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[bookmark: _Toc152501370]Executive summary
With their breakthrough halal nail lacquer incorporating a unique breathable formula, EARTHLY, a pioneering venture, hopes to change the beauty market. EARTHLY intends to extend its product line to appeal to the different preferences of Muslim women in order to profit from the expanding global demand for halal-certified cosmetics. The company hopes to open nail extension salons in Muslim communities and countries, focusing on diversity without sacrificing quality or elegance. EARTHLY intends to capture not only the halal cosmetics industry but also the larger vegan and beauty-conscious audience through strategic marketing, data privacy, and a commitment to eco-friendly procedures. 
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Introduction
With its revolutionary offering—halal nail polish—EARTHLY, a pioneering enterprise in the cosmetics business, is expected to disrupt the market. Its breathable product stands out in global halal cosmetics market valued at US$54.06 billion by 2027, catering to the different tastes of Muslim women (Businesswire, 2022). EARTHLY's halal nail polish is more than simply a beauty product; it signifies inclusivity, meeting religious criteria without sacrificing quality or elegance. This report will discuss different aspects of this product and its offerings based on the context of four key issues. It will highlight different aspects of the product, its progress in setting up an online website, along with marketing measures and privacy and data protection approaches. 

[bookmark: _Toc152501371]Four major issues to consider 
[bookmark: _Toc152501372]The innovative product or unique service proposition 
[bookmark: _Toc152501373]About the product 
The halal nail polish from EARTHLY is a revolutionary product with a formula that contains nutritious elements. Its unique selling point is its capacity to meet religious criteria without sacrificing quality or flair (Khan, Sarwar and Tan, 2021). The permeable and vegan recipe not only meets the needs of Muslim women by following halal rules, but it also taps into the rising market of vegan consumers. The product goes beyond traditional nail paint, promoting itself as a symbol of inclusivity and matching varied interests.

[bookmark: _Toc152501374]Target consumers 
Muslim women who follow halal standards in their beauty choices are the key buyers for EARTHLY's halal nail polish. The product addresses their special demands by providing a solution that adheres to religious norms. By using a vegan composition, EARTHLY hopes to attract vegan consumers who are increasingly concerned with the ethical aspects of the items they use. Individuals looking for light and non-harmful quality nail paints, regardless of religion or lifestyle preferences, will find the product to be inclusive (Arjana, 2020). The strategy of marketing the product as a premium and adaptable option ensures that EARTHLY may capture a diverse market, resonating with consumers who value quality, ethical production, and inclusion in their beauty goods.

[bookmark: _Toc152501375]Location for selling the product or providing services 
EARTHLY plans to open nail extension salons in several places, with a focus on Muslim populations and countries. This strategic placement is in line with the key target audience's cultural and religious inclinations (Lee et al. 2019). By opening branches in these regions, EARTHLY hopes to develop a direct relationship with its customers by providing a distinctive and culturally appropriate beauty experience. The company can gain from opening stores in locations with a high vegan population, aligning with the broader ethical and environmental principles of this consumer sector. The mix of online sales through a dedicated website and physical shops in specified regions ensures a complete reach, allowing EARTHLY to tap into both local and worldwide markets.

[bookmark: _Toc152501376]Name for the venture 
The company's name, "EARTHLY," is a play on words that refers to a link to the earth, nature, and ethical activities. The brand's commitment to sustainability, and diversity is reflected in the name. Its consistent with the goal of producing items that are not just in accordance with religious views but also environmentally conscious. The term "EARTHLY" conveys a comprehensive approach to beauty by stressing the earthly and natural elements in the product while also conveying the essence of being rooted in ethical beliefs.

[bookmark: _Toc152501377]Sustaining the innovative business proposition
EARTHLY intends to constantly improve its halal nail polish range through innovation, market research, and responsiveness to customer demands in order to continue its innovative business strategy. To address growing consumer expectations for colours and textures, the techniques include introducing new halal ingredients, improving formulae, and remaining up to date with industry trends (Nachay and Malochleb, 2018). Customer trust is essential, and EARTHLY strives to earn it by acquiring credible halal certifications, maintaining quality, and actively seeking feedback. The company's commitment to ecologically friendly packaging and sustainable materials matches with rising consumer demand for environmentally conscious products. EARTHLY stays at the forefront of the halal beauty market by remaining agile and responsive to technology, industry changes, and regulatory regulations.

[bookmark: _Toc152501378]Competitors in the area
While the halal cosmetics market is expanding, EARTHLY faces competition, albeit less than in other cosmetics segments. ORLY Cosmetics, which began as a manicure company before diversifying its product line and finally introducing halal nail polish, is one significant competitor (Kennedy et al. 2023). EARTHLY, on the other hand, seeks to distinguish itself by beginning with a singular concentration on halal nail polish and progressively expanding. EARTHLY wants to meet this demand fully by offering a variety of halal-certified items beyond nail polish. This strategic decision allows the corporation to enter a potentially large market where products containing haram components are avoided.


