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1. Which marketing strategy do we use?
As an organization, we may use different approaches to satisfy our customers' needs. To reach out to these clients, a media of advert such as newspaper, the internet, social media, magazines, mass media, and even billboards can be used (Išoraitė, 2016). However, we feel that the approach is equally important. However, with many market variables, a company must strive to organize its decisions and simplify its advertisement strategies through marketing mix, market segmentation, product differentiation, and brand extension. As a company, we recognize our clients through the use of marketing mix approaches to marketing. 
What is the marketing mix?
A marketing mix can be described as all the activities that inform an organization's decision to carry out a given marketing approach. A marketing mix is determined by 4Ps, which are product, place, promotion, and price. 
Why did we choose the marketing mix and not the others?
Marketing mix presents the most effective customer-centric product promotion approach. Festa, Cuomo, Metallo, and Festa (2016) describe it as the only marketing approach that considers all aspects and lifestyle of a product from its production to consumption. For instance, the product mostly refers to its production and quality, the price and place are critical in the exchange of the products (Išoraitė, 2016). Also, the promotion relates to the means through which the end-users get to know about it.
How do we involve you in this approach?
As a beauty company, we strive to offer customer-centric products and services. We conduct market research through our social media platforms and website on which we interact with our clients. From our clients' views and reviews, we tailor our products and services to meet your needs.  
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2. What do the 4Ps of marketing mix mean to us?
Product
Product refers to the right, service, or a combination of these two that a company offers to its customers. According to Lahtinen, Dietrich, and Rundle-Thiele (2020), a product can be either a physical good, a service, or a blend of the two. However, when using this as a marketing mix approach, then it must be outstanding enough to be called a brand or a company's identity. Our air and body products are of high quality, and we have a highly-experienced customer care personnel, perfect packaging, and product presentation. For example, if we deliver a good to you, our package bears our company name with its logo and the disclaimer. 
Price
Price is the amount of money that a consumer or business pays to acquire a product. Ikechi, Chinenye, and Chiyem (2017) assert that setting a product's price depends on the level of competition and the market segment that is served by it. For instance, as a beauty company, most of our products are priced within the range that the market charges. We also look into the factors of the production of our goods and services to offer a discount to our customers. Most of our products are discounted to attract more customers and ensure that we maintain our existing ones. According to Thabit and Raewf (2018), a commodity's price depends on the cost of production, suppliers' bargaining power, and the quality of goods and services a company produces. The discount has been made possible by the constant link that we have with our customers and our supplies and society. 
Place
Place in the marketing mix is the geographical location within which a company sells its products and services. Our company occupies both physical and online sites (Ikechi et al., 2017). You can reach us either by visiting our physical shops in 32 locations in the US, phone numbers and emails, or online media platforms within which we connect with our clients. 
Promotion
Promotion refers to the activities that are involved in making the clients know about a good or service. Thabit and Raewf (2018) outline that the activities involved in the promotion of a product include advertising, mass selling, personal selling, direct communication, market research and product differentiation. As a company, we have added items like pedicure and manicures for our male customers. 
Which of these Ps do we value the most?
As a company, we apply all these Ps in our marketing. If you have any beauty concerns, do not hesitate to contact us. 
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3. What are the current marketing features in the beauty industry? 

Social media has been significantly felt in communication and product promotion due to the increased use of digital marketing strategies. The current business depends on social media platforms due to the shift from physical markets. 
According to Stokinger and Ozuem (2018), many customers today are on social media, and companies can build their brands through these platforms. With the surge of COVID-19 cases across the globe, businesses have resorted to conducting the remote operation. Our company is not left behind. We have increased our client involvement through constant conversation on our social media and websites.
The implications of the current marketing feature in the future of the beauty industry
There seems to be great potential in the future as companies will grab their customers' attention while at the same time building their image and brand. However, if a simple mistake happens when a company has established its brand, it is likely to tarnish the whole company's idea and its products (Forbes, 2016). Future technology is expected to influence the needs of the customers to a greater extent. 
