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o2l yidz

Beauty Parlor

Uecldeil (INTRODUCTION)

UdHL, % dsil GHIAIALES[RLS flldell (entrepreneurial spirit), At dl
HH[&_’, (growing affluence), Vol G &35 (urbanization) HIS
AQllg B, Ui HILELS WLIdS (per capita income) Hi Add dallR] 4 &) B
%R A MIRde] Geuleol vial BL[els UldE1B™U (manufacturing and
economic powerhouse) 8.

. AW "9 VilE $H21 [LINAA" (Ease of Doing Business - EoDB)
W ISRQNANHL Udd G $H UIH 53 O, B ASIQL HIS WS ISNS 20
dl5 dsil uldBia Haodd weild 8.

sRAUAAH Yud AW [EGeet (metropolitan) (A IR1HI sts13)
Hlsa 1ol adl (working female population) G| W ad] el 8.

dédlRl, 4l wal AHL[ws aldsial (festivals, weddings, and
social gatherings) U2 Ho0{d AIHL[s IR dNeiR (A1 Aled e
Hldosd Ac ] Ul Udd Hidl Y[ dd 52 .

U] Boi 501 WL(ES el Hirs(dS didldQl GRU-d I Idlnl 62l
Uil cudqyiy (high-quality beauty parlor business) ol @lIYsil HIS
A5 Gl Rellel Welld 8.

g 215
GalalsA s821 Adiledl
$91%Ud (R Hia1
(Entrepreneur (Ease of (Demand for
-ial Gujarat) Doing Beauty
Business) Services)
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Al (SERVICE) {4l deil GUUIdL (ITS APPLICATION)

6212] uldR] ALeS\oll Hid%d (grooming) o YuilsIZ] (wellness)
%feRULdA Y3l sl (alade Adl] Ueled 52 8.

. dlnel eln (Hair Care): %Hi sl (cutting), ¥2L® (Bl (styling),
5621 (coloring), wa [qfay QT&QTZ\H (treatments) ol YH1AQL U 8.

cay | Aein Al (Skincare Services): @Hi}ﬁiuﬁl (facials) o]
d8a u{ld (acne) Wl gegedail RidIx{la (aging concerns) A1l
[al2e Zledeyell YHldel Al 8.

oW A1) (Nail Services): THi HellsA1R (manicures), U[SsULR
(pedicures), ol ABE V12 (nail art) o] qH1AQL U V.

AsuY Al (Makeup Services): SHI W1 UHIL HI w3,
6119SE A5 (bridal makeup), el $-4&2le1<1] (consultations)
AU U B,

ARIRS gflaﬂoga (Body Treatments): s 3 HLlE2l (massages) e
A5l (waxing), % UdALS] Al ej@cH] AdAglt AN B.

UHl2: (PROMOTER) HI2¢il {U(&ld dlUSld (DESIRED QUALIFICATION)

o 02 UIER cddy A HIR 16l UHIeR Ul Aled A Juilsli] GalloMi
dlasld 3ol [dANSidl (qualifications and expertise) €ldl 1.

Aoifdd 0yl SIHHI UHIRIUA (Certification) 3ol eUL[els UAeo(1vi)
ol Aiglds Y&Udl (cultural nuances) =il GLS| 1AM UMl 22+
YU 1A Hleell AU delR) 52,

(BN Aal¥He2 (business management), 2AlSS5 Aoiy] A
ALQILSIY W%t ULl Hwoyd M 1dSd %3] B.
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Y1yl BWAW (BUSINESS OUTLOOK) ¥ial 2054 (TRENDS)

oAUl wIZl uldR HI2 cddyUefl AU vwol % wlLdLE] (highly
optimistic) 2}

. IS Ay leg: aud] o] HIAIEls 2ids i Q] [EAs1a1oL ALdS
(high disposable incomes) g1 4{[sd €5121HS w12l £(B Sl
el B3 Ales| Hldwd wa Aled Zlede2y Ul dy W 53l dUR B.

ALHLES CLIR: dedlR], Al el W HIHLCSS YN (festivals,
weddings, and social gatherings) U H¥4{d UMHLCES IR AW dY
eAMALe [Al® Uled Ad Al HidMi dulR) 52 8.

