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Introduction
	As we have previously discussed throughout the duration of our trial period working with the client, Phyllis & Karen's Beauty Parlor, we fully expect to expand the content making through development of a social calendar, cross-promoting content, and research on the business field. Our previous freelance work for the client issued a brand video, sample graphics, a wavelength video, and more which can be found on this Splash Page. Using background research about the beauty industry and targeted audience for the beauty parlor can clearly identify different social and content strategies to assure growth and engagement in the company. How we can expand on this content includes building social media analytics to cater to our audience and showcasing previous content marketing knowledge across all platforms. Here are further steps we plan to take for our client, Phyllis & Karen's Beauty Parlor:
Course References
Experiential Work
	Previous knowledge of the field regarding Phyllis & Karen's beauty salon derived from my childhood growing up in a nail salon and distributing beauty products to retailers at international trade shows. By creating an atmosphere in a salon that is meant for customers to feel more personally attached to their service professional creates a more family-friendly oriented beauty salon where word-of-mouth marketing grows. A beauty salon can consist of work from creative professionals for nail care, hair routines, and skin and dermatology practices. 
	In the business field, the beauty industry is a $511B industry as of 2021 with annual compounded growth rate of 4.75% worldwide as it is predicted to grow to $716B by 2025 (Roberts, 2021). As salons and retailers all over the world sell products in their stores, Phyllis & Karen's Beauty Parlor will have products and cosmetics for customers to buy for their own self-care aside from the services received at the beauty parlor. As the U.S. was the most valuable beauty and personal care market in the world in 2018, beauty products and vendors can hold reigning legacies in stores and influence the sales into e-commerce which can be advertised specifically on the stores websites, podcasts, newsletters, and more (ibid).
Business Field
	Content marketing is effective because as a digital marketing strategy, a platform can help gain new followers, engagement, subscribers, and overall eyes on the page to boost sales. As it can be a model to leverage all story channels in all stages of the buying processes, it can be used to maintain the attention of multiple buying groups and brand loyalists (Pulizzi, 2019, p. 5). As content is fit to the context of the business' social platforms, it can be shaped and republished depending on the behavior of the target audiences. It is best to think about the messages in content marketing that can retain an audience or subconsciously display images when they are not around the business to create a sense of brand loyalty. The idea is to create content to market that gives the audience a reason to listen, share, view, and become aware (p. 19).
	Different forms of content marketing can help brands achieve their marketing objectives when there are new lead generation sales, brand awareness, and customer acquisition leading to sales in the business field (p. 30). As the business model of content can support advertising sales to profit through online sources, Phyllis & Karen's Beauty Parlor focuses on daily web content, e-newsletters, testimonials, blogging, updates of a mobile app, and other social media posts to lead sales online and give direct communication between the business and consumer as a subscriber base to be associated with the brand. Overall, forms of content must center around the business and how the brand can describe their personality and voice through content for customers to be engaged in. Our client can benefit from content marketing in the business field by filling a need for the customers who need to debrief after a long day consistently while understanding an expert's point of view. To put the content marketing into action, the goal is to become part of the content fabric for customers and sales will follow (p. 79).
Target Audience
	The buying personas Phyllis & Karen's Beauty Parlor tends to target is a mix of the "Jester '' and "Everyman '' archetype. The "Jester'' specifically describes the clientele that Phyllis & Karen's Beauty Parlor reach due to the carefree nature that customers have when receiving services at the salon (Domani, 2019). The playful and vibrant colors that the beauty parlor provides creates a sense of enjoyment and entertainment which is prevalent when creating secure relationships with beauty professionals. While the "Everyman'' creates a sense of belonging in the salon, our customers appreciate honesty and realism. If a customer were to ask for professional advice, the employees would never let a customer walk out with a service they did not enjoy. Trust between a client and professional is most valued when finding a beauty parlor that creates loyalty and reassurance. 
As the parlor's target audience is the best way to identify the brand's voice and personality, these archetypes can brand into what social media marketing strategies result in the best outcomes. With this brand persona, common worries from customers include having poor quality service with cheap or non-sustainable materials from a team that is professionally trained. After a long day from work, social, or relationships in life, customers need to be debriefed with assurance that they will find their salon that they become loyal to. We can market to those customers by advertising beauty regimens that they can use at home when they are not in the salon to develop their own routines. The development of the mobile app can allow customers to communicate with their professionals regarding questions, routines and beauty regimens, and upcoming appointment reminders. Along with physical services, e-newsletters can provide information regarding trusted products that are being used in the store for quality services. These examples of marketable strategies can assure brand loyalty among customers when reaching to our targeted brand archetype and persona.
Content
Content Marketing
