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[bookmark: _Toc60694566]1. Introduction 
Afro Impression Salon is a small size hairdressing company and training academy. The company has employed 2 full time employees, and 2 part time employees (Afro Impression, 2020). The company is based in a town called Camberley, situated in Surrey. The company was founded in 2015. After five years of its business operation, the company realized the importance of reviving its business plan and key marketing strategies to sustain in future. The company has set objective to grow the business by at least three times of its current revenue. At present, the company has more than 1500 listed customers in its customer database (Afro Impression, 2020). In order to communicate with the customers, the salon uses face to face, website, social media, email, and in-store visual material. Given that the objective of the study is to
· Conduct market analysis 
· Evaluate existing marketing strategy and approach 
· Develop new marketing strategy and approach
· Evaluate implementation plan 
[bookmark: _Toc60694567]2. Market analysis/Environmental analysis 
In an attempt to analysis the market and environment analysis of Afro Impression, the study conducts the following PESTLE analysis to scan the external business environment (Philip et al., 2017), and Five forces analysis to understand that effectiveness and root of profitability of industry (Haider et al., 2017). 
[bookmark: _Toc60694568]2.1 PESTLE analysis 
As stated by Kotler et al., (2018) PESTLE is an external business environment analysis model, which aims to identify the key opportunities and threats of a business from external business environment. However, the following PESTLE analysis plans to critically analysis the external factors, including political, legal, social, economic, technological, and environmental in the UK to measure the opportunities and threats for Afro Impression. 
· Political: Brexit is the most impactful political decision in the UK that impose threats on UK beauty and hairdressing industry because after implementing no-deal Brexit, Afro Impression will pay extra tax and duties to import beauty and hairdressing material from the UK countries (IBIS world, 2020). Besides, new point-based immigration system may create future staff shortage for Afro Impression, because the company will not employee semi/low-skilled employees outside the UK (BBC, 2020). 
· Economic: The UK GDP has been shirked about 20% from March to September 2020 due to Covid-19 outbreak that negatively influences customer’s disposable income as well as Afro Impression sales. By contrast, the UK government has reduced interest rate from 0.75% to 0.25% (Amaro, 2020) that will create opportunities to develop the business function by taking bank loan with limited interest. But, increasing business rate at 1.4% may impose threats on Afro Impression by increasing operation cost (BBC, 2020). 
· Social: The buying behavior and customer test in the UK beauty and hairdressing industry has been changes due to covid-19 outbreak (IBIS world, 2020), and so, customer are more likely to purchase services from those companies, which offer home services by maintaining health and safety issues. This means that it will create opportunities for Afro Impression to offer home services via online platform. 
· Technological: Technological development has changed the landscape of UK beauty and hairdressing industry because companies are more likely to use electric machine, online beauty services, and small robotic arms to provide beauty and salon service (Zahay, 2020). This means that technological development will contribute to reducing operation cost and increasing service quality and customer satisfaction of Afro Impression. 
· Legal: As the Afro Impression operates its business in the UK beauty and hairdressing industry, the company must comply with the UK legislations to continue its business otherwise the company will face lawsuit (Park, 2020). For example; Afro Impression needs to comply with GDPR act, health and safety act, employment act, equality act, competition policy, and consumer right act. In this case, Kotabe & Helsen (2020) argued that if the Afro Impression fully complies with UK legislations, the company will get opportunity to continue its business without any legal problem. 
· Environmental: Along with the other legislation and policies in the UK, Afro Impression must be complied with emission law and other environmental policy to protect the environment from prolusion. For example; using environment friendly beauty and salon materials, and consuming renewable energy will create opportunities for Afro Impression to gain sustainable business growth (Mintel, 2020). Besides, it also contributes to promoting Afro Impression as an ethical brand that positively influences customer satisfaction and loyalty (Philip et al., 2017). 
In summary, the external analysis examined that the political factor imposes threats on Afro Impression, followed by economic factor imposed threats and created opportunities at the same time, and social and technological factor would be created opportunities, but the legal and environmental factors would be created opportunities for Afro Impression if the company would be complied with legal and environmental policies and legislations. 
[bookmark: _Toc60694569]2.2 Five force analysis 
Five forces analysis is an industry analysis model, which aims to identify the effectiveness and root of profitability of an industry by examining the five important forces within an industry and the forces include threats of new entrants, threats of substitute, buyer power, supplier power, and rivalry completion within an industry. 
The hairdressing industry in the UK is badly affected by Covid-19 outbreak because the UK government imposed lockdown on 23rd March 2020 (IBIS World, 2020), and therefore, the sector closed their operation that negatively influenced the sales and profit of Afro Impression. However, the new normal situation due to Covid-19 has changed the landscape of the UK beauty and hairdressing industry by changing the following five forces.
· Threats of new entrants: refers to the extent of new business, which wants to enter into an industry (Marshall & Johnston, 2015). However, the new entrant threat is low for Afro Impression. The fact is the due to Covid-19 crisis, the new entrepreneur is facing fear to invest money into new business. Besides, the existing businesses continuously introduce new products and services in the UK beauty and salon industry that creates barrier for new entrant, and so the threat is low for Afro Impression. 
· Buyer power: can be defined as the bargaining capability of a buyer, which depends on the availability of product and services providers within an industry (Sharp, 2017). However, the buyer power for Afro Impression is high. The reason is that the industry is highly competitive due to present both small and medium size business (IBIB World, 2020). Further, Zahay (2020) stated that convenience service also increases the buyer power with limited switching cost. Moreover, Afro Impression faces high buyer power. 
· Supplier power: As a small size hairdressing company, Afro Impression collects beauty and hairdressing materials from local suppliers, who imported from EU countries (Afro Impression, 2020). However, at present the supplier power for Afro Impression is high. The reason is that due Covid-19 crisis, and Brexit uncertainty, the supply chain system in the UK hairdressing and salon industry is disrupted (IBIS World, 2020). In this situation, the company should sources material from local supplier, who locally manufacture (Park, 2020). 
· Threat of substitute: The substitute threat for Afro Impression is high. This is because the substitute services for beauty and hairdressing are self-services and availability of new technology and innovative skin cream (Mintel, 2020). Besides, the high street retail supermarket also offers beauty and salon service to attract new customer into the store that also increases the threat of substitute for Afro Impression (IBIS world, 2020). 
· Rivalry competition: The level of competition for Afro Impression is also high. The fact is that the company needs to compete with medium and established business chain in Camberley, Surrey (Afro Impression, 2020). Besides, the low cost retail brand, Primark introduce beauty and salon service in their local store that impose direct competition threat on Afro Impression. 
To the end, the five force analysis found that although the threats of new entrant for Afro Impression is low, the rest of the forces in high for Afro Impression. In this situation, Afro Impression required to develop customer relationship to reduce buyer power, search alternative supplier to reduce supplier power, and introduce loyalty program to reduce substitute threat and completion level. 