W3] SLSIRL: L[S UY[eg, ) ALSS YR 1518l oY) UidR
Gl [dsyal Hi Vol 50 dldldRBL (conducive atmosphere) Weild
8.

. 205 Vojgdol: G dfRds Aled va Yuilsi] 25 (global beauty
and wellness trends) SHEENBICE (organic) Gauleell ¥ ofloi-
&ed[Ad (non-invasive) ZleHeadal WUsilddl HI2 YUo 284 1A,

. AlHL[ws wAdIleAl Hidt (Social Occasion Demand)

. B1{[e15 0] 25U (Organic Beauty Trends)
C—
3
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Hu| {dlY dcdl (KEY BUSINESS ELEMENTS)

. 8lq (Location): dlltula YaruLul .3.1[33 (substantial foot traffic)
ULAo] SIS Lol (strategic location) U¥& $d, preferably near
s\M(2lue Aol (commercial centers), Hled (malls), A& dl &lY-
oS R3S (ARl (high-end residential societies).

JALes Adl (Customer service): AHi ALESle A[Sddld Hes
(personalized help) = Gllesl HEHQI (product
recommendations) W&l 5clel] qHI1AQL AU 8.

(alcy Jal Iné\‘s-l@lln (Diversified Service Portfolio): AHi gluef]
UL, Yl AL, ofw Aal), A5, el YulIsiz] ety dlsd
Aled Adiviledl catus Al (comprehensive range of beauty
services) 1§ $cle]l HH1AQA YUY B.

AR Ad ul2(aid 22Ls (Well-Trained Staff): 24501l Hi2s] o{l%g Yyl
ded (Aqy Aled Slen-2yui getn caldALRslefl ¢l (hiring of
skilled professionals) 5dl 8.

W12 Aelldell (MARKET POTENTIAL) il H5(221 Y 20l (MARKETING
ISSUES); %1 518 el dl

Ut WS HIE Wal uLlels A A(5YU (economically active) (iR €A B,
Ui Hlel &3] [detdL vleis ced oomR 8.

. 0ol ds: uiLHLE, wLlEls A Al5U A AHLFS A %\s1AG

W1 (socially engaged market) 62121 ULER) HI2 05 WLISNS 5 9 53
8.

. slis HIERL: 6io12¢(] A Idotloll USRS A GUALL Sl HIR,
w2] UleR qauilsd U221 s el (targeted marketing
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strategies) @19} sl %16, B [S[see @28l (digital platforms), »»oé

w1954 Uk (bridal packages), ol d&d (] 412 %1513 Hl4] ulsd
(seasonal offers) U &llsl zsf;r;d 53

. Yelul:

o dlol 2yl (Intensifying competition): &4 dla bl veloy
Ad 1] ¥al thcj,(‘{cﬂ (unique services and experiences) gl
RelHS d§ldd (strategic differentiation) 13| Weild 8.

221§ A2eRUot: §AN Wl UHI[BId 2159 AN ] AW USSIReY
2}

Ales AN2Y[d: Ul wedldl uiediluil (changing
preferences) U AU & &3 A d Yoy HI5(3l
&Ust [ AH AL [l 5] S\ FA.

wl9Ssd 218
Aldy Wy ‘ el Ul

$1UL HIdeil Yasl (SUPPLY OF RAW MATERIAL)

U501 U2 uld Ydlddl Hi2 led Gallesil vial Hldsiloll Mcld Wl G&-
d18Ldrildlul Yasl (consistent and high-quality supply) 4(et[%ld $2d] 2
A5 Huy Yy 8.

o sIAL MLd: Ui s[Rud (52 (facial kits), 6ilS] €l2lel (body
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lotions), sl (creams), B (gels) qd3e4] ¥HIdLL AUy V.

AEIUR A2d S: UldRefl sideudl sonddl YIS [dsdAasily A
(reliable suppliers) «il GUdutdl HedyRl 8.

%-i(hitl-loi [:ﬂ-l‘l"s’l: yHle? eullels vl ullgl (local and external) el
IR Y] H¥ Ol ot (strong relationships) ¢itidl 21&A 2]
SIUL HIGell Udls AR\ (dell Alg RE.

A1y H1SH (BUSINESS MODEL)

A5 AR A (Sp18et 536 6] UIdR Q341G (layout) WS HHAY 14
BLASIREIUS BRI (seamless and welcoming space) ¢eilddl Hle Hérql‘j\'%[

8.