	To best utilize the different forms of content gathered is by using the content pyramid to establish a marketing strategy to align with the company's objectives. As the content pyramid is a strategic framework to execute content in a marketing campaign, it can optimize an audience and reuse the consumption of content without having to worry about it (Hupje, 2020). The content pyramid can focus on clear content objectives that an audience should focus on and other cross-promotional content should centralize marketing goals by coordination and elimination of duplicated content. For example, the usage of Instagram posts should be the main priority as it will be the most focused social platform to receive messages and information regarding deals, transformations, trends, and more. Other content regarding this should be centered around the main message to promote it further while sprinkling minor promotional messages in-between. A core content message that could be focused on could be the grand reopening which is shown in the social calendar. Content surrounding this should create buzz as more valuable information is being exposed to the core content to engage with the audience. An example of this is the Instagram stories that interact with customers on how they are feeling, internal checklists, "this or that," or mood boards. Posts surrounding the grand reopening can be testimonials from customers about their experiences, podcast episodes about how the day went, deposits of content and photos from the first day return, or a time-drop of days left before the grand reopening. These ideas surrounding the day of the reopening will have a large return investment from the customers if we engage with them as much as they engage with the business. As the safety of customers is the main priority with a grand reopening, it will show the customers how valuable they are and create traffic to the direct business pipeline (ibid). 
Social Media Platforms
	Social media platforms that Phyllis & Karen's Beauty Parlor would primarily focus on are Instagram and TikTok, but also catering to Facebook, Twitter, and YouTube as well. Instagram would be the main form of content and communication to customers as they can have a visual aid of updates, inspiration of content, and more. As Instagram is known as being the copycat app for stealing ideas such as stories from Snapchat, IGTV from YouTube, and reels from TikTok, along with the prioritization of photo-sharing, the opportunity of content sharing is endless. Using TikTok and YouTube as a deposit of content to redistribute on Instagram can help boost posts and grab the attention of customers with transformations, tutorials, and tools to use from home and when customers physically cannot be in the parlor.
	Aside from social media prioritization, an overall website that links to a blog, mobile app, testimonials, and e-newsletter is ideal to retain a larger audience that customers can engage with. Using a mobile app to book appointments and speak to trusted professionals about questions or concerns they may have can allocate a better time block for customers as well as keep a direct line of communication between the business and customer. The blog can feature tips and tricks when customers are not in the salon as well as a subscription to the website for access for e-newsletters, discounts, deals, holiday sales on products, and more. For incoming or customers who are questioning a new location for a beauty parlor, testimonials can be directed to the website. This can allow new clients to be directed to other sources for questions about their own self-care to receive best possible services from creative professionals. A podcast from our team members can emphasize the work that is created from our professionals as well. Each week, we can update our clients on what is current and trending, what tips and tricks to use at home, or even product reviews from vendors and other customers to enhance sales in the stores. The theme of the podcast always adheres to the mission statement to empower the clientele with daily affirmations and motivation from the team of creative professionals. 
Application of Content
	The focus of weekly content includes posting to Instagram with photo sharing 2-3 times a week aside from story sharing, reels, or IGTV. Sunday posts consists of #SelfCareSunday for the customers that need extra care from home. On the days where our clients would usually have off work or run their errands, a weekly post of self-care could turn around their motivations from home. Another post can be made on Fridays for weekly affirmations to uplift and empower the clients as they would be receiving multiple spa services that could give clients confidence once they walk out of the store. Other posts for Instagram include transformation services from nails, current deals from the e-newsletter and holidays, or announcements such as new podcast episode air dates and videos from other platforms to cross-promote. This can be highlighted from reels, IGTV, and stories as well, as they will be used as promotional content from other platforms as TikTok and YouTube are known for being the largest video consumption platforms in media.
	TikTok videos can include anything that is on trend or focused on the discover page. As TikTok has the most complex algorithm to push content depending on what your audience currently watches, the videos can focus on transformation of client services, skits of what it is like to work in the salon, or mini tutorials provided to combat the pressures of the pandemic from home. YouTube videos will be posted weekly on Saturdays to announce more in-depth tutorials from home or product reviews for customers who are interested in buying products. For seasonal promotions, our artists and creative professionals can test looks for our clients if they are hesitant to try looks outside of their comfort zone. Videos can be promoted via Instagram following any uploads on stories where they can swipe and view in the external browser. 
	Facebook can be used to highlight large and major events provided for the occasion. As stated in the midterm project, the grand reopening of the beauty salon will be held on October 3, 2021, which can invite members from Facebook groups and friends to come. This event will cater to customers and clients with a deposit of ongoing content to highlight in albums or Instagram posts. With motivational and engaging Instagram posts, we aspire to reach out to influencers for paid or earned media which can boost engagement for new clientele. Facebook posts can contain new deals regarding seasonal sales such as Halloween trends, looks, costumes, and spa products. 
	Regarding weekly updates from the website and mobile app, there will be a calendar with the schedule of bookings and services for customers to make online as opposed to calling the store. The mobile app will have updates from social media platforms on the home page and daily affirmations similarly to a horoscope app. Highlighting a Spotify curated playlist to the salon on the mobile app can give customers an idea of what the customers and employees are listening to that week. With a Spotify curated playlist linked to the website, it can give us an idea of what customers are currently listening to and how it can change to cater to the target audience. As the blog and podcast somewhat go hand-and-hand, the blog and podcast can consist of reviews from clientele of their experiences, interviews from distributors about latest product updates, trends to try from social media, and hacks from home. To highlight the mission statement, podcasts and blogs must have words of affirmation to empower and lift clientele while in the salon or at home.
Social Calendar
Here is an example of our social calendar for the month of October for our client, Phyllis & Karen's Beauty Salon to present all aspects of content marketing. Social platforms are used to boost major events or postings such as the grand reopening, podcast episode air dates, and discounts from e-newsletters. 
	Sunday
	Monday
	Tuesday
	Wednesday
	Thursday
	Friday
	Saturday

