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[bookmark: _Toc2102788122]Introduction
[bookmark: _Toc1821277764]Workplace problem
Hair by Allison is a Hair Salon based in Swansea, the salon has come across a problem with the salon's distributor, they have stopped selling the colour brand that hair by Allison use to colour client's hair, the company have used this brand for over ten years are devastated that they must find a new brand, that will match the price and quality needed. this is the problem, and the company will have to find other revinews to find a solution. The stylist at the salon and clients will be affected due to changing the colour brand.  Hair by Allison will look at alternative colour products and will take out test and way-out costs, the company need to make the right decision to keep clients happy. Or business will lose. And this will impact bills, and home life. Having a deadline and resources, having the scope to ensure that this project of finding a new colour brand stays on track, without expanding beyond original intent, keep reviewing the problem, containing the problem, or finding a solution, looking at the best solutions for the company with finding a new colour brand.

[bookmark: _Toc872146164]Identifying the problem
The Company have done a brainstorming process to collect and analyse information about the product issue, they have gathered ideas during the brainstorming process, this includes, brand identity, values and ensures that the new colour palette will resonate with clients and reflect on salons company. It is particularly important that they consider the loyalty of our clients and what is best for both client and company. The company have researched many models such as Mind mapping, 5 Whys, pestle analysis, risk analysis, swot analysis. Having the right tools to solving problem skills. Looking at all the models and choosing which ones are best for the company to strengthen their business. The ones used will be in this assignment.
[bookmark: _Toc1150287576]Brainstorming Diagram
Brainstorming is a problem-solving technique used to generate a wide range of ideas or solutions to a particular issue or challenge. It typically involves a group of people who come together to freely share their thoughts and ideas without judgment or criticism. The main goal is to encourage the free flow of ideas, no matter how unconventional or out-of-the-box they may seem. Working to find a new colour brand for Hair by Allison. (Proctor, 2005). Practical solutions below.

Trends                                              Brainstorming                     Feedback                                            Cost                    Flexibility

Discontinued product                                    suitable

Timeline                                            Customers                                  Stakeholders

[bookmark: _Toc179909374]Brainstorming stage 2
Yes- To be considered
No – Definitely not an option
W – weird but might be worth looking at further.

Cost – yes definitely needs to be considered
Timeline – yes, the colour brand will be running out by the end of 2024, so the deadline must be November 2024, giving the company time to compete this task.
Stakeholders – yes, stakeholders will be considered because of the affects it will have on them Aswell as the company itself.
Customers – yes, this process will affect them because they rely on the company to give them what they have asked for, within the desired look and colour outcome, they will go elsewhere if they are not satisfied.
Trends – yes, considering the   latest trends has an enormous influence on the company's choice.
Flexibility – yes, the company is aware that they must be flexible in this process, this will help them to think freely.
[bookmark: _Toc1440744470]Mind Map Diagram
Here is the mind map to help visualise the process for managing the colour change in company. The importance concept branches out into key steps, each with its associated tasks. Mind mapping is an effective way to record ideas, this structure helps in organising and visualising the several aspects of the process of re-branding the salons colour. (Mind Meister, 2021). (Buzan, 2018).
By using the Mind Map concept, it has helped the company to look at brand identity, understanding key demographics, choosing colour palettes, considering the impact of the colour and specific needs that align with the salon image. Customer experience, educating staff. And evaluating, track adjust and monitor customers feedback.
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[bookmark: _Toc2074517653]The Fishbone Diagram

