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[bookmark: _Toc212999477]Executive Summary
Art. Salon is a luxury, women-only salon located in Birmingham. It is the first women-only salon with hijabi inclusiveness in the UK that reinvents the sense of self-treatment by women in Birmingham and other places. It is situated in the centre of art. Quarter, one of the creative and business districts in the city of Birmingham. Art. Salon stands at the cross-section between beauty, innovation and community. It targets women who are conscious of privacy, culture and quality of beauty care. Services at the salon are very diverse, with bespoke hair treatments, balayage, colouring, haircuts, extensions, braids, nail cuts, and specialist consultations (Artdotsalon Ltd, 2025). Its environment offers its clients a serene and private atmosphere. This attracts women who might need modesty and customised beauty services, especially in the Birmingham affluent community. Art. Salon’s business model is anchored on luxury, inclusivity, and personalisation. All the services are tailored to meet individual needs, hair texture and personal cultural favours. Services are tailored to each person, their hair, and their culture. The salon integrates physical services with an effective online platform. Clients are able to make appointments online, select stylists, and get reminders. Customer satisfaction and brand loyalty are enhanced by this combination of high-quality service with online convenience.
The mission of Art. Salon is to offer a secure and welcoming environment based on high-end services that are professional services. It has a vision of dedication to excellence, humility and personalised care. The goals of the salon are based on the provision of quality services, a personal atmosphere, and high-quality products that are environmentally friendly. These objectives are very responsive to market trends. Women of this century want beauty spaces that have a curation of personalisation and identity. Based on the analysis, it reveals that Art. Salon has a number of competitive advantages: exclusive niche, talented employees, robust social media presence, and strategic location (Artdotsalon Ltd, 2025). The roadmap to grow sustainably in the long run is promising in these avenues.
[bookmark: _Toc212999478]Introduction

This report looks into the strategic orientation of Art. Salon and how the business can accomplish sustainable growth. The aim is to evaluate the current standing of the salon and the strategies that can facilitate development in the long term. In the report, external and internal business environments are analysed in order to know the competitive position of the salon. It involves the examination of strengths, weaknesses, opportunities and threats in addition to broader market elements. The report considers major stakeholders and their expectations as well. It then considers strategic choices which Art. Salon can embrace to boost its competitive advantage. This is intended to make practical suggestions for the future growth of Art. Salon.
[bookmark: _Toc212999479]Competitive Positioning
[bookmark: _Toc212999480]a. Internal Environment – SWOT Analysis
[bookmark: _Hlk212892848]Art. Salon establishes itself in a special niche in the beauty industry of Birmingham. The fact that it identifies itself as the first hijab-friendly and women-only luxury salon introduces a powerful and unique image. Detailed below is the SWOT analysis for Art. Salon.
	Strengths:
· Unique Niche:
· Strong Online Presence
· Skilled and Expert Staff
· Strong Reputation & Reviews
· Strategic Location (Luxurious Ambience). 

	Weaknesses:
· Single Niche Audience Reach
· Limited Marketing Budget
· Dependence on Key Staff


	Opportunities:
· Expansion into New Services:
· Partnerships with local businesses or influencers
· Leverage Social Media Marketing
· Increased Demand for Specialised Services 

	Threats:
· Intense Competition.
· Economic Downturns
· Changing Consumer Preferences
· Negative Reviews 




