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Organisation Summary
Organisation Name: Billie is a newly start up female razor company based in New York, which launched in Nov 2017. The company is an online monthly subscription company. 

Type of Organisation: The Company is a limited company, for Profit, which trades international. 
Size of Organisation: 20 employees
Range of products: Female razors, and female skincare products. 

Customer Base: B2C Marketing is its product directly to potential customers. 
Customer Segments: (Age and Gender) 18+ Females 
Main Competitors: Gillette, Wilkinson Sword, Bic, Braun
1.1 Background

Billie is the first private subscription razors and body care products for women. The company launched in November 2017, the head office is situated in New York U.S.  The company trades international, currently subscription only. The range of products vary from our razor blades which are ‘encased in 360° aloe shave soap, the ergonomic design and style of the handle and the paraben and toxin free ingredients and female skincare products.  (AlleyWatch, 2017)
1. Situation Analysis 
According to Johnson, Whittington et al, (2014, p.34) Pestel anaylsis tools are used to analyse  the ‘broad Macro-environment of an organisation’. Which analyses Politcal, economically, social, environmental, and legal factors that may affect the organsation.
	Political

UNCERTAIN / MEDIUM IMPACT
	Economic

LOW IMPACTS

	UK relationship with EU.  Brexit issues surrounding the taxation of female hygiene products are still unknown due to government complexity of negotiation between EU and UK government over Brexit.   The EU are currently considering to cut the zero-rate, lower sales tax by 2022 (Guarascio, 2017).  However the UK is set to leave the EU in March of 2019. 
MEDIUM IMPACT: GDPR new legislation coming in May 2018.

UNCERTAIN: This political factor is a low independence, high uncertainty, and low impact on female products in the UK. If political outcome is positive and tax free, subseqently positive impact on products and on consumer buying. If negative, low impact on products due to nature of the products being somehwhat neccessity for many females. 
Pressure to reduce plastic products waste.
MEDIUM IMPACT: Possible need for NPD- bamboo handle. 
	According to Mark Carney there may be an inflation rate increase for the UK in May, due to average wage increases.  (BBC News, 2017)

Ageing popultion in the UK. Peopel are now living longer, the average life expectancy for a female is 82 years of age and for men 79 years of age.  (ONS, 2017)

Disposible income levels.
Taxation on women’s products but pressure groups, lobbing for change should improve in the future.  

LOW IMPACTS

	Social /Cultural
MEDIUM IMPACT / LOW IMPACTS
	Technological
HIGH IMPACT

	The younger female generation, are embracing a more natural look in relation to not shaving their body hair
MEDIUM IMPACT: This may affect sales of razors if this trend is to continue.
Shift in consumers demanding for more organic and natural female hygiene products (Technavio, 2017). 

LOW IMPACT: This external factor can have a positive affect on sales and NPD. Will need monitoring.
Rise in female voice in relation to  inequality of female and male razors prices in the UK (Independent, 2016). 

MEDIUM IMPACT: The company is trying to establish a presence in the market by reducing razor costs for females, unlike the competitors in the market.
	The rapid growth in ‘popularity of e-commerce’ in consumers buying female hygiene products online. (Technavio, 2017, p.1).
Growth in the advancement in technology in the razor industry.  (Technavio, 2017)

Online subscription are due to increase as consumer’s look for convenience and delivery services of personal care products to their homes, instead of purchasing in-store (Mintel, 2018). 

HIGH IMPACT:  This may have a positive influence on sales due to the nature of the online company, which matches the needs of the consumers.


