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[bookmark: _Toc140103590]Introduction
In today's fast-paced market, many external factors might affect a company's performance. Business environments are shaped by internal and external factors (CAMPBELL, 2005). Successful organisations must adapt to changing technology, client tastes, and fierce market competition. A company's success depends on its adaptability and capacity to overcome obstacles. Businesses that recognise and adapt to today's changing business climate may create effective marketing strategies that boost growth and maintain competitive advantage. Today's complicated business climate requires innovative techniques including market research and analysis, customer segmentation, product differentiation, price strategies, and clear communication (Woodside et al., 2012). Modern success requires digital marketing platforms, data analytics, and customer attention. Keeping an eye on environmental variables that impact their industry may help businesses succeed, build customer relationships, and stay competitive. Businesses need current-environment-appropriate marketing techniques to thrive.

[bookmark: _Toc140103591]PESTLE Analysis
The PESTLE analysis is a tool for assessing the potential influences of the external environment on a company. PESTLE refers to the political, economic, social, cultural, technological, legal, and environmental elements of a situation (Kelly & Ashwin, 2013). These factors are described below:
1. Political: The political dimension considers the impact of laws, rules, and political stability on a business. Political risks, government stability, and taxation policies are all taken into account.
2. Economic: The economic consideration evaluates the broader macroeconomic environment in which a company operates. Economic expansion, inflation, currency exchange rates, interest rates, employment levels, and consumer spending patterns are all examples of such elements.
3. Social: The sociocultural dimension examines the impact of an organization's social and cultural milieu (Hamilton & Webster, 2015). Population increase, changes in consumption habits, values, beliefs, and social mores are all part of this larger picture.
4. Technological: This criterion takes technological progress and its effects on an industry or business into account. Assessing these facets necessitates looking at things like automation, R&D, innovation, digitalization, recent technologies, and infrastructure.
5. Legal: The legal aspect of a business considers the statutes and regulations that must be followed. Employment law, health and safety rules, intellectual property protection, data and privacy laws, and industry-specific requirements are only a limited number of the legal spheres that need to be examined.
6. Environmental: To evaluate potential impacts on an organisation from environmental and sustainability-related factors, this factor is used. Changes in the weather, availability of natural resources, compliance with environmental standards, energy use, rubbish disposal, and CSR all play a part.
[image: ]Loomy Accessories’ PESTLE AnalysisFigure 1 PESTLE Analysis and factors within (activator.bg, 2021)