[bookmark: _Toc60694570]3. Analysis the current marketing strategies 
In an attempt to understand the current market strategies and identify the strategic gap, the study conducts current market strategy analysis of Afro Impression. 
[bookmark: _Toc60694571]3.1 An evaluation of the current marketing strategy 
As a small size hairdressing company, Afro Impression employs market penetration as the key marketing strategy (Afro Impression, 2020). The main assumption of penetration strategy is to offer existing products and services into the existing market (Hollensen, 2019). The main advantage of this strategy is to quick access in the existing market by offering existing products and services. But, the key limitation of this strategy is that it creates risk of losing customer to competitors, who introduce new product in the existing market. 
[bookmark: _Toc60694572]3.1.1 Current STP analysis 
At present, Afro Impression offers different types of hair and scalp treatments, salon and beauty services, and sales different beauty and skin products for women (Afro Impression, 2020). The company operates business in the Camberley, Surrey and the market segmentation of the company is characterized by geographical, behavioral, demographic, and psychographic segmentation (Haider et al., 2017). 
The target customer group of the company, characterized by only male, who lives in Camberley, Surrey with age 18 to 35 years, middle and high income, occupational status is professionals, and belong middle and high social class society. Moreover, the company offers in-store beauty and salon services, which is the position strategy of the company (Afro Impression, 2020). 
[bookmark: _Toc60694573]3.1.2 Current Marketing strategy (e.g., 7P’s)
	7Ps marketing mix elements
	Explanation

	Product
	Afro Impression offers beauty and salon services for women and sells beauty and skin products to target customer (Afro Impression, 2020). This means that the company offers both services and products. 