[bookmark: _Toc152501379]Progress in setting up an online website 
Setting up an online website for EARTHLY, requires several critical components, including the usage of Software as a Service (SaaS), utilising marketplaces, providing interesting content, and integrating secure payment methods.

[bookmark: _Toc152501380]Using SaaS
In the context of establishing EARTHLY's online presence, SaaS plays a critical role in offering scalable and efficient solutions. Using SaaS platforms for website development, hosting, and maintenance can help streamline the process and decrease the need for costly in-house IT infrastructure (Ali, Wood-Harper and Ramlogan, 2020). Platforms like Shopify and Wix with WooCommerce can be ideal choices, as they provide user-friendly interfaces and customisable e-commerce themes. These platforms include features such as simple product management, safe transaction processing, and integration with multiple plugins for additional functionality. Furthermore, SaaS systems frequently have built-in security features and regular updates, delivering a stable and safe online environment for both the business and its consumers.

[bookmark: _Toc152501381]Using marketplace
Using online markets, especially in the early phases, can help EARTHLY expand its reach and build a consumer base. Businesses can list their products on platforms such as Etsy or Amazon, accessing a larger audience and benefiting from the established trust and traffic these markets bring (Belleflamme and Peitz, 2021). This method raises awareness of EARTHLY's exclusive halal nail polish among a bigger customer base. However, as the business grows, it is critical to shift to an independent website in order to maintain better control over the brand, customer experience, and profitability. The marketplace presence can operate as a springboard for EARTHLY, allowing it to achieve early traction and validate its product offers.

[bookmark: _Toc152501382]Creating content including copy and photograph
In order to showcase EARTHLY's halal nail polish and differentiate it in the market, compelling content is essential. The website should include high-quality photos that highlight the product's distinguishing features, such as its breathable formula and nutritious ingredients (Sugibayashi et al. 2019). The halal certification, inclusivity, and eco-friendliness of the business should be highlighted in the copywriting. Blogs and articles about halal beauty, nail care advice, and the advantages of utilising EARTHLY's products can engage and educate the target audience. Integrating user-generated information, such as customer testimonials and reviews, increases authenticity and confidence.

[bookmark: _Toc152501383]Using payment services 
The implementation of secure and user-friendly payment systems is critical to the online platform's success (Alam et al. 2021). EARTHLY should incorporate recognised payment gateways, such as PayPal, Stripe, or other well-utilized services, to facilitate frictionless transactions. Customers may buy things with confidence, knowing that their payment information is protected. Furthermore, providing a variety of payment methods, such as credit/debit cards and digital wallets, caters to a diversified customer base. Implementing SSL certificates on the website offers an extra degree of protection by encrypting important information during transactions.
The success of EARTHLY's online endeavour is dependent on the strategic use of SaaS for website construction, the utilisation of marketplaces to gain early exposure, the creation of appealing content to engage clients, and the implementation of secure payment methods to support seamless transactions. EARTHLY will be able to tap into the market for halal beauty products and reach a varied audience worldwide.

[bookmark: _Toc152501384]Marketing 
[bookmark: _Toc152501385]Promoting the product or service
A complete marketing strategy must be devised in order to sell EARTHLY's halal nail polish properly (Olson et al. 2018). The halal certification, breathable recipe, and inclusion of healthy nutrients are the distinctive selling points. These benefits should be highlighted in the promotion, which should present the product as a revolutionary and all-inclusive beauty solution.

[bookmark: _Toc152501386]Measures for reaching the target consumers 
The primary target audience consists of Muslim women who adhere to halal standards and are looking for beauty items that correspond with their religious beliefs (Kaur et al. 2018). EARTHLY also strives to attract vegan customers and others interested in non-harmful quality nail paints. To effectively reach these disparate populations, the plan calls for the use of multiple marketing platforms.

[bookmark: _Toc152501387]The use of social media 
Social media networks, particularly Instagram, will be critical in promoting EARTHLY. Engaging content, such as visually appealing photographs and films demonstrating the product's benefits, production process, and testimonials, will be distributed (Behrens et al. 2021). Collaborations with influencers that share the same values as the business can broaden the reach while also developing trust and credibility among potential customers.

[bookmark: _Toc152501388]Use of paid search engines 
Paid search engine advertising can be used to reach out to prospective customers who are actively looking for halal beauty goods (Alsharari, 2018). Ads should be strategically placed using relevant keywords to ensure visibility and attract customers interested in halal nail polishes and related beauty items.

[bookmark: _Toc152501389]Role of the consumer journey 
It is critical to understand the consumer journey. The marketing plan should outline the steps that a potential consumer goes through, from awareness to consideration and, eventually, a purchase decision (Palalic et al. 2021). At each stage, the content and messaging should be personalised to guide and influence their decision-making process.