Strengths
· Unique Niche: The main strength of the salon is that it is the first hijab-friendly, women-only luxury salon in Birmingham that serves a very specific and, potentially, highly loyal audience seeking a comfortable and intimate experience.
· Strong Online Presence: The salon has an active social media presence. It utilises Instagram, Facebook, and TikTok in reaching targeted clientele (Artdotsalon Ltd, 2025). It also has a strong web with built-in online booking and consultation.
· Skilled Staff: the personnel comprises experts with decades of experience in various services (braiding, extensions, styling, nails). They are rated highly by clients as being knowledgeable and meticulous in their work. Stylists are equipped with current beauty trends as they receive continuous training in modern techniques (Artdotsalon Ltd, 2025).
· Strong Reputation & Reviews: The salon boasts of good user reviews and feedback, especially highlighting work quality and the inclusive, comfortable atmosphere. This creates a lot of referrals through word-of-mouth.
· Luxurious Ambience: The salon is located in the artistic hub of art. quarter in Birmingham, which offers a contemporary, comfortable, and posh experience that promotes the customer experience. 
Weaknesses
· Niche Audience Reach: The narrow niche that Art. Salon targets, though distinguishing, it is a weakness. The reason is that niche marketing narrows down to a market segment (Toften and Hammervoll, 2013). This can severely limit broader non-diversified expansion.
· Limited Marketing Budget: The salon has a small marketing budget, like many other small businesses. This complicates effective access to a larger audience.
· Dependence on Key Staff: from the company website, it is clear that the business is overly reliant on a limited number of talented stylists (Artdotsalon Ltd, 2025). This can be dangerous in case of their departure.
Opportunities
· Expansion into New Services: There is the potential to branch into complementary services or other exclusive product lines that are compatible with the luxury and brand position of the salon of wellness.
· Strategic Partnerships: Cooperation with local businesses or influencers (as suggested by existing influencers' visits) can make the business more visible and bring new customers. Influencer collaborations or else, marketing goes a long way in creating brand authenticity and awareness to potential customers (Xu, 2023).
· Leverage Social Media: A continued investment in social media marketing can be an effective way to demonstrate changes and reach a trend-sensitive younger audience. Social media has become a very strategic promotional tool for businesses in the world of today. This is due to its great efficiency in building brands and bettering knowledge and communication exchange with clients (Zollo et al., 2020). It also proves quite inexpensive and creates leads without much difficulty.
· Growing Demand for Specialised Services: Tapping into the increased demand for specialised/tailored beauty and hair treatments presents an opportunity for growth. 
Threats
· Intense Competition: The beauty salon market in Birmingham is very competitive, with many other salons offering similar or a wider range of services.
· Economic Downturns: Beauty services can be considered a luxury, and consumer spending may decline during economic fluctuations.
· Changing Consumer Preferences: The beauty industry is subject to rapidly shifting trends, requiring constant adaptation and training to remain relevant. For that reason, businesses have to constantly monitor the market, technology and their competitors to ensure they are keeping up with constantly changing consumer preferences (Tao et al., 2022). Failure to keep up with trends may mean a decline in profitability, as customers will consume your services less.
· Negative Reviews: As a business heavily reliant on reputation, a few negative online reviews could have a significant impact on client acquisition.
This analysis clearly shows that Art. Salon has more operating strength and better opportunities. The balance between the salon’s Strengths, Weaknesses, Opportunities, and Threats is summarised below.
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The external environment plays a major role in shaping businesses’ operations and strategic direction. The PESTEL analysis framework helps in analysing these macro or external marketing environment factors as they affect the probability of small businesses being successful and profitable now and in the future (Citilci and Akbalik, 2019). Art. Salon operates within a wider environment shaped by political, economic, social, technological, environmental, and legal factors. The PESTEL framework highlights these factors and how they affect the salon’s performance and growth potential.

Political

Art. Salon operates within the UK’s highly regulated service industry. Compliance with health and safety standards, employment laws, and gender equality policies is mandatory. Anyone running their own hair or beauty business needs to think about getting the right insurance protection. If things go wrong when providing a treatment, a client could claim your business for negligence or accidental bodily injury (National Hair & Beauty Federation, 2025). Such regulations encourage good business conduct but may add to the cost of doing business.

Economic

Economic conditions are challenging and promising at the same time. The UK economy is subject to inflation and a cost-of-living crisis. Research shows that inflation in the UK is still higher than the 2% set by the Bank of England (BBC, 2025). In other words, when times are rough, consumers are more discriminatory in their spending. They reduce expenditure on luxury services that do not really add value. Nonetheless, personal wellness and grooming are in strong demand, which implies that by maintaining competitive prices, steady growth is possible.

Social

The niche of Art. Salon is supported by social factors immensely. One can observe increased inclusiveness and cultural sensitivity in the beauty industry. Nowadays, many women are in search of culturally and modesty-friendly beauty areas. Self-care activities have risen too, particularly among women in the younger generations. These tendencies tactfully match the market positioning of the salon as a women-only luxury salon with a hijab-friendly atmosphere.

Technological

Technology is still impacting the manner in which beauty services are promoted and rendered in the 21st century. Today, customer experience and brand visibility are improved with the help of social media marketing, online booking systems, and digital payment options.
Environmental

The beauty industry is becoming more environmentally conscious. Customers have a preference for environmentally friendly and sustainable products. The quality of products used by Art. Salon, as well as its environmental stance that ensures high-quality brands, is in line with this.

Legal

Regulations in the legal environment for Art. Salon includes licensing laws, safety regulations, and data security in GDPR. For example, the GDPR laws require any company, regardless of its current location around the globe, to ensure the safety of the information and privacy of people within EU member states (Hoofnagle et al., 2019). Adherence to these rules creates credibility and helps the business to protect itself against legal disputes. Generally, all these factors present both opportunities and challenges, which require Art. Salon to be flexible and innovative.
[bookmark: _Toc212999483]
Porter’s Five Forces Analysis

The Five Forces model developed by Porter can be used to determine the degree of competition and profitability surrounding an enterprise. It draws five forces that govern the extent of competition and market appeal (Chand, 2023). Through this analysis, we are able to determine how the forces influence the positioning of Art. Salon in the market of beauty market in Birmingham.

