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[bookmark: _Toc215142844]Executive Summary
Based in Stratford, East London, Glow & Go Nails is a boutique, environmentally responsible nail salon that specializes in vegan, cruelty-free, low toxicity nail treatments for customers interested in fashion and ethics. The salon has been able to stand out to the ever-growing sustainable beauty market due to its amazing tailored services, solid digital booking system, and entertainment aspect to self-care for students and young workers.
The strategic approach currently being followed is based on the eco-friendly differentiation, a specific local clientele, and a heavy focus on the digital channel, such as Instagram, online appointment scheduling. According to an internal study, the good identity of the brand, the quality of service, and sustainability credentials are the brand's strong points; limitations in capacity, dependency of the owner, and limited marketing resources are the brand's weaknesses. Opportunities identified in the external analysis include the increasing demand for beauty ethics products and the expansion of the local market, but there's a fierce competition from the low cost salons, unstable economic conditions and increased operating expenses.
A targeted differentiation approach with the aid of digital expansion is the best strategic option to grow in the long-run, helping Glow & Go Nails to reinforce its unique positioning while improving customer retention and effectiveness.
Strategic Recommendations (3–5 years):
• Develop a structured digital loyalty and membership programme to boost repeat visits.
• Introduce service innovations such as express treatments and nail-care workshops.
• Enhance sustainability credentials through product partnerships and recycling schemes.
• Optimise appointment scheduling and staff utilisation to increase capacity and revenue per hour.


[bookmark: _Toc215142845]Introduction & Organizational Overview
This analysis reviews the independent, environmentally conscious nail salon Glow & Go Nails strategic positioning and provides evidence-based recommendations for the salon's expansion in the long-term and in a sustainable way. Before offering strategic option suggestions that can be readily implemented by SMEs, the analysis will consider the salon's existing mission, vision and objectives; its internal and external environment; expectations and power of key stakeholders; and strategic growth considerations using established models.
Glow & Go Nails was set up in 2021 and it's being managed by a single founder-manager (Alnuqaydan, 2024). It caters for clients from the Stratford neighbourhood and further afield in East London from its little salon. Express manicures, gel extensions, custom nail design, packages designed for special occasions such as a wedding or graduation are some of its main offerings. Limited walk-in is given use to supplement the company's appointment-based service model. Treatments are the main source of income, which is cuticle oils and commercial for nail care is secondary income. An on-line booking system, Instagram-driven marketing, and sporadic collaborations with local influencers, are important aspects of work a resource limitation and agility of SMEs (Kraus et al., 2019).
The heart of the value proposition of Glow & Go is eco-friendly and vegan cruelty-free nail services in a clean tasteful environment and with nail art. Its strategic location as a "self-care meets sustainability" brand is distinguished from the low cost and high volume nail bars where only speed and price are their selling point.

[bookmark: _Toc215142846]Current Strategic Direction: Mission, Vision & Objectives
The stated goal of Glow & Go Nails is "to provide high quality, eco-friendly nail services to style-conscious customers in East London, combining creativity, self-care, and sustainability." However, the company does not have a published formal mission statement. As for the target market, quality of service, and ethical positioning, this objective is rather apparent. It encourages uniqueness through an emphasis on consumers and an environmental responsibility. Nevertheless, it does not reflect explicitly on profitability or growth and it remains limited in approaching other stakeholders, such as suppliers and employees. This minimises the business side of strategy for a small under cost business.
"To become the number one sustainable nail salon brand in East London, known for ethical practices, creative design, and an exceptional customer experience by 2030" is a goal which was feasible for Glow & Go. This vision, is bold but realistic; it emphasises regional leadership at the national scale, which is better placed to suit the resources of SMEs. The time horizon allows for the addition of building capability and possible multi-site expansion. However, there is no clue on how "leadership" will be measured (market share, reputation, ratings, or financial performance), which makes the concept still more aspirational and not operational.
Short- to medium-term strategic goals: to expand the service range to nail care classes and structured bridal/event packages, to increase the expenditure by 10% average on every visit through premium add-ons, and to increase the repeat customer rate by 20% in two years. These goals are focused and once measured are very much SMART, specifically in regards to time, messed up-ability and alignment with the eco-luxury positioning. By enhancing brand loyalty, creating more value, and enriching the brand experience, they shamelessly serve the purpose and vision.