	
	
	
	
	
	1
- IG Post (Announcement for grand reopening, 10 AM)
- TikTok (Virtual Tour of Salon, 3 PM)
- FB Event (Grand reopening, 12 PM)
	2
- Newsletter email (Discounts and announcement, 10 AM)
- IG Reel (TikTok tour, 1 PM)
- IG Stories (x2, discounts from newsletters, 12 PM)

	3
- IG Post (Grand Reopening, 7 PM)
- Twitter (x3 tweets for deals)
-TikTok (x2 Grand Reopening & nail transformation)
- IG Live (Grand reopening)
	4
- IG Post (Podcast Announcement, 3 PM)
- IG Reel (Grand Opening TikTok, 11 AM)
- IG Story (Interactive Post)
- FB Post (Photos from Grand Reopening
	5
- IG Stories (x2, Website Upload, x1 for podcast)
-Twitter (x2 tweets for podcast air date)
- FB Post (Podcast air date)
- Website testimonials uploaded
- Blog (x1 Post uploaded for podcast and grand reopening trials)

	6
- Podcast Ep. 1 (10AM)
- IG Post (Podcast Ep. 1, 11 AM)
- IG Stories (x2, Preview Podcast & Blog post)
- Twitter (x1 Tweet, Podcast Announcement)
- FB Post (Podcast opening)



	7
-Website upload (new podcast update)
- TikTok (x2 Podcast recording sample, Hair transformation, 4 PM & 9 PM)
-IGTV (Facial process, 8 PM)
	8
- IG Post (Weekly Affirmations/Quote/Empowerment, 10 AM)
- IG Reel (Hair Transformation, 2 PM)
	9
-YT Video (How to remove dip powder from home, 11 AM)
- IGTV (YT preview, 12 PM)
-Twitter (x1 tweet, new video upload)
-E-newsletter (discounts on hair care)

	10
- IG Post (#SelfCareSunday, 1PM)
- IG Stories (x2, newsletter from hair care discounts)
- Blog post (Comparing different types of nail care)
	11
- TikTok (x1 Skin Care Routine, 10 AM)
- FB Post (x2, in-store discounts & finished nail products)
- IG Stories (x2 New Blog Posts)

	12
- IG Stories (x2 for podcast)
-TikTok (x1 Nail Transformation)
- IG Reel (Nail Transformation TikTok)
	13
- Podcast Ep. 2 (10AM)
- IG Stories (x2, Podcast episode announcement)
- Twitter (x2 Tweets, Podcast episode announcements
- FB Post (Podcast announcement
	14
-Creating Spotify curated playlist for salon
- IG Story (x2, Sharing Spotify Playlists & New Podcast Ep.)