. AdlR2Aeil: dlnNs{] 218 (E2], ASUY, UL AMLOL Aol i Jc ] HI
UH M culsdoid Aldy R2ueil (Individual service stations) 49l
A% vial s1AeH Adl (AdL Ylei(Bld sl HIR Ysls 3l
Y sl 1.

lid UL dl(20dL Ma Zlele A RAUL (washing and treatment area)
[c(U® AdI] UL 2Lid UL (serene space) Utlel Al HIS
WRIMEIUS VR Wl yIZ]d]efl Yoy eldl 1.

Aled 211 sileiHdl, Aled 21 (aesthetics) W IR} AEet
ondg %e3] 8.

C
( M
§
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1 1A UlsUL (BUSINESS PROCESS)

622] IR+l cuduld Uz Guu-dildeidlull Aled v Juisizl
Ad 1] (high-quality beauty and wellness services) Utlel $clal WISl
2 1yd] 1.

21§ dleli: 6yl GEUAU AdleddH dseils) wa 25U RLgell Uddd
dlelu (Continuous training of staff) wudl,

A9l HIRBLL: AleSledl AUl Mo YULSIR] Y[eAlsdd saAl UL 558
2291 412\ (stringent hygiene standards) s10ddl.

25ellelell GUALIL: sidaH Wulgeeloe sy (61 R
(appointment scheduling systems) Wl IYLES U |Us] @8{511-[
(customer management platforms) gdl é.‘sd]ﬁn‘@) H]C'HQIo'Hoﬂ
GuldL (Adoption of technology solutions) $dl.

AULES Acl: U [Scdld Ad ] GIRL M ALESeil BeRULA UR &l

Wl ALes SIS ¥al AcdlNal Uil sdl (Prioritizing customer
engagement and satisfaction) A udl,

22Ls dldlu wal
sl [dsid
(Staff Training)

25416\ eil
Al =1 ETH
(Customer (Technology
Satisfaction) Adoption)
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UlelduiUeil %eRULd (MANPOWER REQUIREMENT)

(a1l Aval | UlEddledl | MRS difs W
(Particulars) (No.) | ¥val ddel/UILIR (Annual
(No of (Rs. In Expense)
month) Lakhs) (Rs. In
Lakhs)
RAY AR -
(Self-employed)
o2(ust/cladLls
ECEIN
(Beautician/Professional
Expert)

HelYsS (Helper)

54 (Total)

WHE HHYYAS (IMPLEMENTATION SCHEDULE)

gl o] UUY (H[&e11ui)
(Activity) (Time Required

(in months))
RIUNsf A ULEel (Acquisition of premises) 1
oliusiH (%) d12] sl dl) (Construction LU
(if applicable))
W02 ol Hilatledl ULl wal peR2ldAst | 1Y
(Procurement & installation of Plant &

Machinery)

llQlisi] cuclell (Arrangement of Finance)
%R Hlslauineil e1ql

(Recruitment of required manpower)
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3] S6 HUA (326ls Uil visAulel
?-llC'lQ]) (Total time required- some activities
shall run concurrently)

WlBs2 Wl (COST OF PROJECT)

dlfs vy (Annual Expenses) (Rs. In lakhs)

54 W2 vl (Total Project Cost)

s1Us13l l-LS'l (Working Capital)

AltAA A M §lo{u WA
(Equipment and Furniture Exp.)

Wl-U R A WIS WA (Pre-
operative and preliminary Exp.)

ol18licil A¥ld (MEANS OF FINANCE)

W 5-24 @)l (Bank-term loans) £0% (60%) tIRcLIHi 211d 8.

(a1l allls vy
(Particulars) (Annual Expenses)
(Rs. in lakhs)

UH12R9] YldLelel U1
(Promoter's contribution)

ol$ §19ellod (Bank Finance) | 3.9¢

5C (Total) .0
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Aldell, AlteAq 14U, Sl via (5542 (TOOLS, EQUIPMENT,

FURNITURE AND FIXTURES)

(a21dl
(Particulars)

Y[eie
(Unit)

uld
Y[eie
(5ud
(Rs. in
lakhs)

SAWSH
(Total
Amount)
(Rs. in lakhs)

AL 642l H2ilel (1R Wl 63)
(Vapour Beauty Machine-Hot & Cold
Steam)

