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slRRCs R2d 2R

Cosmetic Retail Store

Uedldeil

MlRdHi ABds 0218'1 $Ueflail (global beauty companies) ol ydle ed
el el 8, ol A A%2Ud Bl AR A sl s d 48y wsild] &l
2]

szﬁldo{l 112l ydi adl (sizable young population), @lﬂ 28305
(high urban concentration), Wl Ydd dudl (SRULAHE 21dS (rising
disposable income) dal A id LSYS W2 Gielld B

LA Hosoid LS [ASIA (economic growth) wa GIAIL ALSS Vi
(high consumer spending), W14 $3al Yud Ul [dd R4,
ylHaM (premium) ol HIY-HI5e slA[esy (mass-market cosmetics)
Y12 Udd Hidl Y[eilsdd 52 B,

VHELLE, ¥R, dslel Vel 2U%Sle (Ahmedabad, Surat, Vadodara,
and Rajkot) Bl 2L&AH | HraH el AYeg ddl (middle and affluent
class) AidRRUYIA 6lle5Y (international brands) wal «icilel 62| 25y
(new beauty trends) Hl2 U] AsI(lg 8.

Ais[ds siAsH), WA 5309 eldrL[A, 62l 3 d@diR] (Navratri,
weddings, and festivals), Hswy (makeup), UUz19ld 0-{4,8'1 LHSSB\%{
(traditional beauty products), el uelq Y[HdL (personal grooming)
dxllefl HidHi HIYH] duRl 52 9.

%A, HIEA (malls), &1®-212 24 [ddIR] (high-street retail
areas), ¥1¥d| [cAsAudL REBULLS Mol (burgeoning residential zones)
A4%)5 slds Id Raud 513125 @12 Wldd] A Hoyold ALSS WIERA
S1RQ) Rid dlee ] AlsA (profitable venture) 8.
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UlS$2 (Product) el deil GUULdL) (Applications)

SIS 2212 (cosmetic store) UlH I 1A (AlAY UsIRel]l 62] u1a Ueld
R u]SSQH (diverse range of beauty and personal care products) AW B,
BU 5 UsUY, [RseidR, & 3R, 1R Via dy (makeup, skincare, hair care,

fragrances, and more).

UlSs2 ol
deil Guulail

. [Rseid Vlss2U (Skincare Products): 2lle el Luild nuddl
(maintain health and appearance) IR ERENEE (daily routines) Hi
dUAY 8.

NsBU (Makeup): Wi SERISH], A2l 21 R[5 B[S LY (special
events, weddings, and daily confidence) 412 4&QI dylRdl Ul
[0S B.

&2 32 (Hair Care): 2d69d 1 3ol JlgAdell w1sN©L HIR dins Qe
5L, ARAIR B IUdL Wal RIYE S (cleanse, treat, and style) HI2
Weild1Ad Geulesil.
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. $ReY (Fragrances): Y (Sddld Eibll.‘slﬂ HUlRdlL (improve
personal well-being) sl sIAH] 91U 1Sl Hie U 8.

o UL dHIH drqul] Sl8ell twid, 2AWIAL dal JUISIRA drRdl wa
ANNddl (enhance and maintain one's appearance, hygiene, and well-
being) Hle Weildd i 241d] 8.

UHl2R (Promoter) Hl2eil U (8l GlASLd (Desired Qualification)

3% Uclell WHHS Gy SRS N2 AsNdIYdS [dsyldal A1
onddl HI2, W12 Ul A)SSY Silel ol S12AU) Sld| %)

R4
Now o
sl
/

GRLLIL Silet: UH224 sl [2s GELloL w4 2954 (know the cosmetics
industry and the trends) (A9l %1l Sld] %3] B, WY 53] URURIAL,
§edl W §cl-Y5d (cruelty-free) Gallestl Hie wiLfels Uy ed{]n).

[R2d Ao sl2A: s1etH 9edee?] (A1l (inventory control),
ﬁ»ﬂb{q Hes18 (551 (visual merchandising) WA 245 s1H13) (daily
operations) Hle HNed [R2d A% Aoz SlARI (retail management
skills) Slcll 1Y s B.

HIE(221 el ALes AdL [AYBIdL: ASIER ALSS WIHIR Glellddl HI2
HIE[Eo1 14 2ALes Adl (marketing and customer service) Hi [:ﬂj,'Q.ldl
[allus 8.