1.2 Micro Audit - Market analysis 
 1.2.1 Define the Market
A market is the aggregation of all the products or services which customer’s regards as being capable of satisfying the same need’.  (Mc Donald and Dunbar, 2010, cited in Johnson et al, 2014 )
The market the organisation is trading in is the Female Shaving Industry.
The UK feminine hygiene market is made up of five categories one being the disposable razor and cleanser and sprays being one other segment. This segment can be sub-categorized further by traditional female razor brands and online subscription. The online subscription category is rapidly increasing and becoming fragmented due to fierce competition and new entrants into the market.
1.2.2 Segmentation of the Market
According to Johnson, Whittington et al, (2014, p.98) A market segment is defined as ‘a group of customers within a market who share a similar level of interest in the same or comparable, set of needs’.  
The organisation focuses on female razor category specifically, female blades. There is just under half of the world’s population are female (World Meters, 2018).   This segment make up 13.8% of the whole UK female hygiene market. 
Figure1.1 United Kingdom feminine hygiene market category segmentation 2017. 
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Source: Market Line (2017).
1.1.3 Opportunities: At the moment there are no opportunities for Billie to expand into other market segments, due to the start-up company, focuses on the one segments the company already trade in. However, moving into another segment may be possible after 2-3 years after the company has grown its market share in the UK.
1.1.4 Size of market
The UK feminine hygiene industry is valued at ‘$721 million dollars’. The market grew by 4.3% last year and is forecasted to increase at a steady rate to a further 17.2% by 2021. This is equivalent to an increase of volume of 209.4 million units, which is an increase of 14.8%.  However, the market is set to decelerate between 2018- 2021 but at a steady rate in comparison to the previous years between 2012-2016 which saw a rapid growth.  (Market Line, 2018)
1.1.5 Trends in the Market
1. There is an increase in women’s shaving non traditional body areas such as face, toes, and chest.  2. Demand from consumers for online subscriptions razor clubs. 3. Demand in natural personal care products. (Source: Mintel, 2018)
1.2.0 Customer Numbers  
Over 48,000 razors were sold in the UK last year currently just over 42,000 female aged 16+ in UK. On average females buy 1 razor a month. 
1.2.1 Other Stakeholders   - Figure 2.1 Stakeholder’s Map
	Influence

	High
	Media
	
	

	Medium
	
	
	

	Low
	Pressure Groups

Feminine Organisations
	
	

	
	No Commitment
	On the Fence
	Committed


Pressure Groups leveraging and lobbing to oppose taxation on female shaving products. This could be an opportunity to collaborate with pressure groups and feminine organisations.   All stakeholders’ expectant needs should be met to establish company’s sustainable competitive advantage. Stakeholder’s perceptions will be unambiguous once company has been trading for another 6 -12 months.
1.2.2 Distribution: No Distribution only direct sales from website. 
1.2.3 Environmental factors: Increase in pressure to reduce plastic in products, possibility NDP bamboo handles to contribute to our sustainability and align with eco-friendly policy and consumer pressure to reduce plastic.   
1.3.    Customers Analysis
1.3.1. What do they buy?
On average female razors are more expensive than male razors. 77% of females aged 16-24 shaved hair from various body parts in 2016 (Telegraph, 2017).   Females frequently use razors, majority of women use on a daily basis. Female razors are purchased in-stores; however subscriptions have become highly popular due to consumers demand on convenience products and services.  (Bernazzani, 2017)
1.3.2 Customer Size 

The UK female population is currently 33,403,899 and Billie currently working towards achieving a 2% market share in the UK market. Currently the company has steady subscribers from the UK, but needs to continue to attract and acquire new UK female customers.
1.3.3 Why do they buy?
Customer Behaviour: Regular purchase for majority of women in the UK. Due to low costs, low risk purchase, and regular removal of body hair. 
Psychology behind purchase female like to look and feel good. 

Industry Behaviour: N/A
When analysed by the figures from number of razors sold in the UK, there is potential growth in the market as well as gaining competitors market share. 
Figure 1.1 Population by Female age groups. 
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(Source Statistica, 2018) 
This Column chart is significant as this shows numbers of age groups of UK female population. Billie’s razors and products are targeting 16+ as this is legal age to buy razors and the average age for a women to stop shaving is around 82 years of age. Taken from current life expectancy for a female in UK. 
In relation to company’s razor products, they would currently sit on the product life cycle at the introdcution stage (see chart below). Due to  new start up company and new introduction into the UK market. However, sales, revenues and profits need to increase for the company to move to through the growth stage. Then reinvest will be needed prior to maturaity stage, through NPD and cycle can begin again if needed. 
1.4 Competitor Analysis

