
‘My best deal has actually
resulted in two good deals.

‘In October 2007, South
Coast Moneyline was suc-
cessful in winning a public
sector contract, in partnership
with 15 local authorities includ-
ing Portsmouth and Gosport.

‘The contract, worth £2.5m
over a three-year period, is to
provide loan finance for peo-
ple who need to repair and
improve their homes.

‘The financial products we

offer are
designed for
people in our
local communi-
ty including
older people,
those with dis-
abilities and
people on low
incomes.

‘The deal enabled South
Coast Moneyline to enter into
a separate contract with
Logical Creative Marketing, a

local company which is assist-
ing us in preparing and imple-
menting a marketing strategy
to promote our services.

‘This is enabling us to bring
in much-needed professional
expertise.

‘To sum up, two great deals
which will secure our long-
term financial position by
enabling us to provide finan-
cial products to people in need
at an affordable cost in these
difficult economic times.'
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■ Half-time profits on
Wednesday from JJoohhnn
MMeennzziieess, the newspaper dis-
tribution group, are likely to be
hit by increased start-up costs
in its aviation services division
and higher jet fuel prices.
■ AAllttiiuumm SSeeccuurriittiieess looks for
pre-tax profits of £11.3m,
compared to £14.6m last time.
The group has expanded in
South Africa, where it services
six airports, and in India.
■ CCiinneewwoorrlldd is expected to
report a healthy rise in box

office takings on Thursday for
the first half of 2008 as block-
busters such as I Am Legend
helped boost revenues.
Analysts look for a 1.2 per
cent rise at the box office,
while total revenues for the
period are expected to be 0.7
per cent ahead of last year.
■ LLoorrdd DDiiggbbyy JJoonneess, UK trade
and investment minister, visits
China on Friday to head the
delegation representing British
business interests at the
Olympics.

LOOKING ahead

■ If you think you may have a winning business idea then contact Adam Kula on (023) 9262 2114 or e-mail adam.kula@thenews.co.uk
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MY BEST deal
with Simon Frost, chief executive, South Coast Moneyline

with Robin Taylor-Hunt,
commercial and customer
support director for
Turbomeca UK, Fareham

Hoping for
a royal
guest at
birthday
On Monday morning I

review with the cus-
tomer support team any
Aircraft on Ground (AOG)
orders required over the
weekend – e.g. urgent orders
of a replacement engine for a
helicopter.

Most of the day is spent
with each customer support
manager reviewing contractu-
al and spares support, and
technical issues on different
helicopter engines.

On Tuesday, an 8am confer-
ence call with the customer
support team allows me to
review the last week and dis-
cuss any issues, so I can then
collate the weekly report to
head office in France.

A meeting with one of the
factory managers examining
spares provisioning gives an
overview of progress on a
major project, and informs
me what I can tell customers
about forthcoming improve-
ments in our services.

During the afternoon I
start driving to see a cus-
tomer.

I try to see one or two a
week, to better understand
their problems and improve
the way that Turbomeca sup-
ports helicopter operators.

The next day, following a
meeting, the customer asks
several questions about con-
tracts and engine mainte-
nance issues which we prom-
ise to respond to.

A series of informal meet-
ings with each customer sup-
port manager on various
issues takes up most of
Thursday morning.

In the afternoon, I have
meetings about an initiative to
improve HR processes.

On Friday morning I
review with the communica-
tions manager the prepara-
tion for the 70th anniversary
celebration.

One idea had been to invite
the royal family to attend,
arriving in the Queen’s heli-
copter – Turbomeca UK has a
Royal Warrant, since the
royal helicopter is fitted with
our engines – but a letter
informs us that a visit on that
date is not possible.

A flypast by the Red
Arrows is another idea.
Invitations are about to go
out to 350 people from our UK
customer base.

Friday afternoon is spent
catching up with e-mails, and
working on initiatives such
as the next year’s budget.
With a turnover of £50m, this
involves a lot of work!

At 5pm I pack up and head
for a relaxing weekend at
home with my wife and two
young daughters.

BusinessJury

Your Business Jury submission
has come up at an appropriate time,

Lorraine, as one of my colleagues has recently
become engaged and has been researching
suppliers, including make-up for the big day!

The good news is she has heard of Rouge
Makeovers. Well done, this means the promo-
tions you are doing is working!

The bad news is when typing ‘bridal
makeovers Portsmouth’ into Google, Rouge
Makeovers was nowhere to be found! Get
some help with website optimisation so you
can pick up trade from those researching your
services.

It’s great you have a website – it’s the first
port of call for many looking for new services
or products. The styling of the site though is
theatrical and gothic. There is very little sign
your services cover bridal makeovers, proms
and make-up lessons. Publish some profes-
sional photos of your work and add testimoni-
als to the Website and watch the business
come flooding in!