¢-S1HA uLdl@y: (Sred 2d 1siAdl 21&3] AesUdl Alssa visNdl
Y2 Wleldldel 221R (online store) Hedl Al[14d Hl[SUL (social
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media) HI5(23le] AUleel sAHT UL %3] B.

. ULfels sl AHo: VI s HRI-HIR2-UUL (value-for-money)
3el GRU-JQldtilcloll Gelleslofl Uiedll HI2 2eullels ALes ddel
(local consumer behaviour) of| Y] UHy.

dULRLS gﬁi!ﬂ'&l (Business Outlook) e go'S\H (Trends)

Ao UdH L sl (25 GalaL duldile w4l [crdRedl GELldL (dynamic and
expanding industry) 8, % ngﬂ?{ C{EC,OH dqQle £21ld 8.

.« O1R qfeg: GlRAlU S1A 25U WU AN S .6e% (RA{lAYVIR
R033-20%¢) (2.86% a year (CAGR 2023-2028)) «ll ddlI2) 2dls{] &1L
8. 9%2Ud defl AUl Wal 2AS5AA 5128 1 geHi oAleul= A2l Lot
AN D,

GLEGLdL HIRBIL: wedldl 0] HIRRI (shifting beauty standards) el
< [S5cddld HId%d (personal grooming) il dticl AH S1J (25 ULl
WoRA ULldd 52 8.

2alle el YA 2N2Y[d: BH BH ALSS) dy 21U -1 vial
U [cBL Ul UCLLel (health-aware and ecologically conscious) ¢a 8,
A4 AH Aud) el ges), HA U ee] Ysd via yldweily Ad
251G (natural components, free of toxic chemicals, and
environmentally sustainable) dddl d§ ISNIY B

g-51HA U §-s1HUeA] glegeil 61293 VAR (e-commerce is
having a tremendous impact) 48 E| B. Ales) qy [S(ewed 2la 1Sl
Slalef] AHefl WIEle] wwRUIA] HIS Beae WA s (internet
platforms) d§ duil el 8.

W4 1Aetd A (O 211 6ledldl R4 %OldH, el[ds gSlotsil
S1%3a Wleid18el 21§92 (physical shop presence with an online
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storefront) U1 1Sl WpilAeAd w1 (Ga1u (omnichannel
approach) Usilddl A YHA ARAHL ALe S Yl ueludl Hie wWin
53 SIUEISIRS B,

Yu cqvls eesl (Key Business Elements)

. 8lql (Location): dlltula YaLuLul er\‘;.‘s (strategic location with
substantial foot traffic) Al8e] SIS lsl Ue 59, Ul I8

S\U(21ud A2, Hle, viadl Udl] 2415N B0 (commercial centres,
malls, or tourist attractions) B4 % A1%) AS (MHeldle) WAL SHAU S
(4dl) =1%)S, dy AlsSA 1SN 529,

JAULES Adl (Customer Service): AL ALSSIA cUlSeddld HeE e
GAlleel MBI (personalized help and product recommendations)
Uelsl $cllell AH1AQL Al 8, % Vl[HAH Gallesilell U duidsil
wRleelRl HI aelldR [FRls 8.

Geuleel UAedil (Product Selection): AHi SIA 25U via Ueld 32
q{-ql,bno'ﬂ [d2Lin yiedil (wide choice of cosmetics and personal
care items) Utlel 5l AHIAQL LY B, (ALl UlSSe v W82
53, W12 s 6lleSA (global brands) A @lsMd UR[RLS Gllgsil
UL Aq(dd 5319 dslelR Alesla wLsMNd v ndl (attract and
retain loyal customers) 215 .
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. MIE(351 (Marketing): Hl21 Vais) Yl usludl Hi2, S8 UR (LS
ULds) (regional influencers) A AL (146 H1(SULell GUA)IL 53 G
[A3(e(@e (high visibility) HIS vileldlSel Bl BiLse LSl HIE (21
Q{\é?.?-lo'llhﬂ (leverage both online and offline marketing tactics) o
cllef Aol wleA.

HlAH] eALet: URURALd A S3UeA) 2218 S 3ol Gldedl ddls
(consultation) U 500 21«[1\‘51 s aldRU[A (Navratri) ¢ (HALe GIR]
Hidlet] @18t Qq).

wi12¢1] 2ielldell (Market Potential) 242 452101l g0l (Marketing
Issues); %\ 518 &l dl

Jos21clotl Sl [2sY cAdU U defl Gl e bl AslCus u1as
(discretionary income) ol $120) VUL WYL Aelldeil (enormous
untapped potential) 8.