1.4.1 Competitors in the UK Market.
There are four main competitors in the UK female shaving market, in relation to the number of razors sold per year per brand; Gillette is the UK leading brand in female razors achieving 74% of the UK market in 2017 and an increase in the other category on previous years. There has been a rapid increase in refill razors and non branded razors on previous years; this is where Billie’s is currently sitting in the market. (Statista, 2017)
The leading brand is Gillette with majority share in the market; due to the multiple razor products that cater to different females preferences and taste in razors, however the razors are expensive, in comparison to Billie’s razors and Gillette do not cover female subscription segment.  This is where Billie is hoping to gain market share through offering female razor club subscriptions to cater for the increase in demand of convenience of products delivered to customer’s homes. 
Figure 1.4 Female Razor Market Share in UK.
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	Gillette
	Wilkinson Sword
	Bic
	Braun

	Vision & Mission
	Vision: ‘To inspire more than 100 years of innovation to bring you the best shave in the world’.  (Gillette, 2018, p.1)

Mission: ‘We’ll stop making razor blades, when we can’t make them better’.  (Gillette, 2018, p.1)
	Vision: ‘We will be the trailblazing personal care company; leveraging our colleagues' creativity and passion to challenge convention and drive growth’.  (Edgewell, 2018, p.1)
Mission: ‘We will win through focus, insightful innovation and agility; delivering better solutions to our consumers and customers’.  (Edgewell, 2018, p.1)
	Vision: ‘We offer simple, inventive reliable choices for everyone’. (Bic, 2013, p.1)

	Vision: ‘Designed to make a difference’. Braun is a (GBU)Global Business Unit of P&G  (Procter & Gamble, 2018, p.1)



1.4.2 What are their goals?
1.4.3 Competitor Analysis Table

	
	Gillette
	Wilkinson Sword
	Bic
	Braun

	Overview & profile
	A part of P&G Company, World’s Leader in Men’s and female grooming.
	Is in second place in the UK market. Female razors and male razor and grooming products and accessories. 
	Provide products for everyday needs. Stationary products & Razors.


	Electrical shaving company

	Target Market
	Men and Female Grooming 
	Men and Female Grooming
	Men and Female Grooming & Stationary 
	Men and Female Grooming

	Market Share
	See pie chart above
	See pie chart above
	See pie chart above
	See pie chart above

	Possible Marketing Strategies
	Market Penetration- Maintain market share 

Product development -introduce new products

To retain existing or Acquire new customers to remain profitability

	 Market penetration - Increase market share

Possible diversification of products 

To retain existing share and to gain more market share in existing market to remain profitable.
	Market penetration - Increase market share

	Market penetration - Increase market share
Product development- in acquire new customers 

	Products & Services
	Men’s Razors : 

X3 refill Razors

X1 electric Trimmer

Range of shaving products.

Female Razor’s

Multiple razors
	Men’s Razors: 
X4 Blade razors

Accessories and soaps

Female Razors:

X 4 Female Razors
	Unisex: Disposable Razors
	Epilator’s
Intense Light Pulse (Hair removal device)

Electrical shaver and styler


1.4.4 Competitors Strength & Weaknesses
The Chart below identifies the main strengths and weaknesses of our competitors within the UK female razors market. Both Gillette and Wilkinson Sword strengths are their innovation, investment and new product development, Gillette slightly ahead of Wilkinson Sword.  However, both hierarchy structures and management processes does not allow for quick decision making in response to new competitors in the market, which is positive for the company (i.e. Billie) (Prezi, 2015). 
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1.4.5 Industry Structure 

The diagram above illustrates a moderate risk in the degree of rivalry and new entrants to the female razor market in the UK. Subsequently due to the increase in e-commerce in online shopping and convenience for consumers, and delivery of product to customers home, it has allowed for new e-commerce companies to enter into the market, causing moderate levels of rivalry. This allows Billie’s to enter into the UK market due to low levels of barriers, low substitute products and an increase in demand for cheaper female razors in the UK.
Figure 1.2 Forces driving competition in the feminine hygiene market in the UK. 
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1.5 Internal Analysis 
According to McKinsey (1980) the 7S’s are made up of Hard and Soft elements that can be used to analysis the internal audit of an organisation.  The seven elements are divided into two categories ‘hard’ and ‘soft’. Within Billie these elements do not currently align. The soft elements (skills, staff and style) are in place and are supported by employees.
	Style: Management prefer to use a participative leadership style.