090

0.0

oA s&S WsAS52R (Blackhead
extractor)

alg oAl Q'IJ-R (Vibrissa trimmer)

dlpsle Y& 34 ARell Hilaal
(Vibrator face and body massager)

&R SI4R (Hair Dryer)

& &l[65o1 (s (Hair Holding Clip)

&2 5ld? (Hair Scissors)

&R Slu/MEL] ui2l
(Hair Dyer/Henna Brush)

&R ¥2¢2e1R (Hair Straightener)

U[SsUl2 A (Pedicure Set)

NeilsA1R A2 (Manicure Set)

aA®d ulld2l A2 (Nail Polish Sets)

2ldl (Trolley)

d»d (Tarizers)

3[1ud 2414 (Facial Tanners)

IN (Razor)

I EEIRARS (Massage bed)

ULlcQL Kle2 (Massage belt)

udlefl UL[EG2L (Leg massager)

L | PP XLV WX ||
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[ulsA21 dl4BL (Mixing Vessels)

NsuY (524 (Makeup kits)

§ocl2 (MI2 §2%) (Inverter (heavy
duty))

R soS)2leilo1 HLilel (Air conditioning
M/c)

§9 (Total)

A1l Gud(oy (SALES REALISATION)

dy1aleil esiaizl (Sales in Percentage)

m qluefl et Adidl (Hair
Care Services)

m L AeiLe A1) (Skin
Care Services)

wolu] Jd A (Nail Services)

m 0 s-2Y AdI¥] (Make-up
Services)

= 213]Redl ledo2y (Body
Treatments)

m YuiLsi] Adiil (Wellness
Services)
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d&l&l?.&dld‘n 218ldR] (PROFITABILITY CALCULATIONS)

s$4H
(Sr. No)

(ca1dl
(Particulars)

alls wa
(Annual Expenses)
(Rs. in lakhs)

Qye| Gud[oy (Sales Realisation)

R0.4C

GeUleol WY (Cost of production)

S HIg (Raw materials)

10.8%

y2ladly (Utilities)

.00

Hleld {01 W (U2L1R/Adel)
(Manpower Cost (Salaries/wages))

%.00

aslacl W (Administrative expenses)

oL

AU WA (AL Wl
(Selling & distribution expenses)

0.%5%

LS (Rent)

o¥y

(%Y (Interest)

0%

59 (Total) (B)

§6 o15l/c1S5lel (A - B)
(Gross profit/loss)

wle: 4UIR) (Depreciation)

PBIT (ol§15125cll USGL 1))
(Profit Before Interest and Tax)

wlds Al (Income-tax)

Yvy) si5l/e s 1Lel (Net profit/loss)

?:I,SC{Qﬂ (qm;lrfs) (Repayment (Annual))

onudl AWE A (E-F ) (Retained
surplus)
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ul5-9del e[ (AU (BREAKEVEN ANALYSIS) (Rs. in lakhs)

(clo1dl
(Particulars)

Wy (Cost-Rs. in
lakhs)

RelR U-Rf (Fixed cost)

o{lel Vel USlel MLS (Land & Building Rent)

o.¥U

QAR (Depreciation)

oY

%Y (Interest)

0.¥

Hleld 0l (Manpower)

1.¢o

54 [Re12 vl (Total Fixed cost)

.ER

U Wy (Variable cost)

PRI (Raw materials)

90.%5%

y(2lallx (utilities)

Q.00

Hleld 0l (Manpower)

¥.R0

asladl v (Administrative expenses)

o.¢

AQYUILL Wl [Ad28L WA (Selling & distribution
expenses)

0.5%

54 U9 W (Total Variable cost)

.Ul

Yd1e Lol HL[%el (Contribution margin)

0%

l-LC‘!-ll-li 6lS-9del Ul (Break-Even Point in Value)

1¥.Ue

JALSS Aoit cydellUsl el NNl (CUSTOMER RELATIONSHIP

MANAGEMENT & RETENTION - CRM)

Y13 oldl ALeS) HAddl 5l eil ALSSla wad] JAMdl dY oAS1S1RS B, Bl

[A@ilal d Uil cysusil B

. AAULEd RUlpesd (Automated Reminders): sideqd £2 £
H(sA USLETeA] e €ld 8. CRM A152AR IR Alesla H12A(2s
SMS/WhatsApp RHL852 Hlsdq ("duIR] side selleia1 sy B1).