Strategic coherence is only not complete though. There are no formal sustainability KPIs (e.g. percentage of certified vegan products, waste reduction goals etc.), no incremental plan for scaling up from the pilot one site, and no clear digital growth objective other than sporadic social media activity (Zarra et al., 2019). These disparities have the potential to constrain long-term strategic alternatives and undermines the eco-differentiation advantage.
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SWOT Analysis (Glow & Go-specific)
Because of its unique ethical niche in the UK beauty market that is worth $27 Billion, and the growing demand in sustainable beauty, Glow & Go Nails is built on strong internal fundamentals (Singh and Singh, 2022). A time where 38% of UK consumers claim they prefer ethical or sustainable beauty options, its strongest points are when it comes to its very unique eco-friendly positioning - vegan products, processes that do not use animal testing and low-tox services. A faithful local clientele and a high level of customization offered by qualified nail technicians are other attributes for the salon that increase perceived value. Given its SME status, its active presence on Instagram and TikTok allows it to showcase nail designs through graphics and create social proof at an economical price (Lydiawati Soelaiman et al., 2023).
But there are also some glaring structural flaws of Glow & Go. Due to the small space it has can only accommodate a certain number of appointments per hour, meaning that the amount of money that can be made is immediately limited. Operational fragility due to excessive dependence on owner-manager - resulting in immediate drops in productivity in the absence of the owner-manager or in the event of his or her illness. Due to the limited budget allocated for marketing, there is a restriction of investing in targeted digital advertisements. In addition, analytics abilities are inadequate; the absence of systematic measurement of client lifetime value, the profitability of services, and the return visit rate compromises strategic decision-making. Scale economies and brand visibility are limited to one location.
There is a number of external opportunities. The constant revitalization of Stratford pulls more people to the area and lends greater foot traffic to Glow & Go, potentially opening up more territory for the company. Forming partnerships with similar business such as gyms, hair salons or co-working spaces could increase referral networks with little to no cost. In addition, influencer micro-collab may have more outreach to environmentally sensitive audiences. Threats remain, though, as a premium-positioned SME, it has become difficult to compete with the high level of competition from chain salons and nail bars that are offering cheap nails and coffin rates, as well as the rising cost of rents and labour, as well as the pressure from consumers to reduce their level of discretionary spending in the ongoing cost of living crisis (Retail economics, 2021).
Value Chain Analysis (Porter)
The operational and service activities of the Glow & according to Glow & cause the majority of its value creation. Purchasing vegan and low tox goods from specialised vendors encourages to stand out in the inbound logisticsdomain but this also raises procurement costs and leaves the salon vulnerable to supply constraints. The main value drivers are operations such as scheduling, hygienic standards, delivery of nail services and a well-planned atmosphere. Scheduling or technical utilisation inefficiencies reduce capacity and make a direct contribution to profitability.
Given its service-based business model Glow & Go has little outbound logistics, but it does have to manage product inventory for the retail cuticle oils and retails polishes. Nearly all marketing and sales takes place by offline word-of-mouth, Google reviews and social media. Despite its economical nature, this strategy does not include organised client segmentation and KPI-linked advertising which makes it reactive rather than planned. Relationship value is created through service activities such as aftercare counselling, directly through social media messages and casually through loyalty gestures, however, the potential of customer retention is small without a structured loyalty program (Bariha, 2021).
Additional limitations are uncovered by supporting activities The challenge for the industry as a whole to retain qualified technicians within an industry that is labour intensive is one HRM has to face. Although useful for everyday activities, technology, including social media applications and POS solutions and booking software, is not fully utilized for analytics. Due to low buy volumes, procurement has no bargaining leverage and in cases of micro-SMEs, due to irregular organizational in nature, it is difficult for them to plan for the long run and monitor performance systemically (Madzimure et al., 2020).
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Strict adherence to the standards of hygiene, regular inspection and licensing requirements of the local authorities characterise the political environment. Wage structures are also affected by employment legislation especially with the increasing National Living wage. While providing some level of stability, the rising operational costs in East London are not compensated for by the slight drop in the rate charged for the company.
The most direct threat is the state of the economy. Due to the cost-of-living issue, clients are choosing to go to less expensive salons, or lengthening the dormant times between sessions. Inflation has also driven up the cost of goods, services, and labour, goods, which has left less margin for small businesses such as Glow & Go.