. qq ASICL: BH BH dY A121R 5] dlRlLSIY HieuHl Rd 8, dH dH
Al 042] wal UAeid B vlssUUi A51L 52 Adl AsAAL Ay D
(more likely to invest in beauty and personal care products). 11
slA[2s Hieell [Asiild eiomMi Wedlfed Al B s1RQL S d
e [dRdlA (self-confidence) s sclell HIA HIs0N 52 D.

. USsIR) (Challenges): 31l A%)dlol &-Hi 1521 ussiell &g 8.

o ML WS <Altylsl UssiR eULMUd 6lleS™ (competition from
established brands) W H12l 24 Ay (large retail chains)
drsell Wl 8. @115 cugy 1A HleyH | (5302 (kiosks) vie)
A (stores) @] &[] AR s e ATIY 6Y2] tiloSU A1
[ 5] ol

[5ud Addest2dlddl: A Sldl di, AUdl Ales tQlarR
[SHd-uetlel (price-conscious) ElU 8 H& (value) 2118 3’,

6
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Beil HI2 WHlHS (5HA (competitive pricing) Ual AR
uHloled M\[\‘s%[ (promotional offers) of] Y1 US 8.

ALY AYet: Uls ool (peak seasons) £ (HAl 221 5441G2U
(stockouts) eluidl Hle Huz| [AdRwl gcﬂ (distribution hubs) (°8H
546 wed| (ecsl) ol »SUl val [Asddelld A AYel (fast
and reliable supply chain) Q;L[:i@cld 5dl.

$14L HLdell Yasl (Supply of Raw Material)

. gelloit QUIRIL WAl [ddRsl: 8 1l el |oit QU] e [ddR 5]
sla(2s Gl s1UL g2 sl uslulsdl (delivering raw ingredients to
the cosmetic industry) U &[] 5(oed 52 9.

Al WREL: Geutesl urAell Al W€l (Direct purchasing from
manufacturers) $2cl ¥ dH121 Yd6l Hoiddl I WA-HUSRS wa
HRAAMLA (A5 ool 25 D.

o O1BRAA/U[BdH MIRAUE Beules AR wies WRIEL (bulk buying)
Y12 Jes2Uc Wal HeRIPHI Hu 51325 Gaules) 1 [dds) 18l B2B
it @ sal ULy B.

21601] 1ol AU SIH (25 &ioll Ad16el] Wl el
(associations and organizations) Hi o\stdlell wHlea 1)L
(sourcing) HL2 «lltulA ls¥ (leads) el %1SICL Hull 215 8.

7
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A1y HISH (Business Model)

UdYLRLS &4 ?,000 URY Hl2R (2,000 sq. meters) Hi 5413G & A AHi
AR A cudRerd Gadlest Uelell (well-organized product displays) 18
3 158s UdQLglR 8.

lee]z A6

Imqwu Hlsd

(s[eseq
5151

. 2R AuIGe: QuIGUI [e1ysd N5y el 62l W[RAUL (designated
makeup and beauty area), oodopi] U2 21w VRl (storage area
for inventory), ¥eLs MElY (staff assistance) Hl2 UL, Gedlgsl
ulaisl (product testing), WHl2leid Ue.2lell (promotional displays),

W ALES WIRH (customer comfort) HIS UL QNG S| 11AUS
2

[S(es2d B8]858 H15H Be1-221R el BladI8el WRIEN (in-store and
online purchasing) A 12 2d 23.515(1 529, [s(qazl (delivery) ol &ai-
R [Us¥Y (in-store pickup) [dsEU] 152 529

A1y ulsul (Business Process)

YL UlSULH olAeilell YHIAQL &R B:

. 9ode23] NalwNoe: Y12 sidaiu d 2215 29 AUldel (efficiently
managing stock levels) 53lal, eRULd Yrul 13,0112*{15({ (reordering)
$30al Wl HHLA dlRluvila ?{,8 (tracking expiration dates) 530a
Blltelell Guantidl dulydl usel.
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AUl WA ALES Adl: ALESeil [dsdiA 2 aslelR] adlRdl
(increase the client's trust and loyalty) 412, {122 GdH Adl q\ﬂ ylsdl
UsQ), Ges® Ales Adl WA UAHLL (consultation) Uelsl 52cl HI2 Slleil
syuzvila (knowledgeable employees) HLS AWl w4 diEld

3 ud] usel.

