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Executive summary
Chaffey (2015), argued that online startups have increased since 1990. The sustainability of these online startups depends on their ability to retain customers. However, to identify marketing strategy, it is important to think about the strategy of e-marketing and marketing tools as sell, serve, save, speak and sizzle and invest in these tools for future sustainability. It is equally important to identify the startups market place and to analyze how the external and internal factors would have an effect on this in order to identify the strength/weaknesses and opportunities/threats. The external factors are social, legal, economic, political and technological factors while the internal factors include product, place, price, promotion, people, physical evidence and process. SWOT analysis needs further analysis when startups have started running but, it is important to know where they want or do not want to be in future and where they are standing in the market now. This would help them to identify and develop the marketing strategies.  However, based on Chaffey, (2015) the most important resources for startups are human and financial resources that might be considered by them while developing marketing strategies. However, with regards to limited financial resources and with benefit of digital channels, this strategy would be WO strategy based on TOWS matrix strategy. It is because startups need to use digital channels as an opportunity to overcome the limited financial resources. In order for online startups to penetrate the market and start to promote their brands, it is essential to benefit from the internet and digital channels and use them as a bridge to connect with potential customers.  These days about 90% of people would have access to the internet and therefore the internet and digital channels would be a good low-cost tools especially for startups with limited funds. There are eleven different ways to use the internet as a low-cost e-marketing tool such as creating a weebly website, online classified, search engine, article marketing, social network, online video, online photo, tweet account, page account and local business listing. Startups could use these tools to identify the market and then use them to develop a strategy of growth hacking in order to reach goals within the markets. This will optimize their services and products for future sustainability and growth and follow the growth hacking methods with cost effective approaches. 
This paper will focus on the digital channels of e-marketing relating to startups business. It will examine Mi Culture as a new online startup in detail and how important would be for this business to use digital channels to penetrate the market. It will discuss about growth hacking marketing strategy with regards to Mi Culture and how to benefit this strategy for future sustainability. At the end will recommend that Mi Culture use a lock-in strategy as product lock-in, data lock-in and exit lock-in for customer retention and future sustainability. It will also recommend the use of mobile B2B in order to increase the order volumes and customer loyalty. 

Introduction
The purpose of this report is to focus on e-marketing relating to, Mi Culture, a new start-up business. This business is an app-base business that has been created late in 2017. It will analyze the benefits and challenges associated with digital channels and how this relates to Mi Culture. It will start with analyzing the market place and will carry on with e-marketing strategy as TOWS matrix strategy, using digital channels and growth hacking strategy.  It will evaluate what benefit these strategies have on e-marketing for Mi Culture and why it is important to invest in digital channels.
Chaffey (2015), argued that the ‘dot-coms’ business was launched about the middle of 1990s as a new business model. This has been developed by innovation and internet growth since 2000. However, it is hard to identify the long-term sustainability of start-ups as these companies need challenging either by online or traditional businesses. Sustainability of these companies will be based on their ability to retain customers for repeat purchases. Based on Bain (1999), there are six criteria to consider when assessing startup companies. These criteria are; concept, innovation, execution, traffic, financing and profile. However, a good business model does not guarantee success and therefore following these criteria may not mean immediate success. It also depends on the business, revenue models and traditional management.  For a business to develop their own website and to be competitive in the market, it is important to think about the marketing tools. Chaffey (2001), summarized these tools as 5Ss; Sell, Serve, Save, Speak, and sizzle and examined how important it is to invest in e-marketing. However, based on Porter, (2002) internet is a new way of doing business but the fundamental of business competition is still the same. That means Mi Culture needs to invest on these e-marketing tools to be competitive in the market and to promote the brand through digital channels. It is because based on Pettitt, (2007) internet would be one of the key marketing tools, the reason is these days more people will become connected to internet. Chaffey, (2013) discussed that online startups need to use internet as an additional sell channels and for customer service. With internet growth, that would be benefit for Mi Culture to develop its marketing strategy and use internet as an important tool to penetrate the market and for future growth. However, based on Biyani, (2013) startups marketers need to use growth hacking strategy to differentiate their product and services from their competitors. However, growth hacking strategy would be the strategy for Mi Culture that make it competitive and will help them to fit its goals within the market.