	15
- IG Post (Weekly Affirmations/Quote/Empowerment, 10 AM)
- IG Story (x1 new YT tomorrow)
	16
- YT Video (How to create a skin care routine, 11 AM)
- IG Post (YT new video, 12 PM)
- Twitter (x1 tweet, new video upload)

	17
- IG Post (#SelfCareSunday, 1PM)
- Blog post (Newest influencer makeup looks to try)
	18
- IG Post (Quote from client)
- IG Stories (x2 New Blog Posts)
- Influencer paid media 

	19
- IG Stories (x2 for podcast)
-TikTok (x1, Spa Routine
- IG Reel (Spa Routine TikTok)
- Reposting influencer paid media
	20
- Podcast Ep. 3 (10AM)
- IG Stories (x2, Podcast episode announcement)
- Twitter (x2 Tweets, Podcast episode announcements
- FB Post (Podcast announcement
	21
- IG Story (x1, New Podcast Ep.)
- TikTok (x2, Customer Testimonial, Influencer Paid Media Interview
- IG Post (Product review, 4 PM)
	22
- IG Post (Weekly Affirmations/Quote/Empowerment, 10 AM)
- IG Story (x1 new YT tomorrow)
	23
-YT Video (Product review from in-store vendors, 11 AM)
- IGTV (YT preview, 12 PM)
-Twitter (x1 tweet, new video upload)

	24
- IG Post (#SelfCareSunday, 1PM)
-Newsletter email (Halloween Discounts)
-Blog post (Trendy Halloween Looks in the Beauty Industry)
	25
- IG Post (Halloween discounts, 1 PM)
-TikTok (x2, special effects Halloween makeup looks)
- IG Stories (x2 New Blog Posts)
	26
- IG Stories (x3 for podcast, mood board, interactive post)
- Pinterest (Halloween looks mood board)

	27
- Podcast Ep. 4 (10AM)
- IG Stories (x2, Podcast episode announcement)
- Twitter (x2 Tweets, Podcast episode announcements
- FB Post (Podcast announcement
	28
- IG Post (Halloween nail looks, 11 AM)
- IG Story (Interactive post)
- IG Reel (Halloween nails)


	29
- IG Post (Weekly Affirmations/Quote/Empowerment, 10 AM)
- IG Reel (Halloween makeup looks)
	30
-YT Video (Halloween Makeup looks, 11 AM)
- IG Post (YT looks, 12 PM)
-Twitter (x1 tweet, new video upload)
- IG Live (Halloween updates)
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[bookmark: _5errqix7sbug]Phyllis & Karen's Beauty Parlor is designed as a beauty salon to cater to all their customers' needs whether it be debriefing after a long day, confiding in a friend or professional, or needing an extra boost of confidence. Our customers post-pandemic will experience one-of-a-king experiences that will ensure superior service and create time for ritual, comfort, and indulgence. To complete the marketing objectives of the beauty parlor, our content marketing techniques includes a multiplatform social marketing tactic to cross-promote across all channels including Instagram, TikTok, Facebook, and YouTube. Content marketing can set up more goals for Phyllis & Karen's for the business model by setting up new forms of profit from online and web subscriptions while leading consumers to the website and mobile app as well. While blogs and podcast episodes can entertain customers outside of the beauty salon, engagement, and word of mouth marketing to other clientele can grow immensely from the feeling of being empowered in-and-out of the parlor from trends, hacks, tips-and-tricks. As the content marketing strategy is to ensure brand awareness and loyalty from the everyman jester to create a sense of relaxation, enjoyment, and belonging, we attempt to note that not all nail services are created equal and to remember so before stepping inside Phyllis & Karen's Beauty Parlor. 
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