However, our company keeps investing in new technology and flexibility to address the challenges that might arise in the future. Also, through consumer-centric approaches, our beauty business aims at maintaining its competitive state. As a customer, you should be confident in our products today and in the future.
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4. How do we respond to the situations brought by the critical trends?
Our beauty project has been faced with challenges related to the changes in technology. 
Use of conferences.
To respond to them, we have decided to organize a conference in 2021 in which we will call upon our audience and customers to provide us with their feedback. We will also reward some of our loyal members
Publications. 
We have some of the most reliable information sources from our real clients (Paço & Oliveira, 2017); hence we are sure of great insights into the industry. The current strategies are also communicated through these channels.
We are using social media.
Our company has been keeping itself abreast with the new technology and digital marketing changes by following such news on Facebook, Linked In, Twitter, Instagram, and other social networks (Forbes, 2016).
We also use our company website to communicate and seek more information on the changes in the trends in the beauty industry. 
Networking 
We value and create a network with new people through conferences, online interaction, and other platforms (Forbes, 2016). This information has helped us in meeting the needs of the customers. We also learn from these connections since business is an ongoing learning process. 
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5. How can you reach us?
As a beauty project, you can communicate with us through different devices, platforms, and technologies.
Which platforms and technologies do we use?
Our beauty company interacts with our clients through Instagram, Facebook, Twitter, and YouTube. 
Instagram has been one of the leading platforms through which we communicate with our clients. According to (Forbes 2016), in 2017 alone, the venue had over a 900million users every month. We have been able to increase our social media presence through this platform through #beautycustomised.
Facebook, YouTube, and Twitter are also platforms from which we get feedback from our clients. According to (Forbes 2016), social media use in business helps save physical space and maintain the link between an organization and its customers. 
What mobile devices do we use?
As a customer, you can reach us even without having an account with social media platforms. All you need to have is a mobile phone which can receive and make calls and messages. Forbes (2016) outlines that direct messages and emails have promoted businesses in contemporary society by 80%. 
What do you do if you don't have a mobile device?
You can always reach our beauty company by visiting our physical shops. However, we have limited the number of people being served due to the COVID-19 protocols set by the US government.
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6. The two most critical trends you need to know about our marketing communication.
At our Beauty Company, we value you as our clients, and therefore, we keep letting you know the trends and aspects that inform our day-to-day marketing decisions. In the beauty industry, our customers' ever-changing needs and social media influence are significant trends. What are they and how do they affect our company?
1. Changing needs of customers
The fashion and beauty industry is primarily affected by technology, culture, economic, and other social influences. According to Stokinger and Ozuem (2018), the advances in technology and digital platforms' growth have made the customers more aware. They have more control over their choice of purchase and where they acquire their products. 
What does the customer need dynamics mean for our beauty company?
The market today has less loyal and more informed customers about a brand. Borrowing from Forbes (2016), it must shift its priorities to suit customers' ever-changing needs for a company to survive in this age. As a beauty company, we recognize and invest in areas that make you as our customers feel acknowledged and valued. We also use different strategies to reach out to our customers, courtesy of the digital media platforms. 
2. Social media marketing communications.
Due to social media, the way we communicate has changed tremendously compared to how it was a decade ago. Traditional mass media communication between the customers and companies has been reduced drastically over the years (Stokinger & Ozuem, 2018). As a serious company, we also haven't been left behind. 
Does social media affect our company's operation?
We have learned one of the pitfalls of traditional marketing was the company's monopolistic communication, which only required feedback through purchases (Forbes, 2016). Therefore, with the contemporary changes in the media, customers have been given the highest priority. We use social media and our company's websites to communicate with real customers and interact with you to get your feedback, likes, and dislikes. These reviews from you inform our next decision. 
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