This research will focus on online startups and with the example of Mi Culture as a new startup business. It will examine contemporary digital channels for an online start up business and app’s and how important e-marketing is. It will focus on internet marketing and growth hacking for startups and how vital it is for Mi Culture to benefit from the growth hacking strategy and low- cost internet advertisements, in order to grow and be sustainable. 
The data regarding Mi Culture is based on the company profile that has been created late in 2017.  As this company is not still running, this research will discuss about the e-marketing strategies that Mi Culture needs to use in future.

WO Strategy
Mi Culture is an example of a new online startup. It is an app based business and targets the hair and beauty industry. The   unique selling point (USP) being to provide cultural diversity and promote freelancers. Its vision is “My Body, My Hair, Mi Culture” and its mission is to act as a bridge between customers and local freelancers in the area who wish to receive services based on the cultural, ethic and personal needs from the comfort of the own homes.  The aims of Mi Culture are to establish a brand and business while it strives to be innovative and creative and will try to differentiate its services to match customer culture, language, religion and events. It is looking to penetrate the market, disrupt and develop the market share and to be sustainable. However, the long-term sustainability of the company is very difficult and depends on business models. To achieve this Mi culture will need to attain its e-marketing objectives through digital channels and benefit of growth hacking strategy that will discuss further in this research. That would be based on TOWS matrix strategy by using WO strategy, but in a meantime this research will focus on SLEPT analysis and marketing mix in order to develop Mi Culture digital marketing strategy.
Chaffey (2015), argued that it is important to understand the online elements of organizations and to identify the external environment and internal processes of an organization in order to develop digital business strategies. However, for Mi Culture to be sustainable, it is important to monitor all processes in order to respond and make changes accordingly. Mi culture in order to identify opportunities and threats needs to analyze the social, legal, economic, political and technological factors and how these factors can have an effect on the firm. Social factors refer to those who are using internet for different activities such as buying goods and services online or everyday social life. Based on National Statistics (2017) 90% of UK population have access to internet and 77% of adults buying goods and services online. That would benefit Mi Culture as an online business, as majority of customers are online. Legal factors such as copy rights, fair use, license and public domains are the internet laws designed by government. Economic factors such as inflation that would affect on pound value and unemployment that would affect on customer spending pattern. Political factors are the legislation that have been determined by government to control the internet and rules. Technological factors are such as changes in technology, social media and technology lifecycle. For Mi Culture as a new startup technological factors are the most important one that needs to be the competitive advantages and being used as marketing tools to help them keep ahead of competitors. Chaffey, (2015) argued that SWOT analysis is a powerful tool for any organization to identify the internal resources in regards to strength and weaknesses and to match them against the external environment, in regards to opportunities and threats. However, as Mi Culture is not running yet, SWOT analysis needs further analysis but it is clear that, the limited financial resources would be the major weaknesses for this firm. With regards to Mi Culture opportunities and weaknesses, it would be a good strategy for them to take advantages of opportunities by using internet low-cost tools to overcome the limited financial resources. That would be considered as the company WO strategy with regards to TOWS matrix strategy. 
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Although, there is a threat for Mi Culture from new e-commerce entrants, digital products, new business models, power of customers, power of intermediaries and power of suppliers. For Mi Culture, it is important to improve its strength through digital channels and by using growth hacking strategy in order to gain a competitive advantage. To do this, consideration needs to be given to following patents, picking a strong brand name, cost advantages, using skilled personnel, offering superior services and promotion. 
This paper will focus on growth hacking strategy that assumes to be WO marketing strategy regarding Mi Culture. It will discuss how important is to investment in digital channeling and how important is for the firm to benefit from online tools such as websites, social media and email marketing as major resources to gain success and future growth. 
Digital channels/Growth hacking
Porter, (2002) argued that the internet is a new way of doing business but it does not change the fundamentals of business competition and good marketing. However, it is important for Mi Culture to be competitive and use e-marketing tools to differentiate its services from the competitors.  Pettitt (2007), discussed the fact that with internet growth, more people will become connected to the internet. This will mean the internet will become one of the key tools of marketing for Mi Culture. With increased internet use and new media opportunities this company can identify customer needs and wants. It also can use internet to penetrate the market and use internet as a channel for its future growth. This paper will discuss about how Mi Culture can use e-marketing tools in order to be competitive in the market and evaluate how a competitive business can use digital channels for brand awareness and future growth.