	Price
	The company employs penetration pricing strategy to offer beauty and salon services and sell beauty product (Afro Impression, 2020). The main advantage of this pricing strategy is to gain customer loyalty by offering quality product and services at limited cost (Keegan, 2017). 

	Placement
	At present, Afro Impression offers beauty and salon services and sell beauty products through in-store channel in Camberley, Surrey (Afro Impression, 2020). 

	Promotion
	Afro Impression uses both traditional and digital promotional tools, including TV and newspaper ads, Facebook, YouTube, and Twitter to communicate the products and services (Afro Impression, 2020). 

	People
	The owner-manager is all in all for the business due to small business. However, the company employs two full-time and two part-time employees (Afro Impression, 2020). 

	Process 
	At present Afro Impression follows offline (in-store) revenue channel as the key process of delivering products and services to the target customer group (Afro Impression, 2020). 

	Physical evidence
	Physical evidence means the space or location to intact with target customer (Kotler et al., 2018). However, Afro Impression has store in Camberley, Surrey to interact with target customer (Afro Impression, 2020).



[bookmark: _Toc60694574]3.1.3 Current Customer journey 
Customer journey is a visualized process or map by which target customer group gain experiences of purchasing product or service from a company (Park, 2020). According to Kotabe & Helsen (2020), an organization is required to customers friendly journey map so that they can easily access to purchase product or service. However, the customer journey of Afro Impression starts from the need recognition to after sales services of customer. For example; Afro Impression provides product and service information via online and offline platform that contribute to meeting customer need evaluation and information search along with alternative evaluation (Afro Impression, 2020). Moreover, customer can purchase products and service from Afro Impression through visiting their store in Camberley, Surrey and the company offers good staff behavior, and customer relationship to develop positive customer experiences via customer journey map. 
[bookmark: _Toc60694575]3.1.4 Current Communication channel 
Communication channel refers to the extent to which an organization disseminates products and services information to the target customer group, in an attempt to gain business objectives and goals (Chernev, 2018). Research by (Adams et al., 2019) stated that an organization can employ both online and offline communication channel to disseminate information to the target customer. However, as the key communication channel, Afro Impression employs both online and offline communication tools (Afro Impression, 2020). For example; the company provides products and services information to target customer via newspaper and TV ads as the offline channel, and via Facebook, YouTube, Twitter, and Instagram as the online communication channel (Afro Impression, 2020). This means that Afro Impression uses both online and offline communication tools as the current communication channel. 

[bookmark: _Toc60694576]3.2 Developing a new innovative marketing strategy 
Drawing upon the external analysis, industry analysis, and current market strategy analysis of Afro Impression, the study aims to develop sophisticated marketing strategy for the company so that Afro Impression can gain sustainable business growth in the future. 
[bookmark: _Toc60694577]3.2.1 Carry out STP analysis 
	Segmentation
	Targeting
	Positioning

	The new market strategy employs the segmentation strategy for Afro Impression as follows.
· Geographic: The company offers beauty and salon services and products in Camberley, Surrey. 
· Demographic: The demographical characteristics of customer include the age of customer group 18-45 years along with middle and high income with professionals, middle and high upper social class. 
· Behavioral: The customers, who lead stylish lifestyle. 
· Psychographic:  The customer group will be awarded about the product and services quality. 
	The target customer group of Afro Impression will be both male and female, who leads style lifestyle, age between 18 and 45 years, middle and high income, occupational status professionals, and live in Camberley, Surrey and belong middle to upper social class status. 
	The position statement of the new marketing strategy of the company will be as follows “make your life stylish with Afro Impression by receiving beauty and salon services at convenience way”. 