The threat of New Entrants;

is moderate. A medium-sized salon needs an average capital to open. The entrance of new competitors in the market is therefore easy. The fact that Art. Salon has a targeted niche and a robust brand identity; however, it presents an obstacle that new players would find difficult to overcome.

The Bargaining Power of Suppliers;
 is moderate. The salon uses premier brands in colouring products, extensions, and treatments. Some power may rest on these suppliers, but the business can always turn to alternatives when necessary.
The Bargaining Power of Customers;

 is high. There is much ease for clients in changing salons. This is simply because there are many other salons in Birmingham. The switching cost is minimal, and the quality of services has to be on par. The provision of quality services and an enhanced overall experience is essential to retain customers.

The threat of Substitutes.

 is moderate. Alternative options include at-home beauty packages, in-home stylists, and freelance hairdressers. Nevertheless, they do not have the luxury and expert services available at Art. Salon.

Rivalry Among Competitors;

is high. Birmingham is full of salons that focus on the same groups. They compete by price, range of services, as well as customer experience. Exclusivity and quality of your services are important in competitive differentiation.

Porter’s Five Forces Summary Table
	Force 
	Level
	Impact

	Threat of New Entrants
	Moderate
	New salons may enter, but lack a niche

	Supplier Power
	Moderate
	Premium brands hold some influence

	Customer Power
	High
	Clients have many alternatives and can switch salons with ease

	Threat of Substitutes
	Moderate
	Home and mobile services provide substitutes

	Rivalry Among Competitors
	High
	Many salons compete in Birmingham



The beauty salon market of Birmingham is competitive, but with the possibility of niche differentiation. To stay ahead, it will be necessary to have consistent innovation, quality, and good branding.
[bookmark: _Toc212999484]Strategic Growth Choices for SMEs

To be competitive and sustainable, small and medium-sized enterprises (SMEs) such as Art. Salon needs a clear growth agenda. Ansoff Matrix may come in handy when trying to understand the various business growth directions. It is applicable when assessing risks and opportunities in the path of growth (The Strategy Institute, 2024). It takes into consideration four strategic options, which include market penetration, market development, product development, and diversification. Both strategies have their own possibilities and threats based on the available resources of the firm, market position, and its long-term objectives. 

Market Penetration: 

Art. Salon can increase its market share by reinforcing its presence in the city of Birmingham. It can be done by means of influencer partnerships, social campaigns and referral benefits. Such tactics would not only bring in new customers but also make the current ones visit more often.
Product Development: Beauty and haircare products should be branded and could be introduced with the concept of exclusivity and the quality image of Art.Salon. Loyal clients would also be interested in customised hair therapies and products that are modesty-friendly. E-commerce can also be brought about through this strategy, thereby creating more sources of revenue.

Market Development:

Geographical expansion is another possible direction. Large cities like Manchester and London have a large Muslim and diverse female community who would appreciate a women-only hijab friendly space. A test of demand can be done by creating pop-up events or temporary service partnerships in such areas to gauge how popular the services will be.
Diversification: Art. Salon has the opportunity to collaborate with spa and wellness brands to offer a wider range of self-care services, such as relaxation treatments or skin care. This would help it build brand image as a holistic beauty and wellness destination...
Ansoff Matrix for Art.Salon
	Strategy
	Focus
	Application for Art.Salon

	Market Penetration
	Existing products in existing markets
	Increase local brand awareness through influencer marketing and customer loyalty programmes.

	Product Development
	New products in existing markets
	Launch branded haircare and modest beauty products that reflect Art.Salon’s values of inclusivity and luxury.

	Market Development
	Existing products in new markets
	Expand to other UK cities such as Manchester and London, which have large Muslim populations and a growing demand for inclusive beauty services.

	Diversification
	New products in new markets
	Collaborate with wellness brands or introduce spa-inspired self-care services to strengthen the brand’s holistic appeal.



Proposed Strategy for Sustainable Growth

The most suitable approach is recommended to Art. Salon for ensuring long-term growth is a Hybrid Approach. Hybrid in the sense that it couples Product Development and Market Development. By merging these two paths, Art. Salon will be in a position to develop in two directions simultaneously. New products will establish new avenues of revenue. New destinations will open the brand to new customers. Both avenues leverage the current strengths of the salon. This strategy facilitates long-term sustainability and minimises dependence on a single market or a single line of service. This mixed strategy is also in line with Pots' Generic Strategy of Differentiation-Focus. Art. Salon will still stay in the specialised niche with its exclusive and inclusive positioning. This assists in defending the brand against price wars, and it still secures its firm market positioning.
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Art. Salon deals with a relatively small group of stakeholders who are directly or indirectly shaping its performance. It is important to understand their expectations so that proper strategies can be developed to guarantee growth and sustainability.