13
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. §lsAls qu el A3 €35 AdL uedl ALsSa 5-w@ R S UIR (A5
Hlsdd). o) (391 A1E S, dl AR dlcsllEs Rde HA Bell YHRL
B3¢l sl
d&diRefl QAeIV Bl BTSH: ALSS\otl o [edy wad] [edioll uR
Ue1d19»S Q% Hlsddl 3 'dslelR ALSS' (Loyal Customer) dild
[AQY (S281Ge2 wIug,

Adl 8ldsLA (Service History): AlESeil € HIALG SUR USLY A
&cl, 5UL SlEL Sdl ol 5UL FMSE dUAL Sdl dell (Sfred 3s1S Awmd),
gl w121e] quiq 25(si(RUst ay AIT] Al W] 2.

$lojeil U] (STATUTORY)/242512] {1 vl (GOVERNMENT
APPROVALS)

. 20y VoS d2i(eqNeR dldye (Shop and establishment
license): Agst Udlddl HI2 e B, BUHI SlHe1l SELS) W A2 121
2Rdl (working hours and employment conditions) [HulRd 8.

U dALRAS GlAAA/UHIRIUA] (Professional
Licenses/Certifications): %@QRM el AW [2[(AeAa HiRAAL ULH
dlelly e uiel] cddALRLS QA HaAdl UHILIYA
(professional licenses or certifications) ofl %2 D).

5142 A2l UR[532Uel (Fire safety certification): 22l[ls SI1U2
[deiomiefl Anag wdlis .

N2 i1l (GST Registration): IS WS A[dY 254 A2d 5
(GSTIN) U18l HRAE] (GST) HI2 UGsis, 22Ut A% AULd B.

dAl€lM ¥orl (TRAINING CENTERS) 1ol %G1 [45H] (COURSES)
UGel W WL A ALdULRS dIglH 1 UHIRIUAL Uelsl 5cl didld S

e VLCC Institute of Beauty & Nutrition ({H&LCLE)
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e2lol (ot 51312141%) Wl W8 (2 SH | WS 1RS (SWElHL.
e Lakmé Academy Powered By Aptech (Yrd)

e ol Jlogd: UBRUetd N5uY H1[2E], &2 RUB(EL 3el Aol Aoy,
e New Oriflame Beauty Parlour, Boutique, and Training Centre

SHL W11, 21Sel 112,
SWIYL- 228003, AWefl, Gl UL (Lucknow, Uttar Pradesh)

2AYY Yl2d (Swayam portal) ol GURLIL (MY 3-11-1{‘[) business
commerce), A 516 E‘éDL) accounting), LnSSQM) production), HI5(2a1
)marketing), sl G&LIALE[RASdlsll) entrepreneurship) &2l UR gl
(218131 (enhanced learning) Hl& UL 48 A5 BD.

sic{lol MI5(301 |SYeil (INNOVATIVE MARKETING STRATEGY)

JELHS 6o ALS S\ w5 HI2 YU 18 Ud) GURid «f1A Yosouieil
[S[w2c 1ol oid-21YULRd (Digital & Experience-based) csUeil
WYsild):

|s5o-eap,uﬂulq' geelRUR

p)un-ap'fés <I»,usSsq AU

. 'gR2ANUE’ §o2l[RUR (Instagrammable Interior): (IICRITTRNE
U1y 'Aes] SlelR (Selfie Corner) tieild) BHI UI3] GLES[3I] uia)
15N Q5ALGS SlU. ALeS) 2R Ui sl2l ulsla Al(21ue HISAL uR
U122 $3 WA dHel 291 53, AR HEd dS-2i1§-HIGY (Word-of-mouth)
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uloq (2] Ay 8.

21US U] WA (Tiered Loyalty Program): Hl[4 [S251G2

W udla Weq, Riear, o1les 3l @ (2ai a2 20 520, W[2oH
AR UIRIREL o591 Al s11ef]iop?] g2 HAUlos' Beil A1) 4[4,
el dull 1AMl Ales vlel RE.