[bookmark: _Toc60694578]3.2.2 Marketing objectives for new market strategy
The marketing objectives for the new marketing strategy of Afro Impression are as follows
· To increases 11% sales within first six months. 
· To attract 1000 new customers within the first year of applying the marketing strategy.
· To ensure 100% customer satisfaction by offering convenience beauty and salon services. 
[bookmark: _Toc60694579]3.2.3 New marketing strategy 
Marketing strategy refers to the long term direction of an organization to achieve marketing objectives and goals (Zahay, 2020). However, the marketing strategy of Afro Impression, more especially, the 7Ps strategies for the company are shown the below table. 
	New marketing strategy: 7Ps marketing mix elements

	Product- the company employs product development strategy, introduced by Ansoff matrix (Park, 2020). This is because the company follows market penetration strategy at present, which may create threat for the company due lack of introducing new product and services. However, through the new product development strategy, Afro Impression will introduce new beauty and salon services with organic beauty products and material. 

	Price- The company will employ competitive pricing strategy, supported by penetration pricing strategy, by which the company will offer quality products and services at reasonable price (Marshall & Johnston, 2015). 

	Placement- In an attempt to address customer convenience demand, the company will develop mobile application, and offer home services with high quality beauty and salon services. According to IBIS World (2020) British customer are more likely to purchase personalized beauty and salon service a convenient way as a means of home services. 

	Promotion- The new market strategy will employ online promotional tools as means of key communication tools to save time and reach target customer group quickly. In this case, Park (2020) stated that the traditional promotional tools have been replaced by the online promotional tools such as Facebook, Twitter, YouTube, and Instagram marketing that save promotional cost and quickly reach to target customer group. 

	People- In order to serve home services, Afro Impression will employee 5 new employees and provides communication, cultural, and beauty and solon training to develop their skills and knowledge. Besides, the company will employ reward and performance management plan to retain organizational talent (Sharp, 2017). 

	Process- The process of delivering beauty and solon products and services for Afro Impression will be both online and offline revenue channel, and customer can purchase products and services via both online and offline platforms (Zahay, 2020). 

	Physical evidence- The company will retain its current physical local as a means of physical evidence for the new marketing strategy and interact with target customer group (Kotler et al., 2018). It is noted that after gaining strong brand image and competitive position, it will expand its stores across the surrey. 



[bookmark: _Toc60694580]3.2.4 New customer journey map 
The customer journey map for the new marketing strategy of Afro Impression is divided into three steps, including pre-purchase stage, purchasing stage, and post purchase stage. 

Figure 1 Customer journey map of Afro Impression (Source: Kotler et al., 2018). 
[bookmark: _Toc60694581]3.2.5 New communication strategy
The communication strategy for the new marketing strategy of Afro Impression will be online communication platforms such as Facebook, Twitter, YouTube, and Instagram. The reason is that Hollensen (2019) stated that the traditional marketing communication channels have been replaced by the digital communication platforms. Further, Haider et al., (2017) argued that saving marketing cost and reach target customer within short time are the key advantages of digital communication channel. 
Besides, it is noted that the digital content both text and video contents will be developed to communicate the target customer of Afro Impression via online communication channels (Kotler et al., 2018). For example; the text content will be used to communicate with customer through Facebook and Twitter accounts, and the video contents will be used to communicate with target customer via YouTube channel. 
[bookmark: _Toc60694582]4. Implementation of marketing strategy 
In terms of implementing the marketing strategy, the systematic process will be employed. For example; the PDCA (plan do check act) model will be applied to implement the new marketing strategy of Afro Impression. Keegan (2017) argued that PDCA is a systematic process that contributes to implementing the marketing strategy by developing strategic plan, design action plan, identifying key problems and finally fixing up the problem to implement the marketing strategy. However, the owner-manager of Afro Impression will be played the key role for controlling and monitoring the activities of implementing the new marketing strategy. Moreover, it will be developed a strategic partnership with the UK IT company to develop mobile application and online revenue channel. In this case, Kotabe & Helsen (2020) argued strategic partnership with external IT Company creates opportunities for small business to develop an integrated digital revenue channel by saving time and cost of development and maintenance of online platform. 
The cost of the new marketing strategy will be £100000. The investment fund will be collected from both internal source (retain earnings) and internal source (bank loan). The cost of the new marketing strategy breakdown into the below table. 
	Tasks 
	Amount of investment (£)
	Sources of investment