There is a better social environment. The need for "Instagrammable" activities, the focus on self-care and the wellness trend all continue to expand. Growing ethical consumerism is in line with Glow & Go's sustainable identity, however, consumers are placing a bigger burden on the company to formalise sustainability policies by seeking more proof of its ethical commitments (Kutaula et al., 2024).
An example of these influences of technology is the widespread use of online reservation, contactless payment and algorithm-driven social media content. Automated content planning and AI thinking scheduling tools have the potential to make Glow & Go's work rate more productive but this will not be possible without skill development.
As there is an increased drive to reduce the use of hazardous chemicals and stop plastic waste, the environmental context enhances Glow & Go's competitive advantage. Meeting these requirements, however, leaves the possibility for increased procurement costs as greater transparency is required.
Last but not least, the legal system has strict rules regarding cosmetics, licensing and hygiene. And since internet reviews are so visible, a non-compliance translates to an enormous reputational cost.
[bookmark: _Toc215142850]Competitive Environment – Porter’s Five Forces
Rivalry is intense because of the large number of low-cost salons operating in Stratford who offer quick and cheap services. Glow & Go is competing on quality and sustainability, not price, but will have to stay consistent in its delivery to justify its premium.
The threat from new entrants is moderate since capital requirements are low but because of the nature of Glow & Go's reputation and aesthetic standards, this will take training and time to achieve.
The threat of substitutes is high. DIY nail kits, mobile nail technicians and alternative self care services offer switching choices.
Supplier power is moderate as there are few options for eco-friendly brands, and they are often costlier.
Customer power is still strong: switching costs are low and customer influence is also increased because of online reviews.
Although a strong positioning of Glow & Go as a premium level of environmentally conscious salon with a focus on experiences, the stylist's weaknesses, capacity constraints, economic pressures, and high market competition, led us to require a strategy that would bring the growth of its market niche, consolidation of its digital capabilities, and increase its operational effectiveness without increasing prices.
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Porter’s Generic Strategies
Glow & Go Nails currently employs a targeted differentiation strategy and offers high-end, environmentally responsible nail services to a well-defined and specific niche; East London clients who value style and ethics. In a market dominated by cheap and standardized salons, this strategy is consistent with its brand identity - with vegan ingredients, low-tox treatments and customized nail art providing a lot of differentiation. However, economic constraints do pose a threat to its long-term viability. Discretionary spending on cosmetic treatments has going down as a result of the current cost of living crisis, and now consumers are choosing to be led by the price, not morality. Maintaining price integrity with higher functional and experiential values presented is more challenging for Glow & Go to make this differentiation since buyers still put value on sustainability (Delgado-Ballester and Fernandez Sabiote, 2015).
Ansoff Matrix
Market penetration offers little risk diversification: formal referral prizes, treatment packages, and structured loyalty schemes may increase and enhance client lifetime value and return visit rates. Increasing the use of the current capacity is perfect as there is a limited floor area.
Without altering the heart of its offerings, market development strategies like collaborating with universities for student promotions, or targeting local office workers with weekday packages could target new clientele (Leng and Zhang, 2023). Given the fact that these markets are more price sensitive, the risk is medium.
Development of products and services is attractive on a strategic basis. Without having to add increased locations, nail care classes, digital gift cards or subscription packages (like monthly manicures), there is the option to increase revenue. These are synonymous with the brand narrative and are experiential in nature.
Long term individual branding potential can be gained through diversification, for example by creating own brand cuticle oil or nail care products but for a micro-SME with limited funding this means more operational and financial risk.
Bowman’s Strategy Clock
At the moment, Glow & Go is in Position 5 - Focused Differentiation - in which a higher perceived value justifies a slightly higher price. A little movement in the direction of a hybrid position - a better experience with competitive, transparent pricing - may go a long way in Augusting financial limitations. Hybrid means added value for money, loyalty points, packages and little extras, but cutting prices.
Selected Strategic Option
The most appropriate growth path is to deepen focused differentiation supported by digital-led market penetration and service development, rather than physical expansion.
· Suitability: Aligns with consumer demand for ethical beauty and leverages Glow & Go’s strongest assets—experience, sustainability, creativity.
· Acceptability: Customers gain enhanced value without compromising brand identity; staff benefit from skill development.
· Feasibility: Requires modest investment in digital tools, loyalty systems and workshop materials—achievable for an SME with limited capital.
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Key Stakeholder Identification
Glow & Go Nails’ stakeholder network includes: the owner/founder, nail technicians and reception staff, customers (local residents, regular clients and occasional corporate bookings), eco-friendly product suppliers, the landlord and local council, and lenders/banks if a small business loan is in place. Each group plays a distinct role in shaping operational capacity, service quality and long-term strategy.