Chaffey (2001), summarized e-marketing as the 5Ss. These 5Ss are sell, service, save, speak and sizzle. For Mi Culture who are selling services online, it is necessary to provide additional customer services and service delivery to fully assist the customers. This would also save money as there are no overheads. Mi Culture would need to offer opportunities for customer feedback in order to improve. To sizzle, Mi Culture needs to be creatively designed in order to have the right content and visual impact. In addition to this, it needs to provide marketing tools and include advertisements in its app. Chaffey (2013), argued that online businesses need to use the internet as an additional sell channel and customer service. This also adds value to Mi Culture as a communication tool for inbound, outbound communication within social media. It also aids brand awareness and communication through online value proposition. 
It is also important to use e-marketing mix as an e-strategy for Mi Culture to achieve its objectives. Chaffey (2013), argued that the tradition of marketing mix includes product, place, price, promotion, people, process and physical evidence which needs to be re-examined for the online world. 
Mi Culture as a new startup needs to offer new information-based services ‘product’ to match customer needs and wants. This information might be based on freelancers with cultural specifications, a target audience, customer reviews and feedback about the services. Price would be based on market price. There could be reduction and changing in purchases policy, such as 2% commission directly from freelancers and 1% for first 6 months, plus a free administration charge for the first year. However, the app price would be based on no initial outlay and the prices of services would not exceed the local salon prices. Place would be online and could be found in the app store, play store and windows store. Promotion using elements of promotion mix would be online and offline advertisements, managing communication between organization and its public, email marketing, viral marketing, telephone marketing, sales promotion to include free gift to services or discount price, online vouchers and coupons. (Pettitt, 2007) People, would be service providers, stylists and beauticians. There would be a partnership with customers in order to offer higher quality services, while minimizing the service costs. Physical evidence improves the quality of the site to meet acceptable standards in case of speed and ease of use. Process is to improve the quality of service and revise the process in order to provide support for customer requests such as data process and record keeping. However, e-Marketing mix is a broad marketing decision for startups, so this paper will focus on internet marketing and how important it is for Mi Culture to use the internet in order to decrease the initial costs. It will then discuss the benefits of the growth hacking strategy and how it is important for Mi Culture to use this strategy for future growth.
Leinbach (2015), suggested that online marketing is not a new sale strategy for small businesses. It is true that it has been available for years now and there is no end to it in the future. However, people are not going online only to do shopping but for many reasons, one being social media. Based on The National statistics (2017), about 45% of people use the internet for social media. Pettitt (2007), argued that websites need to be fast loading and well designed in order for customers to want to return. For Mi Culture as an app-base business, if the app does not meet customer expectation then customers will not come back.  They need to consider three categories, these are to use the internet as a research or planning tool, distribution channel, for communication and promotion. These categories are too broad so this paper will focus on using the internet as a digital tools to promote the brand relating to Mi Culture for future growth. Nevertheless, using the internet as an advertising method does have advantages and disadvantages. (Appendix 1)
Offer (2011), argued that there are eleven free methods of advertisement for startup businesses who wish to grow. Relating to Mi Culture, one method would be to create a Weebly website with no initial costs and a couple of pounds for a further upgrade. Mi Culture would be able to start the business and generate the sale through Weebly. Online classified advertisements are also free.  Other methods include using search engine optimization, article marketing, social networks by creating tweeter profiles, Facebook page and an Instagram profile in order for Mi Culture to interact with customers directly. Online video sharing is another method that would help them to interact with customers. Also, online photo sharing, pay per click advertisement is a good way to drive traffic to the site. Email marketing creates a massive list of customer emails and sends weekly emails to them. Using the local business listings, relating to the areas the app would cover and Online directories can target specific areas. Hamlett (no date), stated that advertisement would help businesses to raise awareness to the target market who are not familiar with the product and services. However, it is not enough for business growth and Mi Culture needs to have a growth strategy for future sustainability. 
Biyani (2013), argued that growth hacking is a strategy for startup marketers to differentiate their products or services from their counterparts. Even so, there is extreme uncertainty for Mi Culture with astronomical growth as they don’t have the same resources as an established company. Mi Culture needs to act as a growth hacker and think differently to discover new ways of solving problems. 