Here is a PESTLE analysis of Loomy Accessories LTD in the UK:
[bookmark: _Toc140103593]Political Factors
Policies and Regulations: Health and safety requirements for the cosmetics industry are only one example of how Loomy Accessories LTD must adhere to regulatory rules.
Brexit Impact: Brexit might cause disruptions to the supply chain by changing import/export laws and regulations for both raw materials and completed goods (Bolete, 2019).
[bookmark: _Toc140103594]Economic Factors
Spending Capacity of the Public: Consumers' willingness to spend money on luxuries like solid soaps may be affected by the state of the economy and their level of discretionary income (Donjae, 2012).
Exchange Rates and Inflation: Inflation and currency fluctuations can alter the price of inputs and have a knock-on effect on pricing and profitability.
[bookmark: _Toc140103595]Social Factors
Changing Tastes of the Public: As consumer tastes shift, Loomy Accessories LTD must take into account cultural effects on the need for natural and ecologically friendly goods in the personal care industry.
Awareness of One's Health and Well-Being: Growing awareness of health and wellness can create opportunities for Loomy Accessories to position its solid soaps as organic, vegan, or free from harmful chemicals.
[bookmark: _Toc140103596]Technological Factors
Manufacturing Technology: Technology improvements in soap production might help Loomy Accessories remain competitive by increasing productivity and product quality.
E-commerce and Digital Marketing: Through the use of digital marketing strategies and the utilisation of online platforms, cosmetics manufacturers may be able to broaden its customer base and boost its sales (Baretto et al., 2019).
[bookmark: _Toc140103597]Legal Factors
Standards for Products: Avoiding legal concerns and ensuring customer safety requires Loomy Accessories to adhere to rules concerning labelling, ingredients, and safety requirements for cosmetics.
Intellectual Property: Patents, trademarks, and copyrights can help Loomy Accessories protect its exclusive formulations, designs, and brand features.
[bookmark: _Toc140103598]Environmental Factors
Reduced Waste and Increased Sustainability: Cosmetics companies may be motivated to implement sustainable practises like using biodegradable packaging or conserving water due to rising consumer demand for environmentally friendly items (Cinelli et al., 2019).
[bookmark: _Toc140103599]Marketing Strategies
The term "marketing strategy" is used to describe an organization's long-term approach to selling to its desired demographic (Pride & Ferrell, 2020). Decisions must be made in areas including product planning, price, distribution, and advertising.
The 4Ps of the marketing mix, also known as the "marketing mix framework," are four key elements that form the foundation of any marketing strategy. They are:
Product: A company's products are its goods and services. Design, features, quality, packaging, brand image, and customer experience are included. Companies must identify their product's USPs and advantages to separate it from competition and meet client demands while creating a marketing plan (Lee & Palme do, 2022).
Price: Customers pay the product or service's price. Customers and income depend on pricing. Pricing depends on manufacturing costs, competition, market demand, perceived value, and pricing tactics (such as cost-based pricing, value-based pricing, or competitor-based pricing). Pricing should match firm positioning and target market expectations.
Place: Distribution, how the product reaches customers, is called place. It involves logistics, supply chain, and distribution channel considerations. Companies must decide whether to sell directly to customers through brick-and-mortar storefronts, e-commerce platforms, or direct sales or through retailers, wholesalers, or distributors (Folin as & Fotiadis, 2017). Convenience, accessibility, and delivery determine the best site approach.
Promotion: Businesses promote their products through marketing. It includes advertising, PR, sales promotion, and personal selling. To get people talking about and considering buying the product. A compelling marketing message and suitable communication channels are essential for successful promotional efforts (Woodall, 2007) (such as television, radio, print media, social media, or email marketing).
[bookmark: _Toc140103600]Loomy Accessories and Its Marketing
Let us have a look at how Loomy Accessories LTD plans to use the 4Ps of marketing mix to develop their solid soaps:
[bookmark: _Toc140103601]Product
With a variety of commercially accessible bases, Loomy Accessories LTD hopes to provide a selection of high-quality, aesthetically pleasing solid soaps. Melt-and-pour soap bases will serve as the basis, while essential oils, mica, and synthetic soap colourants will be added for flair. In order to stand out from competitors, the firm will prioritise developing distinctive visual styles and fragrances for its products. They will give extra attention to making sure the soaps are mild on the skin and fun to use.
[bookmark: _Toc140103602]Price
The pricing of Loomy Accessories LTD's solid soaps will be based on a number of criteria, including the price of raw ingredients, the expense of manufacturing and packaging, and the company's target profit margin. They want to investigate the market thoroughly to determine the prices of rivals and the level of demand from consumers. The pricing approach will try to establish a happy medium between price and value, making the soaps accessible while yet making a profit.
[bookmark: _Toc140103603]Place
Several outlets will be used in Loomy Accessories LTD's distribution of their solid soaps. They plan to launch an online store so that consumers can easily make purchases. They will also look into forming strategic alliances with carefully selected shops, boutiques, spas, and beauty supply stores that already cater to their ideal customer. With this multichannel strategy, Loomy Accessories LTD will be able to contact more people and sell more of their items.
[bookmark: _Toc140103604]Promotion
Loomy Accessories LTD's solid soap marketing will vary. They want to market their handcrafted soaps on Instagram and Facebook with photographs and videos. How-to tips, consumer reviews, and special previews will entice the audience (Sali, 2012). Loomy Accessories LTD may work with beauty influencers and reviews. They may also advertise their soaps at beauty and craft exhibitions.


[bookmark: _Toc140103605]Conclusion
By entering the market for solid soaps, Loomy Accessories LTD has shown that it has long-term business ambitions. By using readily accessible commercial bases and a wide range of soap ingredients, companies are well up to take advantage of the booming market for rinse-off personal care products (Jantsch et al., 2015). Loomy Accessories is able to provide a wide variety of enticing and one-of-a-kind soap solutions to clients because of the use of fragrance oils, mica colourants, and soap colours generated synthetically. The company's foray into solid soaps increases their potential for profit and cements their reputation as a frontrunner in the accessory market for versatility and originality. Loomy Accessories is well positioned for future expansion in this potential market niche because to the company's cautious execution and continuous attention on quality and client satisfaction.
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