HIE(Eo1 via wMl2let: UH12R oiles [Al(61(AEl YuiRdl (improve
brand visibility) HI2, 2elllels sIAsH A AL Rud HLSUL (ocal
events and social media) U(&dell ¥als W sl U udd Udldd]
U 1dYs B.

LRSI el [Uel: A AU L[S SIHIII L8, uHlel
oA lQLLSIA (RURcL YAl 5dL HIe cadAvLAS «tslisd]l uHlell (review
the business finances) sl usl.

(A8 Wl Wi g@el: gled Hie, U A WolRetl AR Wl ALSSell
ooy 18 Add Weigdel (adapt) 523G USQ, A%2UdHi [ddrwL
(expansion) ofl dsl 2ulud] usel.

Uleldoi (Manpower) =il %=[RUld

(co1dl ST H[Seiledl | HIRLS alfs wy
(Particulars) | H[Sellledl | Avl ddel/JILIR (Re. dlWH)
Al (No. of | (Re. GlWNUI) (Annual
(No. of month) | (Wages/Salaries | Expense-Rs.
months) per month in Lakhs)
(Rs. in Lakhs))
-1 q -
(Self-
employed)
§210 (Skilled)
[weign
(Unskilled)
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[Su106il Aal
(Accountancy
Service)

54 (Total)

VHE HHYYAS (Implementation Schedule)

gl
(Activity)

e UUY (H[Ee1I1Ui)
(Time Required-in
months)

RNsf AULEel (Acquisition of premises)

Q

olitsiH () d12] Sl dl) (Construction (if
applicable))

AL

s[c1UR v1al [55Uwi]l WRLE] e 2@L1Yeil
(Procurement & installation of furniture
and fixtures)

Y

oilQl'loﬂ ||l (Arrangement of Finance)

s3] Hleldwneil el (Recruitment of
required manpower)

54 %3 AUY (32dls ugruil vsAyie
Y1d2l)
(Total time required)

WlBs2 W (Cost of Project)

[ao1dl
(Particulars)

dlfts WY Re. dluvini)
(Annual Expenses (Rs.
in lakhs))

_ﬁl-hﬂ\li_féq {q Llli’.f-éls URI (Pre-operative
and preliminary Exp.)

0.%¢

Alteil ¥al 3[5{212 w3l (Equipment and

<.%0
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Furniture Exp.)
s1UsIR YS| (Working Capital)
54 WUlBs2 W (Total Project Cost)

ellQliell Vld (Means of Finance)
ds Y dlod 0% R4 8.

dlf¥s W (Re. @lWHi)
(Annual Expenses-Rs. in lakhs)

&9 (Total) €€.UR

U mﬂaaoj, AldIe Lol (Promoter's contribution)

i ol 5180llod (Bank Finance)

(=132 (Furniture) ¥1a [§5¥4R (Fixtures)

(ao1dl Ylete | yYlele €16 [SUd | 6 U (¢
(Particulars) (Unit) | (Re. dlwui) dlWHi) (Total
(Price per Unit | Amount (Rs.
(Rs. in lakhs)) in lakhs))
(s 2es (Display 0.90 0.¥0

Shelves)
(M2 (Mirrors) 0.9Y 0.9U
2210 AsA (Storage Racks) o.o0y q.00
%21 516722 (Cash Counter) 0.4 0.4
2219 u{loy B Sl 0.0Y .94
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(Storage Bins and
Drawers)

VR2{1u1l el 24 (Chairs
and Tables)

5122 (Computer) . 0.0
ulss2 (S1E 34 (Product : 0.%0
Display Cases)
54 (Total) €.50

GLIRAH L[S WY (Local suppliers) S[U W (542 (furniture and
fixtures) of| (gLl il 2;{132 2 8. GulaMLs[US (entrepreneur) %{ILQ[
Aoltiel via) [ARANEL U] (5 s[eAu01) @lel 4 203 8. oflA LM
SIHUGIG UG B, 3l GURid, wlAd LS 1SR HI2 ©(=SUL HLE (India
Mart), 25 H12 (Trade Mart) 4912 Bdl A{)eld1eel We s1Rd (online platforms)

Uil Nl s 9.