Mendelow’s Matrix (Power vs Interest)
Stakeholders can be positioned as follows:
· High power/high interest: The owner, landlord, key employees and major suppliers. The owner controls decision-making and investment. The landlord influences lease terms and rent—critical in East London’s high-cost environment. Skilled technicians significantly impact service delivery. Major suppliers hold power due to dependency on niche sustainable products.
· High power/low interest: Banks and the local council. Banks influence borrowing terms but are largely indifferent to daily operations. Councils enforce licensing and hygiene compliance but have limited concern for commercial strategy.
· Low power/high interest: Regular customers and the local community. They rely on Glow & Go for services and help sustain reputation through reviews, making their expectations important despite limited formal power.
· Low power/low interest: Occasional walk-in customers whose limited engagement gives them minimal influence.
Stakeholder Expectations & Conflict
Employees expect fair pay, skill development and consistent hours. Customers want high-quality, ethical treatments at reasonable prices. Suppliers expect reliability and prompt payment. The owner prioritises sustained profitability and brand reputation. These expectations can conflict: maintaining premium eco-products raises costs, while employees expect competitive wages, yet customers remain price-sensitive—creating a strategic balancing challenge (Jerab and Mabrouk, 2023).
RACI for New Loyalty App/Workshop Strategy
· Accountable: Owner/founder
· Responsible: Senior technician (training and implementation)
· Consulted: Suppliers (for workshop materials/product bundles)
· Informed: Customers (via booking app, social media)
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Recommendation 1 – Strengthen Digital & Loyalty Strategy
Glow & Go should have a formal loyalty programme with points, referral rewards and membership categories. The owner will spearhead development (4-6 weeks) with the help of integrations with booking systems. Staff will encourage the scheme at the appointments. Required resources: Loyalty software add-ons Money to promote through minimal spending on advertising materials. KPIs: Repeat visit rate, retention per cent, referral conversions and Instagram engagement. This helps in strengthening customer lifetime value and the mitigating effect of price sensitivity.
Recommendation 2 - Service & Capacity Optimisation
Glow & Go, to maximise revenue per hour based on analytics from its booking system, should improve appointment scheduling. Introducing express 20-'30 minute services will draw in lunch break customers and reduce idle time. Cross training technicians will alleviate the dependence of the owner and enable rota planning. Training will be conducted by the senior technician (6 - 8 weeks). Resources include training hours, better scheduling templates and menus of service. KPIs - Utilisation rate, average bill per hour, number of express bookings.
Recommendation 3 - Strengthen Sustainability Proposition
Glow & Go should formalise the sustainability identity by asking for a partnership on recognized schemes (e.g. nail polish recycling, or eco-certification). This reinforces differentiation and satisfies ever-more-conscious customers. Implementation is to find a recycling partner and revise marketing materials. KPIs: percentage of recycled materials, customer awareness scores, number of mentions of sustainability-related reviews.
Recommendation 4 - Medium Term Growth Option
Once there is improved loyalty and efficiency of operations, Glow & Go should experiment with a pop-up station within a partner gym or hair salon, or try a second, small location using a chair-rental model. This has the benefit of limiting the risk while testing demand beyond Stratford. The owner will take the lead on feasibility study (3 months). Required resources: partnership agreements, part-time rental staff, small sets of equipment. KPIs: pop-up revenue numbers per week, new customer acquisition, activation to main salon appointments.
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In the highly competitive beauty industry in East London, Glow & Go Nails stands out as an environmental eco-friendly experience driven SME. While its weaknesses, limited capacity, owner dependence and low level of data usage require strategic attention, its strengths, ethical aspect, knowledgeable technicians, strong relationship with customers make it a strong foundation. Opportunities are presented throughout the external factors of ethical beauty trends and local revitalisation and the challenges experienced by consistent economics pressures and intense competition.
Glow & Go's brand identity and resource base serve to support the proposed strategic path of distinction and support it through digital-led market penetration and service innovation. The salon may consider strengthening the resilience and long-term value by formalisation of loyalty programs, capacity enhancement, strengthening of sustainability standards and looking into low-risk opportunities for expansion. In the end, Glow & Go's stability as a competitive company and sustainable growth will hinge greatly on its proactive stakeholder management and careful implementation.
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