[bookmark: _Toc152501390]Email marketing 
Email marketing will be an essential component of the promotion approach (Thabit and Raewf, 2018). A pre-launch campaign might be launched prior to the debut to raise anticipation and collect email addresses. This entails developing a landing page or teaser campaign that provides exclusive insights or discounts to those who sign up. When an email list is built, it becomes a great asset for ongoing communication, product updates, and unique offers. Teaser marketing can be used to generate interest prior to the main launch. This can contain product previews, behind-the-scenes films, or countdowns. To lawfully acquire email addresses, the strategy should include unambiguous opt-in channels. This not only increases the number of potential customers but also creates excitement.
The target audience for EARTHLY's halal nail paint is wide, including Muslim ladies, vegans, and people who value non-harmful quality nail polishes. Social media sites, sponsored search engines, and email marketing will be critical routes for reaching and engaging with our target audience. An effective marketing plan will make strategic use of influencers, targeted advertising, and a thorough grasp of client journeys. As EARTHLY grows, we will keep putting innovation, eco-friendly practices, and a dedication to client privacy at the forefront of our marketing efforts to ensure long-term success and customer happiness.

[bookmark: _Toc152501391]Privacy and Data Protection
Privacy and data protection are critical issues for EARTHLY as it enters the halal cosmetics market, especially in light of the General Data Protection Regulation (GDPR) and the Data Protection Act 2018. Compliance with these standards is critical to ensuring the security of client information and building trust in the brand.

[bookmark: _Toc152501392]Being aware of GDPR/Data Protection Act 2018
When dealing with client data, EARTHLY must follow the standards specified in the GDPR and the Data Protection Act of 2018. This involves ensuring that data is processed legally, fairly, and transparently. To comply with GDPR, EARTHLY must prioritize customer privacy and data protection by obtaining express consent for data processing, developing transparent privacy policies, and ensuring safe transactions. Customer data should only be collected for the stated purposes and should not be used for any other purpose (Tikkinen-Piri, Rohunen, and Markkula, 2018). The data gathered should be sufficient and confined to what is required for the intended purpose. Customers' rights should also be protected, including the ability to see their data, correct inaccuracies, and request that their information be destroyed.

[bookmark: _Toc152501393]Privacy and Electronic Communication Regulations (PECR)
The need for permission is a vital component of PECR, which indicates that before distributing marketing messages, the corporation must get express authorization from individuals (Din, 2018). EARTHLY must evaluate the Privacy and Electronic Communication Regulations (PECR) in the context of marketing communications. It should give a clear and simple way for clients to provide consent. It is also critical to incorporate a "opt-out" method. Customers should be able to opt out of marketing mailings at any time, and their requests should be honored as soon as possible. The GDPR-defined right to be forgotten also applies here. EARTHLY shall delete a consumer's information from marketing lists as soon as possible if they request it.

[bookmark: _Toc152501394]Security and the importance of secure access to the cloud provider
It is critical to safeguard client data. EARTHLY must take strict security precautions, especially while using cloud services. Secure access to the cloud provider is critical for preventing unwanted access to sensitive client information (Namasudra, 2018). The default access settings should be verified and modified to reduce the danger of unwanted access. This includes employing strong authentication systems, such as multi-factor authentication and routinely upgrading access credentials. Regularly changing access credentials, such as passwords and access permissions, can improve security by decreasing the window of opportunity for potential breaches.

[bookmark: _Toc152501395]Importance of sensitivity about default access and frequent changes
The frequency of updates and the sensitivity of default access must be carefully managed. Access rights should be granted on a need-to-know basis to avoid exposing sensitive information to undue risk. It is vital to review and update access permissions based on employee roles and responsibilities on a regular basis in order to maintain a secure environment.

[bookmark: _Toc152501396]Encrypting traffic in transit and at rest
Encrypting data in transit and at rest is a non-negotiable part of data security (Oduyiga, 2018). EARTHLY should ensure that all data transmissions, whether within the internal network or across external channels, are encrypted. This protects against unlawful interception. Furthermore, encrypting data at rest, whether on servers or in backups, adds an extra layer of protection against unwanted access in the event of a physical or virtual breach.
Prioritising consumer privacy and data protection is not just a legal need but also a strategic imperative as EARTHLY enters the halal cosmetics market. EARTHLY may create trust, improve its brand reputation, and foster long-term connections with its customers by aligning its processes with GDPR and PECR, as well as employing rigorous security measures. As the company grows and expands its product offerings, taking a proactive attitude to privacy and data protection will be critical to its long-term survival in the volatile beauty sector.

[bookmark: _Toc152501397]Conclusion 
EARTHLY into the halal cosmetics sector, beginning with halal nail polish, represents a one-of-a-kind and exciting commercial prospect. The company's emphasis on a breathable formula, inclusivity, and respect for religious norms distinguishes it as a market leader. EARTHLY aspires to appeal not only to Muslim women but also to a broader audience, through a smart marketing approach and a commitment to eco-friendly activities. The planned expansion into halal beauty goods and nail extension parlours strengthens EARTHLY's chances of success in this fast-developing industry.
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