	Skills: Company has a very good recruitment and selection process. HR would rather wait for best fit employee rather employ anyone to fill the roll. All employees are competent in carrying out their job roles to a high standard. 

	Staff: No skills gaps have been identified. HR carries out skill gaps analysis every time job role or tasks are changed to ensure employee is competent and confident. If skills gap is identified education or training is put into place to ensure employee can carry out their role to the best of their ability.


However, the hard elements (strategy, structure and systems) are unclear and currently not fully in place. 
	Strategy is currently convenience based and targets feminine hygiene and personal care.  

	Structure is somewhat in place but needs reinforcement by management and clear processes. A functional structure.

	Systems Most of administrative systems are in place. However, CRM systems and marketing systems need to be fully implemented and updated. 


1.5.1 SWOT Analysis
	Internal Strengths (S)
	Internal Weaknesses (W)

	USP caters for Female only, first female online subscription club. 
1.Customer discount – Gives back what female pay on tax to the consumers (in cash back incentives)

2. Employee skills – high level skills sets of employees.
3. Creative marketing team – employees are highly motivated and competent members who are fully engaged with their jobs.


	1. No systems – Currently no systems in place. 

2. No clear processes in place – Affects employees and functions efficiency, as there are no clear processes. 
3. Unclear organisational structure – No clear organisational structure which slows decision making.

4. No clear strategy - a clear strategy is needed to give direction to employees.

	External Opportunities 
	External Threats

	1. Rapid growth in ‘popularity of e-commerce’ in consumers buying female hygiene products online.
2. Ageing popultion in the UK.?
3. Shift in consumers demanding for more organic and natural female hygiene products.


	1.Brexit issues surrounding the taxation of female hygiene products are still unknown due to government complexity of negotiation between EU and UK government over Brexit. 

2. Likey incresaes in inflation rate in the UK, may affect demand.
3.Natural hair trend with females between 16-24 years of age. 
4. Rise in feminisum and womens rights. 


2.0 Mission, Vision & Objectives.  
According to Johnson, et al., (2009, p. 164) a mission statement is defined as ‘ aims to provide employees and stakeholders with claritiy about the overall purpose and raison d’etre of the organisation.’  

A Vision statement is ‘ concerned with what the organisation aspires to be.’  (Johnson, et al., 2009, p.164)
 2.1 Mission / Vision:
Billie’s Visions: ‘Our goal is to offer women a premium shave experience at a fair price’: (Alley Watch, 2017 ,p.1)
Recommended Mission: An eco friendly female operosnal service at compettive prices which  also contributes to a brighter female future. 
Social Mission: 
Billie’s Mission: ‘Building a Future. For Women.  As a company, we donate 1% of all revenue to women's causes around the world. Together, we can build a brighter future for all women’.  (Billie, 2017, p.1)
The U.S. market is saturated with female razor blades and Billie are now focuses in new geographically areas and implementing their new market development strategy. Focusing on the UK’s female hygiene market. 
3.0 Objectives
According to Johnson, et al., (2009) ‘Objectives are statements of specific outcomes that are be achieved by an organisation.’ This allows for the organisations to revisited and evaluated objectives to see if the current objectives were met or not. 
Billie Marketing objectives 2018-2019 are as follows:
	Marketing Objectives

	1. To increase market share by 5% by March 2019.

	2. Develop and maintain a marketing information system by May 2019.

	3. To increase customer relationships by 10% by March 2019. (implement CRM system)


	Marketing Communication Objectives

	1. To increase awareness in 16-24 year olds of females by 10% by March 2019.

	2. Increase brand awareness by 5% through influencer marketing approach, by March 2019.

	Return on Marketing Investment 

	Return on marketing investment of 7% by May 2019.


3.1 Segmentation, Targeting and Positioning
3.1.1 Who they are? Customers Characteristics Segmentation
	Demographics: Female, 16+, with low income.


	Psychographics:

Lifestyle – Nonspecific, majority of women and young adults. However, there has been an increase in active female’s conscious of hair.