The Fishbone Diagram Here is the fishbone diagram (also known as an Ishikawa or cause-and-effect diagram) for the colour change rebranding process. It visually breaks down the potential causes and factors related to the rebranding decision into categories, helping the company to analyse the different elements involved in this change, useful when the team tends to fall into a rut, while identifying the problem. When agreed on the problem materials needed are flipcharts whiteboard and marking pens, this will help with team putting all their input and ideas into the solving of this problem. Coccia says a Fishbone diagram is for visual representation (2020).
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[bookmark: _Toc855183527]The 5 whys model
The "5 Whys" model is a problem-solving technique that involves asking "Why?" five times to find the cause of an issue. Here’s how the company can apply the 5 Whys model to rebranding a colour in their salon.
When using the 5 whys model the company have found this to be very affective and straight forward, simple, and smart and very affected, basic for all to implement. Card says the tree diagram for examples uncovers more, cause and contribution factors. (2017).
· Why-1 why is Colour products are being discontinued.
· Why-2: why they are being discontinued because they no longer align with the market trends and customer preference.
· Why-3: why do our colour brands no longer align with the market preferences because taste have shifted and clients favouring a modern or distinct colour palette.
· Why-4: why have the clients taste shifted, because of culture, trends, fashion, and increased competition, which has influenced consumers expectations.
· Why-5 why are these changes in culture trends influence consumers because the market has become more globalised, trends through social media, technology this has led quicker change in consumer behaviour.






[bookmark: _Toc817793249]Solutions to the problem
The company will Develop a phased rollout plan for the new colour scheme that includes thorough testing and customer communication.
Action will Start by introducing the new colours in limited brands, to see customer reactions. Communicate the reasons for the change clearly through explaining how the new colours better reflect the brand’s evolution and customer preferences. Showing how it will Benefit them by having a phased approach allows us to test and refine the colour changes, minimising the risk of negative customer reactions and ensuring a smooth transition.
[bookmark: _Toc1235299631]Evaluate solution
This is a grid to analysis potential colour brands on a scale to 1-5 being 1 as not as important and 5 being important 
	Name of brands-weighs 5
	Cost of brands-weighs 4
	Size of colour tube -weighs3
	Consumer selling the brands -weighs3
	Ratio-weighs 2

	Total


	Wella Kolston
5
	£7.37
4
16
	60ml
3
9
	Wella store.
Sally's beauty.
Salon direct.
Aston and Fincher.3
9
	1:1
2
4
	17
38

	Framesi
4
	£8.25
3
16
	100ml
5
15
	Sally's beauty.
Salon direct.
Aston and Fincher.3
9
	1:1
2
6
	17
46

	Indola
3
	£6.55
3
12
	100ml
5
15
	Sally's beauty.
Salon direct.

Aston and Fincher.3
9
	1:1
2
4
	16
40



This grid shows a list for August 2024 prices, the Prices can vary with different deals and offers from the suppliers.
Looking at criteria, what is cost effective, is the solution long term. The impact on brand recognition, have clients heard of the brand, brand indent is a strong contender, particularly for transition, this will influence the clients into coming to the salon. Being adaptable to future trends, having ongoing market research. Using these steps to help with the company's decision.  Framesi are rating the highest in conclusion.
[bookmark: _Toc777609829]Evaluate options
Analysing the cost benefits and comparing, for course of action for the best benefits and achievable outcomes.
	Purchase of colour tubes 
	£7.37
	£6.55
	£8.25

	Brands 
	Wella 
	Indola 
	Framesi 

	Benefit 
	Well-known brand
	Cheaper than the other brands.
	Has a good colour chart.


Looking the colour tubes, prices, how well-known they are and if they have the correct overall colours. The company is taking all of this into consideration before choosing the brand for them.
Prices – are very important with aligning with profit, this can affect salon, stakeholders and customers.
Brands- if the company decided to go with a weel known brand there would be less advertising, if the company went for a not Aswell known brand there is marking, and advertising will have to be a consideration, budget and resources will factor in the decision.

[bookmark: _Toc1561683164]Plan of the solution
The company have created an action plan to find a chosen solution, by Using a Gantt Chart to map out the steps, who will do what by when and how? 
[bookmark: _Toc92265654]Gantt chart
A Gantt chart is a visual display of assignments and projects within a given time limit. These charts come in bar graph/calendar presentation for a clear view. Gantt charts let you assign tasks to various team members and fit them into a time limit for completion. What is more, they help businesses stay on target for deadlines, reassign tasks accordingly, and stay on top of projects from task to task and week to week. Here is one that shows what is important for this project. Kumar says a Gantt chart is used for managering large scale projects (2005).
	Task description
	Time scale 
	 Start date 
	End date 
	WHO's been tasked.

