto or truck lease 1,700     1,700         1%

Depreciation 3 -         8            8            8            8            8            8            8            8            8            8            8            92             0%

Gasoline & fuels -         -            0%

Insurance - bonding -         -            0%

Insurance - vehicle -         -            0%

Interest - equip & start up 7 -         43          42          41          40          39          38          37          35          34          33          32          414           0%

Marketing 100        150        150        150        150        150        150        150        150        150        150        150        1,750         1%

Office - rent -         1,500     1,500     1,500      1,500     1,500     1,500     1,500     1,500     1,500      1,500      1,500      16,500       6%

Office - insurance -         150        150        150        150        150        150        150        150        150        150        150        1,650         1%

Office - telephone -         -            0%

Office - utilities -         200        200        200        200        200        200        200        200        200        200        200        2,200         1%

8 -         6,000     6,000     6,000      6,000     6,000     6,000     6,000     6,000     6,000      6,000      6,000      66,000       22%

Payroll taxes (9%) 6 & 8 -         540        540        540        540        540        540        540        540        540        540        540        5,940         2%

Permits 45          45             0%

Supplies 1,000     1,000         0%

Tax service -         -            0%

Telephone - cellular 100        100           0%

2,450     -         -         -         -         -         -         -         -         -         -         -         2,450         1%

-         -            0%

-         -            0%

-         -            0%

-         -            0%

-         -            0%

-         -            0%

-         -            0%

Total expenses 5,395     8,591     8,590     8,589      8,588     8,587     8,586     8,585     8,584     8,583      8,582      8,580      99,840       33%

Taxable profit (loss) 1 (5,395)    7,033     9,638     10,941    12,244    22,661    22,662    22,663    20,899    18,877    18,172    22,668    183,061     61%

Tax (expense) benefit 1 (2,819)    (11,461)   (16,556)   (14,929)   (45,765)      -15%

Owner's withdrawals 1 -         (5,000)    (5,000)    (5,000)     (5,000)    (5,000)    (5,000)    (5,000)    (5,000)    (5,000)     (5,000)     (5,000)     (55,000)      -18%

Net profit (loss) (5,395)    2,033     1,819     5,941      7,244     6,200     17,662    17,663    (657)       13,877    13,172    2,738      82,296       28%

Depreciation 3 -         8            8            8            8            8            8            8            8            8            8            8            92             

Equipment purchases 3 (1,060)    -         -         -         -         -         -         -         -         -         -         -         (1,060)        

Principle, equipment loan 7 -         -         -         -         -         -         -         -         -         -         -         -         -            

Repay debt financing 7 6,455     (159)       (160)       (161)       (162)       (164)       (165)       (166)       (167)       (168)       (169)       (170)       4,644         

Owner contribution 3 25,000    -         -         -         -         -         -         -         -         -         -         -         25,000       

Equity investor 3 25,000    -         -         -         -         -         -         -         -         -         -         -         25,000       

Net cash flow 50,000    1,882     1,667     5,788      7,090     6,044     17,506    17,506    (816)       13,717    13,011    2,577      135,971     

Cash, period start -         50,000    51,882    53,549    59,336    66,426    72,470    89,976    107,482  106,666  120,384  133,395  -            

Cash, period end 50,000    51,882    53,549    59,336    66,426    72,470    89,976    107,482  106,666  120,384  133,395  135,971  135,971     

Briceon M. dba STYLZ Barberspot

Start-up expenses

Payroll - not owner and not in 

COGS

 