	Behavioural:  Benefit Sought, Customer looking for natural organic ingredients incorporated into their razor’s (e.g. Soap strip) Women looking for a hydrated smooth skin finish. Women looking for a cheaper razor which is good quality.
	Persona: 

Hairy Mary

Sweat Sue

Ageing Betty

Smooth Samantha


After analysis of the segments, Billie will focus on Sweat Sue within the UK market. 
Purchase behaviour – Regular low risk purchase
Peer groups and pressure preferences Male prefers hair free women and society expects women to be free of hair.  Female pressure groups highlighting issue surrounding taxation and costs of female products, which include razors in comparison to men’s razors which are much cheaper. 
Targeting: Concentrated targeting approach
Positioning: Due to Billie being a new start-up company, currently has very little visibility in the UK. Below is a perceptual map to where the company would like to sit in a year’s time.  
Billie’s Positioning Statement:-

Working towards a better woman’s future with Billie razors. 
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4.0 Strategy
According to Johnson, et all (2014) strategy is defined as the long termdirection of an organisation.  However, Chandle (1962) (cited in Johnson, Whittington et al 2014) defined strategy as the determination of the long run goals and ob jectives of an enterprise and the adoption of courses of action and the allocation of resources necessary for carrying out these goals. Below are ways in which strategies can be applied dependant on organisation preference. 
1) Porters generic Strategies

Billie is following Porters Focus Differentiated Strategy in the UK market. 

2) Ansoff Matrix 
In terms of growth strategy and products in markets, Ansoff matrix is useful. Table below illustrates each strategy which needs to be consider in terms of Billie’s next move. There is a high risk in relation to market penetration and product development in the U.S as the market is saturated. There is a low risk in market development due to low competitors in the UK market in relation to female only razor subscriptions. 
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3) Kotler Competitive strategy 

Billie will take a Pre-Emptive defence position in the UK market in relation to BIC one of the smaller UK competitors. 
4) Growth Strategy

Billie will take the organic growth in the UK market.
5.0 Marketing Mix 

According to McCarthy (cited in Kotler et al, 2009, p.17) who classifed marketing activities as marketing mix. Which indlcued the 7P’s (Product, Price , Place, Promotion, People, Process and Physical evidence).
After analysis of the segments, Billie will focus on Sweat Sue within the UK market.
Direct & Digital Marketing: Guerrilla marketing, influencer marketing, Website, Pay –per-click, Affiliated. 

•
SEO focuses to drive brand awareness and build customer relationships. 
•
Create UK social media accounts to push awareness and work with micro-bloggers and celebrities in health and beauty to help promote and build customer relationships. (E.g Emma Willis) SMM focus to drive brand awareness and build customer relationships. Via YouTube channel for educational purpose of brand and products. 
•
Online line display banners when consumers visit health and beauty website sites. 
•
GDPR - ensure data protection legislation is in place and adhered too. Especially in relation with CRM.
Product
· New design packaging to increase customer engagement. This will involve, QR codes, which will give 5% discount to repeat purchase customers. QR code will direct customers to website and customer will have to enter their email address and basic personal detail before receiving discount. (To current razor line)
· NPD – to keep market interested, commit to continual new product development with one new razor and new lavender scent shaving form this year. Razor handle will be made of bamboo which will cater to eco-friendly and sustainable customers. 
Price medium priced, cheaper than all competitors. 
Place Purchase Razors direct from website only. 
Promotion 
· Advertising: 
· TV advert to help with brand and new product awareness. Work with agency on ideas and creation. 
· Sponsor V Fest. Launch new product to consumer at festive. With fun colour pop up event in V festival in conjunction with 7th heaven face masks and Sephora makeup to create a chill out area for consumers to get pampered at the Billie pamper zone.  Free goody bag, full of free products and discount on repurchases via the website. (18-19Aug 2018)
· Sponsor Women’s England football team in world cup 2019 (June 7 – July 7th) 
· Promotional activity:  
· Win 2 tickets to Coachella 2019 (A festival in Palm Springs for 3 days. All-expense paid which includes flights, hotel, food drinks, VIP tickets and rental Car Cadillac to drive in style to the festival) Customer can enter into competitions through Billie razor micro-site for competition. Customer must take a self at a festive this year with their Billie razor to win the amazing trip. (Aug – Nov 2018)
· Will work with Agencies to create visuals and micro-site for competition and the agency will organisation and implement trip win. 
· Trade show London (End Oct 2018) Displays and marketing material will be needed Merchandise and samples products.