ULl dYEld (Sales Realization)

Gellgol Ayl 2sldiRlui
(Product) (Sales in
Percentage)

Y53 YlSs2 (Makeup Products): (51G<52le, ¢L.0%
soR{leR, UldSR, 6dQl, w18 Q1S), ALSEle1R, USRI,
[QuRes, ([QU 2913, (AU dlgelR, HsHY QL Wal 2EY)
& 32 UlS52U (Hair Care Products): (214, 5[52l-?,
&R R1B[E Ulssed, & Zledeay, & wiRl Ua siusl)
320, vilel ¥al ollS] Ulss2A (Fragrances, Bath
and Body Products): (U254}, 5l€let, (lS] 1), o)lS]
clel, ¢llSl e, LR e, w18l Ylee, WlS] 5, &5

12
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ula] 52 $lH)

oy 3,1\[:[3[ E-l-ls.‘sg%l (Men's Grooming Products):
(QU[cdL 511 Wl 3R, 1s2R2d, ol [R5 UlSse,
[CuS YL Ulsse)

[RseldR ;ﬂssga (Skincare Products): (fscﬂfa‘)%, RAGES
HIBRADR, UM, Uelsled, FU HIRS, wildsdl ARAIR,
A o?]- (2L YIS, W1 slH, Asesllaner)

54 (Total) 900,00%

1 §1515clell 2311 (Profitability Calculations)

su | [dd1d) (Particulars) dlfds W (2. dluini)
(Annual Expenses-Rs.
in lakhs)

dUILL dydld (Sales realization) ¢3.5¢

Geuleel W (Cost of production)
S1] 418 (Raw materials) 9¢.¥0
y2ally (Utilities) 1.0¢
Hleld w0l WA (UdLIR/Adel) (Manpower | 9€.%Y¥
Cost (Salaries/wages))
asladl Wl (Administrative expenses) 0¥
U3 (ool W (Packaging Cost) 0.0%
AH2AL 31HlaC1 w3 (Material Lost Cost) 0.0%,
AULRL A (AL WA (Selling & U.0¥
distribution expenses)

AURSIH w4 2109l (Repairs &
maintenance)

LS (Rent)
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% (Interest)

UYL wi (Misc. expenses)

59 (W) (Total (B))

Y(eie Geuleoiodl vl

(No of Unit production)

uld yYle1e Quidd Hidsil (Sud

(Cost of Goods Sold per unit)

&9 ol§l/olsUlol (3 - o)

(Gross profit/loss (A - B))

Wle: HRAIR (Less: Depreciation)
Ylolx182l (PBIT)

W ldsdr) (Income-tax)

vy a1 §l/o154 10l (Net profit/loss)
Yel:Y5Ail (dLNS) (Repayment (Annual))
el AWE AEA (9-§)
(Retained surplus (E-F))

uls-9del Well[G[RAY (Break-Even Analysis) (. GLWH)

(a1l W (. ELWNHI)
(Particulars) (Cost-Rs. in
lakhs)

Re1R W3 (Fixed cost)
o1{lel W [64(€514 @1LS (Land & Building Rent) 10.00
¢l 1] (Depreciation) 195
QY (Interest) 0.¥¢

HlsldW U (Manpower) ¥.c3
56 (3212 W (Total Fixed cost) 9€.U9
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Y W (Variable cost)

PRI (Raw materials)

y(2lallx (utilities)

Hlslquln (Man Power)

asladl wi (Administrative expenses)

QYL ¥4 [AdQL WA (Selling & distribution
expenses)

54 YA W3 (Total Variable cost)

uld g,[ia Uq W (Variable cost per Unit)

uld g,ﬁa V{ldS (Revenue per unit)

U(d Y[e12 HL[%¥el (Margin per Unit)

0l5-8del Uleed Ui Y[l sil vl
(Number of Units for Break-Even Point)

dldlds &Hdl (Actual Capacity)

8[0131'1 l-i"{(?]b-n (Statutory Approvals)R{?.Slﬂ 1-.l°§?:12!{-1
oAU 5139125 21R AR 5L Ul Slojeil (M) Wl (4o Uldsi 52
Hecdyel 8.

9. AR $IL QLYY (State Drug License): Y& Gleilddl, Qe Sdll,
15Nl dYRd] Hed| Hleldell BWldHi 3812 5L HIS U1AG 513 [25]
AULRL Sl AU I A% 53| @l (State Drug License) Hudd
BAQYS B SR S5 sl 25U 59U wal sl 254 W52 (Drugs and Cosmetics
Act) €601 w1 8.