%)Bil-213[25 Ll SH ]S (Geo-targeted Bridal Ads): c24-il
Uleti, 3U0ds el JR1E U dHRL [drd Rl 20-9U [§H] «{l (Foriini
o] Ulsal] Ul WIY "llgse Uk’ (Bridal Package) <il
s1&Ud] ydldl.

s14-uHl2lel (Cross-Promotion): 1) 5-ll Oj,[éfs (Boutique) HUd|
oda3] 2l1eH 18 A{lelZ] 521 Auetl ALSSA dHIRL UIERe] [S251G2
SUsl HOL 3ol dHIRL ALESS)A dHs].

dseil Sl 24U 321l (TECHNOLOGICAL UPGRADATION)

1Y [A5 ALES) 25e116lR) el AAAS URe 53 D, AL Ultell dHIRL UlERA
VIMAY g5 w14l

o ¥UGal Naw o2 lg2dR (Salon Management Software): Zoho
Booking 318ld| Fresha dl A1s2dRe1l GUALIL 5. A l-112]] ALes)
U\Ag 180l AU Se2to2 045 53] AL B, WA dHal ASd ey Udee Hoil 2%
8, el 'll-2Ll' (ALESe] ol Wldd) of o sUlel ele.

. AR™I2 (MR (Augmented Reality Smart Mirror): & 5ER 5 Hswy
AL UMl Alesa d 59 @ld1Q) d eddlddl HI2 AR (R wed] 2ed2
W (W 3Qleloll GURALIL 5. wdletled] ALSSell [Axlly b & wal (.Y )
U Wl 8,

[S[wac 28let WedldIEHR (Digital Skin Analyzer): ¥{tl[%d udls
A [Udl 61ed, WL HRAled glRL ALSS] cdUle] QSIS [dsaNBL (@,




Hlsal GalvrLs Risdl va2sld - AsyRid Us20
s, Slel) 531 AUl Zledse yud).

SWOT [cl2dN &L (SWOT ANALYSIS)

WL SI¥Ss AdYReAl dixdlas Reild 4 elaef] 2Q1{l[d ¢S] $AH Hee
$29l:

Al (Category) GRI (Details)
Strengths . e [seldld Adl (Personalized Service): AlsS)
CHESEN)) ALl Hoyd Aoid).
- 5210 21§ (Skilled Staff): UHL[Bld w2 (1.
- U1l (Location): REQI[S [drd R+l %5 €ld|,
Weaknesses e ¥2LS 2ol 3R (Staff Turnover): M2l 3[2’13@01
(el L5 ¥)) dlRAIR 91S| %q,
- HU[[Ed &Ml (Limited Capacity): Uls wdyui
ALeslA s wldl us.
- Q1) WA (High Cost): Wl(Huu Wlssey Hlell Sl
2]
Opportunities . Hb‘ﬂoj 34‘[17[3[ (Men's Grooming): g[&asa
(cls)) UGatiui (AL,
. @14 A[dAU (Home Service): €3 %S Acl)
A ludl.
- Galdleel AUIBL (Product Sales): 23 A [R5e152
Ulss2yq] [Reldal.
Threats STl (Competition): Urban Company ogci] ¥u-
(Flunl) WL LRd A1),
- &Ll 2o5U (Changing Trends): 35Ul
wWedldl 2lel A1 dlg (Helad).
o 212 [Aidl (Health Concerns): ¥d8dl AR
Aleslefl A2y fdesiilddl.
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S\uiY el [Usl (RISK MANAGEMENT)

. S[isa Rulsuele]
Tl

oA\ wH cuq el st

. 30159 R¥15201ef 1uiH (Risk of Chemical Reaction): &2 562 %
3(21ude] Alesa Naos g 23 8.

o (4918 516UQ o] Zletee sl uédl "Wy 22" (Patch Test)
sCULA 5l e Ales AL 'sedo2 S1H' RIH[d UAAS) ¢Rldd,

. LS BIS| wdlef FIWU (Staff Attrition): AlsS) €Rfld R 18-l
Uleo Widdl sly 8.

o [q[26 215 ULIR GURid "UE1HeA uileld’ wa didlH
U] AHefl A1 'silst-sndle’ $AR s,

« AY Bal 242l (Infection & Hygiene): Altsil gl AY Se(d).

o (44261 €35 GUYIL Ul Ulhetla wl2lsAd (Autoclave) 248dll

UV ARY[ gy s sl 1da (SRULDE (5241l GUlal
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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.