Sales promotion:

· 5% discount vouch codes to redeem on first purchase. Once registered with website.

· No personal selling

· Public Relations – Press `releases:  on NPD of Bamboo handle on razors. 

· Launch day at the London ivy restaurant.  Invite micro-bloggers, celebrities and press to launch day. Include lunch and free gifts and sample. 
· Magazines editorials Elle magazines, Vogue, Cosmopolitan  
People 

· Open an employee store once a month where staff can try products and share with friends and family. 

· Employee event x2 year with marketing to highlight what is forecasts for the next 6 months, includes NPD and redesigns. But also gives a chance to reinforce what marketing does and how everyone one can help to promote and give feedback as employees. 
· Working with external agencies, designers and TV adverts. 
Process 
· Ecommerce, Next day delivery, Returns. 
Physical Evidence
· Offices headquarters

· Website

 6.0 Implementation
Once strategy and marketing mix has been identified implementation can be applied. Here the strategic wheel has been used to illustrate how this would look. 
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6.1 Strategic Wheel

6.2 Resources
Below are the resourced needed for this particular marketing plan for 2018-2019 at Billie. 
6.2.1 Manpower: Organisational Chart

[image: image15.png]Co-Founder:

Jason Braverman

Co-founder:

GeorginaGooley.

Marketing/ Brand
Manager:

Finar
DonnaPhillips

HRManager:
Louise Thomas





6.2.2 BUDGETS 

Billie’s Budget is £1,000,000 for 2018-2019
6.2.3 TIMINGS

See Gantt chart on next page.
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6.2.4 Equipment & Physical Resources
CRM Software

Database

Displays for trade shows / Exhibitions displays

Marketing materials leaflets poster etc.

Pop up Event display and area @ V festival

Projector for Presentations

White board / White screen for projector

7.0 Evaluation & Control
[image: image2.png]Warketing Objectives

1 To increase market share by 5% by March 2019

2. Develop and maintain a mark

information system by May 2019,

3. Tolncrease customer relationships by 10% by March 2019_ (mplement CRM system)

Marketing Communication Objectives.

1. Tolincrease awareness in 16-24 year olds of females by 10% by March 2019,

2. Increase brand awareness by 5% through influencer marketing approach, by March 2019,

Return on Markefing Investment

Retur on marketing investment of 7% by May 2019,





Marketing KPI’s 

Sales volume against targets.
Brand performance – share price.
Market share and Impact is tracked via dashboard.

Company dashboard which include company’s KPI’s are tracked daily.
Advertising KPI’s 

Awareness levels which are tracked via an agency. (Views, impressions, shares via social media and ad recall) Action: clicks, sign ups purchase intent lift)
Sales and market share.

Sales Promotions

Response rate 

Redemption rate – Codes & Vouches

Trial rate and Impact of sales promotion.

Public Relations
Press relations and impacts of publications e.g. Magazine NPD product launch

Direct & Digital Marketing (activities)

Response rate

Conversions rates

Hits on website

Trail rate and repeat purchase

And impact of digital activities

NO sales Programme due to subscription online business. 
Meeting: will take place on a monthly basis with marketing and sales team. These meeting will be offsite in different venues. Reports will be generated with key KPI’s, which will be discussed e.g. Sales volume, Profitability, objectives, targets, budget, promotional activities, and future activities.  To ensure everyone is informed and aware of what is going on. Action minutes will be taken. X1 annual conference will take place with all employees across all functions (all white collar employees) and X1 annual team building day with white and blue collar employees. This event will be offsite, to encourage inclusiveness and relationship building. These events will also communicate all current and future ideas, plans the company has to make employees aware of what is going on and any future changes. 
Other general report will be generate on a monthly basis in Marketing which will include performance v last year targets, sales volume, budgets and profits. 
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5 years’ Time





High Risk – Competitive U.S market. NPD required differentiate further to differentiate from competitors to steal consumers. 
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