Linking up with hair salons should be very
profitable.

The firm: Rouge Makeovers

Theverdict

Theidea

Theexecution
Lorraine said: ‘With fabulous prod-
ucts behind me I needed well
designed marketing tools, and my
cousin Neil Potter’s new business,
Pawprint Design and Marketing
based in Portsmouth, was an excel-
lent choice.

‘He created fabulous high-quality
designed business cards and

leaflets for my business and a web-
site, www.rougemakeovers.co.uk

‘The next stop was speaking to
my hairdresser, Andrew Price,
who has salons in Old Portsmouth
and Hilsea.

‘Hair and make-up go together,
so it was only logical to get work-
ing with good hairdressers in my

area. I set up a meeting with
Andrew, and now Rouge
Makeovers are providing make up
services to their brides too.

‘My aim is to make sure that my
company name is seen and heard
everywhere in the south. I have
advertised on all good website wed-
ding directories, phone book direc-

tories and wedding supplements,
and price lists are available in the
salon.

‘I often do my own residential
leaflet-drops in my spare time.
Word of mouth is crucial in my
profession and I believe providing
an excellent make-up service to my
customers will ensure success.’

This looks quite a good busi-
ness to me.

Firstly, yell.com revealed only six listings for
mobile make-up services in Portsmouth.

Secondly, Rouge Makeovers offers a list of
related services, each of which will provide
additional income streams.

This makes the business adaptable to con-
centrate its efforts in more than one area,
teaching make-up techniques in winter and
applying blusher to the brides in summer (or
whenever the demand arises).

Thirdly, the products used by Rouge
Makeovers are exclusive in our geographic area
and the magic of exclusivity in conjunction with
celebrities and names like Harrods and Harvey
Nick’s makes my thoughts turn to premium
prices. Repeat purchase of make-up products
can only come Rouge Makeovers’ way.

The downside is the possibility of customers
reluctant to spend in these hard times.

I know little about make-up, but Rouge
Makeovers ticks all the right boxes from a
business perspective.

All clever stuff.

As a woman who loves make-up
and buys and tries just about every prod-

uct on the market, I am more than interested in
your business offer.

I prefer someone to apply my make-up in a
more intimate environment than the beauty
counters in department stores.

Your site is a little misleading as your make-
up service isn’t available at the salons sug-
gested but your marketing literature is. I would
recommend you put your prices on your web-
site as pamper parties are often price led and
you don’t want to dissuade your potential cus-
tomers.

You should also consider changing the font
on your site to make it clearer to read – look at
Daniel Sandler’s site.

You need to add more pictures to your site
to show off what you can do, some before and
afters are always good.

Don’t just limit your pictures to young beau-
tiful women, use older models to capture a
wider audience (usually with greater dispos-
able income). I would also give a few hints and
tips to hook people into your service.

Lorraine Clay’s passion for
make-up and beauty was
aroused 10 years ago when
she trained as a beauty ther-
apist at Fareham College.

She then worked as a
make-up artist trainer with a
photographer throughout the
south for five years.

After brief stint as a travel
consultant for P&O Ferries
and in human resources at
IBM, North Harbour, Lorraine
decided to follow her dream
and start her make-up and
beauty business.

After seeing a huge gap in
the market for tailored make-
up and beauty-to-your-door,
Lorraine bit the bullet and
formed Rouge Makeovers in
April this year.

Lorraine, 31, said: ‘Being
passionate about make-up, I
really wanted to start a busi-
ness of my own as a mobile
make-up artist and beauty
therapist.

‘I began to think of how I
could offer more of an elite
service to the south but with
similar standards to those
you get in London, providing
a more prestigious service
than my competitors.

‘I researched the make-up
artists in my area and no-
one provided this elite serv-
ice, so I formed Rouge
Makeovers. Bridal make-up,
make-up lessons and group
master classes are my bread
and butter.

‘I came up with the idea in

February 2008 and started
my business up in April.

‘I knew I needed a good
make up product behind me
and a friend recommended I
speak to Daniel Sandler, who
has worked on the likes of
Naomi Campbell, Kate Moss
and Yasmin Le Bon.

‘I travelled to London for a
meeting with Daniel in his
studio in Harrods, in which I
had to apply make-up to a
model and show him my
portfolio. I then received per-
sonal training from Daniel
and now I occasionally assist
him in fashion shows and
photoshoots too.

‘Rouge Makeovers is now
able to bring his make-up
range to the south.’

Lizz Clarke, managing
director of LCM Ltd, a PR
and marketing agency
serving regional and
international clients

Paul Goehlert, managing
director of Mercator Cargo
Systems, Portsmouth

Caroline Collings, managing
director of Portsmouth city
centre business consultancy
Stafford Rhodes

Lorraine Clay formed Rouge Makeovers in April