 &5lel el el qlOHoA (Shop and Establishment License): sldes
WIR Ydlddl HI e B, Wl dlodey @15 R[4 Rud slulRelt (ocal
municipal corporation) (eL.d., Heldle Ry RIue S\URRele) glal W1udiHi
B1d B ¥a AU SIUSI%e1L SALS), AR ARl M W [AUUaA513]




Hlsdl GalauLsAsdl w@zsiM - olsr2id Usel

WA SAIA) [FAYlRd sc M| 4114 B,

3.25 d19¥oA (Trade License): A1 1[5 R[4 Rue sluletet uidel
25 dleeY (Trade License) HUldd 41c9Us 8. ¥l Al8e ULS5U
(5128 (jurisdiction) Ui U] Ug[da{] el brdls{] 4Rl #4108

¥. DU A2] Uil (GST Registration): dHIH Galleellal €19 USdl elalefl
15 WesS AU 254 (GST) (Goods and Service Tax (GST)) A2ds (GSTIN)
A8 gy el ATl

dlelH Escﬂ (Training Centers) o] WEALASH] (Courses)

Gl LERSdL (entrepreneurship) ¥ cUdU 1Y cAd@U[Yel (business
management) Hi ULAULRLS dlElH wWal UHIRIUA w152 Sl dldH Seg)
oS M defl WIAUIHeLL (AR R 1A Yoy B

. GHIALsRUSAL [aAs14 20ell i1Rd (Entrepreneurship
Development Institute of India - EDII)

o VRAIASH §15A (Course Focus): GEIILALE RIS, cdd¥ 1Y
Q| Yel (Business Management), W WHAYAHY [d51Y
(MSME Development).

o WYlel (Location): HHELALE, 2% Ld.

A1 U2d Y[oldR{2] (SPU) / 2%1d 25eilcilsd Yleia 2]
(GTU) A4 dori

o VWARIIMSH QSH (Course Focus): [R2d HaosHe2 (Retail
Management), HIE[22L (Marketing), %4} cddlRls sIH 1A
G2l l AL LRLS WA SH).

o Wl (Location): 2%¥2dell [cfdy 21&R).

A2leld §[creYe V1§ d2lol 25¢11d1%) (National Institute of
Fashion Technology - NIFT)
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o WEALISU §15U (Course Focus): [Anyd HAs516(35]
(Visual merchandising) U [R2d 1Y [SALY (retail space
design), ¥ AUsU S1A[2S 212 UL W % yAdld B.

o @llel (Location): 2Lit{l=1212, J%2d.

aicilel HIE(301 ESRYsll (Innovative Marketing Strategy)

YA UISS2 dydlel t1eq ai®d’ dyd] Hle:

214 uilslR
Y oLy’

YAAAIONS
(3sel 222

‘214 {1812 Y 611U’ (Try Before You Buy): 221241 'dfud sy
[122' (AR Technology) 4sdl, el Ales) [QuRes ¥ w1E21S] LS
AR % AS 531 A5 5 d dHell UR 5dl @la12l.

N 53U A520U: dl52eS U V13QUeAd A5y 1(3ea vilaicla il
4s' % 'G1PSE H5WY' oll 51 SHL A2lel Ylwdl,

UAd199S [RSel 222: ALSS\oll ULl UsIR (Qel/YS) 2 ldl Hi2
[R5l Wst 16189232 HRllel ALY Wl d Yaxed WISs2 YUdd],

02l U650t GilsA: [AAMd ALsS) UL €2 HlEA oAd] UlSssedell
Arug Y1sf ‘oY) GllsA A1 59,

17

2 ‘ iéﬁ
&2}%’%.0 . ,i'\i@/‘)}

¢ TeufieT
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This project profile is for guidance and preliminary research
only. The financial figures, including costs and profitability,
are indicative estimates based on assumptions and are
subject to change. They are not a guarantee of commercial
success. Entrepreneurs must conduct their own thorough
market surveys, financial due diligence, and legal
compliance checks (including verifying costs and obtaining
all necessary licenses and approvals). The name of any
specific machinery, supplier, or training institution is
provided purely for informational reference and does not
constitute a recommendation. This information is not a
substitute for professional financial or technical advice, and
the provider holds no liability for any losses incurred from
decisions based on these profiles.