	Market research
	1 Months
	September 1st, 2024
	October 1st, 2024
	Lisa 

	Colour palette selection
	2 Months 
	October 1st, 2024
	December 1st, 2024
	Allison 

	Brand development
	3 Weeks 
	September 1st, 2024
	21st September 2024
	Hayley 

	Staff training 
	2 Months 
	1st November 2024

	1st January 2025

	Allison and Hayley 

	Customer feedback 
	6 Months 
	December 1st, 2024
	1st June 2025 
	Trinity 


The process of rebranding a colour in the salon begins with market research will be done in the first month of September, to analyse current trends and understand client preferences. The salon will focus on selecting a new colour palette that suits with these findings from 1st of October. Following this, the month of September, a branding strategy will be developed, including planning the new approach and creating marketing materials. Staff training is scheduled for 2 months to ensure that all team members are proficient in the new branding and colour application techniques.  A marketing campaign will then be launched over weeks eight and nine to promote the rebranded colour scheme through social media if needed, and the salon’s website, and in-salon promotions. Customer feedback will be collected over 6 months, and the final phase, involves evaluating this feedback and making any necessary adjustments to the branding strategy. This structured approach ensures a thorough and well-coordinated rebranding effort.

[bookmark: _Toc789146198]Communication plan for stakeholders

For owners and investors, the salon will need to inform the Stakeholders in the business. they have financial stake in the salon's success, they will need updates on profit, customer satisfaction and any potential risks or even opportunities to make a well-informed decision about the business.
Employees will need to be informed with changes n of policies, new products being offered, by keeping them informed it will enhance their performance, and overall workplace performance.
Customers will need to be aware of new services products, promotions and any changes with opening times or days off, giving this communication with the customers show loyalty.
Suppliers need to be informed because they provide products tools and essential for the operation of the salon, keeping them informed with payments schedules and any changes in advance can insure steady supply and better terms with the supplier.
Local community need to be informed because a salon is part of the local community, and this will set a positive reputation and can also attract new clients.
Council and health and safety will need to be informed because of the legal regulations and business law operations.
Competitors will need to be informed because, while direct communication is not required, knowing what   offers   they have on will help you to stay in clear communication, which will lead to potential customers.
Providers such as loans or financial arrangements will need to be informed to keep a good relationship and maintaining trust and negotiating new teams if necessary.
Technology providers will need to be informed because they keep the salons booking software up to date, ensuring technology functions smoothly and any technical issues arise.
By keeping stakeholders informed is especially important for ensuring a smooth operation, maintaining trust and growth, communication will align, this will prevent misunderstanding and taking advantage of opportunities, which all contribute to the success of the business.

Stakeholders- will have monthly updates on the 1st of every Month.
Staff - will have weekly meetings with senior staff members on every Monday of week. If staff are on holiday or sick, this will be communicated through email. This will help keep everyone in formed and will contribute to salon running smoothly.
Customers- will have updates via text messages on new offers and sales. The company will also update their social media accounts every 2nd Friday of the Month.


Hair by Allison, have written a letter to the stakeholders explaining the rebrand process, this will be found in appendix A 



[bookmark: _Toc372075510]Communication model

This is a communication model for stakeholders (RACI). Communication models has been in development to specific models rather than a meta communication model (Narula, 2006).
	Stakeholders 
	Responsible 
	Accountable 
	Consulted 
	Informed 

	Owner 
	Manager 
	Salon owner 
	Financial Adviser 
	Owner 

	Staff 
	Manager 
	Salon owner
	Team leader Trinity 
Manager 
	All staff 

	Customers 
	Marketing 
Manager 
	Salon owner
	Customer service rep.
Manager 
	All customers 

	Suppliers 
	Purchasing 
Manager 
	Salon owner
	Manager 
	Suppliers 
Aston and Fincher.

