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[bookmark: _Toc119370492]Introduction

This report introduces a new innovative service called the FeelRevived Hair Loss Support Service.  The aim of this product is to create an e-commerce business which provides services to its clients via online and face to face platforms which will be very much dependent on the client’s circumstances and needs.
This report will give details on the product, who the target audience will be and will also show how the service could potentially fare in the market using models such as SWOT to give an indication of the potential viability of this product and how it will be marketed.  
There will be details on the platforms and technology used to produce and launch the service and some information giving a brief explanation of e-commerce and its value in the business market.
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[bookmark: _Toc119370494]The FeelRevived Support Program

The FeelRevived Support Program and add on services is a new venture targeted at young female sufferers of conditions such as alopecia and other conditions which cause total or partial loss of hair.  The main product will be the service itself which will start out free when registering, and will then move to a combination of free and charged structure with different levels dependent upon the client need.   
Losing your hair can be a very traumatic experience for both men and women alike.  However, due to hair loss being more common in males, the support available for men and women isn’t necessarily balanced, with male sufferers more easily able to access the help they need and in some cases at less cost (MacMillan, 2017).   With changes in hairstyling practices and the increasing amount of products which can now be purchased over the counter, bypassing professional hairdressers, hair loss conditions appear to be on the increase with sufferers being much younger than previously (Kerkar, 2019).  This requires a more modern solution which maintains the client’s privacy and trust.  Increasingly, GPs are categorising hair loss as less of a priority, meaning long waiting times for consultations, particularly with waiting lists currently at a “record” high (Thomas, 2022)
This issue of hair loss affects how an individual feels about their identity.  It can trigger feelings of depression and anxiety and affect everyday life and therefore,  this service will offer signposting to talking therapy to help understand why and how they can move forward and also provide “wig” selection and fitting services if required.
Initial contact for the service will be via the website.  There will be follow up services carried out face-to-face dependent upon what the client inputs within their details on sign-up.  Face to face appointments will take place within a “clinic-type” setting as needed.
Hair loss services are not new.  There are other hair loss services however, the innovative nature of this program is that this website and associated services will bring a completely different angle in that it will not just offer medication and will be directed primarily at female sufferers.  For example, most hair loss services which are aimed at women tend to focus on offering solutions in the form of shampoos and lotions (Lloyds Pharmacy, 2022).
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The innovation matrix was introduced by Greg Satell who believed there is no one truth path to innovation and that the it is necessary to map innovation by first defining a problem before deciding how best to solve it (Satell, 2017).  Satell introduced the innovation matrix framework in 2017.  This framework breaks down the strategy options into four innovation categories with two dimensions: the problem and the domain.  An example of this framework and brief description is shown below:

Figure 1

	              Problem Definition
	Well Defined
	Breakthrough Innovation
	Sustaining Innovation*

	
	Not Well Defined
	Basic Research
	Disruptive Innovation

	
	
	Not Well Defined
	Well Defined

	
	
	Domain Definition


	*FeelRevived falls into the “Sustaining Innovation” category (highlighted green)

Basic Research – the aim to discover something completely new where there is no defined problem or domain
Breakthrough – the creation of a new pattern of thinking, when the problem is well defined however, the domain is not
Disruptive – challenges existing technologies/processes where both the problem and domain are well defined.  
Sustaining -   aims to improve an existing product or process.  Like disruptive innovation, both the problem and the domain are well defined
The FeelRevived proposition falls into the sustaining innovation category since it is an existing and known problem and domain.
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The unique selling point of this program is in fact the focus around mental health and the impact this contributes to the already struggling mental health of young people.  It aims to create a bridge between this issue and other issues which can impact mental health. 
This e-commerce business is designed to narrow the gap between services available for male and females as well as adding an important element of hair loss which is the psychological effects it has on the sufferer.  The user would commence their journey by registering on the website.  The website would collect their personal information and the main concerns which they have.  This is Level 1.  From the information collected in Level 1, the client will be offered solutions and additional services such as face to face consultations to assess any additional requirements.  Should the client decide to progress to face to face, this will be Level 2.  In Level 3, the client will have the option to go back to their online account on the website for updates and maintenance of their solution.  However, they can still choose the option to have a face to face if they had concerns which were not suitable to be resolved via the website
[bookmark: _Toc119370497]SWOT

The SWOT analysis gives a summary of factors which may impact the ability of the business to be successful.
Strengths
· Personal experience of hair loss in females and young people
· Engagement of young women to help run forums and workshops
Weaknesses
· Less experience than better known brands in this area
· The reduction in focus on medical treatments
Opportunities
· Possibility to connect with health professionals to explore how to tackle the mental health in young people and mental health support
· Creation of an app to support the online business and allow access anywhere to the resources
· Opportunity to run workshops 
· “Experience” forum online run by the clients for the clients
Threats
· Economy may make it hard for customer to purchase add on services
· Other experienced players in this area 
Competitive Advantage
As stated earlier, this is not a new area so far as services go however, the competitive advantage of the website and associated services lay in the target audience of young female sufferers who are regular users of social media as a preferred method of communication.  With this in mind, having a socially enabled platform on which they can communicate and find solutions to their issues will make this website more attractive to that particular demographic.  This guarantees privacy and ensures they will not need to have a face to face discussion unless they choose to do so.  Initial contact for the service will be via the website.  There will be follow up services carried out face-to-face dependent upon what the client inputs within their details on sign-up or chooses as part of their journey.  There will be more than just medication options available.  There will be sign posting to other services and wellness checks with regards to the psychological effects impacting the client.  Face to face appointments would take place within a “clinic-type” setting as needed.
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The FeelRevived business will be a website which offers customer sign up to allow the collection of data for each customer to enable the service to match needs to solutions.  
[bookmark: _Toc119370499]Website and Hosting

The website will be built on the Wordpress.org platform with separate hosting.  The reason behind this is that the site will be fully owned by me and allows more freedom in terms of the ads which can be featured on the site. (Haan & Bottoroff, 2022)   

The Wordpress package provides user management which allows you to build different user levels, media management which includes image editing tools.  Wordpress code is compliant with World Wide Consortium (W3C) which means it will have compatibility across different browsers.  The site will be search engine optimized to ensure any searches will return the site high up in results.  