Identification of Key Stakeholders

The internal stakeholders are the owners, employees and the stylists. They form the basis of the daily activities and are fundamental in ensuring service quality. The external stakeholders are the customers, suppliers, local community, influencers and investors. Both groups have different interests, which should be handled with care to ensure there is maintenance of trust and involvement.

Expectations of Stakeholders

The owners expect profitability, long-term stability, and continued brand recognition. Employees and stylists value fair pay, opportunities for training, and job satisfaction. Clients seek consistency, privacy, and high-quality service that aligns with the salon’s luxury and hijab-friendly promise. Suppliers expect reliable, long-term business relationships. The local community looks for positive social impact, empowerment of women, and inclusivity. Influencers and investors focus on brand growth, visibility, and return on investment.

Mendelow’s Matrix Application

Based on Mendelow’s Matrix, Art. Salon’s stakeholders vary in their power and level of interest: Mendelow’s Matrix techniques prioritise the stakeholder by means of Power and Interest of stakeholders, and it helps to inform the level of engagement required for different stakeholder groups (Ginige et al., 2018). Below is the Power and Interest Analysis of Art. Salon’s stakeholders:
· Owners and customers (High Power/High Interest): they need to be given attention constantly, as they are the leading drivers of success.
· Investors and regulatory bodies (High Power/Low Interest): might affect the general course, but not much of the daily activities.
· Employees and the local community (Low Power/High Interest): much interested in the success of the salon but of limited influence.
· Suppliers (Low Power/Low Interest): have no influence and can be easily replaced if necessary.
To be successful in the long run, it is crucial to align business goals with the stakeholder needs. Good employee retention facilitates uniformity in services. Customer loyalty gears up repeat business and positive reviews. Both results reinforce the brand and are helpful in growth. Satisfying the stakeholders also mitigates the risks associated with staff turnover, bad service quality, and regulatory concerns. This alignment sets a solid ground for introducing new strategies.
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Art. Salon has proved that it is the best choice of hijab-friendly, women-only luxury salon in Birmingham. To expand on this winning streak, the business must find ways of creating more growth, resilience, and brand awareness without compromising its primary values of inclusiveness and quality.

Brand Expansion:

It is advisable that the salon opens a second branch in a different city in the UK, like Manchester or London. These places are full of wealthy people and an increasing need for beauty rooms that are culturally accommodating. One more branch would enhance brand presence and market share.

Service Diversification:

introducing wellness spa services and a small fashion retail department would also expand the product range of the salon. Diversification is a critical strategy for reducing risks and increasing business productivity (Itiola, 2023). If Art. Salon could add wellness measures such as facials, massages, and relaxation options, and they could attract customers interested in a complete self-care facility. The addition of a small fashion booth would promote appeal to an increased customer base.

Digital Innovation:
Art. Salon needs to spend a bit more on digital tools. Increased partnering with social media celebrities is essential to increase online visibility. A loyalty app should also be sought, as it will enhance customer retention with rewards and special offers. Improved online promotion will also increase appeal to young, technologically advanced clients.

Talent Development:

 A mentorship and training program among stylists will enhance the level of skills and foster employee loyalty. In the beauty industry, continuous training is quite important in order to remain up-to-date with new trends. Continuous professional training is critical for sustaining the high standards that make the salon a recognisable brand.

Implementation Challenges for SMEs

The barriers that SMEs usually encounter are diverse, including limited access to credit and financial resources. Like in the case of Art. Salon, it may be challenging to maintain a constant service quality in the event of expansion. There are also problems with the retention of staff and keeping up with the rapidly evolving trends in beauty. To contain these issues, Art. Salon ought to use an incremental strategy of growth to ensure that it controls expenses. It may as well seek community partnerships and small business grants to alleviate the financial pressure. Good communication with the personnel, customers and suppliers is needed. This keeps strategic changes in line with stakeholder needs. With the help of these strategies, Art. Salon can organise sustainable growth and still maintain its essence as an inclusive, ethical, and exclusive brand.
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This report has reviewed the strategic position of Art. Salon and opportunities to grow sustainably. As the analysis revealed, the unique niche and skilled staff, as well as a good reputation related to inclusiveness, are the strengths of the salon. Nevertheless, competition, scarce resources and fluctuations of the marketplace are among the challenges that demand keen strategic planning. The suggested strategy aims at differentiation by expansion and innovation. Product and market development will help Art. Salon to increase its coverage and ensure that service output and output is maintained. Further investment in digital innovation, human capital and sustainability will solidify its brand value. Through practical stakeholder relationships and strategic orientation, Art. Salon can continue to be a unique market leader in the UK that provides inclusive and hijab-friendly luxury beauty services.
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