	Product development 
· Conducting market and customer survey.
· Identifying market gaps.
· Understanding customer requirements. 
· Developing new products. 
	
20000
	Retain earning of business 

	Online system development 
	15000
	

	Digital content development 
	5000
	

	Marketing and communication 
	15000
	Bank loan 

	Employee recruitment, training, and development 
	10000
	

	Store development 
	10000
	

	Maintenance 
	5000
	

	Others 
	20000
	


[bookmark: _Toc60694583]5. Conclusion and Recommendation 
[bookmark: _Toc60694584]5.1 Conclusion 
In conclusion, the PESTLE analysis found that the political factor impose threats on Afro Impression, followed by economic factor imposed threats and created opportunities at the same time, and social and technological factor would be created opportunities, but the legal and environmental factors would be created opportunities for Afro Impression, if the company would be complied with legal and environmental policies and legislations. The industry analysis showed that although the threat of new entrant for Afro Impression is low, the rest of the forces in high for Afro Impression. In this situation, Afro Impression required to develop customer relationship to reduce buyer power, search alternative supplier to reduce supplier power, and introduce loyalty program to reduce substitute threat and completion level. The current marketing analysis of Afro Impression found that the company followed market penetration as the key marketing strategy along with offline revenue and product and services delivery process, both online and offline communication channel, and physical evidence is in Camberley, Surrey.
However, the new marketing strategy of the Afro Impression will be product development strategy, along with penetration pricing strategy, online and offline distribution channel, online communication channel, recruiting new employee, training and development and talent retention as people strategy, and store development as the physical evidence strategy. The cost of the new marketing strategy will be £100000, which will be sourced from business retain earning and bank loan. Moreover, overall activities of implementing new marketing strategy will be controlled and monitored by the owner-manager of Afro Impression.  
[bookmark: _Toc60694585]5.2 Recommendation 
The study provides the following recommendation based on market and environment analysis, and current marketing strategy analysis of Afro Impression so that the company can implement new marketing strategy and gain sustainable business growth in the future. 
· Product/service development: At present the company follows market penetration strategy by which Afro Impression offers existing products and services into the current market. The key limitation of the current strategy of Afro Impression is that the competitor may witch the current customer by developing new products or services. Therefore, the study recommended that Afro Impression should employ product/services development strategy to addressing existing customer needs and attract new customer. The main advantage of product/service development strategy is to serve existing market with new and innovative product and services (Kotler et al., 2018).
· Searching alternative sources of suppliers: The five force analysis showed that the suppler power of Afro Impression is high that may impose threat on future business growth, according to Chernev (2018). In this case, Afro Impression should search alternative sources of supplier to reduce supplier power and ensure future business growth (Park, 2020).
· Developing online revenue channel: Afro Impression offers beauty and salon products and service via offline revenue channel at present (Afro Impression, 2020). In this situation, the study recommended that Afro Impression should develop online revenue channel to address customer convenience demand and home services. 
[bookmark: _Toc60694586]
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Pre-purchase stage


Purchasing stage


Customers can purchase products and services through visiting physical store.


Post purchase stage


Developing strong customer relationship. 


Customers access information about beauty and salon products and services via online platform.


Website, Facebook page, YouTube channel, and Twitter and Instagram accounts will be the online platforms. 


Getting details information about products and services such as price, quality, durability, and availability of services. 


Customers can purchase products and services through online platform and get home beauty and salon services.


Payment system will be moth cash in-hand and online payment method. 


Offering loyalty card for loyal customer.


Provides good staff behavior.


Ensuring products and services quality. 
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