It will be necessary use a separate hosting service for access to a server.  The FeelRevived site will be hosted using Bluehost (2022) which will include a ”co.uk” domain name.  The Bluehost product provides hosting, along with Secure Socket Layers (SSL) certificate, dedicated IP, domain privacy protection and site backup.

Website will have approximately 6 pages at the outset.  The diagram below, Figure 2, shows how the site map would look and the connectivity between the pages:

Figure 2
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Products
Visitors to the website will be provided with information about the website, details of why the website exists and the range of services and/or products available.  The following products will be available to purchase:

· Topical Lotion
· Shampoos
· Creams
· Hair Fibres
· Wigs
· Access to offline face to face discussions
· Resources and information as well as signposting to other external providers

The website will use PayPal to process payments.  This is a convenience and secure way for clients to pay by credit or debit card as it offers buyer protection and is  PCI (Payment Card Industry) compliant.  PCI refers to technical and operational standards to ensure the protection of credit card holder data during transactions. (Kagan 2022) 



Outlined in Figure 3 below is an estimate of the financial outlay which will be required.  
Figure 3
	Product
	Cost
	Total (first year)

	Wordpress.org website package
	Free
	-

	BlueHost Hosting Service
	£150.48 (promotional price increasing to £306 p.a.)
	306.00

	Hair Lotions
	£20 per bottle (x30)
	600.00

	Creams
	£10 per bottle (x30)
	300.00

	Hair Fibres
	£2.14 per bottle (x50)
	107.00

	Shampoos
	£10 per bottle (x30)
	300.00

	Custom Wigs
	£200 (order to customer requirements)
	-

	Administrator (part time remote)
	£12,000 pa
	12,000

	Site Design/Build
	£80 per page
	480.00

	Content writer
	£480.00
	480.00

	Images
	£1,000 per project
	1,000.00

	Computer
	£2,600
	2,600

	
	Sub Total
	18,173

	
	10% contingency
	1,817

	
	Total
	19990.00

	Marketing
	2,000
	2,000.00

	
	Final Total
	21,990.00



[bookmark: _Toc119370500]Source of Funding

In order to obtain the finance for this, I will be cashing in a small pension which I own.  This became an option when I reached the age 55.  The pension drawdown will provide £32,000 of capital and the start-up costs will be taken from this.  The remaining amount will be set aside and be made available should there be any additional costs outside of the contingency amount.  The start-up cost will begin to be returned to me in five tranches over five years beginning in year 2, providing the company has started to see profits.  As the website progresses, we will look for financial support and possible grants to expand our services based on any arising needs which are identified.
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Marketing Plan

When considering the marketing process for the company, it was first necessary to decide the markers or Key Performance Indicators (KPIs) we would use to gauge whether the performance of the company was going in the right direction.  The following are the indicators we will use:

1. Increasing engagement with the website from launch date as evidenced by metrics data
2. Sign up with a higher percentage choosing to move to Level 2
3. Number of clients returning to engage with the platform at Level 3

The target audience for this service is the 18-25 year old (primarily) female market.  According to Statista (Dixon, 2022), Youtube, Facebook, Whatsapp, Instagram and Snapchat were the top five platforms used by those in the 15-25 age group.  The primary channel for promoting the website in order to reach our target audience will be via social media platforms, Youtube, Facebook and as an addition to Facebook, Instagram.  Using Facebook allows us to set a campaign budget (Facebook, 2022) which will mean ads will also run across Instagram and will continue to do so until the budget is exhausted.  At this point, we can either cease the ad campaign or reset the budget.  This allows us to vary the advertising as we needed.

The customer journey will begin with touch points, Facebook, Instagram and Youtube which will provide the user with “Awareness” of the availability of the service being offered and drive them to the website.  The website and information would be the second touchpoints for the customer to “Consider” what we have to offer.  This is followed by the “Decision” touchpoint should the customer sign up to Level 1.  The final touchpoint would be “Satisfaction” if the customer is happy and returns to sign up for Level 3.

Prior to launch, we would launch a series of short snappy “pop-up” type video ads which will run on Youtube and Instagram, teasing snippets of information about the launch of this new service, without giving away too many key details on the actual service itself.  This would be scheduled to happen at least 1 month in advance of the full launch.



The full launch would include full length ads on Youtube, Facebook and Instagram to drive the audience to the website would feature banners and opening offers.  Adjacent to the full launch, Search Engine Optimisation (SEO) which is built into the website package would be employed to ensure the FeelRevived service appears high in any search engine where hair loss services and associated terms are used as key words.  Post launch we will continue to advertise in places  which young people may frequent such as Universities and health related clinics.  Each of the different promotional avenues will carry a code which we will encourage the potential clients to quote during contact.  This will help us to understand which promotion paths are bringing the most traffic to the website.

[bookmark: _Toc119370502]Conclusion
This proposition focuses on the launch of the FeelRevived service which offers a variation in the way hair loss services are offered to young people – in particular females.  It will be an improved service and one which takes account of the modern generation whom we hope to serve.  Hair loss conditions in young people have increased and therefore it is very important to bring the availability and delivery of these services into the current century.  Social media is the preferred communication channel of this demographic and therefore we intend to harness this to bring a new and innovative service.
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