	Regulatory Bodies  
	Compliance 
Officer 
	Salon owner
	Legal Advisor
	Regulatory Bodies 

	Local community 
	Manager 
	Salon owner
	Marketing team 
	Agency staff

	Technology providers 
	IT Manager 
	Salon owner
	Tech support
	Provider 



[bookmark: _Toc1304168068]Monitoring, reviewing, and identifying

To ensure the success of the communication plan for the salon, the owner should actively monitor, review, and identify areas for improvement. This involves setting key performance indicators such as a communication plan, a Gantt chart, for different stakeholders, such as customers, employees, and suppliers, and using tools such as monitoring progress systems, internal communication platforms, and social media analytics to track engagement and effectiveness. Regular review meetings, including weekly team check-ins, monthly management sessions, and annual comprehensive evaluations, should be held to assess communication strategies. Feedback from surveys, focus groups, and one-on-one meetings should be analysed to identify patterns and areas for enhancement. When issues are detected like the colour tubes being discontinued, the owner should adjust communication channels, refine messaging, provide additional staff training, and test new strategies. Continuous improvement is essential, with regular updates to the communication plan, benchmarking against industry standards, and potentially engaging external consultants to ensure the plan evolves with the business’s needs. This approach will strengthen relationships with stakeholders, boost operational efficiency, and drive the salon's overall success.

Monitoring involves regularly tracking communication activities to ensure they meet the set goals and are effectively reaching the intended stakeholders.

[bookmark: _Toc75188848]Action plan
	Objectives 
	Tasks 
	Success criteria 
	Time limit 
	Resources 

	Finding a colour brand 
	Need to take tests on client's hair.
	Looking at the desired result.
	Giving a week time limit.
	Will need a client and the colour tubes.

	Being in budget 
	Making sure the cost is affective and worth what has been bought.
	Setting a budget and being flexible.
	Giving a week to two-week time slot.
	Making sure the company has the money to apply these tests, whether it being from a bank or their own savings.

	Finding a reliable supplier 
	Looking online for suppliers in the area.
	The company will identify their success when finding the suitable supplier for their company.
	The company will look to 3 weeks maximum.
	By asking other salons and looking at online research, will help the company complete the task.








Appendix A
Stakeholder Communication Plan for Colour Rebranding in the Salon
Subject: Upcoming Salon Colour Rebranding Initiative
To: All Stakeholders (Staff, Clients, Partners, Suppliers)
From: Allison Dight, Salon owner
Date: 1st September 2024.
Dear Mr Davies,
Hair by Allison are excited to share with you the details of our upcoming colour rebranding. This strategic move is part of our commitment to staying at the forefront of industry trends and enhancing the overall experience we offer to our clients. Below is an overview of the rebranding process and how it will unfold over the coming weeks:
Market Research 
We will start by conducting comprehensive market research to understand current trends and client preferences. This will ensure that our new colour palette resonates with our target audience.
Colour Palette Selection 
Based on the research findings, we will select a fresh and appealing colour palette that aligns with our brand identity and the expectations of our clients.
Branding Strategy Development 
Our team will develop a branding strategy, including updated marketing materials and a clear message that communicates our new look to our clients.
Staff Training 
All staff will be trained on the new branding approach, ensuring they are well-prepared to implement the changes and communicate the benefits to our clients. Marketing Campaign Launch 
A targeted marketing campaign will be launched to promote the new colour branding across various platforms, including social media, our website, and in-salon promotions.
Customer Feedback Collection 
We will actively seek feedback from our clients regarding the new branding to seek their response and satisfaction.
Evaluation and Adjustment 
Finally, we will evaluate the feedback and make any necessary adjustments to ensure the rebranding effort is successful and meets our clients' expectations.
How This Affects You
Staff: You will receive training with the new colour techniques and branding approach.
Clients: We believe this rebranding will enhance your experience at our salon. We encourage you to provide feedback once the new branding is launched.
Partners and Suppliers: Please anticipate adjustments in our orders and requests to align with the new colour palette.
Next Steps
We will keep you informed at each stage of the process and provide specific dates and details as we progress. Your cooperation and support are vital to the success of this initiative, and we appreciate your commitment to helping us achieve our goals.
Thank you for your ongoing support as we embark on this exciting new chapter for Hair by Allison
Best regards,
Allison Dight 
Salon owner
Hair by Allison
email; allisondight123@gmail.com

This communication plan ensures that all stakeholders are well-informed, involved, and prepared for the upcoming changes, fostering a smooth and successful rebranding process.
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Fishbone Diagram: Color Change Rebranding
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Minimal Mind Map: Rebranding a Color in a Salon
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