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Splush at a Glance

With a focus on customer satisfaction and building
relationships, Splush aims to increase salon visits,
improve customer retention, and achieve a balanced
revenue split between retail and services within a
year.



Research and Methodology

Salon visit frequency.
Consumer preferences and shopping behaviour. 
Expectations for retail and service offerings.

Mixed Method Approch

Secondary Research

Primary Research



Participants Age

20-6067 20 - 60
Female 

98%98%

Voted for a
personal 

connection
when looking for 

a salon.

57%
40% 31%

Expressed a need 
for specialised 

care.

With Curly/Coily
hair say it is

hard to find a 
salon that 

caters to them.

Primary Research 



Increasing Disposable Income and Urbanization

Young, Fashion-Conscious Consumers

Natural Hair Movement & Sustainability

Social Media & Celebrity Influence

Product Innovation & Specialised Treatments

Rising Awareness of Hair Health & Grooming

Secondary Research 

Market Growth Drivers



Franco International:
High-end salon. 

Carlton Hair: Premium
upscale salon. 

Sorbet: Full-service
beauty brand.

Competitors



Competitor Analysis Insights

Increasing Disposable Income and Urbanization

Young, Fashion-Conscious Consumers

Social Media & Celebrity Influence



Consumer Insights

Hair as a Symbol of Identity and Confidence

Natural Hair & Inclusive Services

Personalised and Emotional Experiences

Price Sensitivity & Value-Seeking

Sustainable and Ethical

Protective Styling and Wig care



PESTEL





Secondary Research
Findings 

Hair holds information
Identity, Health, DNA

Clients form deep 
relationships due to 
trust and intimate 
interactions.



Key Insight

Hair care is an emotional journey tied to personal
identity. 

"I am not just seeking a service; I seek a partner
who understands my unique stories.

The emotional connection between me and stylists can
transform routine visits into meaningful experiences,

affirming my self-worth and confidence."



Key Issues



Objectives

Improve online bookings by 25% and social media
engagement by 30% by Q3, 2025.

1.



Objectives

Increase the number of personalised consultations by
40% within the next 6 months.

2.



Objectives

Increase customer retention by 20% by Q2, 2025.

3.



Health-conscious.

Beauty-conscious.

Interested in personalised, professional care..

Target Market

Females aged 20-60



User Personas



User Personas



Brand Identity



Positioning Statement





Solid Foundation for concept.

Rational
Emotional Journey of Hair Care

Client Desires

Empathetic Partnership

Competitive Differentiation

Alignment with Brand Tone

Focus on Self-Expression



Concept

“My Hair, My Story.”



Key Message



Contact Plan

Posters.

Social Media Stories.

SM Filters.

Pop-Up Store.

Loyalty Programmes.

Website.

Newsletters.





POSTERS



INSTAGRAM FEED

Reels

Carousel 
Posts

Stories



CAROUSELS



CAROUSELS



FACEBOOK



REELS



Social Media Filters



Social Media Filters



Instagram Stories



Pop-Up



  

 

s p l u s hSHARE YOUR

STORY!











Loyalty Program





GIFT VOUCHERS









Roll-Out Plan



Campaign Budget



ThankYOU!