Nasty Gal is an example of growth study. This business has been established by Sophia Amoruso who described herself as a “college dropout”. It was started when she bought a copy of ‘starting an eBay business for dummies’ which gave her the idea of selling vintage clothes online. To start with, she developed her relationship with the vintage sellers and then started to research fashion trends and how to buy and resell the clothes on eBay. She used eBay to promote her independent site and soon after her revenue had reached $100 million with customers in over 150 countries. Her success was through analyzing the target market and then fitting the products into the market. It was also because she could identify how to set goals and how to manage business approaches such as work/not work. She was keen to optimize and to reach goals and stay on track. 
 Other examples of growth hacking for successful businesses would be Shazam’s with the word offline spreading strategies, Uber with the strategy to let the service users talk about their experiences and Netflix by using internet bulletin boards and forums. 
For Mi Culture as a new startup, it is important to identify the market, how to penetrate it and fit the services into it. Goals need to be clarified and services optimized to create the brand and reach the targets. To do this they need to create a service feature to share with new customers, using the internet, email marketing and social media to promote the brand. There needs to be a sales team such as college friends to help and support, in order to go viral, the email and post blogs and to viral video. Chapman (2017), argued that growth hacking is an innovate strategy for startups with low-cost spending. He discussed it as marketing tools such as a search engine, social media, and email marketing to touch all the areas of business which would help Mi Culture to succeed against larger organizations. However, it needs to follow methods and tools to meet their needs and abilities in order to grow which would be related to their cost-effective approaches. It has been discussed how Mi Culture would benefit from internet low- cost advertisement and how using this tool as the main low- cost strategy for future growth. 
 Conclusion 
In conclusion, the benefits and challenges associated with contemporary digital channels for Mi Culture has been identified. It has been discussed that it is important to identify the online elements of the organization environment in order to develop digital business strategies. For Mi Culture, the most important resources are human and financial resources. However, with regards to limited financial resources of this company, it would be beneficial for Mi Culture to use the low cost digital channels and internet to promote the brand and increase awareness with regards to its WO and growth hacking strategy. These digital channels cover email marketing, creating a weebly website, online classified, search engine, article marketing, social network like a Facebook page and tweeter account, online video, online photo sharing and local business listings to promote the brand. Even so, advertisement is not enough for their future growth and they would need to differentiate their services against their competitors and discover new ways of problem solving. That would be possible by investing in e-marketing tools. Mi Culture needs to identify the market and fit their services and goals within the market. They need to optimize their services and to stay on track in order to create the brand and be sustainable. To be successful, they will have to follow the growth hacking methods to meet their needs and continue to grow using cost effective approaches.
Recommendation 
Amarsy, (2015) argued that to be sustainable in the market, it is not enough to offer a great product to customers. The business model needs to be right, not only to attract customers but to retain and lock them into the ecosystem. The lock-in strategy would be possible through product trap, data trap, learning curve trap, industry standard trap, service trap and exit trap.
 Startups such as Mi Culture would be recommended to benefit from a lock-in strategy in order to attract and keep the customers for its future growth. An example of lock-in strategy is how Mi Culture services would be available through the app and online. This would be based on the business terms and conditions. Any freelancers would not be allowed to offer the same services outside the app orders.  Data trap would give the customer access to their own profile and freelancers detailed profiles, as long as they are registered with Mi Culture. Learning curve trap gives the opportunity for customers who wish to learn how to use the services or the products that are available and purchase through the app. They would be able to bundle the service with another service which would be available only for the customers. Another strategy could be to force customers to use the services for a period of time. It would be a specific contract for customers who would have to arrange a termination fee to cease the service.
In addition to the above, it is also recommended for startups and Mi Culture to start a mobile B2B. Weinryb (2017), argued that these days while customers are mobile, salons are mobile, beauticians and stylists are mobile. This means we need mobile B2B. Mi Culture would benefit from its app to play an important role in B2B sales. This would give opportunities to stylists and beauticians to use the device for placing orders. It would also recommend using B2B e-commerce by providing B2B customers with an app for B2B ordering to increase the order volumes and customer loyalty.
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Appendices 
Appendix 1
The advantages and disadvantages of the internet to be used as advertising; (Pettitt, 2007)
Advantages:
Messages could be changed very easily. The interaction would be easy and possible. It can create a new page very cheaply. It would be possible to advertise on other web pages. It would be very low cost with a large audience. Direct sales would be possible. Information content would be high. 
Disadvantages:
There would be a limited visual audience. There is no guarantee of an audience. It relies on browsers which may not guarantee that it is found. It could create irritation and limitation and needs to be creative.
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